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Summary 

 

Íslenska 

Ritgerð þessi fjallar um mikilvægi tungumálanotkunar í viðskiptaorðsendingum á 

samfélagsmiðlum og þau áhrif sem hún hefur. Megindleg rannsókn var framkvæmd á 

Íslandi og í Þýskalandi til að athuga hvort marktækur munur væri á því hvernig bæði 

einstaklingar og þjóðir taka stafrænum auglýsingum á erlendu máli. Rannsóknin var 

framkvæmd í þeim tilgangi að komast að því hvaða hlutverk móðurmál annars vegar og 

erlend mál hins vegar spila þegar fyrirtæki hafa samskipti við viðskiptavini sína. Annar 

tilgangur var að komast að því hvaða hlutverki tungumál gegna í sameiginlegum skilningi 

þegar aðilar tilheyra mismunandi mál- og menningarsvæðum. Niðurstöður gefa meðal 

annars til kynna að Íslendingar tali að meðaltali fleiri erlend tungumál, nota 

samfélagsmiðla í meira mæli og eru móttækilegri en Þjóðverjar fyrir viðskipta-

orðsendingum á erlendum málum. 

 

English 

This paper discusses the relevance and influence of language use in commercial social 

media communication. Original quantitative research was conducted in Iceland and 

Germany in order to shed light on national and individual differences concerning the 

acceptance of content in foreign languages in digital marketing. This was done with 

regards to the role of native and non-native languages in the establishment of customer 

relationships as well as in mutual understanding between communicators from different 

linguistic and cultural backgrounds. The outcomes indicate that, amongst other things, 

Icelanders speak on average more different languages, show a stronger use of social 

media, and are more likely to embrace commercial content in foreign languages than 

Germans.  
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Preface 

 

Quickly after I moved from my country of origin Germany to Iceland in August 2015, I 

realized that people of this remote island nation showed some interesting peculiarities 

and quirks which I had never experienced before. Suddenly, foreign TV shows and movies 

were subtitled instead of dubbed in public broadcasting media. Pensioners and senior 

citizens used computers, smartphones and social media platforms as if it was the most 

basic thing in the world. English was more commonly used on signs and posters on 

Reykjavíks shopping street Laugavegur than Icelandic, and even many waiters and 

salespeople in restaurants and hotels did not speak the national language. This research 

paper was sparked by the idea that the noticeable differences between Germans and 

Icelanders regarding their exposure to foreign languages and social media platforms 

would somehow be representative and relevant in context of globalization and modern 

marketing and communication of international companies and institutions operating 

across borders. 

 

I’d like to thank everyone who supported me during the process of creating this paper, 

particularly my family who encouraged me to go through all the challenges. Special 

thanks also to Hugrún Hanna Stefánsdóttir for her assistance with translations. 
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1. The Importance of Contemporary Marketing and Communication 

 

Contemporary economic environments have often been defined as consumer markets, in 

which commercial companies actively seek to fulfil individual demands of customers in order 

to guarantee the achievement of predetermined business objectives. In that context, 

customer relationship marketing is perceived as helpful to establish a stable client base with 

a favorable average customer lifetime value. Brand images and strategies can be developed, 

cultivated and spread through successful communication, while reasoned market 

segmentation may support the adjustment of communicative measures and language 

practices to the demands of individual target groups, considering cultural differences and 

predominant values amongst separate market entities. Assuming a certain emotional 

attachment of human beings to their native language as well as a propensity to follow 

preestablished images and rules of the society in which people have been socialized, it seems 

legitimate to hypothesize that the above marketing aspects are, at least to some extent, 

related to language use in corporate communication via social media. That is because social 

media platforms such as Facebook are nowadays almost universally accessible, both in small 

markets as well as in large markets, and they are widely used amongst various distinct 

language groups around the globe. Therefore, the potential level of success of cross-border 

communication via social media is, in a way, related to target audiences’ ability to encode and 

decode information correctly, which may in turn depend on their mentioned linguistic and 

cultural backgrounds. These notions legitimize the implementation of original multinational 

research with regards to relevant factors of individual acceptance of foreign language 

communication and marketing measures via social media.  

 

1.1.  Challenges of Individualization and Multidimensional Marketing 

 

1.1.1. The Constitution of Modern Consumer Markets 

 

The exchange of goods and services is (and has been) a basic principle of human coexistence 

since the beginning of mankind, and its professionalization is a cornerstone of modern 

marketing principles (cp. Meffert et al. 2015, p. 3). Nowadays, “[m]arkets are changing at an 
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accelerating rate” (Kotler 1999, p. 5) and business competition and large-scale comparability 

of goods offered by companies is ensured through numerous easily accessible channels (such 

as for example vendor-independent internet portals and sales platforms), making it 

increasingly challenging – and also increasingly important – for single businesses to stand out 

from their direct competitors and to draw the attention of potential customers. Friendliness, 

service and other non-material aspects can tip the scales regarding customer choices; sales- 

and customer-focused marketing practices are thus important for the operation of successful 

modern businesses and have become an inherent part of any ambitious company’s 

management in recent times (cp. Meffert et al. 2015, p. 3). 

These developments are rooted in the ever-present necessity for optimization of 

transaction processes in a globalized business environment. Two basic principles define 

whether and how such transactions are made. According to the principle of gratification, 

demanders will only buy from suppliers that are able to fulfil their needs in the best possible 

way; at the same time, suppliers will only sell their commodities and services if they are 

reimbursed in a way that eventually secures them financial profit. The principle of scarcity 

mentions the fact that demanders only have a limited amount of resources at their disposal 

to make purchases, but they also only have a limited amount of time and technical possibilities 

to look for potential offers; on the other hand, suppliers face own limitations of time and 

resources regarding their options of self-promotion and connecting with demanders (cp. 

Meffert et al. 2015, p. 4). Successful marketing and communication strategies are thus 

essential in order to improve business performance on these fields and to guarantee 

“company adaptability and profitability” (Kotler 1999, p. 5) by optimizing transaction 

processes between demanders and suppliers in a global context. Introducing holistic 

approaches is particularly important because single marketing tools can no longer be viewed 

independently regarding their individual effects; increasing internationalization of both large 

enterprises as well as smaller companies operating in niche sectors has led to the effect that 

any marketing decision should be evaluated in context of – and optimized in interaction with 

– other related decisions in order to maximize efficiency within a modern business 

environment and global communication networks (cp. Meffert et al. 2015, p. XII; p. 857). 

One early effect of internationalization of business activities during the 20th century has 

been a growing necessity to evaluate different challenges that are arising when entering new 
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markets – and also to identify suitable ways on how to cope with said challenges. Differences 

between markets with regards to ruling culture, language, purchasing power, preferences and 

values make it an important step for expanding companies to thoroughly analyze potential 

new target areas before commencing business activities in them, in order to be able to create 

best possible benefits for both suppliers and demanders and to optimize the use of limited 

resources (cp. Meffert et al. 2015, p. 5; cp. Schmittleïn 1999, p. 144). These challenges have 

led to the establishment of the so-called “Market-Based View” (MBV) during the 1960s, stating 

that long-term economic success of companies is based both on the individual structure of its 

selected target markets as well as on a company’s behavior in said markets. By adjusting to 

individual needs and demands of clients in an area, a company may be able to establish a 

powerful position and competitive advantages over its rivals to dominate a local market (cp. 

Porter 2000, p. 61ff). However, large-scale individual adjustments can be expensive and time-

consuming, which is why new target markets are traditionally chosen carefully and based on 

certain indicators in order to evaluate the expectable financial outcomes of a market entry.1 

Attractive markets as defined by Porter are, amongst others, markets with limited internal 

competition but high purchasing power of potential clients as well as strong willingness of 

clients to pay for demanded services (cp. Porter 2008, p. 35ff); other important factors to be 

considered are preferably “high latent demand” and easy “market accessibility” (Parker 1999, 

p. 17). While the MBV is still valid and respected in many aspects, – e.g. as a basis for election 

and strategic assessment of communication policies by means of characteristics and demands 

of single market segments (cp. Meffert et al. 2015, p. 730f) – it has been criticized e.g. for 

focusing exclusively on the role of given market circumstances, assuming that companies need 

only to adjust themselves to a fixed situation in order to be successful; this includes the 

assumption that there are no inherent characteristics within or differences between 

companies that affect their individual success, except for their level of adjustment to demands 

of a market (cp. Meffert et al. 2015, p. 5). In this context, Proff (cp. 1998, p. 31) remarks that 

companies themselves are instead also able to influence certain market structures and to 

                                                      
1 Examples for such indicators can be found in Porter‘s ”Five Forces Model”, which describes the most important 
powers that shape a market. According to the author, Competitive Rivalry (i.e. number and strength of existing 
competitors), Supplier Power (number and strength of potential suppliers) , Buyer Power (number and influence 
of potential clients), Threat of Substitution (existence of products or services in the market that may serve as 
substitutes for own goods/services) and Threat of New Entry (likeliness of new competitors to enter the market) 
are amongst the main aspects which influence the attractiveness of markets (cp. Porter 2008, p. 35-37). 



12 

change market characteristics to serve their own interests and business goals, e.g. by 

introducing new trends, by creating niche markets (cp. also Carpenter 1999, p. 9), or by 

minimizing negative forces such as competitive rivalry, supplier power and threat of new entry 

by establishing a dominant market position and/or simply acquiring potential rivals.2 

According to Meffert et al. (cp. 2015, p. 6), most modern markets are so-called “consumer 

markets” in which a limited number of potential clients and consumers faces a very large 

choice of products, services and suppliers that are willing and able to fulfil individual demands. 

Therefore, business transactions are mostly limited by sales rather than production capacities, 

while good marketing and communication strategies may help companies to improve their 

relationship with potential customers and thus increase sales on such competitive markets, 

because eventually “’the customer is the business’” (Kotler 1999, p. 5). 

 

1.1.2. The Importance of (Relationship) Marketing 

 

Constant developments in marketing and communication strategies, depending on chosen 

target markets, technological progress and the availability of different communication 

channels, have historically made said research field a volatile one. However, even though tools 

and approaches in marketing and communication are constantly changing over time, its actual 

goals tend to remain (amongst others) the general increase of sales, return on investment 

(ROI) and turnover by establishing and maintaining valuable customer relationships on 

suitable markets.3 Kotler has defined “marketing management as the art and science of 

choosing target markets and getting, keeping, and growing customers through creating, 

delivering, and communicating superior customer value” (cp. Kotler 1993, cited in Cole 2003, 

p. 131). This indicates that the choice and maintenance of (new) target markets necessarily 

                                                      
2 Against this backdrop it seems legitimate to say that another important way of executing potential company 
influence on market structures is the creation of trends and hypes through recurrent representation of products 
and services in media and creative commercials. Social Media in particular have proven suitable for spreading 
messages and hypes quickly (i.e. by “going viral”), which is why this paper will focus on the role of social media 
marketing with regards to companies’ linguistic adjustment to and influence on demands of clients and markets. 
3 Heinen (cp. 1976, p. 49ff) generally defines marketing goals as situational advantages that can be created 
through the application of various marketing measures and instruments. Such advantages may be of economic 
nature (e.g. increased revenue and company value, market share, customer lifetime value, and customer equity), 
or social nature (e.g. decrease or prevention of negative external effects of a business, e.g. on society or nature). 
See also Meffert et. al. 2015, p. 239f. 

https://en.wikiquote.org/wiki/Philip_Kotler
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goes hand in hand with efficient communication between a company and its potential clients 

in said markets.4 Such a customer-focused approach resembles the modern interpretation of 

marketing as an exchange between two parties in which both sides can draw an advantage of 

a transaction and are able to satisfy their needs (cp. Meffert et al. 2015, p. 10). The American 

Marketing Association (AMA) currently defines marketing as “the activity, set of institutions, 

and processes for creating, communicating, delivering, and exchanging offerings that have 

value for customers, clients, partners, and society at large” (AMA 2007). 

This leads to the impression that the implementation of marketing and communication 

strategies not only serves the aforementioned economic goals (e.g. increased sales, ROI and 

profit) but also other ‘pre-economic’ or ‘psychographic’ goals.5 According to Meffert et al. (cp. 

2015, p. 21), marketing measures should also induce an impact on and favorable change of 

demand patterns and buying behavior of the target group; this can be reached by creating a 

psychological effect on demanders, such as for example brand affection, respect, desires or 

trust.6 So-called relationship marketing was therefore introduced during the early post-

millennial years, focusing on the creation of stable social networks as well as on direct 

communication between companies and clients; a deep and favorable connection with clients 

and stakeholders thus became a pivotal strategic measurement of success of communication 

policies (cp. ibid. p. 730f). In this context, consumers were increasingly seen as powerful and 

active, self-driven market actors instead of passive entities (cp. ibid. p. 9). These customer-

focused approaches were even intensified and developed further during the 2010s, as 

information started to become available “Anytime & Anywhere & Anyhow” (ibid.) through the 

effects of digitalization, big data applications, spreading of smartphones and exhaustive 

satellite internet connection, which in turn led to the establishment of fundamentally new 

value chains and growing importance of individual approach and integration of consumers in 

service processes (cp. ibid.). An example of such a customer-focused, individual approach is 

the conduction of communicative activities which are said to serve the initiation and 

preservation of direct and personalized interaction of a business with its current and potential 

                                                      
4 Modern means of communication such as social media allow fast and cost-effective contacting of users, 
stakeholders and prospective customers in global target markets, making these tools suitable and particularly 
relevant in context of this paper. 
5 See also chapter 1.2.1. of the present paper. 
6 This resembles the notion that communication – from a marketing perspective – is seen as the transmission of 
encrypted information with the intention to create an effect within a receiver (cp. Meffert et al. 2015, p. 569). 
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customers (cp. Wirtz 2012, p. 10-15; cp. Kotler 1999, p. 5).7 Such notions therefore also 

resemble the modern idea of marketing being an entire and universal “social process” whose 

rules can be applied to various different kinds of exchange within a society (cp. Armstrong and 

Kotler 2005). 

This leads to the impression that companies competing in challenging markets are prone 

to accept marketing as an equal organizational function and a leading concept that plays a 

crucial role in daily business, i.e. as an initial ‘connecting point’ between a firm and its clients. 

The aforementioned marketing definition by AMA (2007) indicates furthermore that the 

discipline – by being a “set of processes for creating, communicating, delivering, and 

exchanging offerings that have value for customers” – also works as a communicative hub 

within a company in order to adjust all business activities to the (material and immaterial) 

needs of the intended target group of clients and partners.8 Establishing, managing and 

sustaining long-term customer relationships that follow the initial contacting may 

furthermore help to skim the greatest possible Customer Lifetime Value of single clients 

through good and steady communication and constant creation of customer awareness for 

new offers and products (cp. Krafft 2007; Meffert et al. 2015, p. 17). This notion is of particular 

relevance because, in the end, any marketing or business activity of a commercial entity is not 

only supposed to benefit its clients but also the company itself and its various stakeholders 

(e.g. its owners) by increasing turnover and creating value and profit for the organization (cp. 

                                                      
7 While direct communication can be conducted through various channels – traditionally reaching from personal 
conversation over phone calls to written correspondence, – modern approaches such as messaging via social 
media, chats or smartphone applications have made direct communication an increasingly cost effective and 
efficient way of contacting current and potential clients. As a result, social media communication in general can 
be defined as one way of intensifying costumer proximity of a company, and maintaining and nurturing beneficial 
costumer relations, which makes this approach particularly relevant in context of this paper. 
8 This is of relevance because customer needs are not necessarily given or fixed but can also be created and 
manipulated through successful communication and persuasion by a company and its (commercialized) products 
and service offerings. In this context, the use of understandable and tempting language within advertisements 
and communication practices can play a key role in creating such consumer needs and demands that serve the 
interest of different departments of a company, e.g. management, sales, production or development, which is 
why this paper will eventually focus on linguistic phenomena in (social media) marketing. 
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Meffert et al. 2015, p. 17f).9 10 In this context, the already mentioned modern concept of so-

called ‘relationship marketing’ was established, focusing on the analysis, explanation and 

optimization of long-term customer relationships, e.g. by concentrating on the importance of 

permanently ongoing (or periodically recurrent) interactions between companies and their 

clients that reach beyond unique sales transactions (cp. Berry 1983; Hollensen 2010). Instead 

of focusing on single transactions, customers are now evaluated and maintained depending 

on their expected sales potentials over an extended period of time, including the prediction 

of future developments and corresponding adjustment of individual communication and 

service offerings (cp. Meffert et al. 2015, p. 40ff). 

The establishment of successful long-term customer relations as part of a company’s 

relationship marketing strategy often requires the inclusion and alignment of all business 

divisions and employees in order to create a comprehensive image towards the client, to 

satisfy his individual demands (e.g. by providing personal customer service and 

communication as well as offering customized products and services tailored to his needs),11 

and to build and nurture a solid level of trust between all involved actors (cp. Meffert et al. 

                                                      
9 It must be noted that marketing benefits of some sort for clients and for the company may go hand in hand and 
may be mutually dependent on each other. While clients benefit from good marketing and communication 
practices of businesses in a way that helps them to adjust their orders and fulfil their desires or needs efficiently 
and conveniently, companies in turn benefit from the same good communication by an increased customer 
loyalty, thus leading to growing sales and turnover. That is related to the notion of Puchner (cp. 2011, p. 37) who 
notes that constant personal communication before, during and after an individual act of purchasing may 
increase overall customer lifetime value of single clients and is thus desirable. 
10 This is connected to the notion represented in AMA‘s (2007) definition, stating that marketing activity of 
organizations should finally also create “value for [...] society at large”. This includes for example creating jobs in 
a market or generating tax income for local authorities and governments, but is however not limited to these 
things. Benefits for society may furthermore be immaterial concepts such as environmental awareness and 
responsibility, or the preservation and cultivation of local culture and its uniqueness. In this context it seems 
legitimate to name for example the upkeep of local languages and dialects through constant use in public 
communication of a business, e.g. in social media feeds for particular markets; this idea of linguistic diversity in 
marketing and communication practices of companies is therefore of special relevance for the present research 
paper, particularly considering modern developments in social media communication; that is because 
“Sustainable Development is development that meets the needs of the present without compromising the ability 
of future generations to meet their own needs” (World Commission on Environment and Development 1987, p. 
43). As a result, linguistic practices of corporations may (at least partly) be influenced by concepts of 
responsibility, i.e. through considering and ensuring the preservation of local cultures and languages (cp. Meffert 
2015, p. 233). 
11 In this context, Kotler already mentioned in 1999 that customization would become increasingly important in 
21st century marketing and that companies would build “proprietary customer databases containing rich 
information on individual customer preferences and requirements” in order to “’mass customize’ their offerings 
to individuals” (1999, p. 5). 
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2015, p. 42).12 In this context, the use of social media instruments is seen to become 

increasingly important, both as a platform of first contact between a company and potential 

customers as well as a tool of keeping constant dialogue (cp. Meffert et al. 2015, p. 858). Social 

media provide new, extended and cost-effective methods for direct interaction with 

customers (cp. ibid. p. 667) and they allow direct exchange of information, feedback and news 

between clients and organizations, without delay and on a global basis via the internet. 

Technological developments in form of social media platforms and means of digital 

communication can therefore help businesses to stay in contact with millions of current and 

potential clients from all over the world, which in turn leads to new potentials for generation, 

consolidation and nurturing of promising customer relationships13 (as opposed to the classic 

Shannon-Weaver model of communication, cp. ibid.).14 15 This same approach of relationship 

marketing may furthermore help to reach and bind potential consumers who, e.g. through 

lack of information, lack of availability of customized products, or temporary lack of buying 

power, have not yet made an appearance as actual clients of a company, but who are 

nevertheless likely to become future customers if treated accordingly (cp. Meffert et al. 2015, 

p. 46).  

                                                      
12 In order to spread and transmit images of quality to support such fruitful long-term business relationships, 
companies need to be able to provide suitable products, facilities and human resources that can guarantee 
reliable, competent and trustworthy customer service, that show understanding, empathy and willingness to 
assist with individual problems, and that are able to react quickly to new questions and inquiries (cp. Zeithaml 
and Parasuraman 2004, p. 2ff). Social media are of particular relevance in this context as they allow cost-
effective, quick and personal reactions in times where electronic communication becomes increasingly important 
for ordering and delivery of services and products, e.g. through online shopping (cp. Meffert et al. 2015, p. 707). 
13 Indications exist that future developments in marketing strategies and technology will even intensify the 
tendency to intensive dialogue with customers via the internet, as communication between businesses and 
clients is becoming increasingly mobile through the use of news groups, blogs, communities and social networks 
(cp. Meffert et al. 2015, p. 855). See also Jahng and Littau (2016, p. 40) who argue that the “[i]nternet has the 
potential to merge social function with information industries such as news or advertising”. (Cp. also Levine et. 
al. 2011). 
14 Particularly platforms that allow one-to-many communication (such as Twitter or Facebook) appear as suitable 
for the establishment of broad fan bases of companies with regards to customer lifetime value and relationship 
marketing. This applies to many kinds of businesses (however mainly in B2C communication), if the chosen social 
media practices are orientated towards the upkeep of long-term relationships. Social media platforms are 
predominantly used by younger people (cp. Koch and Frees 2018, p. 400) who might currently not be able to 
afford expensive cars or stays in exclusive hotels; however, companies offering these kinds of goods and services 
might still profit from the maintenance of effective social media communication as well as the creation of a large 
fan base on relevant platforms. Early introduction of brands to followers (and thus to potential future customers) 
and the establishment of long-time brand loyalty and trust amongst younger fans may help such firms to ensure 
sustainable success in their business (cp. also Meffert et al. 2015, p. 42). 
15 Another aspect of the use of social media is their constant development and subliminally transported image 
of modernity, which in turn may help to introduce an impression of innovativeness of companies that operate 
them successfully. See also Meffert et al. 2015, p. 283. 
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As a result, social media platforms with their potential of direct communication may – at least 

in some business fields – serve as substitutes or additions to the use of commercial 

intermediaries. Currently many markets are characterized by the fact that manufacturers of 

goods often need to rely on the support and sales power of external agents and retailers to 

sell and distribute their products; this, in turn, leads to unfavorable dependency and/or 

smaller profit margins for the manufacturer due to the necessity of granting sales commission 

to those intermediaries (cp. Müller-Hagedorn 2011; Meffert et al. 2015, p. 46f).16 The use of 

digital communication and marketing strategies may thus support manufacturing companies 

in becoming less dependent on given sales strategies of their retailers (which they often 

cannot really influence); the establishment of own electronic market places or online shops 

might furthermore help to save sales commission and to intensify business relationships with 

– and brand loyalty of – end customers (cp. Meffert et al. 2015, p. 49). 

 

1.1.3. Cultivation of Brands and Business Relationships 

 

Classic market transactions and exchange processes of goods and services usually include the 

following four steps as defined by Meffert et al. (cp. 2015, p. 54): 

1. Consumer obtains information about a product from potential producers or suppliers 

of said product (exchange of information). 

2. Consumer chooses a supplier and orders the product (e.g. via the internet; exchange 

of information). 

3. Supplier delivers the product to the consumer (exchange of goods). 

4. Consumer pays the invoice (exchange of financial resources). 

All four steps are closely interlinked and depending on each other; this indicates that the 

successful exchange of information of some sort is a fundamental prerequisite of all sales 

                                                      
16 Regardless of unfavorable price dumping effects, retailers often provide a strong market position with high 
sales potentials that could not easily be reached by production companies alone (cp. Meffert et al. 2015, p. 302). 
This leads to a role of large retail market chains as ‘gatekeepers’ for any interaction between producers and 
consumers of goods, as these resellers can function as distribution filters (deciding whether a certain commodity 
shall be sold by them at all), image filters (the way a product is sold and presented in retail stores affects its 
image as well as the image of its producer), placement filters (where and how is a product presented in the retail 
store), and service filters (are suitable and professional services and advises offered on spot regarding the 
product) (cp. Lewin 1963, p. 206ff; Thies 1976, p. 63ff). 
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transactions, making the establishment of effective communication channels essential for the 

upkeep of business relationships in a competitive environment.17 Marketing and 

communication via various (media) channels – e.g. the aforementioned social media as central 

means of modern information exchange – are therefore important cornerstones of 

commercial success of companies in contemporary markets. This is connected to the notion 

that potential customers need to be actively and regularly informed about a supplier’s new 

products and developments for them to be able to provide competitive advantages over 

business rivals.18 That is because the actual use of such potentially beneficial performance 

features and developments necessarily depends on whether they are significant, noticeable 

for demanders, stable, long-lasting and efficient, as compared to services offered by said rivals 

(cp. Backhaus and Voeth 2010, p. 22ff).19 As a result, “[d]riven by intense competition and 

increasingly sophisticated customers, organizations are rushing to ‘get close to their 

customers’, to become ‘market driven’” (Carpenter 1999, p. 7).  

As briefly mentioned in the previous chapter, the establishment and cultivation of long-

term business relationships through effective Customer Relationship Management (CRM) is 

of great importance for many companies because keeping existing customers (and 

encouraging them to recurring purchases from the same supplier) is often a lot more 

profitable than the difficult and laborious acquisition of new clients (cp. Meffert et al. 2015, 

p. 58f; p. 337).20 It has been empirically proven that the intensity of brand-client relationships 

has significant positive influence on (re-)purchases, spending, cross-selling and brand 

recommendation of clients (cp. Stichnoth 2009, p. 94; Zeplin 2006, p. 187f); therefore 

                                                      
17 This notion also applies to so-called impulse purchases; even when buying a product spontaneously without 
initially having planned to do so, a certain minimum of information exchange (e.g. about the general nature of 
the product) is required.  
18 In this context, social media are e.g. predestined for quick answers and reactions to questions and comments 
of clients and business partners, which can serve as a competitive advantage over business rivals who are not as 
keen to use modern means of communication (cp. Stalk und Hout 1990; Blackburn 1991. See also Meffert et al. 
2015, p. 275 and p. 283). 
19 It has to be noted that the final evaluation of any potential advantage is always depending on the subjective 
opinion of single consumers. Publishing a new and innovative product feature may only lead to increased sales 
if 1. clients are informed about the feature and 2. if they deem the feature necessary or beneficial for themselves, 
as it would otherwise not lead to any change of consumption habits of potential demanders. See also Meffert et 
al. 2015, p. 55. 
20 This is connected to so-called psychographic goals in marketing, which are meant to increase the overall level 
of satisfaction and brand prominence amongst clients as well as to strengthen the brand’s image and customer 
relationships (cp. Burmann et. al. 2012, p. 74). In this context, social media (as one possible aspect of CRM) are 
predestined both to serve existing customers and to reach out to potential new clients (i.e. spread brand 
prominence amongst interested individuals). See also chapter 1.2.1. of the present paper.  
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customers (and customer relationships) are substantially involved in and responsible for long-

term corporate success (cp. Meffert et al. 2015, p. 819). To manage this, not only dedicated 

CRM systems but also media and communication in general have proven to be efficient 

measures for initial contacting of people, for the maintenance of positive, long-lasting 

relationships, and for the initiation of recurrent sales processes; that is because wide-spread 

presence and visibility of a brand across different platforms and channels helps to establish 

and preserve customer awareness for a single company and its developments.21 This notion is 

of particular relevance because the constant evolution of technology, personal preferences, 

taste and consumption habits amongst people leads also to ongoing changes in efficiency of 

the various instruments used in marketing nowadays; the impact of particular measures of 

communication may thus vary over time, depending on substantial changes amongst target 

groups and markets (cp. ibid. p. 68). Such general marketing instruments include for example 

classic advertising (e.g. in print media, radio or TV), online communication, direct 

communication (e.g. personal approach), public relations, sponsoring or product placement 

(cp. ibid. p. 339)22 – each with its individual benefits and downsides, and each depending on 

its current acceptance and understanding by people within the chosen target group.23 

Considering this variety of potential ways of contacting people, a fundamental aspect of 

all thought processes and approaches with regards to the implementation of integrated 

marketing systems – i.e. of marketing strategies including various (technological) measures 

and channels in order to transmit comprehensive messages to the receiver – is the 

establishment and maintenance of a fruitful relationship with customers, as those customers 

are (and create) the actual long-term basis of existence of a business through their purchases 

(and thus through the vital generation of cash flow, cp. Meffert et al. 2015, p. 70). Many 

                                                      
21 This is connected to the concept of product and service quality as competitive advantages in business. Excellent 
communication with stakeholders through suitable channels can lead to the establishment of subjective images 
of product and service quality, for example by (over-)satisfying their need for information as an initial step of 
market transactions (e.g. through the mediation of trustworthiness and openness, cp. Meffert et al. 2015, p. 
290). 
22 In context of this research paper social media will be set into focus because social networks are a suitable 
instrument for dialogue that may support the establishment and strengthening of in-depth customer 
relationships and may help to communicate them publicly to a broad audience (cp. Grabs et. al. 2017, p. 50f). 
23 These notions indicate the importance of comprehensive media planning, including the detailed chronological 
sequence of steps taken for the optimization of chosen advertising media, platforms and budgeting. Such a media 
plan should contain the definition of a budget, a target group, a goal, a time, a local area, a set of media, the 
frequency of recurrence, a message, an effect and the calculation of a cost-benefit relationship (cp. Hofsäss and 
Engel 2003, p. 154). 
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companies of different sizes and business segments are thus constantly “initiating or resuming 

a dialog [sic] with customers, scrutinizing market research, drawing on new ideas to improve 

products, building stronger customer relationships and reorganizing to speed products to 

market” (Carpenter 1999, p. 7). In this aspect it is important to introduce and communicate 

an easily recognizable brand to which the customer feels attracted; by doing so, it is possible 

to constantly stimulate and remind him about positive experiences in connection with said 

brand (or a particular brand product),24 thus inducing repurchasing actions as often as possible 

without having to unravel background details e.g. about producers or retailers (and therefore 

not interfering with their own marketing strategies, cp. Meffert et al. 2015, p. 70).25 26 This is 

essential because customers often tend to become attached to particular brands (e.g. through 

good experiences, emotions and/or successful brand communication) without knowing or 

caring about actual brand ownership or other entanglements (cp. ibid.).27 28 Therefore it can 

be worthwhile for large enterprises with different daughter companies to establish separate 

marketing and communication strategies (and, as part of that, separate websites and social 

media pages) for all of their brands in order to serve customers individually and with special 

                                                      
24 This is connected to the establishment of a certain brand image; according to Meffert et al. (2015, p. 294f), 
brand images can be created and spread by communicating positive characteristics and benefits of services 
offered by said brand. The aspired brand image must be authentic (as in matching the corporate identity or image 
of the whole company), it must be distinctive and unique, and it must be communicated intensively to be stable 
(see also Meffert et. al. 2015, p. 230 regarding Corporate Identity). 
25 This resembles the mentioned notion that, in order to conduct successful marketing and communication, it is 
necessary to include all business divisions and employees in the marketing strategy. Positive feelings of 
customers about a product are usually not only dependent on good communication but also on quality, service, 
reliability and price of said product. All these different aspects play a role in shaping the image of a brand and 
are thus essential for the upkeep of successful businesses.  
26 Focusing on brand marketing – and on the establishment of customer relationships with a particular brand of 
a company – may help to keep the attraction of clients on the individual brand (or brand owner) instead of on its 
various retailers. By doing that successfully, the customer will become emotionally attached to a particular 
product or brand (e.g. a particular sort of chocolate) instead of to the place where he actually buys the product 
(e.g. a supermarket chain) (cp. Meffert et al. 2015, p. 70f). 
27 An easy example for that could be brand loyalty of customers of Lamborghini sports cars. Buyers and fans of 
Lamborghini S.p.A. are likely to become attached to the brand through certain characteristics, qualities and 
images of Lamborghini’s expensive products, without taking particular notion of the fact that the brand is actually 
owned by Audi AG, which in turn is a daughter company of Volkswagen AG (and thus of a car manufacturer with 
a completely different image and the intention to ‘serve the masses’, as opposed to Lamborghini’s exclusive 
image). 
28 Under these circumstances it seems legitimate to conclude that the more clients can personally identify with 
actions and images of a certain brand, the closer is their inherent relationship to the brand itself. As a result, 
client-business relationships can be intensified by deliberately working with communication channels (and 
language practices) that are popular amongst members of the designated target group.  
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consideration for different needs and expectations of the fans of each brand,29 because 

“[g]enerating emotional experiences around a brand is an important goal of brand 

communication” (Puntoni et. al. 2009, p. 1012). If this is done successfully, the 

abovementioned repurchasing potential of satisfied clients30 – and thus the growing level of 

potential customer lifetime value for a brand owner (cp. Kotler 1999, p. 6) – is, in turn, 

substance and indicator for the value of an entire brand as such (cp. Meffert et al. 2015, p. 

71).31 This can be observed under the notion that power and influence of commercial brand 

communication are strictly connected to prominence and image of a brand as such; the better 

known a brand is, and the stronger its popularity amongst demanders, the larger is its 

potential (direct and indirect) influence on purchasing behavior of clients (cp. Meffert et al 

2015, p. 824).32 

The image of a brand can be determined and influenced by many factors (cp. Burmann et 

al. 2012, p. 59; Keller 2013, p. 77). For example, Aaker (1997) argues that brands should 

develop a “personality” by communicating “a set of human characteristics” (ibid. p. 347) such 

as “sincerity”, “excitement”, “competence”, “sophistication” and “ruggedness” (ibid. p. 351) 

in order to be accepted and respected by customers, which in turn may lead to an increase in 

                                                      
29 This is particularly relevant in context of essential brand functions such as the maintenance of customer 
orientation, loyalty and information. In that aspect, a brand is often defined as an abstract bundle of 
characteristics that are intended to sustainably differentiate the brand from other bundles (that is, from 
competitors) which are able to fulfil the same basic customer needs (cp. Burmann et al. 2003, p. 3). The 
establishment of a unique strategy in communication with clients can be one method of such brand 
differentiation, as it allows the introduction of exceptional images and ideals about a company’s products or 
services, even if they do not significantly differ from competing products in physical aspects (see also Carpenter 
1999, p. 8). 
30 Piehler (2011, p. 295-304; p. 333) mentions purchasing, but also recommendation and general brand loyalty 
as important examples for desirable customer behavior that can increase turnover and brand value. 
31 One aspect that determines the value of a brand is its public image, and that image can be influenced through 
differences in communicative approach and market placement via certain media and communication channels. 
It has to be noted that brand images are formed slowly and over time as reactions to marketing activities of a 
company (cp. Meffert and Burmann 1996, p. 34). Therefore it is important to maintain a consistent 
communication strategy over an extended period of time in order to reach the initially intended effect (or any 
desirable effect at all). This is connected to the necessity of an overall positive brand behavior, meaning the aim 
of leaving positive impressions in all related “Brand Touch Points” (Meffert et al 2015, p. 330) such as marketing, 
product/production and customer service (which therefore need to be involved in general marketing strategies, 
as briefly mentioned in the previous chapter). The fact that these brand touch points – as elements of strategic 
business communication – can (and need to) be adjusted to the needs and demands of the clients in order to 
yield positive outcomes for a company makes them relevant in context of the present research paper (see also 
Carpenter 1999, p. 8f). 
32 Carpenter (1999, p. 7) mentions in this context that modern marketing concepts are based on the “assumption 
that, at least initially, buyers do not know what they want but instead learn what they want.” 
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brand value.33 34 “For sustained success, a brand must also be linked closely to consumer’s 

goals. Thus successful positioning requires the performance of four tasks: careful definition of 

what the brand is; clear and meaningful differentiation from similar products; insightful 

deepening of the brand’s connection to consumer goals over time; and disciplined defence 

[sic] of the position as competitors react and consumer tastes change” (Tybout and Sternthal 

1999, p. 43f). This is connected to the establishment and communication of clear attributes 

which describe a brand (e.g. defined by its origin, values and symbolic customer use) to make 

it distinguishable; other aspects are for example the physical and functional use of brand 

characteristics, and the imaginary use of a brand for a client (e.g. the mediation of prestige) 

(cp. Bielefeld 2012, p. 19f; Meffert et al. 2015, p. 333). Particularly such symbolic and 

imaginary attributes are what can be set and defined by public communication and 

appearance of a company or brand; therefore, these aspects of customer relationships are 

relevant as they form brand images (and thus value) without directly relying on offered 

services or products. 

However, business relationships do not only exist between companies and end customers; 

various other stakeholders (such as suppliers, retailers, competitors, media, political parties 

and non-governmental organizations) and their individual interests must be taken into 

account when conducting marketing and communication measures, as they all play a role in 

shaping the public image of firms and brands (cp. Meffert et al. 2015, p. 62).35 Cooperation 

with these stakeholders can therefore be beneficial on various levels (cp. ibid. p. 59f), 

particularly because of the fact that, through an increasing level of globalization and 

connectivity, severe changes or problems of a single stakeholder institution may eventually 

                                                      
33 As these aspects of “personality” are directly related to human characteristics and behavior, it seems legitimate 
to state that brand communication through channels that allow straightforward human interaction (such as for 
example social media) is an effective method to establish comparable strategies. That is because in this case, 
people are able to interact with real people that can mediate authentic images (although through digital media).  
34 Aaker‘s five dimensions of brand personality have nevertheless been criticized for not being universally 
applicable. Instead, preferences in human characteristics (and thus in displayed brand personality) may differ 
between markets, e.g. based on cultural differences (cp. Burmann et al. 2012, p. 55). Therefore, marketing and 
communication practices should be adjusted to individual market segments in order to have the best possible 
effect on brands and on the establishment of fruitful customer relationships. 
35 Many stakeholders – particularly public or private institutions – also make use of social media communication 
for the sake of their own PR (public relations) practices. Establishing cross-connections and mutual references 
on social media platforms may thus create symbiotic relationships and increase efficiency of marketing and 
communication of all related companies and institutions within the network. 
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affect all of its connected members within the same relationship network (cp. ibid. p. 66).36 

Growing (international) competition within particular markets furthermore leads to strong 

cost pressure and high demands on service quality, leaving companies with the challenge to 

maximize efficiency in order to cope with limited resources (cp. ibid. p. 68). The maintenance 

of necessary communication between stakeholders and institutions might, under these 

circumstances, be conducted easily and cost-effectively through social media if the used 

platforms and approaches are chosen carefully in order to apply to the intended target 

group.37 Such efficient mass communication may, in turn, help to establish opinion leadership 

of an interest group within a society, or at least shape parts of it in a way that suits goals and 

purposes of a business in matters of social acceptancy and public relations. 

 

1.1.4. Segmentation and Selection of Markets 

 

One central method to sharpen the profile of companies or brands – and thus to adjust their 

business practices to the needs of many different potential customers – is splitting up large 

markets and target groups into smaller and (largely) homogeneous units with similar demands 

towards a product, a service or a company. So-called market segmentation helps to tailor 

important business aspects (such as production, sales, marketing, communication or customer 

service) to certain characteristics and needs of smaller sub-markets. This approach may 

increase efficiency, acceptancy and customer satisfaction within such single sub-markets, as 

                                                      
36 See also Meffert et al. 2015, p. 71f. The author mentions here that one of the actions or measurements of 
forming good and stable stakeholder relationships is the creation of social and ecological assets. This means that 
any benefits for country, society, media and environment that arise from business activities of a company can 
help to shape and improve the public image and reputation of said company and are thus desirable if they can 
be reached efficiently. Such social and ecological assets (or engagements, for that matter) may (and need to) be 
communicated publicly in order to serve as elements of relationship marketing and as driving forces for the 
establishment of positive images of the business within stakeholders. 
37 While ‘social media’ are nowadays a wide-ranging concept and come in many different forms and 
manifestations, a focus should be set on the most effective platforms for each target group when intending to 
use social media for purposes of commercial communication. Differences amongst users (and thus amongst the 
potential receivers of messages on each platform) may be based on average age, average gender, and general 
nature and ideals of each platform, which is why communication practices must be tailored to the needs and 
demands of the intended target group that is active on a particular platform. These notions and approaches will 
be addressed in more detail in chapter 3 as part of original research conducted on the matter. 
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opposed to offering e.g. a fixed product range or marketing strategy globally (cp. Meffert et 

al. 2015, p. 90; p. 181; cp. Green and Krieger 1999, p. 55).38 

If companies are operating on an international or global basis – i.e. by serving and selling 

to (or at least aiming at) customers from different regional or cultural backgrounds, – their 

current and potential demanders or stakeholders are likely to bear significantly different 

characteristics, depending on their origin, upbringing and social situation. Varying wishes, 

standards or needs regarding purchased products or services are likely to arise from these 

differences as well (cp. Parker 1999, p. 18-21). As a result, it might be beneficial to form smaller 

scaled target groups based on sales-relevant characteristics of customers within a market (cp. 

Meffert et al. 2015, p. 174; cp. Green and Krieger 1999, p. 56ff). Serving internally 

homogeneous but mutually heterogeneous market segments therefore helps companies to 

allocate marketing and sales budgets effectively by focusing mainly on the most promising 

clients and profitable niche markets, but it also helps them to improve overall customer 

satisfaction through a more differentiated, understandable and suited use of communication 

and marketing instruments towards stakeholders (cp. Meffert et al. 2015 p. 175; p. 181).39 40  

A basic requirement for the execution of market segmentation – just as for any other 

business activity of commercial companies and institutions – is profitability. In order to ensure 

that, it has to be clarified in advance whether current and potential customers in each 

intended market segment would react to the implementation of segment-specific marketing 

                                                      
38 This is related to the concept of market positioning through reduced focusing on a unique, distinguishable 
product range and/or special characteristics of a company (USP = Unique Selling Proposition, cp. Ries and Trout 
2001, p. 19f). Such an effect can be reached by “pioneering” in new, small markets by offering services or 
products that have not been available before in said market. An example for that could be translation and 
provision of informative material, booklets and advertisements in the local language of a relatively small target 
group or society, for which competitors only offer generic, English content.  
39 One way of defining (more or less) homogeneous sub-markets when aiming at an international or worldwide 
target group is the separation of markets depending on predominant language use. The wide range of different 
languages spoken and understood globally makes effective product promotion, marketing and communication 
challenging (or even impossible) if only one single language is used by a company for these practices. Therefore, 
splitting markets into linguistically homogeneous target groups might be a profitable approach for PR and 
communication departments of companies, and it will thus serve as the main research point of this paper. 
40 Satisfaction of customer needs is an important aspect with regards to language diversity in global marketing 
and communication. As briefly mentioned in chapter 1.1.3., the initial steps for the establishment of business 
relationships are 1. Consumer obtains information about a product from potential producers or suppliers of said 
product and 2. Consumer decides for one supplier and orders the product (e.g. via the internet). Therefore, 
procurement and exchange of information is an essential customer need, and the most efficient way to satisfy it 
is by providing all information and conducting all communication between clients and companies in a language 
that is easily intelligible and understandable by purchasers and demanders (who, for this purpose, may be 
assigned to a separate sub-market defined by its matching language characteristics). 
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and sales strategies in a desirable way, e.g. by showing an increased level of customer 

satisfaction, higher turnover per capita, or higher frequency of purchases that would 

eventually recoup and overcompensate necessary financial expenses and investments into 

market analyses and handling that arise from the process of segmentation (cp. Meffert et al. 

2015, p. 277).41 Therefore, the establishment of sufficiently large and economically promising 

market segments is crucial for the approach to yield overall profit (cp. ibid. p. 176). Traditional 

concepts of market segmentation try to guarantee profitability by identifying and separating 

sub-markets based on temporal, objective or local aspects,42 and by focusing either on mainly 

supplier- and product-oriented approaches, or on primarily customer-oriented approaches 

(cp. Backhaus and Voeth 2010, p. 125ff). 

Potential customers’ individual conceptions of substitutability are however what 

eventually define the constitution and limits of single market segments. According to Meffert 

et al. (cp. 2015, p. 179) this applies to products as well as to services; as an example, 

demanders determine whether they see matches as a substitute for lighters within the 

conceptual market segment of products to ignite a fire, and their appraisal with regards to 

subjective satisfaction of needs is mostly independent from any default definitions of 

companies that offer such products (cp. ibid. p. 180). It seems legitimate to conclude that this 

might also count for languages used in marketing, advertising and communication of 

companies, as in this context potential consumers will need to decide whether they accept 

e.g. information in English language as an equivalent substitute for German when gathering 

details about a product or communicating with businesses and institutions. This notion is of 

particular importance because languages are nowadays one of the last existing barriers for 

procurement and exchange of information in times of global connectivity via the internet,43 

while at the same time “it has become commonplace for commentators to identify the rise of 

                                                      
41 See also the original research conducted and discussed in chapter 4 of the present paper. 
42 Temporarily segmented markets are, for example, markets that are defined by existing only for a limited time 
(e.g. only during a festival or holiday). Objective market segmentation, however, defines segments based on 
products or services available within a certain segment, while locally segmented markets are usually divided 
based on geographic or national aspects (cp. Meffert et al. 2015, p. 176). 
43 Although language barriers are dwindling (e.g. through the introduction and evolution of effective electronic 
translation systems), certain people tend to be unwilling to enter internet websites that offer information in 
languages that they do not understand (as has been shown by original research conducted for this paper). “Some 
earlier research has emphasized the importance of managing language as a corporate asset, claiming that the 
true cost of the language barrier cannot be measured in terms of translating and interpreting but in damaged 
relationships” (Louhiala-Salminen and Kankaanranta 2012, p. 264; cp. Feely and Harzing 2003). 
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English as a world language as one of the most visible aspects of the process of globalization” 

(Puntoni et al. 2009, p. 1012). Outgoing from that it seems legitimate to “see language and 

communication dynamics as the driving force in global business” and to “examine language 

specifically as an enabler, but also increasingly as a troublemaker in communication and 

globalization” (Charles 2007, p. 261). Due to the fact that the mentioned determination of 

market segments through individual conceptions of substitutability also depends on the level 

of knowledge of customers about such potential substitutes, limited or impaired accessibility 

of information about competing products (e.g. through language barriers on otherwise 

globally accessible websites) may lead to natural development of smaller, more controllable 

market segments.44 

Following this perception, it becomes clear that – amongst many different possible criteria 

for market segmentation and selection (cp. Meffert et al. 2015, p. 181f) – the criterion of 

accessibility is most relevant for the present paper, as it determines the actual efficiency of 

single communicative approaches of companies towards their selected target group (cp. ibid. 

p. 283). Segmentation based on accessibility is therefore suitable for companies that desire to 

provide exceptional quality in marketing and information exchange by aligning their 

communication and distribution policies to the needs and demands of clients within a certain 

sub-market.45 In this context, languages and accessibility can furthermore be seen as aspects 

of traditional geographical market segmentation, e.g. by focusing on the distinction of 

geographical areas as sub-markets based on languages that are predominantly spoken 

amongst people in said areas.46 Accessibility of a particular (local) market segment can thus 

be secured and improved through consideration and use of local characteristics and features 

                                                      
44 This leads to the idea that companies may – through effective use of different languages and means of 
communication (such as for example various social media platforms and apps), as well as through customization, 
– successfully introduce their services and products as suitable alternatives to a large audience of potential clients 
in different market segments. Such widespread prominence and familiarity of brands may, in turn, lead to a 
tendency of people not only to demand and purchase said products, but also to recommend them and spread 
their publicity even further (cp. Meffert et al. 2015, p. 180). 
45 This indicates the importance of successful and adjusted encoding and decoding of transmitted messages in 
order to establish a common ground of understanding between all involved communicators. See also chapter 2 
of the present paper for in-depth discussion on the matter. 
46 Meffert et al. (2015, p. 183) argue that macrogeographic market segmentation can generally be done relatively 
easily due to the vast availability of data and figures regarding the population of nation states and areas, which 
yield helpful indicators for the local adaption and implementation of marketing instruments. However, it has to 
be noted that characteristics such as nationality, residence and language proficiency may only provide indirect 
information regarding people’s preferences in communication and buying behavior, which is why they cannot be 
used to define sharp market segments for particular products or services (see also Homburg 2012, p. 473). 
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(such as traditions, culture and ruling language of the target group) for communication 

purposes.47 In a broader sense, these characteristics go also hand in hand with more detailed 

criteria such as media usage (e.g. nature of predominantly consumed media, number of 

different media platforms used, intensity of media consumption etc.) as part of a general focus 

on behavioral aspects in market segmentation (cp. ibid. p. 196f and p. 283; cp. Kotler and 

Bliemel 2001, p. 452ff).48 49 These findings indicate that certain barriers to market entry – the 

most obvious ones being (culture-related) differences in buying behavior, taste, preferences 

as well as language (cp. ibid. p. 281; cp. Dahringer 1991, p. 5-17) – need to be taken into 

account when evaluating new potential target markets for international or global 

development of marketing and communication strategies.50 51 This substantiates the 

                                                      
47 This is of particular relevance due to the fact that languages are often (at least partly) connected to certain 
sociodemographic attributes, social class or sinus-milieus of their speakers, which in turn may influence 
constitution and characteristics of any market segments that are based on them (cp. Meffert et al. 2015, p. 185ff; 
see also [https://www.sinus-institut.de/en/sinus-solutions/sinus-milieus/]. Retrieved January 27, 2019). 
However, this notion does not automatically apply to all possible products or services; research has shown that 
certain products can be “culture bound” (meaning that their characteristics and intended use must harmonize 
with local, country-specific norms and rules; examples are mainly consumer goods such as certain food and 
alcohol), while others are “culture free” (characteristics of a product do not need to be specifically aligned to 
cultural phenomena of a target market; often investment goods such as housing, see also Meffert et al. (2015, 
p. 278). 
48 An example for this is the notion that Social Media Platforms are overall frequented by a relatively young 
audience compared to other (traditional) media platforms (as has been shown by the original research conducted 
for this paper). At the same time, younger people tend to be more open e.g. for new (technological) 
developments than elder people, and they also tend to be fluent in more than one language (see chapter 4), 
which is particularly relevant in context of the present research paper (cp. also Meffert et al. 2015, p. 698f). 
49 This is also related to the notion of “culture bound” and “culture free” products and services; by implementing 
suitable communication strategies and advertising through traditionally accepted and respected media channels 
it might be possible to actively influence public opinions in a way that suits the commercial interest of a company. 
Effective communication and persuasion may thus help to introduce new products to a market that would have 
initially been rejected by it for cultural reasons. The same applies however to single messages transmitted in 
advertising, media usage and public communication of companies; certain slogans or images might be acceptable 
in some markets and media channels but considered inappropriate in others. 
50 This is related to the idea of determining particular media target groups based on sociodemographic aspects 
(e.g. age, gender, family status), psychographic aspects (e.g. lifestyle, values), consumption specific aspects (e.g. 
customer behavior and preferences) and typological aspects (trend orientation). Based on fixed market segments 
and target groups, relevant media goals can be specified: e.g. which people should be reached with a certain 
message (advertising range), and how often (advertising pressure) (cp. Unger 2006, p. 740; Rossiter and Percy 
1998, p. 419). In case of social media marketing (and thus of the focus point of the present research), media 
target groups may e.g. be sociodemographically (relatively) young, psychographically open for new 
developments, bargain and/or quality focused in means of consumption, and typologically trend orientated. 
51 It has to be noted that certain (technological) developments regarding digitalization and globalization have led 
to a delusion of traditionally accepted barriers to market entry. One example for that are regional or spatial 
barriers, which have become less and less important as global accessibility of the internet has provided (some) 
companies with the opportunity to enter and serve even remote or small markets that have previously not been 
reachable (cp. Meffert et al. 2015, p. 251). However, the potential necessity to adjust communication measures 
to local language and cultural peculiarities of new markets in order to establish fruitful customer relationships 
might still serve as a spatial barrier of some sort. Nevertheless, direct sales via the internet are becoming 

https://www.sinus-institut.de/en/sinus-solutions/sinus-milieus/
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relevance of market segmentation for the present research paper as the overall design of 

international communication strategies is depending on inherent differences between 

countries and markets (cp. Meffert et al. 2015, p. 576). 

 

1.1.5. Emotions and Personal Communication 

 

One crucial field of study in marketing and communication practices is the way how receivers 

and targets of a marketing measure or instrument react to its implementation (cp. Meffert et 

al. 2015, p. 91).52 Effective marketing and communication in business contexts is often 

intended to influence receivers of messages (mostly potential customers or clients) in a way 

that eventually benefits the sender (usually the company or institution which conducts said 

marketing measures). Public relations as well as corporate and marketing communication are 

thus part of mass communication practices by following the aim of transmitting a “message 

or cultural stimulus […] that influences large and heterogeneous populations” (Theodorson 

and Theodorson 1969, p. 245). Communication models of the past (such as the “magic bullet” 

or “hypodermic needle” models, which were common until the 1940s) have often assumed 

that messages transmitted through channels of mass communication could directly affect all 

of their receivers by being instantly understood and completely accepted by every single 

person alike (cp. Williams 2003, p. 28-30). However, newer approaches in marketing and 

communication theory tend to also take inherent differences between individual people (e.g. 

in taste, preferences, attitudes or character) into consideration regarding the potential 

reception and effect of messages. One classical concept as part of theory on customer 

behavior is the “Stimulus-Organism-Response” model which states that the effect of for 

example an advertisement (stimulus) can be influenced (i.e. significantly strengthened or 

weakened) depending on basic attitudes of a client (organism) towards a brand, which 

                                                      
increasingly relevant particularly in developing countries, either as single sales channels or as supporting 
measures in multi-channel strategies (cp. Meffert et. al. 2015, p. 522). 
52 According to Meffert et al. (cp. 2015, p. 91f), ongoing research is conducted on marketing elements such as 
market development, behavior of market actors, and reaction of markets on the introduction of marketing 
instruments of any kind (e.g. product, price, distribution and communication). Therefore it seems beneficial for 
the present paper to focus on consumer reaction towards the implementation of social media marketing 
communication in different languages. Phases of successful marketing research as defined by Meffert et al. (cp. 
ibid. p. 95f) are 1. problem definition, 2. acquisition of information, 3. information processing and 4. 
communication and application of findings.  
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eventually determines whether he or she will buy the advertised product or not (response) 

(cp. Meffert et. al. 2015, p. 97f).  

The psychological state and/or the individual characteristics of a human receiver of a 

message have therefore crucial influence on the outcomes and efficiency of marketing and 

communication measures in general. One important factor in this context is overall 

perception, which includes the process of reception, selection, organization and interpretation 

of any information or message (cp. Kroeber-Riel and Gröppel-Klein 2013, p. 363ff). People are, 

per definition, not able to recognize all information alike that they are confronted with; 

instead, messages are constantly filtered, received and decoded depending on individual 

peculiarities, interests and experiences, and eventually they are interpreted and understood 

based on those same premises (cp. Meffert et al. 2015, p. 104f).53 

Under these circumstances it appears beneficial for marketing and communication 

purposes of companies to aim for the creation and stimulation of strong, positive emotions 

within recipients in context of brand or product advertisement (cp. ibid. p. 730f). Such inner, 

physiological states of excitement (cp. Foscht and Swoboda 2011, p. 45) can overcome 

cognitive filters through their inherent effect of generating feelings of reward, thus working 

as a driving force for human behavior and acting (cp. Trommsdoff and Teichert 2011, p. 62). 

That is particularly important for products which appear as technically or functionally 

interchangeable to demanders, as the mediation of product-specific emotions and feelings 

may serve as a reason for buying a particular commodity rather than one of its available 

substitutes (cp. Meffert et al. 2015, p. 111).54 This resembles the idea of pursuing some form 

of emotional conditioning of clients (cp. Bänsch 2002, p. 86f; Kroeber-Riel and Gröppel-Klein 

2013, p. 163f); if a customer has made positive experiences with a product (thus being 

emotionally rewarded for the purchase), he or she tends to be more likely to purchase the 

                                                      
53 This supports the importance of implementing professional communication strategies to guarantee desired 
effects through the transmission of target-oriented messages and content; see also chapter 1.2.1. of the present 
paper. 
54 That is, because emotion “[...] refers to [...] intense, brief, and target-specific affective reactions. Emotions 
involve highly elaborate and consciously available cognitive information about antecedents, consequences, and 
reactions. Moods, on the other hand, tend to be weaker, more enduring, and less consciously accessible 
affective, meaning that they are more general and usually lack specific and readily available cognitive content.” 
(Li 2015, p. 4). This indicates that the use and manipulation of emotions in corporate communication must be 
done thoroughly and properly as it may have both positive and negative effects on reputation and popularity of 
a company, depending on the success of chosen communication approaches. 
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same product again (and/or other products of the same brand), and thus to eventually 

develop a habitual purchasing behavior in favor of the company (cp. Kroeber-Riel und 

Gröppel-Klein 2013, S. 426ff). Strong association of (positive) emotions with a brand – 

mediated and nurtured through corporate messages and communication55 – creates strong 

perceptions of individual benefit during a purchasing action, which in turn leads to an 

increased level of perceived brand credibility and likeliness to repeated purchase (cp. Bielefeld 

2012, p. 201). As a result, the successful mediation of emotions as part of marketing and 

communication strategies may result in people’s long-term attachment to a brand and is thus 

desirable.56 

Such emotional conditioning goes hand in hand with the concept of motivation, which can 

be seen as a hypothetic construct to describe the inner driving powers behind individual 

demeanor and acting (cp. Meffert et al. 2015, p. 116). In this aspect, motivation can fill a 

person or demander with energy to act and orientate his behavior towards the achievement 

of a certain goal (cp. Kroeber-Riel und Gröppel-Klein 2013, S. 178ff; Bielefeld 2012, p. 219f). 

Motives are therefore forms of perceived scarcity which, in turn, induce the desire to remove 

negative feelings that are caused by the individual lack of a product or service (cp. Foscht and 

Swoboda 2011, p. 55); as a result, “[i]ndividuals and organizations turn to brands to achieve 

those goals” (Carpenter 1999, p. 7). Constant presentation of (new or prestigious) 

commodities in mass communication channels such as social media can therefore lead to 

emotional attachment of people to a brand, product or service, and, subsequently, to strong 

motivation to satisfy their desires through the action of purchasing.  

Outgoing from the mentioned stimulus-organism-response model it becomes clear that 

predispositions of customers (i.e. organisms) play a significant role for the assessment and 

implementation of successful stimuli (i.e. marketing and communication measures). In this 

context, inherent attitudes and views of customers towards individual products are of 

                                                      
55 Such emotions might be easily communicable through the use of people‘s native language in corporate 
messages, as it enables the use of strong, positive words with certain desirable connotations that are part of the 
collective mind of a people or target group. See also chapter 2 of the present research paper. 
56 This is also connected to the effects of learning with regards to identification of a customer with a commodity 
or brand (cp. Meffert et al. 2015, p. 114f). Due to intensive use of social media in western countries (cp. e.g. 
Smith and Anderson 2018), representation of commercial marketing content on selected social media platforms 
may lead to people memorizing certain patterns, names and characteristics of presented brands and goods. This, 
in turn, serves to create a tendency of social media users to remember said commodities and/or companies as 
soon as they feel the desire to purchase promoted products. 
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particular relevance as they are usually quite stable and difficult to influence from the outside; 

such predispositions are often part of a “system” of ideas and beliefs that form the actual 

“image” of a commodity (cp. Meffert et al. 2015, p. 118).57 However, these images can be 

actively affected and shaped at least to some extent, as they slowly develop through processes 

of learning; deliberately influencing these processes of acquired preference may prove 

beneficial for companies, as research has shown that growing intensity of positive (or 

negative) feelings of a person towards a certain commodity significantly affects the likeliness 

of a purchase (cp. ibid. p. 119). Knowledge about these systems is therefore essential for the 

adjustment of many of the abovementioned business actions, such as market segmentation, 

brand management and measures of public communication (cp. Meffert et al. 2015, p. 121).58  

There are many other factors that may influence human decision making in business 

contexts (cp. Meffert et al. 2015, p. 100-135). However, it seems legitimate to state that 

emotion, motivation and acquired preferences are some of the most important features in 

context of this research paper’s defined focus on relationship marketing via social media 

platforms, as they are all susceptible (and connected) to the implementation of personal 

communication and reasoned language use.59 In this context, “[l]inguistic research using 

introspection, interviews, or literary analysis has on a number of occasions mentioned the 

special emotionality of one’s native language” (Puntoni et al. 2009, p. 1013). 

 

 

 

 

 

                                                      
57 According to Kroeber-Riel and Gröppel-Klein (cp. 2013, p. 242f), systems of predispositions usually consist of 
three components: an affective component (i.e. the emotional and motivational evaluation of a product), a 
cognitive component (i.e. subjective knowledge about a commodity) and a conative component (tendencies to 
actions, behavioral intentions, willingness to purchase). In order to be effective, good social media 
communication should therefore be able to influence all three components of predisposition in a way that 
benefits the institution. 
58 One basic assumption for the present paper is that people usually show a positive attitude towards their native 
language (as opposed to foreign languages), which leads to a desirable predisposition for products that are 
advertised in said native language. Research will show whether this assumption is correct. 
59 See also chapter 2.2. for in-depth analysis of these aspects. 
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1.2. The Role of (Social Media) Communication in Marketing and Sales 

 

1.2.1. Importance of General Communication Strategies 

 

The above chapters have shown that the implementation of suitable communication 

strategies can have significant influence on the efficiency of customer-focused marketing and 

sales measures of institutions. Communication as such is seen from a sociological perspective 

as the “transmission of information, ideas, attitudes, or emotion from one person or group to 

another (or others) primarily through symbols”, and it “forms the basis of all social interaction” 

(Theodorson and Theodorson 1969, p. 62). Optimizing these strategies through systematic 

planning, designing, controlling and execution with regards to relevant target groups and sub-

markets – i.e. through the establishment of a comprehensive corporate communication policy 

– is therefore essential to reach downstream marketing and business goals (such as increased 

turnover, customer loyalty, profit etc.) (cp. Meffert et al. 2015, p. 569). This notion is of 

importance due to constant exposition of consumers to communicative stimuli in 

contemporary environments; omnipresent advertisements in mass media60 have led to 

information overload, strong competition and a struggle for people’s attention amongst 

businesses (cp. ibid. p. 570). Target-oriented and efficient design of communication measures 

may therefore help to avoid wasting resources by limiting expenses to customized approaches 

that are able to attain to receivers within a specified target group. 

According to Harold Lasswell’s paradigm of communication, the quality of all transmitted 

messages can be broken down and analyzed based on seven relevant aspects which need to 

be adjusted to each other in order to constitute an effective communication process. As a 

result, it is relevant to examine who (e.g. a company) says what (content of a message) under 

which circumstances (e.g. business environment) through which channels (instruments of 

communication, e.g. social media), how (design or nature of a message) to whom (intended 

target group) with what effect (defining success of a communication process, e.g. whether the 

receiver is influenced and acts as intended by the sender) (cp. Lasswell 1967, p. 178; Mills and 

Barlow 2012, p. 106f). Based on the definition of these elements, communication strategies, 

budgets, instruments and messages can be determined to reach the respectively intended 

                                                      
60 Theodorson and Theodorson (1969, p. 246) define mass media as “instruments of communication reaching 
large numbers of people”. 



33 

stimulation of receivers as well as a persuasive effect of the communication process as such 

(cp. Meffert et al. 2015, p. 570). 

As briefly mentioned before, one suitable approach in this context may be an orientation 

of communication strategies towards the achievement of psychographic goals such as the 

creation of prominence (i.e. aiming to make a company publicly known), attitude (creation of 

a positive attitude of people towards a company or product to increase likeliness of purchase, 

cp. Kroeber-Riel and Gröppel-Klein 2013, p. 232ff), individual profiling (establishing clear 

distinction from competitors), intention to purchase (increasing people’s willingness to buy), 

and repurchasing intention (increasing customer loyalty to secure recurrent sales to existing 

customers) (cp. Meffert et al. 2015, p. 571f).61 This resembles the idea of constant 

communication with clients before, during and after a business transaction in order to 

establish emotional attachment. As a result it can be stated that the three main intentions of 

communication in business contexts are the transmission and distribution of information 

about a product to potential clients (mainly if the product is technically complex), the creation 

of emotional attraction of people towards a product (if information about this product is 

trivial, e.g. because its nature is widely known) and recalling its actuality to customers (e.g. 

drawing people’s general attention to the existence of a product) (cp. Kroeber-Riel and Esch 

2011, p. 55ff). In this context it is essential to communicate a market-wide consistent image 

of a brand, company and/or product through all channels to establish and fulfil a “brand 

promise”, i.e. by embedding the conception of a certain advantage or use of a brand in the 

minds of consumers (cp. Meffert et al. 2015, p. 573ff). Separate target groups within a market 

can in this case be contacted and influenced through the implementation of strategies of 

“mass customization” (Schmittleïn 1999, p. 144), i.e. the individual adjustment and usage of 

suitable media and communication channels depending on their needs and demands (cp. 

Meffert et al. 2015, p. 698f).62 A holistic communication strategy with customized 

                                                      
61 All of these psychographic goals resemble the general marketing intention of influencing (and changing) the 
purchasing behavior of (potential) clients. A prerequisite for success of associated measures and actions is 
attaining a psychological effect on customers. This notion is based on the empirically proven hypothesis that 
inherent motives, attitudes and images of consumers define their level of willingness and likeliness to buy 
products and services of a particular company (cp. Meffert et al. 2015, p. 240). This is connected to the idea that 
brand prominence, acceptance and customer satisfaction are highly depending on corporate self-representation 
and on successful communication between companies and customers, and thus also on mutual understanding 
with regards to encoding and decoding of messages and language used in said communication. 
62 An example for this is advertising in gender and/or age-specific media for the purpose of communication a 
consistent brand image to as many recipients as possible. Social media are, in this case, usually seen as suitable 
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management approaches for different channels is also relevant due to the fact that 

companies’ steps of active establishment of communication (e.g. through explicit 

advertisements) are often considered annoying and irritating if they obviously and drastically 

disrupt ongoing media consumption of receivers (cp. McCoy et al. 2007, p. 86ff). However, 

research has shown that interesting and appealing design of messages may have a positive 

effect on the acceptance of advertisements (cp. ibid.), which is why the conduction of 

professionally adjusted communication measures is essential for marketing success.63 

Communication strategy and design should thus also include the consideration that 

messages need to be able to transmit an intended effect within a very short time of only 1-2 

seconds in order to be successful, e.g. by ensuring instant identification of a brand name or 

brand image by viewers (cp. Bielefeld 2012, p. 153f). This notion is particularly important in 

context of social media communication, as corporate messages need to be quickly identifiable 

to catch people’s attention when they are scrolling through dashboards and feeds (e.g. on 

Facebook, Tumblr or Twitter). The mentioned oversupply of information nowadays often 

leads to the effect that most users quickly skim through flows of messages without analyzing 

them further, focusing only on a limited range of content that is able to spark their interest 

and quickly grasp their attention.64 This is not only related to the inherent importance of 

individual attention and involvement of users (i.e. on their engagement and interest in a 

certain brand, product or subject, cp. Bruhn 2013, p. 501ff),65 but it also indicates the 

                                                      
measures to communicate with a relatively young and/or technophile target group of all genders (i.e. potential 
future consumers). 
63 In context of social media marketing this means that advertisements and sponsored entries of companies 
should not drastically interrupt the flow of posts on user’s dashboards but should instead appear as interesting, 
visually appealing news that are worth clicking on. This is of particular relevance for the present research paper 
regarding linguistic differences between countries and markets; it will be of interest to find out whether the 
interruption of content flow in one language by distinct marketing posts in another language might (positively or 
negatively) affect people’s likeliness to click on these advertisements. 
64 One approach to do so might be the use of uncommon languages or words. 
65 This aspect is particularly important for the maintenance of corporate social media communication; content 
and messages spread by commercial social media pages of brands or companies reaches, as a first step, mainly 
current followers of said pages. Following a commercial social media feed is usually a voluntary decision of 
people, which leads to the conclusion that first-stage receivers of messages in corporate social media 
communication are individuals with an already existing (basic) interest in a certain brand or corporation. See also 
Jahng and Littau (2016, p. 39) who state for example that as “an opt-in medium, Twitter differs from other 
platforms in that decisions to follow a person online or trust information that shows up in a reshared tweet have 
long-lasting impact on whether a person will receive a […] message.” 
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importance of cognitive aspects, meaning that transmitted messages should be easily 

understandable by the target group in order to be effective (cp. e.g. Kropp 2015).66 

 

1.2.2. Relevance of Digital and Social Media 

 

Digital media have become increasingly important in developed countries nowadays, as the 

share of internet users is on a global all-time high; in 2017, around 98.24% of all people in 

Iceland used the internet, making it the highest quota worldwide, with countries such as 

Norway (97.3%), UK (94.78%) and Germany (89.65%) not ranking much lower (cp. 

International Telecommunication Union 2017). At the same time, the average age of internet 

users (and social media users in particular)67 is still relatively low compared to e.g. daily users 

of television (cp. Koch and Frees 2018, p. 400), which leads to the conclusion that social media 

such as Facebook are suitable platforms for the introduction of innovative communication 

methods and approaches with particular focus on customer relationships and network 

oriented models of interaction (cp. Meffert et al. 2015, p. 635).68 The efficiency of such digital 

communication is supported by the findings of Bruhn (cp. 2013, p. 289), who states that 

important criteria for the assessment of suitability of single communication instruments are, 

amongst others, their adequacy for reaching set strategic goals, their range and coverage of 

receivers, their actuality, flexibility and stability over time, their options for audiovisual and 

textual design, their controllability by the operator, their feedback potential for receivers, and 

their operational cost per reached individual.69  

                                                      
66 One relevant way to ensure comprehensibility of transmitted messages to a certain target group or market 
segment is the use of language that is easily decipherable and decodable by the people which it is supposed to 
reach and influence.  
67 As an example, 54% of active Facebook users and 61% of active Twitter users in the USA were between the 
ages of 16 to 34. Source: Statista 2019 [https://www.statista.com/statistics/274829/age-distribution-of-active-
social-media-users-worldwide-by-platform/]. Retrieved February 16, 2019. 
68 Research has shown that a mix of online and offline communication is beneficial for aspects of customer 
satisfaction and thus also relevant for the maintenance of purchasing actions of customers (cp. Ehrlich et al. 
2010, p. 55ff). 
69 Some of these criteria are what differentiates online communication from traditional offline measures. Cp. 
also Meffert et al. 2015, p. 635; according to the author, crucial characteristics of online communication are the 
opportunity for instant and direct feedback, the potential for real-time communication, and constant, global 
accessibility. As a result, it seems legitimate to state that online media are suitable platforms for the 
implementation of modern communication strategies with focus on personal interaction, and they may support 
sales through better customer service as part of a sustainable and effective customer relationship management 
strategy (cp. ibid. p. 528). Under these circumstances it has to be noted that the internet has nowadays become 

https://www.statista.com/statistics/274829/age-distribution-of-active-social-media-users-worldwide-by-platform/
https://www.statista.com/statistics/274829/age-distribution-of-active-social-media-users-worldwide-by-platform/
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One of the most common and basic ways of representing companies online is the 

establishment of a corporate website as central information and contact point for demanders 

and other stakeholders. Such websites are mainly suitable in aspects of flexibility, stability, 

controllability and designability; however not in active reaching of clients and feedback 

collection (and thus not as standalone tools for personal communication and nurturing of 

business relationships). The action of retrieving a corporate website depends primarily on 

people’s own initiative and desire to do so, which is why said website needs to provide a 

subjective advantage for each client in order to be visited intentionally (cp. Blackshaw 2007, 

p. 43; see also chapter 2.3. of the present paper). This resembles the idea of using a corporate 

website to provide answers to frequently asked questions, to present the entire range of 

offered products or services, and to support an actively communicated brand image through 

adjusted use of visually and linguistically appealing content (cp. ibid.; Eroglu et al. 2003, p. 

148f; Hauser et al. 2009, p. 202ff).70  

Corporate websites may thus serve as suitable bases for additional, more active measures 

of online marketing. Social media communication (as one of these measures) has already been 

identified as beneficial for personal interaction and mutual response between companies and 

clients and will therefore serve as the central field of attention and research in context of this 

paper. Reasons for that are a particularly wide and target-group specific coverage, often cheap 

and efficient establishment of accounts and visibility, good possibility to design and influence 

content and communicative effects, and great flexibility and actuality (e.g. in time of 

publication of content) (cp. Meffert et al. 2015, p. 664f).71 With millions (or even billions) of 

                                                      
the dominant channel of information and interaction for approximately 50% of consumers (cp. Ehrlich et al. 2010, 
p. 65). 
70 The role of corporate websites as a basic point of information for details about products and brands indicates 
that homepages of internationally active businesses should be available in various predominant languages of 
individual target markets. This appears as an important factor to create advantages for clients and companies 
alike because the successful mediation of complex content requires a high level of linguistic capability of 
receivers, which cannot always be guaranteed in context of foreign language correspondence. 
71 This is partly based on the ability of companies to collect and process large amounts of personal data generated 
by users of social media platforms. Access to such large data bases can lead to the creation of a detailed digital 
reflection of people’s preferences and ideals, which may then be used to establish personalized communication, 
advertisements and services that bring companies closer to their clients (cp. Dworschak 2011, p. 114f; 122ff). 
This resembles the idea of language diversity as a means of market segmentation; companies may use 
information about localities and linguistic settings of people’s social media surface to provide language-specific 
content and messages for direct communication. In this context, Louhiala-Salminen and Kankaanranta (2012, p. 
267) note that “the more internationally internal communication is conducted, the larger is the number of 
languages involved, and the more probable it is that there is wide variation in levels of multilingual competence 
in general.” 
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users all around the globe, social media are an effective way to reach many potential 

customers at relatively little expenses, making them attractive and suitable marketing options 

especially for small and medium-sized companies (cp. Grabs et. al. 2017, p. 21). Furthermore, 

social media communication is predestined to establish a high level of corporate prominence 

amongst a chosen, clearly defined target group, and its strategic use may lead to a significant 

influence on views and preferences of demanders (cp. ibid.). This is connected to the equal 

adequacy of such communication for the establishment of a clear distinction of companies 

from competitors, and for the mediation of general information, awareness and emotional 

attraction to initiate actions of purchasing and repurchasing (cp. ibid.).72  

Generally seen, online communication, marketing and sales through digital media (and 

social media in particular) have proven to be suitable and cost-effective methods for the 

implementation of special offers and other measures of sales promotion in comparison to 

corresponding measures in retail sales (cp. Zhang and Wedel 2009, p. 204f),73 which – 

alongside various arguments mentioned in previous chapters – legitimates a focus on social 

media communication practices in the present research, as it decisively determines the 

(internal and external) public reception and reputation of a company and its activities (cp. 

Meffert et al. 2015, p. 670).74  

 

 

 

                                                      
72 This resembles the general goals of public relations as such, which Skinner et al. (cp. 2010) have defined as 
(transmission of) information, contacting (establishment and cultivation of relationships with stakeholders), 
image cultivation (of the company image), sales promotion (public appreciation as sales support), social function 
(representation of social role and importance of a company), and stabilization (of stakeholder relationships). 
73 Downsides of these measures are, on the other hand, relatively high running expenses for human resources in 
order to maintain constant service, quick response times and individual customer service. User-generated 
content in social media is furthermore difficult and cumbersome to handle, even if social media communication 
tends to reach a relatively small target group. At the same time, such communicative measures tend to be limited 
to general information, as the mediation of in-depth details is rarely possible (cp. Meffert et al. 2015, p. 664f). 
74 It has to be noted that every decision and measure taken in marketing strategies of companies should be 
analyzed and evaluated before conduction, based on aspects such as current own market position, market 
environment, own resources and competences, and intended target group. Forecasting key variables and factors 
of the individual situation of a company may thus be considered the initial point of all strategic planning in 
marketing and communication (cp. Meffert et. al. 2015, p. 219), as set goals can only be reached successfully 
after analysis and adjusting of methods to needs and demands of a surrounding society (cp. ibid. p. 227). 
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1.2.3. Characteristics of Commercial Social Media Communication 

 

What mainly differentiates social media (or ‘Web 2.0’) communication from other, traditional 

marketing and sales measures is its multidimensionality. As opposed to classic, one-way 

mediation of messages from sender to receiver, social media allow mutual interaction75 (cp. 

Zarella 2009, p. 3) as well as the inclusion of informal, user generated content (UGC)76 into the 

general flow of data and information (cp. Wunsch-Vincent and Vickery 2007, p. 35). “Social 

media [...] creates an environment of exchange for content created by users […] built on social 

media profiles and hyperlinking” (Jahng and Littau 2016, p. 39; cp. Boyd and Ellison 2007). By 

focusing on multidirectional communication with the option to receive instant feedback from 

followers and clients, social media therefore widen the perspective and shape opportunities 

that traditional media were not necessarily able to offer (cp. Grabs et. al. 2017 p. 34; Fill 2009, 

p. 47f). This leads to new challenges regarding practices and strategies of corporate 

communication, as consumers may not only show direct reactions to marketing measures of 

a company but are also able to publicly spread their private opinions and views about them.77 

Even though this might cause some crucial communication to take place without the control 

of an affected company, “[i]nteractivity is considered as a strongly desirable feature for online 

information, not only in terms of how credible the source is perceived to be, but also in terms 

of the impression formation of the source as well” (Jahng and Littau 2016, p. 45; cp. Metzger 

et al., 2003). 

The mentioned multidimensionality of social media communication therefore includes 

not only direct interaction between brands and consumers but also indirect reactions (such as 

pressing the “Like”-button on Facebook etc.) and brand-related discussions between users 

(i.e. discussions of people about a company or brand without inclusion or interference of 

                                                      
75 Kiousis (2001, p. 372) defines interactivity as “the degree to which a communication technology can create a 
mediated environment in which participants can communicate (one-to-one, one-to-many, many-to-many), both 
synchronously and asynchronously, and participate in reciprocal message exchanges.” This indicates that social 
media communication is predestined to provide a high level of interactivity. 
76 As opposed to the traditionally exclusive provision of controlled brand-generated content (BGC) on 
communication platforms, cp. also Burmann et al. 2012, p. 131. 
77 Such challenges particularly result from the fact that review pages and communication platforms on which 
people spread their opinions about products and brands are usually not directly controlled by the companies 
whose services are being discussed. One method of minimizing risks that arise from these opinion exchange 
platforms might be offering extensive corporate communication on particular social media platforms, which 
might in turn attract the majority of people who are interested in a particular company to single pages that can 
be easily monitored and influenced by corporate communication professionals. 
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formal representatives or spokespeople of said brand) (cp. Zarella 2009, p. 3).78 Companies 

should thus ideally aim for the distribution of positive images to influential customers and 

users in a way that leads to a desirable representation and discussion of their products or 

services in user-generated content.79 Suitable approaches in this context may increase 

efficiency of international corporate social media communication by making use of manifold 

UGC, and by combining it with brand-generated content (BGC) to appeal to different target 

groups or market segments.80 This may help to establish a level of diversity of content, 

languages and opinions that could not be reached with the exclusive limitation to material 

created through the eyes of a business by corporate employees within a professional brand 

environment (cp. ibid.). However, the role of BGC in social media communication should not 

be underestimated as empirical studies have proven that brand-generated content generally 

has a stronger influence on brand images than user-generated content (UGC) (cp. Eilers 2014, 

p. 195f). This applies particularly to technically complex products requiring professional 

expertise; as a result, the overall credibility of UGC is considered highest for simple products 

where opinions can be limited e.g. to individual taste (for example with food products), but 

lowest for modern technical developments, medicine, or comparable products (cp. ibid.; cp. 

Carpenter 1999, p. 10).  

Social media communication generally requires a high level of competence in brand 

management and interaction, as mediated messages should always be relevant and 

consistent, also in relation to content spread through other corporate communication 

channels.81 It furthermore calls for fast responses to questions, inquiries and comments from 

                                                      
78 This notion refers to one of the main roles of social networking sites, mainly the satisfaction of certain (new) 
communicative needs of users that could not be satisfied through “classic” communication channels. Motives in 
this context are mainly social components, e.g. the interaction with like-minded people (cp. Meffert et al. 2015, 
656f; Burmann et al 2010, p. 11f). 
79 This is related to the use of so-called “brand-related UGC”, meaning the voluntary spreading of positive 
opinions and high-quality brand-related content that has been created by fans or customers of a company, in a 
way that suits its marketing interests (cp. Meffert et al. 2015, p. 646). 
80 According to the so-called “Nielsen rule”, 70% of social media users are exclusively passive readers, 20% are 
participants (e.g. by commenting on existing material), and 10% are actively producing original content (cp. Grabs 
et. al. 2017, p. 38). As a result, those 10% may have significant influence on opinions and ideas of the 90% who 
are just following. 
81 This resembles the notion that social media communication should not be used as the only measure of 
corporate marketing but should rather be included in a comprehensive concept that mediates a consistent brand 
image through various channels (cp. Meffert et al. 2015, p. 660). That is valid in all aspects of public relations, 
thus also regarding the use of languages; if a company conducts marketing in various languages adjusted to 
different target markets, then a comparable linguistic variety should be provided in social media communication 
in order to guarantee cross-medial consistency.  
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users that may affect the public image of a company (cp. Meffert et al. 2015, p. 649). 

Competent and consistent reactions to user-generated content – and particularly to negative 

or controversial comments – are thus pivotal factors that may affect the credibility of a whole 

brand (cp. van Noort and Willemsen 2011, p. 138).82 This is caused by a significant speed in 

transmission and distribution of content published on social media platforms, e.g. through 

actions of sharing and re-blogging (cp. Meffert et al. 2015, p. 839); these characteristics set 

the focus on short-term attention (e.g. the promotion of special offers) as well as on providing 

feedback and nurturing customer relationships. The ability to reflect on clients’ needs and to 

react to their demands (e.g. through observation and monitoring of rating portals, blogs, social 

media pages of influencers etc., cp. Meffert 2015, p. 837) thus indicates the suitability of social 

media communication for purposes of marketing controlling and customer service, and 

successful commercial social media activity may contribute to development and maintenance 

of fruitful relationships between brands and consumers (cp. ibid. p. 661). Well-organized 

social media strategies can therefore deepen the exchange of information between a 

company and its clients through constant dialogue and so-called “many-to-many-

communication”, thus potentially leading to an increase in sales and turnover (cp. Grabs et. 

al. 2017, p. 27f; p. 31ff). 

Some of the effects and characteristics of social media communication have been found 

and analyzed in context of Social Information Processing Theory (SIPT), which “examines the 

relationship-building strategies in computer-mediated communication settings” (Jahng and 

Littau 2016, p. 43; cp. Walther 2008). According to this theory, “computer-mediated 

communication lacks the cues available in face-to-face interactions to help make first-

impression judgments. For such reasons, SIPT argues that in computer-mediated 

communication settings where these physical cues are absent, people utilize other remaining 

communication systems, such as language, response time, or written attitude, to make up for 

the lack of physical cues needed to build a relationship” (ibid.; cp. Walther 1993). This results 

in demands for great competence in human interaction and high-quality communication for 

commercial social media marketing to be successful and persuasive. Methods of establishing 

high involvement and desirable emotional attachment of consumers, fans and stakeholders 

                                                      
82 “Some argue the influence of traditional factors on credibility can change as journalists [or marketing 
executives of companies, B.P.] become more involved with the public via social forms of media, which offer 
opportunities […] to interact with the ‘former audience’” (Jahng and Littau 2016, p. 39; cp. Gillmor 2006). 
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(as mentioned in chapter 1.1.5. of this paper) may therefore follow the basic idea that 

“positive feelings could be delivered to communication partners without verbal statements of 

such positive feelings [...], [and] that [communicative measures such as] eagerness in 

interaction, greetings, and acknowledging result[…] in positive feelings that could be delivered 

without explicitly making positive statements” (Jahng and Littau 2016, p. 43; cp. Walther and 

Bunz 2005). Social media communication, if conducted correctly, may thus help to create 

atmospheres of trust and attachment to a brand or company which are just as effective as if 

they had been “conveyed through physical cues available in face-to-face communication” 

(ibid.). Approaches such as constant presence and activity in personalized social media 

communication have therefore “been used as a psychological concept reflecting the 

subjective experience of closeness and connectedness in mediated communication” (Jahng 

and Littau 2016, p. 44; cp. Heeter 1992; cp. Lombard and Ditton 1997), helping users and 

followers to develop trust and to become as attached to a brand or company as they would in 

case of face-to-face communication (cp. ibid.). Social media marketing thus appears as a 

suitable way to combine the positive effects of mass communication (i.e. by reaching many 

people) with the advantages of direct, personal interaction (i.e. by creating an intimate 

atmosphere and strong emotional attachment). 

Another related and relevant aspect of social media communication is the inherent 

strength of so-called “word of mouth” effects. The mentioned multidimensionality of all 

interaction on such platforms leads to opportunities of spreading content to previously 

unrelated or uncontacted third-party market segments, mainly through fans sharing corporate 

entries on their private media feeds, thus introducing them to others and making them 

accessible to their private network of friends and relations.83 84 “The process of ‘retweeting’, 

which consists of sharing a person’s tweet with one’s own followers, causes users to 

                                                      
83 This is also relevant regarding the language focus of the present research paper. Even though social networks 
allow global connectivity, Facebook friends (and other online relations) of a person still tend to be from the same 
country or language area (cp. State et al. 2016). This leads to the assumption that linguistic adjustment of 
communication practices to single market segments can lead to a more intense penetration of the whole market, 
resulting from language-bound word-of-mouth effects. 
84 According to Grabs et al. (cp. 2017, p. 195), studies have shown that some of the most important factors for 
people sharing and recommending a corporate Facebook page are the ongoing provision of fresh content and 
news, the presence of an active and vibrant fan community, and personal addressing of corporate messages to 
followers. However, direct addressing and lively interaction within fan communities can only develop if the 
majority of followers share and understand a common language to make communication easily possible, which 
supports the relevance of this notion for the present research paper.  
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encounter information to which they haven’t directly subscribed. Given the shifts in credibility 

assessment in decentralized information environments, an average user is likely to run into 

news or information from journalists [or companies, B.P.] that others have reshared” (Jahng 

and Littau 2016, p. 41).85 This notion is important, as studies have shown that word-of-mouth 

can have significant carry-over-effects and may lead to even stronger reactions of demanders 

(e.g. in form of business transactions or purchases) than classic advertising measures (cp. 

Trusov et al. 2009, p. 90ff). This is also connected to the earlier mentioned relevance of 

relationship marketing, as positive word-of-mouth effects are particularly strong in aspects of 

customer lifetime value (CLV); Villanueva et al. (cp. 2008, p. 48ff) note for example that long-

term customer value of word-of-mouth-induced business relationships is twice as high as the 

CLV of clients who were acquired through traditional advertising.86 Expectable multiplying 

effects in this context are thus severe, considering the fact that the average Facebook user 

has 130 friends and relations that may be reached through shared content (cp. Meffert et al. 

2015, p. 661). 

In consideration of these perceptions it must be noted that all social media activities of 

companies should provide a subjective use for followers and fans to be successful and to 

attract public attention. This usefulness may, for example, include information, updates, 

entertainment or raffles, while the use of social media channels for obvious and repeated 

spamming of commercial slogans and promotional content is prone to lead to negative 

reactions and a loss of attention and credibility (cp. Arnhold 2010, p. 171ff). This is connected 

to the assumption that people tend to use social media mainly for reasons of amusement, 

relaxing and information rather than for actual business transactions; as a result, all 

commercial content spread by companies should be concise, focused, entertaining and easily 

understandable, also in context of language use.87  

                                                      
85 See also Phillips and McQuarrie (cp. 2010, p. 368ff) who state that visual material (particularly grotesque 
and/or interesting photos) quickly leads to word-of-mouth effects and transferring of content from initial 
receivers to additional, second-level targets. As a result, the use of such visual content can be beneficial in order 
to profit from carry-over effects. 
86 This indicates that encouraging word-of mouth (and social media communication in general) may be a suitable 
method of increasing brand prominence; however, on the flipside it also bears the risk of introducing and 
spreading potential negative information and controversial brand-related content to a large number of people, 
which supports the aforementioned necessity of high social media competence of companies to be able to 
provide suitable reactions to such incidents (cp. Smith et al. 2012, p. 102-113). 
87 This resembles the theory of ‘uses and gratifications’ in mass media as first defined by Elihu Katz, Denis McQuail 
and others during the 1960s and 1970s. “This approach operated on three basic assumptions; people are active 
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At the same time, any commercial social media activities of companies need to be planned 

and analyzed in consideration of their single effectiveness, e.g. by using measurements such 

as “Costs per Click” (CPC), “Costs per Order” (CPO), page visits, unique visitors, average 

duration of stays on a website, conversion rate etc. (cp. Meffert et al. 2015, p. 735). Classic 

reference numbers such as amount of likes, comments or shares of an entry may, in this 

context, only serve as approximate benchmark values as they do not allow to draw a final 

conclusion about actual reach and popularity of content communicated on social media 

platforms; success of such communication can thus not be finally determined by key values 

generated on social media itself but must be ascertained by external analysis tools or research 

(cp. ibid. p. 737).  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

                                                      
users of media, people know why they use the media and can explain these reasons, and there are common 
patterns to media consumption among users” (Kropp 2015, p. 11; cp. Williams 2003, p. 177). According to Katz 
and McQuail, important goals for media consumption are to be informed/educated, to be entertained, to 
increase social interaction, and to ‘escape’ from daily life for a limited time. See also chapter 2.3.2. of the present 
research paper.  
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2. Corporate Communication – Factors of Success and Influence 

 

2.1. Evaluation, Influence and Effects of Corporate Communication 

 

Considering all these findings it must be noted that corporate communication as a mean of 

influence on brand images can never be identified as a single reason or ground of purchasing 

actions; it is however able to establish and strengthen favorable predispositions, intentions 

and behavioral patterns within the audience (cp. Meffert et al. 2015, p. 716), which justifies 

its general relevance in context of marketing research. This is based on significant 

interdependencies on communication markets, meaning that market environments, methods 

and effects of communication practices are mutually influential and must be coordinated to 

reach favorable impacts – such as for example the creation of prominence and popularity as 

a basic requirement of purchasing actions and the development of public brand images (cp. 

ibid. p. 730f). Such popularity through comprehensive and professional brand communication 

may, in turn, strengthen market positions of businesses on competitive markets, e.g. through 

the concurrent generation of positive effects for the own company and negative effects for 

business rivals (cp. Joshi and Hanssens 2010, p. 26ff). Examples for that may be the 

establishment of a system of values and norms in society that resemble certain characteristics 

of products and goals provided by a business. 

The mentioned interdependencies in corporate communication already indicate a wide 

variety of influential factors that must be considered for the introduction of communicative 

measures and strategies. Some of these factors are human, such as characteristics and 

personality of an intended receiver; he or she needs to be physically and psychologically 

capable of receiving, decoding and understanding a message. This explains a necessity of 

adjusting e.g. the intellectual level of commercial messages and advertisements to an 

intended and predefined medium and target group, considering needs, motives, interests and 

lifestyle of those individuals that should be reached by said communication (cp. Schweiger 

and Schrattenecker 2013, p. 218).88 Other relevant factors for successful exchange of 

                                                      
88 This indicates that a higher intellectual or educational level of average members of a target group might 
possibly make translations and language diversity obsolete in context of international communication and 
marketing, as those people might be capable of understanding English and accepting towards the use and 
presence of non-native languages. See also chapter 2.2. and chapter 4 of the present paper. 
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information are for example the perceived credibility of senders89 (which can be influenced 

through message design and media selection), the quality of media used to maintain 

communication (which is influenced by psychological conformity of medium and receiver, i.e. 

the authenticity of a medium and general media preference of users), the quality of means of 

communication (i.e. credibility of a message and the sum of formal and content-related 

criteria that form the basis of message design, cp. Bruhn 2013, p. 505ff), as well as the 

situational quality (surrounding circumstances, external influence and context) of 

communication (cp. Meffert 2015, p. 716ff). 

All measures of marketing and business communication are taken to eventually aim at the 

creation and initiation of positive customer actions such as (re-)purchasing, and thus at 

economic goals, as opposed to the already mentioned psychographic goals which serve as 

desirable interim steps in communicative effects. In order to describe the sequences of stages 

that lead to such preferred actions, traditional communication research often assumed linear 

effect models of communication. Lavidge and Steiner (cp. 1961, p. 51ff) believe that marketing 

measures which manage to raise public awareness of a product will, as a result, eventually 

also create knowledge about said commodity and will lead to liking and conviction of people 

to buy it, which in the end triggers a purchase as intended by the conducting company. 

According to Allen (2005, p. 37), people “use language to produce and reproduce knowledge 

as we enact various roles within various contexts.” A similar approach is von Rosenstiel’s (cp. 

1969, p. 236f) famous AIDA model which assumes that establishing attention leads to interest, 

desire and, eventually, to action (i.e. a purchase) taken by a consumer. However, Bielefeld (cp. 

2012, p. 52ff) remarks that there is no strict, linear hierarchy of effects in modern 

communication (cp. also Schweiger and Schrattenecker 2013, p. 204f); instead, the many 

different aspects of and influences on communication mentioned in earlier chapters rather 

lead to complex relationships of causes and effects, depending on approaches, attention, 

cognitive and emotional processes, predispositions, intentions, involvement and behavior of 

all actors involved in such communication (cp. Kroeber-Riel et al. 2009, p. 640f). As a result, 

the correct combination of factors and effective determinants (e.g. informative or emotional 

                                                      
89 Jahng and Littau (2016, p. 39) note in this context that “’Snap judgment’ assessments of credibility, consisting 
of looking at a […] social media biography and feed for cues about whether a person [or company, B.P.] is worth 
following, matter greatly in many-to-many media environments where users often run into people or 
information without context or prior experience. These instant assessments include credibility.” 
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advertising, high or low levels of initial involvement and general interest of people) can help 

to adjust communicative measures to the needs of different target groups to yield the best 

possible influence on consumers and their actions (cp. Bruhn 2013, p. 492f),90 91 while the 

actual processing and understanding of mediated messages is depending on various different 

determinants (cp. Meffert et al. 2015, p. 721).92 

 

2.2. Message Design and the Importance of Language 

 

Even though the existence of linear relationships of cause and effect is questioned in modern 

communication theory, the nature and design of initial (corporate) messages to start actual 

communication processes in business contexts is still relevant. The structure of such messages 

is a crucial element to create persuasive effects; Kroeber-Riel and Gröppel-Klein (cp. 2013, p. 

302) mention that receivers tend to follow a certain predefined sequence of attention as 

people are unable to receive, process and remember all incoming messages and information 

simultaneously due to inherent physical and cognitive limits. In this context, research has 

shown that real objects are easier remembered than photos, photos are better remembered 

than concrete words, and concrete words are easier remembered than abstract words or 

statements (cp. ibid.).  

As a result, a suitable linguistic design of messages in corporate communication is highly 

relevant to create the best possible level of attention and (long-time) effect; comprehensibility 

is thus a pivotal goal of language-based messages to be able to transmit information 

successfully (cp. Bruhn 2013, p. 508ff). This includes a consideration of receiver-specific 

                                                      
90 This notion is relevant in context of the present research focus on language diversity in social media; audiences 
of social media communication tend to show low levels of involvement for most products (e.g. if scrolling through 
a Facebook feed), but high involvement for particular brands or companies that they deliberately follow by 
having pressed the like button. Therefore, companies may adjust their communication approaches depending 
on whether they are aiming at either their existent followers or at a new audience of uncontacted individuals. At 
the same time, it can be assumed that the role of language diversity is important in emotional communication 
(as in creating emotional content in people’s native language), while it tends to be less important in informative 
advertising. 
91 It has to be mentioned that such strict determination of factors and approaches is mostly hypothetical; 
practical examples show that most business communication and advertising is a mix of emotional and 
informative content, which in turn creates a lot more complex reactions and effects (cp. Bruhn 2013, p. 493). 
92 This includes the variety of design aspects of advertising messages, e.g. pictures, typography, languages, colors 
etc. However, to range the limits of this paper the focus will be set on language and written content.  
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factors such as social level, level of education, cognitive intelligence and the aforementioned 

individual levels of involvement and interest in a particular topic or commodity; however, it 

also includes text-specific factors such as language use, use of foreign words or technical 

terms, or the construction of transitions and overall coherence (cp. Schweiger and 

Schrattenecker 2013, p. 278f).93 As a result, corporate employees conducting communication 

and creating (and mediating) messages in a business context need to be aware that 

“researchers have called for a broader perspective in the assessment of communicative 

competence, recommending that such issues as multicultural and multilingual competence 

and interactional skills be included. Accordingly, competence should not only be expressed as 

an individual’s ability to use a specific language system” (Louhiala-Salminen and Kankaanranta 

2012, p. 264; cp. Charles 2007). Therefore, all of the mentioned different elements and 

impulses in communication must be considered, combined and synchronized to create the 

best possible effects by creating a consistent constellation of stimuli depending on intentions 

and/or nature of sender and receiver (cp. Kroeber-Riel and Gröppel-Klein 2013, p. 513).  

The design of message content may thus vary significantly; most common approaches 

include informative designs (i.e. reports, statements or descriptions, mainly used in B2B 

communication and markets or branches with high price pressure, cp. Meffert et al 2015, p. 

725)94 as well as argumentative designs (i.e. use and presentation of verifiable facts, which 

leads to overall increased levels of attention and longer periods of contemplation, cp. ibid. p. 

726). Another central approach is emotional message design, which appears as particularly 

useful in competitive communication markets. As briefly mentioned in chapter 1.1.5., 

emotional content of corporate communication may create attention by stimulating and 

activating biologically fixed reactions within receivers (cp. Kroeber-Riel and Gröppel-Klein 

2013, p. 81ff). Repeated triggering of certain (personal) emotions through messages and 

advertisements of a particular brand may eventually lead to learning effects of audiences in a 

way that people start to connect the experience of said emotions with the company itself; 

reaching this level of emotional attachment of target groups has proven beneficial, as further 

                                                      
93 The author also notes that the use of short and concise messages may guarantee successful transmission and 
reception even through brief contacting. Furthermore, research has proven that rhymes and metaphors in 
business communication may help to grasp and remember transmitted messages, eventually increasing their 
effectiveness and influence on consumer actions (cp. also McQuarrie and Mick 2003, p. 586). 
94 The focus on B2B communication indicates a limited suitability of strict informative designs for social media 
marketing, as these platforms are generally focusing on B2C relationships. 
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confrontation with brands, logos or products of a corporation may then automatically lead to 

positive feelings within consumers, who, as a result, are more likely to perform purchasing 

actions (cp. Bielefeld 2012, p. 143).95 The same applies to the use of preset schemes that refer 

to existing thought structures within individuals, as they are able to trigger reflexive reactions 

by attending to fundamental components of human information processing (cp. Kroeber-Riel 

and Gröppel-Klein 2013, p. 316ff). These schemes may be based on common, standardized 

images or on individual experiences of a receiver (cp. Bielefeld 2012, p. 74ff). Other aspects of 

emotional message design are the use of humor to create memory effects and/or positive 

basic attitudes towards a brand (cp. Eisend 2009, p. 191ff) as well as the implementation of 

so-called product experiences which try to connect brand images with subjective 

contributions to quality of life (e.g. security, nature or relaxation, cp. Meffert et al 2015, p. 

728). 

Outgoing from that it must however be noted that the suitable adjustment of language 

use in any communication is a basic mean of successful transmission of textual or spoken 

messages. Fill (2009, p. 41) notes that “marketing communications is partly an attempt by an 

organization/brand to create and sustain a dialogue with its various constituencies”; the 

establishment and maintenance of such communication is thus based on the exchange of 

information between two separate entities or participants, and both sides need to be able to 

encode and decode the information transmitted in order to take part in the process of 

communication, in order to make it successful, and in order to be able to respond and carry 

on the dialogue (cp. ibid.). This is important with regards to the earlier mentioned 

multidimensionality of social media communication; Grabs et al. (cp. 2017, p. 39) remark that 

people might appreciate brands or products, but any client-company relationships are in fact 

relationships between people because all interaction and communication in business takes 

place between humans96 – in this case between employees and potential customers of a firm. 

Social media as such are – even in economic contexts – thus simply platforms or means for 

people to spread and transfer messages to other people. That is based on the notion that 

                                                      
95 Outgoing from these findings it seems legitimate to state that emotional message design is the most suitable 
approach for social media communication due to generally high frequency of usage with low involvement levels. 
Emotional conditioning of target audiences is thus a good way to create positive feelings and reminding effects 
when scrolling through social media feeds. 
96 As opposed to communication and transactions between humans and artificial intelligence (AI), which might 
become increasingly important in the future. 
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brand-related comments, recommendations, product reviews and descriptions on social 

media are only taken seriously if they can be encoded and decoded correctly, easily and 

successfully, i.e. if they have been written by people for people in a language or code that is 

mutually intelligible (cp. ibid. p 41), as “only language can enable individuals and companies 

(and countries) to communicate” (Charles 2007, p. 261). Furthermore, research has shown 

that the use of slogans or marketing communication in people’s native language generally has 

a stronger emotional impact on demanders than the use of slogans in their first foreign 

language (cp. Puntoni et al. 2009, p. 1012ff); this is also depending on the general 

commonness of used words and phrases in daily language, which hints at the importance of 

encoding and decoding for the efficiency of business-focused social media communication (cp. 

ibid.). That resembles the findings of Brunswik’s Lens Model (cp. Brunswik 1956, p. 151-161), 

as according to “this conceptual model, emotional speech is encoded by the distal features of 

speakers, which are transmitted through multimodality transmission channels, decoded by 

listeners, in which the emotional attributes are realized as proximal percepts. The emotional 

encoding and decoding are modulated by the linguistic and cultural backgrounds of the 

speaker and the listener, as well as by the transmission channels” (Li 2015, p. v).97  

In this context, corporate messages and content spread on pages such as Facebook can 

be deliberately addressed to individual linguistic target groups, e.g. by promoting certain posts 

only amongst people who are familiar with the language it is written in. The majority of 

Facebook users adjust their social media interface settings to the language that they feel most 

comfortable with (mostly their native language), which leaves companies with the option to 

direct messages to a target group with specific Facebook language settings (cp. Grabs et. al. 

2017, p. 198). By doing that, scatter losses can be minimized, and efficiency of communication 

measures can be increased (cp. ibid.). That is important because measures of personal 

communication (such as face-to-face interaction) – which are most efficient for the mediation 

of emotions – are usually not suitable in context of large target groups.98 To be able to benefit 

                                                      
97 See also Louhiala-Salminen and Kankaanranta (2012, p. 263), who note that “[g]lobal PR literature does 
acknowledge the significance of culture and cultural differences for any public relations that would be conducted 
across country borders or in any international context [...], and, implicitly, language issues are included as the 
concepts of culture and its language are so tightly interwoven.” 
98 Some of the downsides of this rule may however be overcome through the implementation of successful social 
media communication, as strong personal involvement in social media may lead to the same persuasive effects 
as face-to-face communication (cp. Jahng and Littau 2016, p. 43; see also chapter 1.2.3. of the present paper).  
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from emotional content in marketing contexts, companies thus need to adopt different 

approaches such as the adjustment of language use and content in communication to 

overcome cultural and linguistic barriers, because as “emotional speech is concerned, daily 

communication involves the processing of verbal or nonverbal emotional cues from auditory 

and visual stimuli. The interlocutors may come from different cultures, and speak different 

languages or the same language with different accents” (Li 2015, p. 2). The inherent 

complexity of international corporate communication therefore supports the notion of 

Marschan-Piekkari et al. (cp. 1999) who mention a widespread lack of thorough understanding 

of the challenges and consequences which arise from communication across borders, 

languages and cultures, as such communication “requires specific skills, attitudes, and values 

and cannot be reduced to the obvious aspect of foreign language capability – most often 

proficiency in English – or a knowledge of cultures, although this is an important dimension 

[…] as well” (Louhiala-Salminen and Kankaanranta 2012, p. 264; cp. also Holden 2002).99 

 

2.3. Encoding/Decoding – Challenges and Consequences of Language Diversity  

 

Using people’s native languages to attend to different target groups and market segments 

may thus appear as beneficial, also because “findings show that although a common 

‘corporate language’ – which mostly today refers to English – enables internal communication, 

it is not a straightforward solution but a number of issues need to be considered” (Louhiala-

Salminen and Kankaanranta 2012, p. 262). One important challenge for companies that are 

operating their (social media) corporate communication in English for global, linguistically and 

culturally diverse target groups is the fact that “international communication in a business 

context is today mostly conducted by non-native speakers of English, [and] their language can 

be characterized as BELF (English as Business Lingua Franca), which differs from ‘standard 

English’ in many ways” (ibid.).100 As a result, intercultural exchange of information between 

                                                      
99 This has eventually been scientifically confirmed by Louhiala-Salminen and Kankaanranta (2012, p. 266) who 
found that even though “the actual use of languages other than the mother tongue or English in the daily 
interactions within the [analyzed] company was small, the significance of knowing a third language was 
highlighted since it opened doors to new cultures, other ways of seeing things, and creating rapport with the 
communication partner.”  
100 English as lingua franca generally refers to the language being pragmatically used for communication between 
two people who do neither share a common native language (or culture) nor speak English as mother tongue 
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said non-native speakers of English may lead to constant transitions (and potentially to the 

occurrence of obscurities and ambiguities) within the intended common language base used 

to communicate, which in turn results in challenges and problems for companies trying to 

mediate complex issues, content and/or emotions for business purposes. Furthermore, 

“advancing communication technology and the ‘social media revolution’ have blurred the 

borderline between external and internal audiences” (Louhiala-Salminen and Kankaanranta 

2012, p. 262; cp. Cornelissen 2011, p. 164), which means that the use of BELF – even if 

intended only for communication between employees of global enterprises or conglomerates 

– might eventually also affect public communication and marketing content intended for 

potential customers, suppliers and stakeholders of said institutions.101 As a result, it becomes 

apparent that language (and language diversity) in corporate communication and marketing 

is “an issue that needs to be investigated and calls for strategic attention from organizations” 

(Louhiala-Salminen and Kankaanranta 2012, p. 263).  

This, in turn, is connected to the (earlier mentioned) notion that a common language base 

– i.e. the use of a language which both senders and receivers of messages feel most 

comfortable with – is closely related to the issue of creating mutual understanding and an 

intimate atmosphere between communicators; in this context, empirical findings “indicate 

that multilingual communicative competence enhances communicative success” (ibid. p. 

264).102 It thus becomes apparent that modern international social media communication for 

business purposes allows the application of two main language strategies to attend to diverse 

                                                      
(cp. Louhiala-Salminen and Kankaanranta 2012, p. 264). As a result, BELF (in social media marketing) appears as 
particularly relevant for people, companies and institutions who want to reach large target groups in diverse 
markets such as Europe, where many different cultures prevail, and various languages are spoken within a 
relatively small geographical area. 
101 In this context it is important to mention that “BELF performs its task as an enabler of communication, be it 
external or internal, […]. BELF users do not ‘own’ the language; rather, everybody is entitled to BELF, and 
consequently, hybridity, variation, contextuality and dynamism are primary” (Louhiala-Salminen and 
Kankaanranta 2012, p. 267). While these characteristics are helpful to enable communication across cultures and 
borders through the use of a volatile and changeable language base, they also indicate that BELF – as opposed 
to actual native English – is hardly suitable for the application of professional, international business marketing 
and PR. That is based on the presupposition that the use of imperfect or flawed language – such as BELF is per 
definition – might lead to negative images being associated with a company that is conducting said 
communication. Examples for such images may be the assumption of general defectiveness of a company‘s 
services and products as well as carelessness, greed (as in ‘not willing to invest money in professional translations 
or qualified employees’), or simply not being taken seriously in any messages and concerns that are mediated. 
102 The authors also note that the introduction and implementation of a common language base for internal 
communication in large, international enterprises and conglomerates is essential for the successful exchange of 
information between departments, business units and daughter companies as “without a common language, 
internal communication [is] challenging” (Louhiala-Salminen and Kankaanranta 2012, p. 265). 
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target groups and market segments; these are multilingual and monolingual approaches, 

which both have certain advantages and disadvantages in context of efficiency, cost, 

acceptancy and complexity. While monolingual approaches (such as the use of BELF) might be 

cost-effective ways to communicate, they may also lead to misunderstandings amongst 

receivers of messages, thus making language “a barrier to knowledge” (Louhiala-Salminen and 

Kankaanranta 2012, p. 265).103 At the same time, multilingual approaches (such as adjusted 

communication in native languages of each chosen target group or market) may be helpful to 

create strong emotional attachment and understanding amongst receivers, but on the other 

hand lead to higher expenses and effort through time-consuming translations as well as to 

total loss of meaning of messages for those receviers who were addressed or targeted 

incorrectly and who are not capable of understanding the particular language used (cp. 

ibid.).104 Outgoing from that it may be noted that the “role of English and other languages in 

international internal communication […] [is] highly context dependent” (ibid. p. 266), 

meaning that native languages (other than English) can be used to conduct emotionally 

charged and/or detailed communication between skilled speakers, however English tends to 

be included and used for the exchange of information in larger contexts where the equal 

participation of non-native speakers of said native languages is assumed and/or intended (cp. 

ibid.).105 106 

                                                      
103 This is particularly relevant as, in a global context, “the levels of English proficiency vary, and the fact that 
English is used as the corporate language in geographical areas where it is not generally mastered, may […] cause 
inequality and imbalance of power and hinder knowledge sharing” (Louhiala-Salminen and Kankaanranta 2012, 
p. 267). 
104 Furthermore, research conducted by Louhiala-Salminen and Kankaanranta (2012, p. 267) has shown that the 
use of multiple languages for (internal or external) business communication across borders and markets can lead 
to confusion, „in spite of the fact that at the outset the decision seemed to nurture equality and fairness. The 
lack of clear and explicit guidelines as to when, how, and why each […] language[…] should be used was perceived 
as problematic.” 
105 It should be mentioned that the use of English in communication practices of international companies also 
has an effect of creating equality between different participants, as everybody may be included in the exchange 
and mediation of information on the same level of understanding; “nobody gain[s] the upper hand, and equality 
and trust prevail[…] in the sense that each speaker ha[s] an equal right to the language used.” (Louhiala-Salminen 
and Kankaanranta 2012, p. 267). Nevertheless, the authors note that “it should not be concluded that only the 
use of English – or BELF – is the guarantee for successful international internal communication” (ibid.). 
106 It may be assumed that approaches with the use of English language are most suitable and common in public 
communication of companies via social media, as content spread on these platforms is equally accessible around 
the world. This notion is supported by Puntoni et al. (2009, p. 1012) who mention that “[r]egardless of their 
cultural heritage and native language, consumers are routinely addressed by large numbers of marketing 
messages in English. For example, in the Netherlands over 40% of TV ads contain words in English […], and this 
phenomenon is by no means limited to Western cultures.” 
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2.3.1. Factors of Message Transmission 

 

It has been thoroughly expounded that the “ever-intensifying globalization in all societal 

sectors requires language issues to be acknowledged and investigated and this development 

is taking place in public relations as well” (Louhiala-Salminen and Kankaanranta 2012, p. 267). 

These findings indicate that language selection plays a significant role in adjusting encodability 

and decodability of transmitted messages, and thus in ensuring success of any measures in 

commercial social media communication. One of the first theories of mass-communication 

focusing on encoding and decoding of messages was established by Wilbur Schramm in the 

1950s; his concepts have later been revised and refined by Stuart Hall during the 1970s and 

1980s, who added the idea of power structures in communication, thus taking into account 

the relation between and reciprocal influence of senders and receivers of messages (cp. Mills 

and Barlow 2012, p. 227). In context of encoding and decoding processes as part of the 

transmission of information, Schramm defined basic components of the “linear model of mass 

communication” during the 1950s as source, encoding, signal, decoding, receiver, feedback 

and noise (cp. Fill 2009, p. 41f). As social media communication has already been identified as 

a relevant PR and marketing measure nowadays – due to its inherent conjunction of 

advantages and characteristics of personal (face-to-face) interaction and mass 

communication, – it may be noted that the exchange of information via social media is also 

dependent on the abovementioned concepts of successful communication. The source of a 

message must guarantee to encode the information it wants to transmit in a way that makes 

it understandable for the receivers; a company posting content on its Facebook page must 

thus make sure that it uses a language that most of its followers can understand, because by 

“failing to appreciate the level of education of the target receiver, a message might be 

encoded in words and symbols that are beyond the comprehension of the receiver” (Fill 2009, 

p. 42). Furthermore, the signal or message must be adjusted to its intended target group and 

“put into a form that is capable of transmission” (Fill 2009, p. 43). In this context it is important 

to define the signal (as well as the channel used for its transmission) in order to fit the main 

purpose of the communication process. Traditionally, transmission channels are defined as 

either “personal” or “non-personal” (ibid.). On the one hand, channels and signals focusing on 

personal influence are often seen as more influential and thus more effective in transmitting 

information to receivers, because they can be adjusted individually according to timing, 
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content and customer needs; nevertheless – due to the use of in-depth communication – 

personal channels have (for a long time) been limited to relatively small audiences (cp. Fill 

2009, p. 44). On the other hand, signals transmitted through non-personal channels are 

“characterised by mass media advertising, which can reach large audiences”; they however 

tend to be less persuasive to the individual receiver because they are traditionally “designed 

and produced well in advance of transmission” and thus not specifically adjusted to single 

receivers (ibid.). Earlier chapters have shown though that modern social media platforms such 

as Facebook might indeed qualify as hybrids of personal and non-personal channels.107 That is 

because such platforms provide an option of mass communication of signals through public 

posts for all followers, but they also allow immediate feedback and personal communication 

through comments, reactions and live messages;108 as a result, transmitted signals and 

information must be adjusted to these particular circumstances and characteristics in order 

to be encodable and decodable by all participants of conducted marketing and 

communication measures. 

Following such ideas of adjusted, context-appropriate encoding of signals by a source, it 

becomes apparent that languages (and culture) are important aspects in guaranteeing 

successful decoding and understanding of messages. Decoding – in context of media and 

communication theory – is defined as the “process of transforming and interpreting a message 

into thought”, and it is influenced by “experiences, attitudes and values of both the source 

and the receiver” (Fill 2009, p. 44). As a result, choosing a certain language to communicate 

has an influence on the receiver’s ability to decode it and on the way he perceives the 

message, especially regarding different meanings of words in different languages (cp. ibid.). 

An example for that might be the use of subliminal meanings and connotations of words and 

                                                      
107 See also chapters 1.1. and 1.2. of the present paper. 
108 Feedback is defined as the part of a response of a receiver to a message that is “sent back to the sender, and 
it is essential for successful communication” (Fill 2009, p. 45). While the form of the feedback can vary drastically 
(e.g. from buying a product to further inquiries or comments), the response as such is important for companies 
in order to assess the quality of the original message and to identify potential misinterpretation or incorrect 
decoding of its communication. By doing so, wasting resources for “inefficient and ineffective marketing 
communications” can be avoided (ibid.). Fill (ibid., p. 46) also states that feedback “through mass media channels 
is generally […] difficult to obtain, mainly because of the inherent time delay involved in the feedback process”. 
However, social media with their various systems of immediate response through comments, likes, reactions, 
messages and content sharing are a suitable way of gathering feedback in order to analyze and improve the 
quality of communication practices. As an example, Facebook statistics offer a method for statistical evaluation 
of range, response rate and other important aspects regarding efficiency of marketing content spread by 
companies on the platform. 
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sentences, which can be understood correctly by a receiver if transmitted in his or her first 

language, but might be lost or decoded deficiently if transmitted in a foreign language. 

The last important factor of message transmission in (mass) communication is noise. Noise is 

defined as everything that affects or hinders the communication process; this includes both 

cognitive factors (e.g. inappropriate encoding or decoding) and physical factors (e.g. someone 

sneezing during the audio recording of a message) (cp. Fill 2009, p. 46). While noise in form of 

cognitive factors cannot be generally excluded for social media communication – unless using 

advantages of the abovementioned feedback and language adjustment to optimize 

communication processes,109 – noise in form of physical factors can be minimized due to usual 

repeatability of digitally stored and supplied messages.110 Other factors such as influence of 

media, influence of people, as well as different approaches to communication (cp. Fill 2009, 

p. 47-65) – along with the mentioned opportunities offered by communication via the internet 

– can be of relevance and should thus be taken into account for planning and conduction of 

new social media marketing practices with regards to message transmission.  

 

2.3.2. Encoding and Decoding in Corporate Social Media Communication 

 

During earlier years of development and spreading of modern social media and 

communication technologies, some media and communication scholars had come to the 

impression that so-called “new media” would have the potential to “change our notions of 

mass communication and, as a result, the theories used in communication research” (Kropp 

2015, p. 10; cp. Chaffee and Metzger 2001). However, the findings described in earlier 

chapters indicate rather that Stuart Hall‘s famous theory (or model) of Encoding and 

Decoding111 – which is indeed often referred to as a “foundation for the interdisciplinary field 

of cultural studies” (Kropp 2015, p. 11) – still bears relevance, at least to some extent, even in 

                                                      
109 One aspect in this context might be the use of simple language, i.e. by abandoning (or minimizing) technical 
terms, foreign words or complex syntax in mass communication messages to a diverse audience. 
110 Repeatability is usually guaranteed by the digital nature of such communication, as messages and content are 
saved in clouds and servers and thus repeatedly accessible over time. Exceptions from this rule may however 
exist in form of so-called “stories” (e.g. on platforms like Facebook, Instagram, Snapchat and many more) which 
are deliberately intended to be viewed only once before being automatically deleted.  
111 According to Carey, (1989, p. 15) Hall‘s communication model is therefore defined by terms such as 
“imparting,” “sending,” “transmitting,” and “giving information to others”. 
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context of modern, multidimensional social media communication. This is based on and 

supported by the inherent ‘social’ concept of such media and platforms, which refers to and 

revives some aspects of traditional social structures which have, to a large extent, been 

abandoned and replaced in society and mass media since the beginning of industrialization.112 

Important social developments during said age of industrialization were e.g. described by 

contemporary sociologist Ferdinand Tönnies as a wide-ranging transition from historical, 

smaller social communities (Gemeinschaften), in which “people were bound together by 

personal, traditional, and communal ties which characterise social relations” (Williams 2003, 

p. 25) into modern forms of society (Gesellschaften) where “personal relations are 

anonymous, impersonal and isolated” (ibid.). Following these changes in society were also 

changes in information exchange and knowledge transfer, as individual, face-to-face 

communication was increasingly replaced by impersonal and undifferentiated mass 

communication through new, evolving forms of media that could easily reach (and influence) 

large groups of receivers (cp. ibid. p. 29f). In this context, social media can be identified as a 

form of retrogression in terms of social and medial developments, as these new forms of 

media combine and reflect traditional characteristics of both Gemeinschaften and 

Gesellschaften. On the one hand they resemble the mentioned industrialized Gesellschaften 

by denying or avoiding physical proximity and closeness between communicators through 

indirect mediation of messages; on the other hand, they allow direct response and the 

exchange of personalized, un-anonymous content, which in turn leads to the impression that 

they at least enable the establishment and maintenance of some sort of ‘social proximity’ or 

‘social closeness’ between interactors, and therefore bear characteristics of traditional 

Gemeinschaften.  

Based on these findings it may be noted that the successful establishment and 

maintenance of such integrated communities (i.e. of combinations of Gesellschaften and 

Gemeinschaften) on social media platforms heavily depend on voluntary involvement and 

participation of audiences and consumers. This indicates that Katz’ and McQuail’s theory of 

                                                      
112 Kropp (2015, p. 11) mentions that “early media theories developed in an historical context, often referred to 
as the era of mass society, when industrialization was on the rise and societies were transitioning from 
predominantly agrarian lifestyles to a more commercially centered industrialized structure based around the 
growth of large cities. The transformations of the industrial era were far more than economic, giving rise to 
changes in every aspect of daily life, including social structures and interpersonal interactions.” 
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uses and gratifications in mass media is also valid in that context, “assuming that people are 

active users of media, people know why they use the media and can explain these reasons, 

and there are common patterns to media consumption among users” (Kropp 2015, p. 11; cp. 

Williams 2003, p. 177). Companies aiming to benefit from communities on social media 

platforms therefore need to provide suitable reasons for followers to pay attention to their 

communication; one basic reason may be the mediation of easily understandable and 

decodable content to create awareness amongst (previously uninvolved) users. This is also 

relevant as Stuart Hall based various aspects of his encoding/decoding model on the uses and 

gratifications theory, “such as focusing on audiences as active users and understanding how 

people experience media content in different ways” (Kropp 2015, p. 12). Outgoing from that 

it seems legitimate to state that the level of success of encoding and decoding of messages in 

any communication is, at least to some extent, based on individual desires and aspirations of 

users and receivers, as the perpetuation of said communication – and thus the necessity to 

analyze, decode and understand mediated content – resembles fundamental human needs 

with regards to the maintenance of social structures and interpersonal bonds. With that in 

mind, “Hall sought to explain the relationship between the producers of messages, the 

messages themselves and audiences” (Kropp 2015, p. 13) and argued that “researchers should 

direct their attention toward (1) analysis of the social and political context in which content is 

produced (encoding), and (2) the consumption of media content (decoding)” (Baran and Davis 

2012, p. 257).  

Stuart Hall understood communication as a process or sequence of steps of “production, 

circulation, distribution/consumption and reproduction” (Kropp 2015, p. 13), which, in this 

combination, are eventually able to establish a “complex structure in dominance” (Hall 1980, 

p. 128). These steps must necessarily be coordinated and adjusted to needs and demands of 

audiences, taking their psychological and social dispositions into account, as otherwise 

messages might be decoded and interpreted in ways that were not initially intended by the 

producer (cp. Kropp 2015, p. 13); this, in turn, might lead to misunderstandings and failing 

communication. Outgoing from that it seems legitimate to describe communication – and 

individual dominance structures that derive from it – as the essence and basis of a 

“relationship between the producer of the media text and the consumer” (Davis 2004, p. 60). 

The nature of such relationships and dominance structures influences – and is also influenced 

by – “’ideological effects’ of the media” (Williams 2003, p. 195); all public communication 
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necessarily transports or contains a certain set of (social, moral or mental) values that derive 

from characteristics of the particular context in which a message was created, and also depend 

on the society or target group for which it is intended (cp. ibid.). “In other words, the very 

process of media production involves encoding meanings and messages in every aspect of 

content that the audiences must necessarily interpret” (Kropp 2015, p. 13).  

This is relevant because spreading of commercial content on social media platforms for 

purposes of marketing, PR and increased sales resembles basic principles of western 

capitalism; it can thus (for example) be assumed that messages intended for target groups in 

developed western countries will be encoded and decoded based on agreed capitalist 

principles (such as the universal acceptance of profit motivations, commissions and financial 

transactions), while at the same time such communication might possibly fail in context of 

strictly socialist societies or traditional societies whose economy is based on simple forms of 

trade or barter. Generally seen, “[p]roducers communicate messages based on assumptions 

of shared understandings, while audiences decode the content according to their own norms” 

(Kropp 2015, p. 13), which supports the relevance of market analysis and best possible 

adjustment of communication measures to the characteristics of an intended target group in 

order to ensure successful and efficient encoding and decoding. Meaning of media messages 

is thus transported and created through common understandings of basic principles as well as 

inherent implications of “verbal, visual and other culturally specified codes” that “become the 

vehicles for passing meaning-loaded messages from sender to receiver at different moments 

in the process” (ibid.). However, it must be noted that message encoding (and decoding, for 

that matter) is not generally done consciously and under active consideration of every single 

subliminal aspect that might influence message processing in a particular social environment; 

instead, encoding and interpretation of content is often (involuntarily) influenced by inherent 

values and norms of individual communicators (cp. ibid.; cp. Hall 1980). Outgoing from that, 

Hall argues that even though “multiple meanings may be encoded within each text” (ibid.), all 

processes of communication rely on “one dominant ideological message intended by the 

producers as the preferred meaning; this would be the interpretation shared by the majority 

of the audience” (Kropp 2015, p. 13). This indicates that, according to Hall, certain common 

elements within a society or market segment – e.g. cultural phenomena and understandings 

– influence the way how messages and media texts are read by people who belong to said 

society, “using the literary metaphor of reading-as-interpretation borrowed from Barthes” 
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(Kropp 2015, p. 14). However, it seems valid to state that Hall’s understanding of “reading” as 

“interpreting” is also based on a rather fundamental definition of reading, i.e. on the 

understanding of single words on a linguistic basis, because there “will be very few instances 

in which signs organized in a discourse signify only their ‘literal’ (that is, near-universally 

consensualized) meaning” (cp. Mills and Barlow 2012, p. 242). One of the examples Stuart Hall 

provides (by citing French semiologist Roland Barthes) is about a sweater: “the sweater 

signifies a ‘warm garment’ (denotation) and thus the activity/value of ‘keeping warm’. But it 

is also possible, at its more connotative levels, to signify ‘the coming of winter’ or ‘a cold day’” 

(cp. ibid. p. 244). Communication on this level will only be successful if led between individuals 

of the same culture and the same linguistic background; the example shows that only those 

who speak English are able to decode the word “sweater” as the piece of clothing that it 

describes, whereas a person who speaks only Chinese would not be able to decode the term 

as such.113 At the same time, mere translation of single words into a different language may 

cause a loss, shift or change of culture-based connotations assigned to a particular term, and 

thus potentially cause discrepancy between intended and actual decoding; this, in turn, may 

lead to deficient communication between sender and receiver of a message. 

Outgoing from this complexity, Hall finds that even though a sender might always base his 

message design on a particular intended meaning, there are still three major ways of 

interpreting it. These distinct approaches to decoding, which Hall names dominant, negotiated 

and oppositional readings, are based on the individually applicable level of cultural 

compatibility between sender and receiver with regards to each message transmission. In this 

context, dominant reading refers to the “unconditional acceptance of the preferred meaning, 

through which process the product is interpreted as the producer intended and the viewer 

accepts the message at face value, with no critical analysis of the media in this type of content 

reading” (Kropp 2015, p. 14). This resembles the forthright adoption of original meaning and 

all intended nuances of a message; with regards to linguistic communication and 

interpretation, it can be assumed that such dominant reading is only possible if said message 

is transmitted to the receiver in its (untranslated) source language and based on the premise 

                                                      
113 It has to be noted that this is not limited to written or spoken words; even with regards to visual signs (e.g. 
seeing a picture of a sweater), the denotation can go false: an Indian from an uncontacted tribe in South 
American rainforest would possibly not even identify the object as clothing but maybe as a tent or something 
completely different instead, because in his culture the notion of “warm garment” does not make sense. 
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that all involved communicators are sufficiently proficient in that language (i.e. native 

speakers or similar). On the other hand, Hall mentions that oppositional reading “occurs when 

the individual viewer decodes the text according to his or her own cultural influences; in this 

case, the preferred ideological meaning may be understood but not accepted or agreed upon 

by the viewer” (Kropp 2015, p. 14). This is particularly likely to happen if a receiver of a 

message has been socialized in a completely different culture and/or environment than the 

sender because “country stereotypes [may] influence language emotionality” (Puntoni et al. 

2009, p. 1013). The third and last way of interpreting messages according to Hall is negotiated 

reading, a hybrid form in which “the audience member will understand and partially embrace 

the preferred meaning but may feel conflicted about some aspects of that interpretations; 

therefore, instead of completely rejecting it, the interpreter will find a way to negotiate or 

change its meaning to more closely suit his or her needs” (ibid.). This form of interpretation 

likely occurs if cultural background and origin of sender and receiver are comparable, but if a 

reader does either not fully understand the used language (and therefore misses or 

misinterprets intended nuances), or if he/she is relying on a prefabricated translation in which 

certain indications and connotations of words used in the original language are no longer 

present. These findings indicate that most modern international communication – and social 

media communication in particular – follows rules of negotiated reading. 

Outgoing from that it may be concluded that senders and receivers of messages 

necessarily construct two different realities (or world images) in which they situate and 

construct a message and its meaning; these realities are influenced by various factors such as 

personal disposition, character, background and social context of production and reception. 

The actual level of difference (or accordance) between both realities finally determines the 

success of a message transmission by creating the basis for either dominant reading, 

oppositional reading or negotiated reading, as illustrated in the following graph: 
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Figure 1: World images and discourse finding (partly based on message appropriation in Hall 1980) 

 

The fact that “[m]embers of a given sub-culture will tend to share a cultural orientation 

towards decoding messages in particular ways” and that their “individual ‘readings’ of 

messages will be framed by shared cultural formations and practices” (Morley 1981, p. 51) 

therefore proves the earlier mentioned relevance of linguistic adjustment of communication 

to market segments and target groups, as languages are generally linked to individual 

characteristics and social and cultural backgrounds of their users.114 Such backgrounds and 

characteristics might – amongst many others – be related to social class, but research has 

proven that many different variables affect “a person’s ability or motivation to decode a 

message” (Kropp 2015, p. 15). As a result, “an overreaching premise of interactional 

                                                      
114 This has for example been proven by Katz and Liebes (1990) who “used Hall’s Encoding/Decoding model to 
study the American television series Dallas from an international perspective to understand how a show 
produced and encoded in one country might be decoded differently in another country. [...] They discovered 
differences in how members of dissimilar cultures decoded the messages within the programs. One important 
aspect of this study is the linking of ideas such as cultural imperialism to the process of Encoding/Decoding. While 
Israeli groups found the show to be a reflection of America, the Russian participants believed the content was 
not simply a reflection but a manipulation; they decoded the messages about American life as propaganda about 
American values” (Kropp 2015, p. 15f). 
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sociolinguistics is that meaning is based on shared expectations and can only be understood 

in the context of interaction. In multicultural situations like global business, the various 

cultures of the interactants interact with, and influence, encounters which, in turn, influence 

the nature of discourse” (Charles 2007, p. 268). It seems legitimate to conclude that the 

mentioned “ability or motivation to decode” is (at least for written or spoken messages) 

directly related to linguistic aspects; on the one hand, ability is e.g. based on whether (and 

how well) a receiver understands and decodes the natural language in which a message is 

mediated; on the other hand, motivation refers to tendency, willingness and disposition to 

deal with either one’s native or with a foreign language.115 All of these linguistic factors 

determine the success of communicative measures and strategies in social media marketing 

for internationally active companies and are thus worthy of being researched in context of 

this paper.116  

 

 

 

 

 

 

 

 

 

 

 

                                                      
115 In context of the original research conducted for this paper it was assumed that people’s motivation to deal 
with communication in their native language is generally higher than their motivation to deal with 
communication in their first foreign language.  
116 This is supported by the notions of Puntoni et al. (2009, p. 1013) who state that “[l]inguistic experience is an 
important determinant of a person’s ability to interpret and appraise emotional expression [...]. For example, 
native speakers perform better than nonnative speakers when asked to identify verbal emotional expression 
[...]” which is “an especially important issue when shifting attention from single words and isolated utterances 
to more complex textual information such as advertising slogans or product descriptions.” 
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3. Researching Language Diversity in International Social Media Marketing 

 

Earlier chapters have shown that elements such as relationship marketing, emotions, 

interpersonal exchange, multidimensionality and message appropriation are relevant aspects 

for the conduction of commercial PR in general, and for corporate social media 

communication in particular. Outgoing from these findings it has been argued that, for any 

measures of influence and interaction between senders and receivers of messages to be 

successful, a common understanding of communicators and mutual grounds of perception is 

essential. In this context, most nonvisual (and nonverbal) communication in daily life (and thus 

also corporate communication) relies on the use of (written or spoken) natural language. 

Current research therefore indicates that international marketing and communication for 

large enterprises or other cross-border institutions is challenging in regards to target group 

and language selection, encoding and decoding of messages, and successful transmission of 

intended meanings; this legitimates further researching and examination of “language use 

within an organization, acknowledging the fact that increasingly this use takes place across 

national borders and across cultures, in the global context, enabled by present-day 

communication technology” (Louhiala-Salminen and Kankaanranta 2012, p. 263). Focusing on 

language use and preferences of target audiences from different countries and cultural 

backgrounds – particularly with regards to social media communication, considering its 

inherent ability to reach people globally via the internet – therefore appears as a fruitful 

approach, because even though “‘language’, naturally, is a resource that enables any – 

internal or other – communication, it has not directly been examined in public relations 

research, but has, largely, been taken for granted or as given, without any further 

problematization” (ibid.). Breaking down potential corporate approaches to international 

social media communication to the use of either monolingual concepts (i.e. conducting all 

communication on one channel in one language, e.g. English)117 or multilingual concepts (i.e. 

                                                      
117 The assumption of English as a basic language for monolingual approaches to international corporate 
communication seems most beneficial in context of this research; Louhiala-Salminen and Kankaanranta (2012, 
p. 263f) note that for some researchers “corporate language refers to a formulated language strategy and an 
explicitly spelt out ruling to use one (or more) particular language(s) – most often at least English – in all cross-
border communication.” However, “[o]thers have assumed a more pragmatic approach and seem to 
conceptualize corporate language ‘ad hoc’, as the most suitable language for a particular cross-border situation; 
again, it is often English but may also be another language known by the communicators” (ibid.). 
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conducting individualized communication and advertisements in different languages adjusted 

to single countries, markets or market segments), acceptance and involvement of receivers 

and users may be researched based on demographic and sociological variables in order to 

identify and describe potential differences and/or patterns that might be considered to 

optimize global corporate communication and marketing measures, because nowadays 

“language is an essential factor in the globalization of social systems, and as argued by Ihlen 

and van Ruler (2009, p. 11) ‘it is time to gain a better grasp of how public relations works in 

society’” (Louhiala-Salminen and Kankaanranta 2012, p. 263). 

 

3.1. Aims and Intentions of the Research 

 

Efficient language use has been identified as an important factor for successful social media 

communication, while at the same time being highly dependent on nature and constitution of 

target audiences. In order to clarify suitable approaches for social media marketing of 

companies with this paper it therefore appeared as necessary to examine what people tended 

to expect and wished to experience with regards to corporate language use on social media 

platforms, which in turn legitimated the execution of original research on the matter. The aim 

was to analyze whether certain factors such as age, gender, level of education, foreign 

language skills and intensity of social media use possibly had an influence on people’s 

preference regarding language in social media marketing. Besides those individual factors, 

other elements such as the country of origin of a company might have affected people’s 

expectations about its linguistic activities in media. Furthermore, disparities in media history 

and media and language tradition between countries might have consequently led to 

differences regarding acceptance of foreign languages in corporate marketing measures. As 

an example, many imported products in Iceland do not offer Icelandic descriptions or 

information on the packages, while almost every available product in Germany provides 

details in German language in operation manuals and on packages, even if imported; these 

differences might have influenced people’s willingness to endorse content in foreign 

languages. By analyzing that, it was possible to draw conclusions whether social media use 

could potentially influence general language preferences of people, and also whether this 

potentially depended on the intensity of said social media usage.  
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One central purpose of this research was therefore to find out whether social media users 

were keen to accept the transmission of marketing content and social media communication 

in non-native languages (even though the use of such could lead to difficulties regarding 

encoding and decoding of messages and therefore regarding transmission and understanding 

of underlying meanings), and on what such language preferences were based. The analysis 

thus tried to show whether traditional concepts and media theory of encoding and decoding 

were still valid in an environment that was increasingly influenced by global communication 

and thus by the potentially growing necessity to communicate in a universal language. 

Deriving from that, another intention of the research was to analyze the current situation 

within the landscape of social media communication with regards to linguistic demands of 

consumers on the one hand and performance of companies on the other hand, particularly 

concerning customer service; this was done in order to identify potential discrepancies, 

problems or imperfect practices in this context. The aim was to find possible ways for 

improving language use as a central part of providing successful international public relations 

by using social media and to establish solutions on how to efficiently gain access to foreign 

markets through the implementation of social media marketing measures. 

In this context, the analysis was able to provide a wide scope of proposition to show 

whether differences existed between small and large societies regarding the acceptance of 

the presence of foreign languages in social media; it furthermore gave the opportunity to draw 

conclusions for future marketing campaigns and to serve as a guiding principle for the analysis 

of individual target markets in this context. By choosing and comparing the situation in Iceland 

and Germany, differences and similarities between small and big societies of the western 

hemisphere became visible, which left the possibility to draw comparative conclusions and to 

find ways to optimize social media marketing in different sized markets. 

 

3.2. Research Focus, Questions and Hypotheses 

 

It has been mentioned that this research mainly focused on the demands of social media 

users. Performance of companies active in social media marketing was therefore analyzed and 

evaluated from the perspective of those who were meant to be reached and influenced by 

marketing strategies, as meeting wishes, demands and desires of potential customers was 
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seen as a prerequisite to be able to successfully conduct marketing communication via social 

media, and to eventually increase sales and turnover.  

That said, the aim was to conduct a descriptive study to “provide information on the 

distribution of characteristics, behavioral patterns, attitudes, or opinions” (Wang and Park 

2016, p. 85). Obtaining insight into publicly ruling concepts and ideals regarding successful 

language use in social media marketing – as in illuminating the “distribution of public opinion 

on a specific social issue” (ibid.) helped to find possible correlations in the field. Some of the 

potential effects have been put into research questions and hypotheses that could be 

answered, proven or disproven through data analysis. This method resembled a deductive 

research as other steps were “operationaliz[ing] the relevant concepts, and collect[ing] 

empirical data to answer […] research questions or to test […] hypotheses” (Wang and Park 

2016, p. 95). 

Wang and Park define research questions as “questions about […] general patterns 

commonly found in the population, or about broader concepts and the relationships between 

concepts and issues” (2016, p. 82). As the main goal of this research was to analyze and 

describe the role of language in social media marketing, it was of interest to find out what 

generally influenced the willingness of social media users to accept and deal with foreign 

language marketing on social media platforms. Following Wang and Park, research questions 

should be “clear and specific” (2016, p. 82), and they should “accurately reflect” all selected 

topics of the research (cp. ibid.). In order to support the aims of the research mentioned in 

chapter 3.1., two research questions served as a basis to shape access to the topic. According 

to Toshkov (2016, p. 52), questions starting with the word ‘what’ are likely to induce 

descriptive research. The first question focused on people’s individual view on foreign 

language marketing on social media as a result of globalization. 

 

R1: “What are the most important factors that influence the willingness of social media users 

to accept and deal with foreign language marketing on Facebook?” 

 

The second research question focused on the aspect of business relationships, emotions and 

personal communication between companies and target audiences, depending on language 

use in social media communication. Toshkov (2016, p. 52) mentions that questions starting 
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with the word ‘how’ are “usually about causal explanations but with a focus on the causal 

mechanisms […] rather than on estimating the causal effects.”  

 

R2. “How does the exposure to corporate communication in English language affect credibility 

of and individual emotional attachment to a company/brand in comparison to corporate 

communication in people’s native language?”  

 

Outgoing from these research questions and taking into account certain findings made during 

the literature analysis conducted in earlier chapters, hypotheses about potential differences 

regarding mentality, varying cultural and historic background, and unequal habits and customs 

of social media users in Germany and Iceland were established (and later verified or discarded) 

as part of the analysis. The first research question led to a variety of hypotheses: 

 

H1: “Good foreign language skills increase the willingness of people to accept and read 

marketing content presented to them in a foreign language.” 

H2: “Strong use of social media channels increases the willingness of people to accept and read 

marketing content presented to them in a foreign language.” 

H3: “A high level of education increases the willingness of people to accept and read marketing 

content presented to them in a foreign language.” 

H4: “Young people are more likely to accept foreign language marketing on social media 

platforms than older people.” 

 

Outgoing from that, another hypothesis was established, serving the general cause and 

international aim of the research: 

 

H5: “German native speakers are less likely to accept foreign language marketing on social 

media platforms than Icelandic native speakers.” 

 

The second research question yielded a number of relevant hypotheses as well, mainly relying 

on people’s willingness and ability to feel emotions and maintain personal interaction 

depending on predominant language use in communication: 
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H6: “People are more likely to feel emotionally touched by commercials in their native language 

than by commercials in English.” 

H7: “People tend to trust companies more if they conduct corporate communication in their 

native language rather than in English.” 

H8: “People are more likely to accept marketing material in their native language than in any 

foreign language.” 

 

3.3. Basic Definitions and Methodology 

 

3.3.1. General Measurement Concepts 

 

The most important concepts of the research were languages as well as acceptance of 

content. In order to limit the range of these ideas it was necessary to apply certain definitions 

that made them understandable as central elements of the analysis. As stated above, this 

research was conducted amongst residents of Germany and Iceland. The national language of 

Germany is German; therefore, German was considered native to participants in Germany, 

while any other language was defined as a foreign language to German participants. For 

participants in Iceland, however, the native language was defined as Icelandic; any other 

language was considered a foreign language to Icelandic participants. Sample analyses of 

corporate social media communication of international companies from Iceland and Germany 

showed that the most common approaches were either the use of native languages for each 

target market or the use of English as a universal language; the use of third languages was 

overall uncommon and minimal, which is why any languages that didn’t fit the definition of 

either native or English were abandoned in context of this analysis. 

The concept of acceptance of content was defined as likeliness to deal with marketing 

material posted on social media by PR representatives on accounts of companies. Examples 

for that were ‘liking’ or ‘following’ e.g. Facebook pages or Twitter accounts of companies, 

clicking on posts made by them, and reading or consuming texts, messages and other content 

posted by companies. Furthermore, it was measured by the influence that certain language 

use in social media marketing had on the overall image of a company. 
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Influential factors on the acceptance of content were defined as personal or external 

circumstances that led to a change in viewing things. An example for that would be ‘high level 

of education’ having a positive influence on acceptance of marketing content in foreign 

languages, meaning that people with a university degree would be more likely to read social 

media content in a foreign language than people with a lower educational degree. 

Foreign language communication/marketing was defined as ‘making material accessible 

to a population of people in a language that not everybody in the target market(s) 

understands’. An example for that would be an American company posting content in English 

language on their Facebook page, while at the same time aiming at a target group consisting 

of people all over Europe. Not every European understands English, and English is considered 

a foreign language in most of the countries in Europe. 

Language use on social media platforms meant posting or sharing content in one or more 

different languages that was intended to be decoded and understood by a defined target 

group. Furthermore, internationally active companies were seen as companies that operated 

and sold goods and services either in more than one country, and/or to clients from different 

countries and linguistic backgrounds. 

Emotional attachment to a brand or company as well as the evaluation of acceptance of 

customer service were however highly individual concepts and were thus be measured on 

general scales without further definition, assuming that every participant based their answers 

on personal images of emotion and service with regards to language. 

 

3.3.2. Methodological Approaches of the Research 

 

The analysis was based on cross-sectional quantitative research conducted by distributing 

questionnaires to people in Germany and Iceland. “Questionnaire surveys are widely used in 

social sciences today and are appropriate for descriptive, explanatory and exploratory studies 

of a large number of people about their values, attitudes, opinions, and behaviors” (Wang and 

Park 2016, p. 90). This method therefore suited the descriptive purpose of the study by 

providing access to public views on language use in media, especially in times of intense 

globalization and growing influence of international communication and networking. 
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Quantitative research was beneficial in this context as the focus laid on identifying demands 

and wishes of target populations concerning language use in social media. Platforms like 

Facebook and Twitter have become significantly relevant in reaching and communicating with 

potential customers; millions of users shape a huge target group for marketing campaigns. It 

was thus pivotal to shed light on people’s expectations with regards to successful and 

appealing commercials and PR. Earlier chapters have shown that fruitful marketing strategies 

are often based on the ideal to fulfil the demands of intended target groups in order to lead 

to higher sales, a better public reputation of the company, or a generally higher level of public 

awareness. The goal of such marketing campaigns is usually to reach and appeal to the masses 

rather than to individuals and their personal views. Therefore, quantitative research gives a 

good insight into common public ways of thinking and was thus seen as more beneficial than 

qualitative research in this case. 

Methods were applied that guaranteed collection of answers from people of different age 

groups, various social and political backgrounds and varying intensity of social media use. The 

unit of analysis was defined as individual people. Therefore, the data collection was based on 

convenience sampling, “in which individuals who fit the criteria of a study are identified in any 

way possible” (Emerson 2015, p. 166), i.e. by distributing questionnaires to people who were 

coincidently at a certain place at a certain time. According to Merriam-Webster’s dictionary, 

sampling is defined as “the act, process, or technique of selecting a representative part of a 

population for the purpose of determining parameters or characteristics of the whole 

population” (n.d.).118 Benefits of this research method were that it could be prepared easily 

and efficiently saved time that could thus be used to carry out a more detailed analysis of the 

general topic. This research method made it possible to widen the research frame and to 

conduct international research by analyzing and comparing the situation amongst social 

media users in Germany and Iceland.  

Convenience sampling however led to limited representativeness of the study because 

“the way the participants are gathered can easily influence the results by introducing 

unexpected or uncontrolled factors” (Emerson 2015, p. 166). It was however chosen over 

contacting people via social media, as this latter method would have presumably also led to a 

                                                      
118 Sampling [Def. 1]. (n.d.). In Merriam-Webster’s Collegiate Dictionary online (11th ed.). Retrieved from 
[http://www.merriam-webster.com/dictionary/sampling]. Retrieved 31.03.2019. 
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narrowed view, excluding elderly people as well as people with less affinity to new media from 

the research. As the goal was to gain a holistic view on the topic to assess general potential of 

language diversity in social media marketing, excluding single groups in society from the 

sample was not seen as beneficial and would have reduced the study’s representativeness. 

The theoretical sampling frame of the research was the total population of individual 

people with permanent residence in Germany and Iceland, respectively. In order to receive an 

ideal sample without influence of other uncontrollable factors it would have been necessary 

to apply a random sampling method “in which study participants are randomly identified from 

the population of people who meet the criteria for inclusion in the study” (Emerson 2015, p. 

166). However, due to “insufficient time and resources” as well as a lack of access to the whole 

sampling frame, the study had to be based on a non-probability sample, thus leading to 

sampling biases and “limited generalizability” (cp. Wang and Park 2016, 108). That is because 

real random sampling is often considered “far too expensive and cumbersome for researchers 

to accomplish” (Emerson 2015, p. 166).  

Therefore, the statistical methods for processing information depended on the form and 

amount of collected data. When gathering said data it was made sure to do it systematically 

and neutrally by formulating questions in a way that minimized influence on participants. 

Applying statistical models such as regression analysis was identified as a suitable way to 

analyze quantitative data (cp. Field 2014, p. 19). A relatively small sample size was sufficient 

in this context, as the aim was to gain general insight in people’s views and preferences 

regarding language use in social media marketing. This could be reached by using simple 

“descriptive statistics such as percentages and graphs” in order to evaluate the outcomes and 

to answer research questions; in this context, a “sample size smaller than 100” could “still 

work” (Wang and Park 2016, p. 109). 

 

3.4. Questionnaire Design and Data Collection 

 

To ensure a smooth answering process and general willingness of people to participate in the 

survey, the volume of the questionnaire was limited to two ISO/DIN A4 pages and 8 multiple 

choice questions, including a list of 24 statements that should be rated by individual level of 

agreement. As Neuman (2006, p. 273) remarks, researchers “usually ask about many things at 
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one time in surveys, measure many variables (often with multiple indicators), and test several 

hypotheses in a single survey”. Survey questions were furthermore kept easy to answer; 

causal “why” questions were avoided because “few respondents are fully aware of the causal 

factors that shape their beliefs or behaviour” (ibid.; cp. also Carpenter 1999, p. 9). On the 

other hand, behavior, attitudes, beliefs, opinions, characteristics, expectations, self-

classification and knowledge were things that could be asked in the questionnaire (cp. ibid). 

Before distributing the survey to a significant number of participants, the questionnaire was 

pilot tested “with a small set of respondents similar to those in the final survey” (Neuman 

2006, p. 276) to find out whether all questions were clearly understandable, and to make sure 

that the intended meaning was communicated successfully to everyone. The focus was put on 

closed questions in which “respondents must choose from a fixed set of answers” (ibid. p. 287) 

or partially open questions, meaning “a set of fixed choices with a final open choice of other” 

(ibid. p. 288), which were presented to participants in a matrix question format (cp. ibid. p. 

295). 

Closed questions as well as partially open questions served the purpose of collecting data 

in form of nominal and ordinal variables, and possible answers were presented on a “Likert-

type scale of ‘strongly agree’ to ‘strongly disagree’” (Robertson 2012, p. 6). One example 

question used in the survey was the following: “How frequently do you usually visit or use 

social media platforms?” Possible answers were: 1. Never, 2. Once a week or less, 3. On 2-6 

days per week, 4. Once per day, 5. Multiple times per day. This method was chosen because 

a lot of “quantitative research within psychology relies upon the use of numerical scales” and 

“Likert scales have emerged as the dominant measurement tool” (Ogden and Lo 2012, p. 350). 

Using Likert scales ensured the ability to process collected data statistically, thus allowing the 

identification of potential correlation between different variables (cp. Field 2014, p. 263f); 

however, “correlation coefficients give no indication of the direction of causality” (ibid. p. 

270). 

Basing the research on original data, i.e. on answers of participants contacted through 

convenience sampling served the purpose of shedding light on popular ideas, traditions and 

claims regarding language use and communication in social media marketing. Wang and Park 

state that as “a general guideline, a minimum of 400 cases will be amendable for statistical 

data analysis” (Wang and Park 2016, p. 109). However, due to “time and resource constraints” 
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(ibid.), the final sample size turned out to be significantly smaller, with a total of 121 

participants (thereof 64 female and 57 male) from Germany and 85 participants from Iceland 

(thereof 36 female and 49 male). The minimum goal set for a research of this scope – i.e. “to 

obtain at least a sample size of 100 respondents”, which is defined as the absolute minimum 

for processing data statistically according to Wang and Park (ibid.) – was therefore met and 

exceeded. Participants were reached by contacting people on the streets and in public places 

in Iceland and Germany. Data collection in Germany was carried out on Saturday, April 13th 

and on Sunday, April 14th, 2019 in Frankfurt am Main on main pedestrian shopping street 

“Zeil” as well as on adjacent streets; data collection in Iceland was performed in Reykjavík in 

shopping center “Kringlan” on Saturday, April 20th, 2019 and on main shopping street 

“Laugavegur” and adjacent streets on Monday, April 22nd, 2019. Questionnaires were 

exclusively handed out in German language in Germany and in Icelandic language in Iceland; 

by doing that, it was guaranteed that every participant had sufficient command of either 

language as this was set as a prerequisite of the research. 
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4. Research Discussion and Outcomes 

 

4.1. Independent Variables and Frequency Distribution in the Sample 

 

As one of the main intentions of the original research was to identify influential factors on the 

individual perception and acceptance of social media communication in foreign languages, it 

was necessary to collect basic demographic facts about a (preferably) diverse group of 

participants. Such demographic facts were for example age, gender, education and individual 

native language; processing them statistically could be used to identify tendencies and 

peculiarities within the sample. 

 

4.1.1. Age Distribution in the Sample 

 

When looking at the entire sample of 206 participants, the age distribution amongst all 

participants appeared to be relatively even. 24 participants were younger than 15 years, while 

18 people were between 15-19 years of age. A total of 37 participants declared to be between 

20 and 29 years old, while 47 people stated to be 30 to 39 years of age. 25 participants were 

40-49 years old, and 35 people indicated to be between 50 and 59 years. 18 people were 60-

69 years old, and two were older than 69 years. Given the fact that participants were 

contacted through convenience sampling by speaking to pedestrians at a randomly chosen 

(i.e. unannounced) time and place, this distribution appeared as relatively satisfactory. 

However, the relation of age distribution within the sample did not resemble the actual 

distribution within the entire designated population (i.e. amongst permanent residents of 

Germany and Iceland, respectively), thus indicating a certain sampling bias.119 The overall age 

distribution of the sample is shown in the following graph: 

                                                      
119 The population pyramid of Iceland in 2017 indicates a higher share of inhabitants over 69 years than are 
represented in the sample. See for example [https://www.populationpyramid.net/iceland/2017/], retrieved 
April 28, 2019. The same applies for the population pyramid of Germany, which indicates a significantly higher 
share of inhabitants over 69 years in the population than in the collected sample (see also 
[https://www.populationpyramid.net/germany/2017/], retrieved April 28, 2019.) 
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Figure 2: Age distribution of participants within the sample 

 

4.1.2. Gender Distribution in the Sample 

 

Reaching an equal gender distribution during data collection was initially intended in order to 

create a quota sample with regards to gender; when contacting participants, it was made sure 

to receive answers from both men and women. These intentions were met by collecting 

answers of 106 male and 100 female participants. An option to choose “other” genders was 

included in the questionnaire for equality reasons, however all participants identified 

themselves as either “male” or “female”, as can be seen in Table 1 below. 

 

 

Table 1: Gender distribution within the sample 
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4.1.3. Distribution of Education in the Sample 

 

The mentioned convenience sampling method to reach a diverse sample of the designated 

population (i.e. of all residents of a country) had initially been chosen over other populations 

and sampling methods (such as for example focusing on university students) in order to gain 

insight into the views of a diverse target group outside the academic world. According to the 

following table (Table 2), 29 participants indicated that their highest formal education was 

elementary school (“Grundschulabschluss” in Germany and “grunnskólapróf” in Iceland), 

while 78 people stated to have finished high school as highest education (i.e. any form of 

secondary school, named “Hauptschule, Realschule or Gymnasium” in Germany120 and 

“menntaskólapróf” in Iceland). A total of 90 participants indicated to have finished any form 

of lower university education (i.e. Bachelor’s or Master’s degree), while four people had 

finished higher university education (i.e. a Doctor’s degree or PhD). Five participants stated to 

have other (or no) formal education. Together with the abovementioned age groups (with 

most participants being between 20 and 39 years of age), this distribution resembled recent 

developments and tendencies towards an “academization” amongst younger people in 

western Europe (cp. Wolter and Kerst 2015) and was thus satisfactory for the purpose of this 

research. 

 

 

Table 2: Distribution of formal education within the sample 

 

                                                      
120 German secondary schooling system provides three different sorts of secondary schools, each with different 
focus, requirements and academic complexity. To ensure international comparability in this research, all three 
school forms have been merged into one category level. 
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4.1.4. Distribution of Native Language in the Sample 

 

As the intention of the research was to collect a sample that would allow to compare views, 

demands and preferences of people in Germany with people in Iceland, the questionnaire was 

spread in both countries in their respective national language (German and Icelandic). As a 

result, it could be guaranteed that all participants had a sufficient command of the language 

of the country they were contacted in (i.e. by being able to understand and complete the 

questionnaire). According to the findings of Table 3 below, 112 participants indicated that 

their native language was German, while 84 participants stated that their first language was 

Icelandic. 10 participants had a different native language.121 It may be remarked that only one 

participant from Iceland stated to have a different first language than Icelandic, which might 

indicate the existence of potential language barriers for non-native speakers as a result of 

using Icelandic questionnaires. 

 

Table 3: Distribution of native language within the sample 

 

4.1.5. Number of Languages Spoken by Participants 

 

Resulting from the inherent language focus of this research it was decided to include a 

question to measure the number of different languages in which participants are “able to 

communicate easily”. The following table shows that 23 participants stated to be able to 

communicate in only one language. 111 people indicated to speak two languages without 

difficulties, while 54 participants saw themselves able to communicate in three languages. 13 

participants spoke four different languages, and five people indicated to be able to 

                                                      
121 The questionnaire provided the option to state the exact native language; the most frequent “other” first 
languages named were Polish, Turkish, Arabic and Spanish. 
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communicate easily in five or more languages. It should be noted that these numbers are not 

necessarily representative as they were collected based on self-assessment of participants, 

without providing a detailed and given definition of ‘being able to communicate easily in a 

language’. 

 

 

Table 4: Number of different languages spoken easily by participants within the sample 

 

 

In this context it can be noted that participants in Iceland tended to see themselves able to 

speak significantly more different languages fluently than participants from Germany; the 

average self-assessed number of languages spoken by German participants was 1.97 (std. 

deviation 0.636), while the average self-assessed number of languages spoken by Icelandic 

native speakers was 2.75 (std. deviation 0.834), as seen in Table 5. 

 

 

Table 5: Average number of languages spoken by participants based on native language 
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4.1.6. Distribution of Self-Assessed English Skills in the Sample 

 

To be able to draw conclusions regarding the importance of English skills for the acceptance 

and appreciation of foreign language communication in social media it appeared as necessary 

to measure people’s skill levels of understanding, speaking, reading and writing English. 

Potential answers for each discipline were none (= skill level 1), a little (= skill level 2), average 

(= skill level 3), fluently (= skill level 4), and like a native speaker (= skill level 5). Below table 

indicates that the average skill level of understanding English within the sample was 3.73 (std. 

deviation 0.664), while the average level of speaking English was 3.45 (std. deviation 0.709). 

The average skill level of reading English was highest with 3.75 (std. deviation 0.747), while 

the average skill level of writing English scored lowest with 3.39 (std. deviation 0.774) within 

the sample. These numbers are not necessarily representative as English skills of the sample 

were measured through individual self-assessment of each anonymous participant, i.e. 

without exactly defining requirements or characteristics of each level. 

 

 

Table 6: Average skill levels of understanding, speaking, reading and writing English in the sample 
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4.1.7. Number of Different Social Media Used by Participants 

 

In order to assess the importance of intensity of social media use on acceptance of foreign 

language communication on web-based platforms, it was decided to measure the number of 

different social media platforms used by participants in the sample. On average, participants 

used a little more than two (2.1) different social media platforms regularly (std. deviation 

1.113); some participants stated not to use social media at all while others indicated to use 

five or more different platforms regularly: 

 

 

Table 7: Average number of social media platforms used regularly by participants 

 

It may be noted that native speakers of Icelandic on average tended to use a significantly 

higher number of different social media platforms than native speakers of German. While 

German speakers indicated a mean use of 1.66 different platforms (with std. deviation of 

1.151), Icelandic speakers stated to use 2.64 different platforms on average (std. deviation 

0.771), and therefore approximately one more platform than German speakers, as seen in 

Table 8 below. 

 

 

Table 8: Average number of social media platforms used regularly, based on native language 

 



81 

4.1.8. Frequency of Social Media Use in the Sample 

 

For the same reason as measuring the number of different social media channels used it 

seemed beneficial to assess the average frequency (and thus intensity) of social media usage 

amongst participants. 15 people stated never to use social media (= level 1), while 10 people 

indicated to use them only once a week or less frequently (= level 2). 18 participants 

mentioned to use social media on two to six days per week (= level 3), and 64 participants 

stated to use them once per day on average (= level 4). The majority of 99 participants 

indicated to usually visit social media platforms multiple times per day (= level 5), as can be 

seen in the following graph: 

 

 

Figure 3: Average frequency of social media usage amongst participants 

 

When looking at the average frequency of social media usage based on people’s first language 

it appeared that native Icelandic speakers (average usage level 4.57, std. deviation 0.626) 

tended to use social media more frequently than native German speakers (average usage level 

3.69, std. deviation 1.395), as indicated in Tab. 9. 
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Table 9: Average frequency of social media usage, based on native language 

 

4.2. Outcomes of the Research 

 

Based on the initially collected demographic and factual data discussed above, participants’ 

individual levels of agreement or disagreement to certain statements regarding issues such as 

media consumption in foreign languages, language preferences in public communication, and 

expectancies and experiences regarding customer service, emotions and trust in corporate 

social media communication were measured. Potential levels of agreement were totally agree 

(= level 1), partly agree (= level 2), neutral (= level 3), partly disagree (= level 4) and totally 

disagree (= level 5). As a result, a lower mean score in the statistic evaluation of agreement 

amongst certain subgroups of the sample indicated a higher overall level of approval of said 

group towards a statement. 

 

4.2.1. Factors of Acceptance of Foreign Language Communication 

 

One of the research questions (R1) postulated for this analysis asked for “the most important 

factors that influence the willingness of social media users to accept and deal with foreign 

language marketing on Facebook.” This “willingness” was measured by looking at participants’ 

individual level of agreement to the following statements in order to evaluate them in context 

of certain earlier mentioned original demographic data: 

 

S1: I often read or listen to media in foreign languages. 

S2: I like to see content in foreign languages on social media platforms. 

S3: I click on English advertisements on social media. 
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The implementation of specific independent variables which derived from original source data 

collection served the purpose of verifying or disproving some of the hypotheses established 

in chapter 3.2. as part of the resolution of research question R1.  

Hypothesis H1 was the following: “Good foreign language skills increase the willingness of 

people to accept and read marketing content presented to them in a foreign language.” 

Comparing the number of different languages spoken by participants with their individual 

level of agreement to the earlier mentioned statements in SPSS yielded the following results 

as seen in Table 10:  

 

 

Table 10: Acceptance of content in foreign languages, based on native language 
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The findings indicated that a higher number of different languages spoken significantly 

increased people’s likeliness to accept and deal with media content in languages other than 

their mother tongue. Participants who declared to speak only one language fluently had a 

substantially lower average level of agreement (mean level 4.3, std. deviation 0.876) to 

statements such as S1 “I often read or listen to media in foreign languages” and S2 “I like to 

see content in foreign languages on social media platforms” than people who could 

communicate easily in two or more languages (mean levels 2.42 to 1.15). The same applied to 

stated likeliness to click on English advertisements in social media. Even though the average 

outcomes for participants who spoke four or five languages were not representative due to 

small N, it could therefore be concluded that there was a certain tendency amongst people to 

be more accepting of foreign language communication depending on the number of different 

languages they spoke. 

This was also correct with regards to people’s overall self-assessed skill levels in English. 

English proficiency had been put in the foreground in this research for being the most 

commonly used language in international communication; it was also usually the first foreign 

language taught to students in Icelandic and German public schooling systems. Findings of 

Table 11 indicated that a higher overall skill level in reading English led to a significantly higher 

approval of the aforementioned statements measuring overall acceptance of media content, 

advertising and communication in foreign languages.122 As an example, the mean level of 

agreement to statement S2 “I like to see content in foreign languages on social media 

platforms” was 3.64 (std. deviation 1.103) for people who indicated medium proficiency in 

reading English, while the average agreement level to the same statement was 2.13 (std. 

deviation 1.205) for participants who declared being able to read English fluently. Therefore, 

it could be concluded that people’s personal ability to engage in media and communication in 

English as a global language had a positive effect on their willingness to accept the presence 

of content in foreign languages on social media platforms, and hypothesis H1 was proven. 

 

                                                      
122 This also applied to reading, understanding and speaking English; however, since most commercial social 
media communication tends to take place in written form, reading proficiency was put in the foreground for this 
research. Tables showing compared means for writing, understanding and speaking English can be found in the 
appendix (Appendix 1-3) for additional reference. 
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Table 11: Acceptance of content in foreign languages, based on skills in reading English 

 

Another potential influential factor on the acceptance of foreign language communication in 

social media was the general intensity and frequency of social media usage, i.e. the individual 

level of exposure to content spread on such platforms. Hypothesis H2 was therefore that 

“strong use of social media channels increases the willingness of people to accept and read 

marketing content presented to them in a foreign language.”  

When viewing participants’ average level of agreement to the mentioned three measuring 

statements in relation to the number of different social media platforms and channels used 

by them, it became apparent that a higher number of different social media platforms utilized 

tended to correlate with a higher overall acceptance and embracement of media, content and 

communication in foreign languages. As seen in below Table 12, the mean level of agreement 

with the statement S2 “I like to see content in foreign languages on social media platforms” 
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was 3.29 (std. deviation 1.392) amongst people who only used one social media platform 

regularly, while the average level of agreement to the same statement was 2.03 (std. deviation 

1.154) amongst those who used three different social media channels on a regular basis. This 

also applied to the other two measuring statements, which supported the hypothesis of a 

coherence between intensity of social media usage and acceptance of foreign language 

communication on said platforms. 

 

 

Table 12: Acceptance of content in foreign languages, based on number of social media platforms 
used 

 

The same tendency could be found when comparing people’s self-assessed frequency of social 

media usage with their levels of agreement with the three measuring statements. Statistics 



87 

shown in Table 13 below indicated that participants who used or visited social media 

platforms multiple times per day tended to be more accepting of content and media in foreign 

languages than participants who reported to use social media less frequently (or not at all). As 

an example, the average level of agreement to statement S3 “I click on English advertisements 

on social media” was 4.31 (std. deviation 0.924) amongst people who usually visited social 

media platforms only once every day, while the mean level of agreement to this statement 

was 3.61 (std. deviation 1.376) amongst people who used social media multiple times a day.123 

Therefore, the findings indicated that hypothesis H2 was correct. 

 

 

Table 13: Acceptance of content in foreign languages, based on frequency of social media usage 

                                                      
123 It appears worthy to note that even the highest reported average level of agreement to the statement “I click 
on English advertisements on social media” was only 3.61, thus slightly tending towards overall disagreement 
(with a score of 1 being total agreement and 5 being total disagreement). This indicated that English 
advertisements on social media seemed to be a suboptimal approach to reach target groups who do not speak 
English as native language. 
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A third factor that might have potentially influenced people’s acceptance of foreign language 

marketing and communication on social media was general education. A high level of 

education might be connected to better foreign language skills as well as to higher general 

open-mindedness and knowledge about different cultures and habits. Hypothesis H3 was 

therefore that “a high level of education increases the willingness of people to accept and read 

marketing content presented to them in a foreign language.” 

When looking at the average level of agreement to the mentioned measuring statements 

depending on formal educational level of participants in Table 14 below, it became apparent 

that participants with a formal lower university degree (i.e. other than PhD) were significantly 

more likely to consume media and to accept content in foreign languages on social media than 

participants whose highest formal education was secondary school or high school.  

 

 

Table 14: Acceptance of content in foreign languages, based on formal educational level 
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As an example, average agreement to statement S1 “I often read or listen to media in foreign 

languages” was slightly negative with 3.15 (std. deviation 1.442) amongst those who finished 

high school, while the mean level of agreement to this statement was positive with 1.78 (std. 

deviation 1.178) amongst people who finished a lower university degree. The same tendency 

could be found for the other two relevant statements, which indicated that hypothesis H3 was 

correct. However, it must be noted that, unlike foreign language skills and intensity of social 

media usage, a higher level of formal education did not necessarily lead to higher average 

approval of the measurement statements. As an example, participants whose current highest 

formal education was elementary school tended to be more accepting of foreign language 

media and communication than people with a formal high school degree.124  

These findings might be connected to certain predominant age groups amongst the 

different educational levels, which led to the idea that participants’ physical age might have 

an influence on their acceptance of foreign language communication. Hypothesis H4 was 

therefore the following: “Young people are more likely to accept foreign language marketing 

on social media platforms than older people.” When analyzing people’s individual level of 

agreement to the three mentioned measuring statements in relation to their physical age 

group it became apparent that younger people were significantly more likely to accept foreign 

languages in (social) media communication than older people. Findings of Table 15 indicated 

that the average level of agreement to statement S1 “I often read or listen to media in foreign 

languages” was positive and laid between 2.13 (std. deviation 1.454) and 1.85 (std. deviation 

1.179) for age groups <15 to 39 years, while the mean level of agreement to the same 

statement was negative for people above the age of 50 years (e.g. average level of agreement 

3.31, std. deviation 1.323 for age group 50-59 years). The high level of acceptance of media 

and communication in foreign languages amongst people of age group 30-39 years might be 

related to the mentioned high average level of approval found amongst people with a formal 

university degree; as a result, young academics might be identified as one of the most suitable 

target groups for foreign language marketing and communication via social media. Hypothesis 

                                                      
124 This might however be connected to people’s age; participants with a formal elementary school degree (which 
does not usually qualify as the last educational stage) were likely to be younger than people with a formal high 
school degree (who may have quit their formal education after secondary school to work e.g. in a factory or other 
non-academic profession). The same applied to people with a doctoral degree. However, reliable conclusions 
regarding participants with a doctoral degree or PhD could not be drawn due to the very small N.  



90 

H4 therefore seemed to be correct, even though no clear linear correlation between physical 

age and acceptance of foreign language communication could be found. 

 

 

Table 15: Acceptance of content in foreign languages, based on physical age 

 

As briefly mentioned in chapter 3.1., one of the assumptions that initiated this research was 

that there was a certain inherent difference between members of large and small societies 
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(and particularly of large and small language groups) with regards to their level of acceptance 

and openness towards communication and marketing measures conducted in foreign 

languages. This assumption was based on various observations in context with predominant 

language use and exposure in daily life in Iceland and Germany.125 Outgoing from these 

observations, hypothesis H5 of this research was established, stating that “German native 

speakers are less likely to accept foreign language marketing on social media platforms than 

Icelandic native speakers”; Table 16 presented the outcomes of a comparison of German and 

Icelandic native speakers’ average level of acceptance of the three measuring statements. 

 

 

Table 16: Acceptance of content in foreign languages, based on native language 

 

The statistic evaluation showed that there were significant differences between German and 

Icelandic native speakers with regards to their average level of exposure to foreign media as 

well as their acceptance of communication in foreign languages. As an example, the average 

                                                      
125 An example for such a difference is the notion that most foreign movies shown in cinema and on TV in Iceland 
are presented with their original audio tracks (i.e. utilizing the original spoken language in which they were 
produced, e.g. English), while adding only written subtitles in Icelandic for people to read. At the same time, 
almost all spoken language appearing in media and movies in Germany is dubbed in German, leading to an overall 
lower level of exposure of German audiences to foreign languages. 
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level of agreement to statement S1 “I often read or listen to media in foreign languages” 

amongst native German speakers was slightly negative with a score of 3.1 (std. deviation 

1.414), while the mean level of agreement to the same statement was highly positive amongst 

Icelandic native speakers, scoring 1.46 (std. deviation 0.828). The same applied to the average 

level of agreement to statement S2 “I like to see content in foreign languages on social media 

platforms”, which tended to be negative amongst German native speakers (mean level 3.2, 

std. deviation 1.387) while it was positive amongst Icelandic native speakers (mean level of 

agreement 2.0, std. deviation 1.109). As a result, the findings indicated that hypothesis H5 was 

correct. 

Findings of this chapter have shown that people’s general acceptance and appreciation of 

media, communication and marketing measures conducted in foreign languages tend to be 

determined by many different factors which are most likely also mutually intertwined. 

Outgoing from the findings made during statistical analysis of the collected original source 

data it can be concluded – with regards to research question R1 – that factors such as foreign 

language skills, intensity of social media usage as well as people’s native language are some 

of the most influential aspects which need to be considered for the evaluation and adjustment 

of social media marketing and communication measures towards a distinct target group. 

 

4.2.2. Factors of Brand Credibility and Emotional Attachment 

 

Another research question (R2) set for the analysis was “How does the exposure to corporate 

communication in English language affect credibility of and individual emotional attachment 

to a company/brand in comparison to corporate communication in people’s native language?” 

To provide answers – or at least indications – to this research question it was decided to collect 

original source data by asking participants to evaluate their individual level of agreement to 

the following statements. Just as with the data collection for R1, potential levels of agreement 

were totally agree (= level 1), partly agree (= level 2), neutral (= level 3), partly disagree (= 

level 4) and totally disagree (= level 5). 
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S4: I sometimes feel strong emotions when watching commercials in Icelandic/German.126 

S5: I sometimes feel strong emotions when watching commercials in English. 

S6: I tend to trust companies that communicate in Icelandic/German on social media.  

S7: I tend to trust companies that communicate in English on social media. 

S8: Icelandic/German companies should use Icelandic/German in social media communication 

and advertisements. 

S9: I expect customer service in my native language. 

S10: I would accept customer service in English. 

S11: It is important to use Icelandic/German on social media. 

 

Based on the assumption that people generally have stronger emotional bonds to their native 

language than to any other languages, hypothesis H6 was established: “People are more likely 

to feel emotionally touched by corporate communication in their native language than by 

communication in English.” The found average level of agreement to statements measuring 

feelings of emotion when watching commercials in either one’s native language or in English 

made however apparent that differences in this context were rather small. As can be seen in 

tab. 17 below, both German and Icelandic native speakers tended to be slightly more 

approving of statement S4 “I sometimes feel strong emotions when watching commercials in 

Icelandic/German” than of statement S5 “I sometimes feel strong emotions when watching 

commercials in English”; furthermore, Icelandic native speakers tended to be a little more 

approving of sometimes being emotionally touched by commercials in general than native 

German speakers. This particularly applied to their average level of agreement to statement 

S4, which was 3.54 (std. deviation 1.308) for German native speakers (therefore indicating a 

tendency to disagree with the statement) and 2.82 (std. deviation 1.174) for Icelandic native 

speakers (therefore indicating a slight tendency to agree with it). As a result, the collected 

data hinted at the fact that hypothesis H6 was correct; however, no clear answer could be 

given due to relatively small differences in average levels of approval between the two 

measuring statements. 

 

                                                      
126 The construction “Icelandic/German” was not used in the actual questionnaires as such but is presented here 
for reference reasons. All questionnaires distributed in Iceland stated only “Icelandic” (“íslenska/íslensku”) but 
not German, while questionnaires distributed in Germany only named “German” (deutsch/Deutsch) in places 
where “Icelandic/German” is mentioned in the example statements. 
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Table 17: Emotions and trust towards commercials and companies, based on language use 

 

Based on the same premises as for hypothesis H6, hypothesis H7 assumed that “people tend to 

trust companies more if they conduct corporate communication in their native language rather 

than in English.” Information extracted from the source data suggested that the average level 

of approval with statement S6 “I tend to trust companies that communicate in 

Icelandic/German on social media” was 2.96 (std. deviation 1.09) amongst German native 

speakers while it was 2.68 (std. deviation 0.894) amongst Icelandic native speakers, thus 

scoring above an average level of 3 and indicating a slight tendency to overall approval 

amongst participants. At the same time, the average level of approval with statement S7 “I 

tend to trust companies that communicate in English on social media” was 3.3 (std. deviation 

1.097) for German native speakers and 3.11 (std. deviation 0.776) for Icelandic native 

speakers, which implied a general tendency of participants to disapprove with said statement. 

Outgoing from these findings it might be concluded that hypothesis H7 was correct, as the 

collected data hinted at the fact that its initial assumptions were met; however, the examined 

differences were relatively small which limited the significance of the outcomes. 
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Another relevant hypothesis that might be based on the presumption of people’s general 

preference of communication in their first language was H8, stating that “people are more 

likely to accept marketing material in their native language than in any foreign language.”  

This assumption was supported by the outcomes presented in tab. 18 below; it became 

apparent that both German native speakers as well as Icelandic native speakers tended to 

overall approve of the measuring statements S8 “Icelandic/German companies should use 

Icelandic/ German in social media communication and advertisements” and S11 “It is 

important to use Icelandic/German on social media”. However, Icelandic native speakers were 

likely to set a significantly stronger focus on the importance of their own language in social 

media communication, as their mean level of approval to statement S8 was 1.71 (std. deviation 

0.754), while the mean level of approval to the same statement was merely 2.47 (std. 

deviation 1.154) amongst native German speakers; the same applied to statement S11 where 

the mean level of approval was 1.79 (std. deviation 0.729) amongst Icelandic native speakers, 

compared to 2.55 (std. deviation 1.272) amongst native German speakers. 

 

 

Table 18: Expectancy reg. language use and customer service on social m. based on native language 
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The assumptions of H8 were furthermore supported by the fact that participants’ overall level 

of approval of statement S9 (“I expect customer service in my native language”) was higher 

than their average approval of statement S10 (“I would accept customer service in English”), 

which indicated that any interaction with companies or brands (including customer service) 

via social media was more likely to be accepted and endorsed if conducted in the native 

language of the client. As a result, it seemed legitimate to state that hypothesis H8 was correct; 

with regards to research question R2 it could be noted that conducting corporate 

communication in people’s native language might, at least to some extent, positively affect a 

company’s credibility and emotional attachment of people towards commercials. 

Remarkably, even though Icelandic native speaker’s mean levels of approval of 

statements S8 and S11 (supporting the importance of their first language) were higher than 

those of native German speakers, Icelanders were, furthermore, on average more likely to 

approve of statement S10, thus also being more accepting of communication in English than 

Germans were. These findings potentially hint at the fact that Icelanders (as a small society) 

might on the one hand be generally rather proud and protective of their local language,127 

while on the other hand also (necessarily) being relatively open-minded and embracing of 

foreign languages in order to be able to participate in the achievements of a globalized world. 

At the same time, the extensive and comprehensive availability of German translations of 

foreign media content, commercials, information and services which results from German-

speakers being a large linguistic society might explain their relative indifference towards their 

own language as well as towards foreign languages.  

 

4.2.3. Expectancies and Experiences in Brand Relations on Social Media 

 

The last findings of the research to be looked at were people’s expectancies and experiences 

with regards to following official social media channels of brands, as well as regarding their 

opinions towards customer service via social media. In order to shed light on participants’ 

overall views in these matters, their level of approval of the following three statements was 

measured. Again, as in previous chapters, potential levels of agreement were totally agree (= 

                                                      
127 This might be connected to Iceland’s long-standing history of publicly supported language purism. 
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level 1), partly agree (= level 2), neutral (= level 3), partly disagree (= level 4) and totally 

disagree (= level 5). 

 

S12: I follow official social media pages of brands. 

S13: I expect to get customer service via social media. 

S14: I receive customer service via social media. 

 

The findings shown in below table (tab. 19) indicated that native German speakers were on 

average significantly less likely to follow official social media pages of brands than native 

Icelandic speakers. The mean level of approval with statement S12 was 3.73 (std. deviation 

1.542) and thus negative amongst Germans, while it was positive with 2.68 (std. deviation 

1.372) amongst Icelanders; this might correlate with the findings of chapters 4.1.7. and 4.1.8., 

which state that Icelandic speakers tended to use social media more frequently and 

intensively than German speakers. 

 

 

Table 19: Expectancy regarding brand pages and customer service on social media, 
based on native language 
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The same applied to expectancy and reception of customer service via social media. The 

findings in tab. 19 indicated that German speakers’ average level of approval with statements 

S13 and S14 was overall negative (score >3), and lower than Icelandic speakers’ mean levels of 

approval with the same statements. However, for both language groups the average level of 

approval with statement S13 (“I expect to get customer service via social media”) was higher 

than their average levels of approval with statement S14 (“I receive customer service via social 

media”), which indicated that companies’ current performance with regards to the provision 

of customer service on social media platforms was suboptimal and might be improved. 

 

4.3. Research Quality and Limitations 

 

The measurable quality of a research is commonly defined by reliability, replication and 

validity (cp. Bryman 2012, p. 46; Field 2014, p. 12f). According to Bryman (ibid.), the concept 

of reliability is “concerned with the question whether the results of a study are repeatable.” 

A high level of reliability thus means that the outcomes of a research would be the same when 

applied repeatedly on the same people. This is connected to the concept of replication; 

replicability means the possibility to exactly repeat the study of another researcher to verify 

or refute the outcomes (cp. ibid. p. 47). However, due to anonymity of the participants it is 

unlikely that a different researcher will be able to repeat this research with exactly the same 

people. Bryman remarks that “replication in social research is not common”, but it is however 

“highly valued by many social researchers working within a quantitative research tradition” 

(ibid.). Another central measurement of the quality of a research is its validity, and this 

concept is divided into various sub-concepts that must be kept in mind when evaluating the 

validity of the present data collection. 

1. Measurement validity: According to Bryman (2012, p. 47) it must be taken care of the 

“question of whether a measure that is devised of a concept really does reflect the 

concept that it is supposed to be denoting.” Therefore, questions of this research were 

compiled in a way that answers to them were suitable to measure intended facts and 

to be able to answer the research questions and to prove or disprove set hypotheses. 

Since the research was conducted in Iceland and Germany (both in Icelandic and 
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German language), it had to be guaranteed that the questions bore the same 

connotations, meant exactly the same and measured the same concepts in both 

languages. This was ensured by consulting native speakers and translators when 

creating the survey.128 

2. Internal validity: As Bryman (2012, p. 47) mentions, internal validity focuses on the 

aspect of causality and it is “concerned with the question whether a conclusion that 

incorporates a causal relationship between two or more variables” is valid. Processing 

collected data statistically left the option to assess relationships between variables. 

However, low internal validity was given in this case as the aim was to conduct a cross-

sectional descriptive study, drawing conclusions only by comparing means. 

3. External validity describes the aspect of whether the outcomes of a certain study can 

be generalized and applied to entities that go beyond the study itself (cp. Bryman 2012, 

p. 47). Using a large-scale sample from the population as well as a random sampling 

method usually guarantees generalizability of the research (cp. Wang and Park 2016, 

p. 107ff). However, insufficient time and resources made it necessary to use a non-

probability sample; therefore, the generalizability of the findings was limited (ibid. p. 

108). Nevertheless, a relatively extensive sample size was used because a larger 

sampling size leads to a smaller sampling error (cp. ibid. p. 109). Furthermore, when 

using an extensive sample size, “the sample is more likely to resemble the 

characteristics of […] [the] population” and the researcher will be able to draw 

conclusions that can be applied to a wider frame (ibid.). Having that in mind, external 

validity of this research is relatively high. 

4. Ecological validity is “concerned with the question of whether social scientific findings 

are applicable to people’s everyday, natural social settings” (Bryman 2012, p. 48). 

Ecological validity of the findings of the questionnaire survey is low because 

intervening in natural phenomena or creating unnatural situations such as staged 

research in a laboratory leads to a loss of ecological validity of the research (cp. ibid.). 

                                                      
128 The original survey questions were created in English language; outgoing from these questions, an Icelandic 
MA student in translation science at HÍ translated them into Icelandic, while a native speaker of German with a 
German BA degree in language and communication arranged translation into German. 
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Bryman (ibid.) states that “the unnaturalness of the fact of having to answer a 

questionnaire may mean that the findings have limited ecological validity.”  

Overall it must be noted that there were some relevant limitations to the research. For 

instance, the chosen convenience sampling method likely led to certain sampling bias, as it 

could not be guaranteed to reach a representative group of participants to reflect a realistic 

cross-section of the population. An indicator for that was the very small number of 

participants of over 69 years of age, whose share of participants in the sample does not 

resemble their real proportion within the study population. 

Another factor that restricted validity and generalizability of the research is the fact that 

the sample consisted of only 206 participants, while Wang and Park (cp. 2016, p. 109) usually 

recommend collecting a sample of at least 400 to minimize bias and sufficiently represent a 

population. Since the intention was to compare means between two populations (i.e. 

between native German speakers and native Icelandic speakers), it would thus have been 

necessary to gather answers of around 800 participants in total; this appeared as impractical 

because it would have exceeded the planned workload for a 30 ECTS thesis. Furthermore, the 

size of both sub-groups of the sample (i.e. native speakers of either German or Icelandic) was 

not the same, as more answers were received and collected from native German speakers 

(112 participants) than from native Icelandic speakers (84 participants); this might potentially 

have affected the comparability of both groups. 

As the main intention of the research was to provide descriptive information about 

characteristics of two different populations, statistic processing was limited to frequency 

analyses and simple descriptive analyses of means and standard deviation within the samples. 

Further methods of data processing such as Pearson’s r (to analyze correlations between 

variables), regression analysis (to determine whether and how a certain independent variable 

affects a dependent variable) or independent-samples t-test (to measure if two means are 

significantly different, cp. Wang and Park 2016, p. 183) were not applied, also in order to limit 

the overall length of the thesis. However, as a result, the informative value of the presented 

outcomes is constrained. 
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5. Conclusion 

 

This paper has shown that there are certain challenges and opportunities related to the 

implementation of international social media communication in business contexts, 

particularly with regards to accessing specifically defined sub-target groups. The outcomes of 

the research indicate that marketing measures and customer service via social media overall 

tend to be more accepted and demanded by target audiences in Iceland than by people in 

Germany, which hints at the fact that the use of corporate social media communication as 

such might be generally more effective when aiming at smaller societies or markets. In this 

context, the necessity of utilizing multilingual communicative approaches – meaning the 

linguistic adjustment of corporate social media communication to predominantly used 

languages of individual target groups – appears to be highly depending on ancillary 

characteristics such as foreign language skills and overall intensity and frequency of social 

media usage. The outcomes indicate furthermore that foreign language marketing (i.e. 

communication in English as the most widespread international language) on social media is 

most likely to be accepted by people with a university degree, overall good foreign language 

skills, and a high average level of social media consumption. At the same time, it appears as 

beneficial to conduct communication in people’s native language (i.e. in the most commonly 

spoken language of a certain area in context of geographical market segmentation) when 

trying to reach a physically older sub-target group with low average intensity of social media 

usage and overall limited foreign language proficiency.129 

Conducting international comparative research in Germany and Iceland turned out to be 

advantageous, as the findings also indicate a substantially higher likeliness of Icelandic native 

speakers than of German speakers to consume, accept and embrace media content that is 

presented to them in foreign languages. This implies that internationally expanding companies 

                                                      
129 This might be connected to an inherent distinction between so-called younger “digital natives” who grew up 
with the use of social media, and “digital immigrants” who acquired the use of social media at a later point in 
life. According to Franz (cp. 2010, p. 401) these target groups are for example differentiated by the fact that 
“digital natives” are more likely to focus on entertainment and interpersonal interaction on social media 
platforms, while “digital immigrants” tend to use them mainly for formal transactions and to gather useful 
information. In context of general social media marketing it therefore seems legitimate to note that the 
adjustment of corporate communication to the needs and demands of older target groups might be a worthwhile 
investment; however, further research must be done on the subject in order to verify these assumptions. 
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might not necessarily need to adjust their communication to a large variety of local languages 

(with all associated expenses) when reaching out to various smaller markets; instead, they 

might choose to focus on serving large language groups separately, while conducting 

communication towards linguistically fragmented market segments in a standardized 

language. However, the findings also suggest that individual alignment of customer service 

and social media communication to linguistic peculiarities of small target groups might, at 

least to some extent, positively influence overall credibility of companies as well as emotional 

effects of commercials and marketing measures; this might be based on potential inherent 

feelings of national pride amongst people in small nations as well as on general ties of humans 

to their first language and to the culture in which they have been socialized. 

Further international research needs to be done on the matter to be able to draw 

comprehensive conclusions regarding the role and influence of language use in social media 

marketing – particularly in order to analyze and compare the situation in a wider (or even 

global) context. However, this paper provides a suitable insight into the subject, indicating 

that thoughtful and appropriate handling of language diversity in social media marketing may 

help to overcome inherent challenges of intercultural exchange (such as for example flawed 

or deficient encoding and decoding of transmitted messages), and to benefit from the various 

opportunities that arise from using social media platforms to conduct cross-border marketing 

and communication. 
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