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ABSTRACT 
 
Cross-cultural communication challenges arise for managers in international corporations on a 
daily basis, and in order to evaluate why these challenges occur we conducted a case study in 
collaboration with the fast-fashion corporation Gina Tricot. Our work challenges the influential 
theory that cultural proximity leads to less miscommunication within the business environment. 
By using Griffith’s model on a fashion-based corporation, our thesis demonstrates that 
geographical distance is not an aiding factor in superior communication within multinational 
corporations, however, the longevity of relationships have a more deciding impact. 
 
Global expansion and the rapid development of technology contribute to faster communication 
possibilities across boarders, therefore the highly international, dynamic and quick 
communication based fast-fashion industry becomes an interesting object when studying cross-
cultural communication. Moreover, this research will investigate which specific areas of business 
communication that creates the greatest challenges for international managers within the fast-
fashion corporation Gina Tricot’s cross-cultural operations.  
 
Our secondary sources are mainly based on previous models and guidelines for effective cross-
cultural communication, with David Griffith’s model of “Communication Effectiveness” as a 
main resource. Furthermore, it enabled us to test how well Griffith’s model applies in the fast-
fashion industry. Our primary data was obtained by a close collaboration with Gina Tricot in a 
case study fashion, by conducting personal interviews with retail and purchase managers. Trough 
our research and analysis we concluded that the core flaw with previous models is based in their 
rigidness and lack of flexibility to adapt to different circumstances. We base our conclusions on 
the notion that as human behaviours is dynamic and highly unpredictable, so is also culture and 
therefore even communication. 
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1. INTRODUCTION 

 
This is the first section of the thesis, which has the purpose of giving the readers an insight into 
the specific subject area and a better understanding of the problems that are essential for this 
thesis. We will start with the background, which eventually will lead us to a narrower problem 
statement and a specific research question that basically will be the centre of the whole paper. 
 
 

“To effectively communicate, we must realize that we are all different 
 in the way we perceive the world” 

- Tony Robbins, 
world leading motivational speaker 

 
Cross-cultural communication challenges are escalating on a global scale and will continue to do 
so in international corporations, mainly as a result of the current prevalence of globalisation 
around the world (Schifferes, 2007). Due to the global character of the issue, it becomes a highly 
relevant area of investigation for managers across the world.   
 
We argue that globalisation challenges our understanding of both our present culture and our 
identity, for which it is only fair to express the phenomenon as something that has notably 
changed the world. As we view the world today, in essence everyone forms part of a world 
where diverse nations with diverse cultures are interacting with each other on a daily basis. To 
anticipate and know how to deal with cultural issues has therefore become essential for survival 
in today’s competitive market within corporations, which take on international strategies. We 
claim that a good awareness of communication and international experience will reduce the 
cultural challenges that might occur while doing business in a global world. The investigation of 
Gina Tricot’s cross-cultural communication implies that the application of Griffith’s model of 
communication effectiveness is not complete when applied within the fast-fashion industry. It is 
also implied through Gina Tricot’s experiences that Hofstede’s geographical proximity should be 
challenged. Consequently, cross-cultural communication theories require transformation when 
they are applied to the fast-fashion industry. Therefore, our contribution is not only an 
informational case study; it also theoretically challenges theories written by very acknowledged 
authors. 
 
1.2 Background 
Starting this investigation we noticed that in order to properly understand the phenomenon of 
cross-cultural communication, the concepts of globalisation and culture had to be examined and 
understood as well. Therefore, as much as we believe the three concepts to go hand in hand, we 
will explain them separately for the main concept of this thesis, cross-cultural communication, to 
be accurately understood.  The connection between them can however be easily illustrated. As 
the graph below exemplifies globalisation as a phenomena lays the ground for cultural and 
increased level of cultural clashes, which in turn is the main cause of a greater need for effective 
communication as a result of more communicational challenges (Lerche, 1998).  
 
However, we have chosen to start with cross-cultural communication, since that is the most 
significant subject in this paper. Cross-cultural communication can be defined as the exchange of 
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thoughts, messages, or information, as by speech, signals, writing, or behaviour when involving 
or bridging the differences between cultures (Thefreedictionary.com). By introducing each topic 
individually we intend to demonstrate a more specific explanation on how they are interlinked 
and how they interact with each other. 
 
 

 
 
1.2.1 Cross-Cultural Communication 
It is the effects of both globalisation and its inevitable companion, cultural diversity, which have 
created the opportunities and complexities within communication that cross-cultural 
management face in today’s global society. These are the barriers that we struggle to accept and 
understand. The nature of “us” versus “them” has somehow stayed alive and can also be found in 
today’s business world, known as organisational culture.  
 
Crossing boarders and interacting with diversities is not a question of one right or wrong, but 
rather several (Shome et al., 2002). We all have individual and unique identities, but still are 
determined to accomplish successful business that requires communication. Communication is 
highly related to an effective coordination of exchange activities between the communicating 
parties and the development of strong relationships, which together result in improved 
performance (Griffith, 2012). Communication is an element that is as obvious as it is 
fundamental to all businesses (Bovee et al., 2010), and as a result of today’s global business 
environment, so is their cross-cultural management. Unclear messages will not only confuse the 
staff, but also bring unwanted results for the corporation. Misunderstandings and ambiguity 
should be avoided, a communicator’s goal is to be successfully understood and therefore it is 
highly important to learn how to express oneself so that others comprehend. The ability to 
communicate effectively to a wide-variety audience is according to Bovee et al. (2010) required 
to achieve success. Successful intercultural communication can be achieved by amongst others 
withholding personal judgement, assuming diversity, showing respect, tolerating ambiguity, 
being flexible, observing and learning (Bovee et al. 2010).  
 
Even though there already exists research within the area of globalisation and culture, we 
emphasize that these concepts cannot be highlighted enough. That is especially true nowadays, 
since the interaction between them has the power to generate valuable business opportunities and 
competitive advantages. When managing cultural diversities emphasis is laid on valuing the 
varieties while promoting the knowledge that individuals from one culture can gain from the 
other and vice versa (Cox et al, 1991). For knowledge to be able to pass on from one group or 
individual to another, good cross cultural communicative skills are required and Swallow (2009) 
claims that the greater the cultural diversity, the greater the communication difficulties will be. 
However, as also expressed by Swallow (2009), simply recognising the cultural differences will 
help simplify the communication process while adequate management of manners, etiquette and 
protocol will all contribute to a successful cross-cultural business communication. This is 



	  
	  

7	  

particularly true within fast-fashion, where there are shorter fashion cycles and where 
communication takes place within an extremely dynamic and rapidly changing environment 
(Ghemawat, 2006).  Furthermore, due to the increased movement across borders, it is essential to 
acknowledge that cultural differences play a significant role in the competitiveness and 
efficiency of fast-fashion corporations; mainly because the factors which create a competitive 
advantage can be constant, however, this dynamic industry mostly varies according to what 
regions they operate in (Singleton, 1997). Additionally, this greatly increases the interest of 
investigating this particular industry and more importantly how it is affected by cultural factors.  
 
1.2.2 Culture 
Culture like globalisation, has also acquired different meanings. Moulettes (2009) argues that its 
complexity is partly due to its historical development and the fact that it has been used for 
several concepts in various disciplines. For practical purposes however, we have based our 
notion of culture on one specific and straightforward definition. The Cambridge dictionary 
defines culture as “the way of life, especially the general customs and beliefs, of a particular 
group of people at a particular time”. Also, when looking into the historical development of the 
concept “culture” Moulettes (2009) describes a process where the interaction of culture and a 
world-civilisation, as well as that of an increasingly globalised economy called forth the concept 
of “nationality”. A nationality was born as a separation between “us” and “them”, in search for a 
shared identity. The idea was raised that you should be loyal and uncritical to you own culture 
(Moulettes, 2009).  
 
Additionally for the purpose of this research, culture has been applied from a national point of 
view as the one explained above, but also from a business or organisational perspective. 
Therefore, culture as referred to in this investigation can be split up in three main categories: 
national culture, industry culture and business culture. Internal consistency, stability and history 
of the group, intensity of learning and clarity in leaders assumptions are a few aspects that 
Schein (1990) used to describe organisational culture; which in itself is diverse just like national 
cultures. Moreover, with the increasing globalisation, our understanding of culture and identity is 
challenged (Shome et al, 2002). Interacting globally and with diverse cultures also means 
interacting with diverse values, beliefs, expectations and goals shared by members of a particular 
group (Gooderhaum et al., 2003).  
 
1.2.3 Globalisation 
The concept of globalisation is a phenomenon that has reached even the most remote places in 
the world, and has become a main subject of discussion for several. Consequently, the word itself 
has acquired different meanings for its different advocates. For us, as for Nayyar (2006), 
Globalisation is the expansion of economic activities across national boundaries including 
international trade, international investment and international finance. The previous three are part 
of the 21st century’s everyday life, creating opportunities as well as causing complexities. The 
developments of technology and transportation methods are two factors that have introduced 
globalisation on the map no matter whether it was wanted or not.  The Internet is a clear example 
of a technological achievement that keeps the entire world connected. However, as argued by 
Shome et al. (2002), globalisation also generates a dislocation of culture, or in other words 
difficulties to adapt to new or rapidly changing cultural environments. Furthermore, the 
increased movement across nations that occurs due to the globalisation have indeed contributed 
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to the phenomenon fast-fashion, i.e. fast-fashion corporations work within dynamic 
environments (Ghemawat, 2006).   
 
1.3 Gina Tricot as a fast-fashion corporation  
Fashion is a culture by itself and it is highly international, which means that a business within 
fashion not only deals with national culture differences, but also needs to take into account both 
the business culture differences as well as the fashion culture ones. Additionally, it is widely 
known that Sweden is a country where the society is highly conscious and aware of fashion. A 
substantial contributor to the Swedish fashion market is the well-known corporation Gina Tricot, 
a business that is operated by the family Appelqvist since 1997 (Gina tricot website, 2012). Gina 
Tricot is a particularly dynamic fashion corporation since it deals with fast-fashion, a concept 
where new pieces are introduced every single week, rather than every season. The corporation 
operates in Scandinavia and more recently also expanding sales within Europe. Additionally, 
they collaborate with suppliers in Eastern and Southern Europe as well as Asia, while they keep 
expanding its cultural borders on a fast rate (Gina Tricot website, 2012).  
  
1.4 Problem Statement  
As stated above, the movement across borders keeps escalating and it is not a secret that 
globalisation does increase on a daily basis. When operating in a highly competitive industry 
such as the fast-fashion textile industry, the participators have been forced to adapt to diverse 
cultures. It is therefore essential for today’s international managers to take the cultural factors 
into consideration, since these challenges can have significant effects on the overall performance 
of the multinational corporation. We will bring up the importance of communication in this 
scenario as both a potential problem to higher competitiveness, although more as an area of 
opportunities and means of improvement. In search for sources of higher competitive power and 
greater returns numerous corporations have turned to regions with lower labour costs, more 
flexible regulations and lower taxes amongst others, such as Asia. These actions are taken mainly 
due to their increased chances of surviving in the aggressive market that the fast-fashion industry 
indicates. However, even though corporations have turned to areas with inferior labour costs, 
they are still required to control their day-to-day retail, which encouraged us to cover the 
magnitude of retail stores in nearby regions as well as the significant importance of international 
retail expansion. 
 
However, it is often the case that the potential benefits of such international strategies do not 
reach their true potential or are compromised by other obstacles pertaining to globalisation, such 
as cross-cultural differences. This leads us to the issue of communication challenges and 
strategies that multinational firms need to deal with. More specifically, it is helpful in a 
corporation’s internationalisation process when integrating with diverse cultures, to possess good 
communication strategies in order to maximise their potential benefits. This has prompted us to 
investigate Gina Tricot and their cross-cultural communication. This topic is therefore of 
significance for both Gina Tricot as an individual firm, as well as for international managers that 
work with multiple cultures and deal with business communication issues.  
 
1.5 Purpose 
This investigation will mainly explore the role that culture plays in the world of business 
communication. Our aim is to examine which kind of communication challenges that exist and 
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what can be accomplished to avoid miscommunication in multinational corporations working in 
regions with diverse cultures. That will be done by using David Griffith’s model on 
communication effectiveness as a helpful tool throughout the whole thesis, a choice based on the 
models scope and comprehension of previous knowledge. Subsequently, we will continue by 
narrowing it down to Gina Tricot’s own management and their business culture. By analysing 
the potential communication-based problems within the corporation, the aim is to be able to see 
what can be done to solve them or what the management already has accomplished. Therefore, 
the specific purpose of this paper is to describe the cross-cultural communication challenges that 
arise for managers in international corporations and evaluate why these challenges occur. 
 
Furthermore, based on the purpose of this thesis project we have created the particular objectives 
for our investigation. We want to increase the understanding of the underlying forces of culture 
in business communication, by presenting previous theory in counterbalance to real life 
examples. There are various models purposed to study cross-cultural communication, we will 
however use the model presented by David Griffith, since we will also investigate how its 
validity can contribute to the textile industry, exclusively within fast-fashion. This will mainly be 
done by critically investigating cross-cultural communication in relation to the textile industry 
and more specifically the fast-fashion corporation Gina Tricot. Moreover, we intend to reach a 
clarification of how to communicate efficiently in a global environment considering the potential 
obstacles that might arise. These objectives have in turn resulted in a specific research question 
that will be the base of our paper.  
 
1.6 Research question 
 

“Which specific areas of business communication create the greatest challenges for 
international managers within the fast-fashion corporation Gina Tricot when they operate cross-

culturally?” 
 

1.7 Disposition 
In this paper, will we raise and evaluate the importance of communication and to what extent it 
can reduce effects of the cross-cultural diversities that occur for international management. This 
paper is constructed as followed: 

 
Section 1: This is the first section of the thesis, which has the purpose of giving the readers 

an insight into the specific subject area and a better understanding of the problems 
that are essential for this thesis. We will start with the background, which 
eventually will lead us to a narrower problem statement and a specific research 
question that basically will be the centre of the complete paper 

  

Section 1 

Background 

Section 2 

Theoretical 

framework 

 

Section 3 

Methodology 

Section 4 

Empirical 

findings 

Section 5 

Analysis 

Section 6 

Conclusion 
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Section 2:  This segment is dedicated to present and describe the empirical data that will be 
applied when analysing our own findings. The section includes theories from the 
research we have done concerning how communication can be seen as a cross-
cultural challenge for international managers. It has been structured to follow a 
so-called funnel approach, beginning with the broad theoretical model and then 
step-by-step become narrower and perceive more depth. 

 
Section 3:  In this section we will describe and justify the choices of methodology that we 

used in our scientific research. In addition, we will present the basic ideas and 
problems of scientific research work and the integrity of the thesis. 

 
Section 4: In this section we will represent a summary of the interviews we had with Gina 

Tricot’s management. The introduction of this section will consist of a short 
explanation of the corporation background and will then expand to our chosen 
empirical findings that we have gathered trough our interviews. The layout on this 
section is based on the theoretical framework and follows the approach in order to 
assist the reader. 

 
Section 5: The analysis is based on the theoretical reference frame structure and outline of 

the convenience of the reader and this segment will manly analyse. This section 
will also discuss the theoretical framework and the empirical data that we have 
collected throughout the entire thesis. 

 
Section 6: The conclusion will conduct a discussion based on results of our investigation, 

where our own thoughts form the basis of the reasoning. We will in addition 
provide suggestions for further research about this subject. 
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2. THEORETICAL FRAMEWORK 
 
This segment is dedicated to present and describe the empirical data that will be applied when 
analysing our own findings. The section includes theories from the research we have done 
concerning how communication can be seen as a cross-cultural challenge for international 
managers. It has been structured to follow a so-called funnel approach, beginning with the 
broad theoretical model and then step-by-step become narrower and perceive more depth. 
 
 
2.1 A MODEL FOR INTERNATIONAL COMMUNICATION EFFECTIVENESS 
Considering that today’s trade markets are becoming more international each day, effective 
communication between international business partners is critical for global success (Griffith, 
2002). There are several theories and opposing views on how to attain international 
communication effectiveness. Matveev et al. (2004), for instance also endorses Griffith’s point 
of view when it comes to the importance of communication. They claim that the present global 
business environment demands high professional expertise and understanding of cultural 
diversity. Unlike Griffith’s research, more weight is put on work-teams with multicultural 
members rather than international business partners. Keeping in mind that our investigation 
focuses on a corporation operating in the fast-fashion industry, it becomes more relevant to apply 
our findings to a broader model such as Griffith’s (2002), which goes beyond the internal 
communication of the business by including business-to-business communications as well.  
 
Griffith’s model of communication effectiveness is based on a scenario where trade markets are 
becoming increasingly global by the day. The model discusses the notion that effective 
communication between international business partners is critical for global success (Griffith, 
2002). This view is further supported by Mohr et al. (1994), who hold that one of the main 
characteristics of international partnership success is the communication behaviour; including 
factors such as communication quality, participation and information sharing.  
 
Moreover, the model is based on proactive practices, meaning that it aims to avoid 
communication barriers that might compromise performance effectiveness, rather than to 
retroactively go back and correct mistakes (Griffith, 2002). This is good, since the problems can 
be anticipated and dealt with in a precautionary manner. Some of the advantages of such a 
precautionary approach are that it requires decision-makers to explain the rationale behind their 
decisions; it quantifies the risks and provides objective information (Sounders, 2000).  
 
As can be observed in Griffith’s model of communication effectiveness, the main aim of his 
theory is to reach performance effectiveness, with the right application and management of three 
main factors: communication competencies, communication environment, and relational quality. 
Each of these concepts is diligently explained below with supporting views from other sources as 
well as additional empirical research.  
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Figure # 1: Griffith’s model of communication effectiveness (Griffith, 2002) 
 

 
	  
2.2 COMMUNICATION COMPETENCIES  	  
 
“Communication competence is a set of abilities and knowledge related to communication that 
enables an individual to engage in appropriate/meaningful communications with international 

partners” 
- Cummings, (1984, p. 383) 

 
The importance of effective communication skills is emphasised in a study conducted by Rider et 
al. (2006), on the importance of communication between doctors and their patients. The 
evidence-based study shows that doctors interpersonal and communication skills have a 
significant impact on patient care and are positively correlated with improved health outcomes 
and health care quality. Similarly to the relationship between a patient and a doctor, the 
communications between corporations require certain communication competencies in order to 
attain the best results. This is further supported by an analysis conducted by Scudder et al. 
(1989), which revealed that employees rated highly for overall performance were also rated 
significantly higher on their communication competencies, which again shows a clear link 
between high performance and effective communication competencies. 	  
	  
Additionally, communication skills do become particularly significant considering that it is a 
core clinical skill that can be taught and learned (Rider et al., 2006). Therefore international 
managers can develop their communication competencies in order to ultimately attain greater 
performance effectiveness. In order to achieve more advanced communication skills, Griffith 
(2002) emphasises three key areas. Those areas are to be developed: cognitive communication 
competence, affective communication competence, and behavioural communication competence.  
 
2.2.1 Cognitive Communication Competence 
 

“Cognitive communication competence refers to an individual’s ability to ascertain meaning 
from verbal and non-verbal language” 

- Duran et al. (1995, p. 262) 
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Griffith stresses the individual’s ability to convey and decode a certain meaning, as well as the 
ability to adapt to varying communication patterns.  Similarly, Duran et al. (1995) express a 
comparable point of view, although from a more in depth perspective. They claim that cognitive 
communication effectiveness is constituted by the following major abilities: the individual’s 
ability to anticipate situational factors that will influence the communication, being conscious of 
one’s communication choices, and one’s ability to reflect on these communication choices both 
immediately and retroactively.  
 
Griffith (2002), also comments on the importance of psychological concepts embedded in the 
individual’s, with the belief that these greatly influence the individual’s ability to construct and 
decode meanings. Ultimately, he claims that these cognitive competencies will allow the 
individual to adjust effectively in highly diverse environments (Griffith, 2002).  
 
2.2.2 Affective Communication Competence 
 

“Affective [communication] competence relates to an individual’s emotional tendencies in 
relation to communications” 

- Kim, (2000, p. 119) 
 
The affective part of communication is highly related to tolerance for ambiguity, motivational 
sources and level of empathy (Griffith, 2002). It is through affective communication 
competencies that an individual is able to create relationships by adapting or finding a common 
ground between his/her level of ambiguity, motivational source and the counter part’s. In other 
words, in order to avoid affective communication barriers, the individual needs to be conscious 
of his/her own emotions as well as those of the other individual.  
 
Considering affective communication is mainly about understanding how others will react to 
your own communication patterns. Griffith (2002) holds that empathy becomes a highly relevant 
quality to possess for this purpose. Empathy, or putting ourselves in others shoes, might appear 
simplistic. However, it is probably a very underrated quality to possess, especially when dealing 
with multiple cultures. More technically speaking the definition of empathy is according to the 
Oxford dictionary, “the ability to understand and share the feelings of another”, or more 
practically speaking like Spiro (1992, p. 843) define it “the almost magical emotion that persons 
… arouse in us as projections of our feelings”.  
 
A similar concept, which is not as psychological or philosophical as the term empathy, and 
instead more practical and scientific with derivations from the business context is called 
“emotional intelligence”. According to Johnson et al. (1999), an individual who possesses high 
emotional intelligence has a higher capacity of understanding and relating to others. 
Additionally, this skill is of high interest, since it is now considered to have more impact on 
performance, both individual wise as well as group wise, than other traditional measures such as 
IQ (Johnson et al., 1999). In the same way that Griffith (2002) says that affective communication 
competencies are needed to build strong relations and ultimately attain higher performance 
effectiveness, Johnson et al. (1999) maintain that emotional intelligence will generate increased 
employee cooperation, motivation, productivity, and in the end profits. 
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2.2.3 Behavioural Communication Competence 
 

“Lack of behavioural competencies restricts a manager’s flexibility and adaptability to 
communication encounters that result in hindering effective relationship.” 

- Griffith, (2002, p. 260) 
 

Behavioural communication competences have to do with how an individual reacts in 
communication encounters, how others behaviours are interpreted, and how others interpret your 
behaviour (Griffith, 2002). More simply, behavioural communication extends directly from an 
individual’s actions (Mishra, 2006). It is often that good deeds that “look” bad are interpreted as 
just that, bad deeds. Therefore, especially in a multicultural business environment, it is extremely 
important to be conscious of how others might understand certain actions as well as to be able to 
read between the lines of other’s behaviour. This kind of skills becomes important when building 
relationships as a study conducted on relationship quality between buyers and sellers shows (Jap 
et al., 1999). Their study illustrates that there is a clear link between certain behavioural patterns 
and higher quality relationships. Some of the behavioural exhibits of a high quality relationship 
include friendliness, less question asking and compliance behaviour.  
 
Moreover, behavioural communication can be used in corporations to build long-term 
relationships with their partners and the public (Mishra, 2006). Therefore, simply being 
conscious of the fact that one’s actions can be interpreted differently from the way we do, is very 
valuable. However, the knowledge that enables an individual to know exactly how it will be 
interpreted, is what really makes a difference and reflects behavioural communication 
competence.  
 
2.3 COMMUNICATION ENVIRONMENT 
 
“As no two national or organisational cultures are identical, inherent differences necessitates a 

negotiation of communication and cultural protocols for the development of a common 
communication environment” 

- Griffith, (2002, p. 260) 
 
The lively interaction between local and national cultures, due to the interdependence between 
cultures and states and the historical development towards a more cohesive world, generates 
intense communication at different levels (Fält, 2008). Griffith (2008) expresses that through 
implicit adaptations, a new unique communication environment is established by the new 
relationships. Moreover, when the communication environment is unfamiliar and difficult to 
understand, frustration might be experienced (Martin et al., 2008). DuPraw et al. (1997) stated 
that one’s own culture provides the lens through which we view the world, however, in today’s 
globalisation, culture is more a state of transnational motion in an entrenched pattern of world-
wide connectedness (Shome et al., 2002). Interacting with cultures through communication 
creates a common environment.  
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2.3.1 Communication Interaction 
 

"We didn't all come over on the same ship, but we're all in the same boat." 
- Anon (2011) 

 
As today’s business environment expands throughout the world, understanding how to 
communicate effectively cross culturally has become the new norm, and therefore also 
collaborative efforts is a necessity (Anon, 2011). Finding new, unique, patterns of how to 
transact and enhance communication effectiveness is a main objective (Griffith, 2002). Being 
polite is a first step of how to behave when interacting with diverse people, however, what is 
polite in one culture is often rude in another, therefore every effective manager needs 
intercultural competence (Gesteland, 2005). Communication is perceived throughout several 
aspects both verbally and non-verbally. Gesteland (2005) identified how the professionalism of 
communication was seen in diverse cultures and which approach that suited best in various 
situations. How the language is used, in the context of formality or direct approaches, gestures 
and other facial expressions, dress code, punctuality, initial approach in form of how to greet or 
look the other part in the eyes and whether small talking is appropriate or not, are some aspects 
which he identified as crucial in cross cultural communication.  
 
Successful communication requires intercultural sensitivity, depending on whether it is internal 
or external communication, the participants should always seek for a mutual ground where 
ethnocentrism is overcome and cultural pluralism, where multiculturalism is accepted, could be 
reached  (Bovee et al., 2010). Even though overcoming those barriers simplifies the 
communication process, Bovee et al. (2010) also declares that communication is only effective 
when the message is clearly understood, contains practical information, facts and not vague 
expressions, concise information and overall clarity.  
 

“Intercultural communication competence is the ability to encode and decode meanings in 
matches that correspond to the meanings held in the other communicator's repository” 

- Beamer, (1992, p. 289) 
 

Beamer (1992) identified the key to understanding other cultures as an on-going challenge to 
previously held signs and to inquirer she concluded five steps: thinking and knowing, doing and 
achieving, the self, the social organisation and the universe. These could then be implemented in 
to a five steps model for learning and training of how to communicate intercultural: acknowledge 
diversity, organise information according to stereo types, question to challenge the stereotype, 
analyse the communication episodes and generate message from the “other” culture.  
 
2.3.2 Cultural Interaction 

 
“All communication is cultural it draws on ways we have learned to speak and give nonverbal 

messages.” 
- Le Baron, (2003, p. 1) 

 
Griffith (2002) said that by combining their way and our way we will find the best way to 
operate and so also by working towards mutual benefits, trust, commitment and satisfaction 
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within the relationship. Therefore managers have to develop the necessary communication 
competencies and create relationships where the mutual communication and cultural 
environment is able to establish effective and efficient communication (Griffith, 2002).  
 
Cross-cultural management is not only embedded between nations, also in corporations. Anon 2 
(2012) explains organisational culture as being comprised of broad guidelines which are rooted 
in organisational practices learned on the job, whereas national culture relates to deeply held 
values that are learned early and changes slowly. Depending on how deeply embedded personal 
values are in an organisational culture, can cultural changes be perceived. However, a person can 
learn to adapt to processes and priorities, and can be persuaded to follow the exemplar behaviour 
of the leaders in an organisation (Anon, 2012). Moulettes (2009, pp 37-38) states that 
categorisations of individuals are commonly used such as “the honesty of the Swedes,” thus, 
people generally rely on a mainstream representation. She continues with that organisational 
members often see themselves from a positive perspective, whereas the others are seen from a 
negative, and then concludes that cultural sensitivity and adjustability is necessary in an 
organisation.  
 
Hofstede (2005) identified national culture as one of the many factors that in turn shapes 
organisational culture next to factors as personality of the founder, feelings of insecurity, 
expectations of stakeholders and type of technology in use. He identified organisational culture 
as collective programming of the mind, which then distinguishes the members of one 
organisation from others. Furthermore, Hofstede (2005) realised that there was a chance that 
cultural diversities could hinder the acceptance of those who are or who behave differently. 
Therefore he conducted four dimensions which acts as descriptions of national norms 
(Goodeham et al., 2003).  
 
Furthermore, Goodeham et al. (2003) also states the dimensions as; firstly power distance 
justifies what degree society accepts or expects of inequality, secondly uncertainty avoidance 
refers to what degree the society prefers predictability, security and stability. The third 
dimension refers to whether people prefer to take care of themselves and immediate families, or 
wider clans, and fourth how they justify values in terms of masculinity, assertiveness and 
competitiveness, or femininity such as relationships and quality of life. Moulettes (2009) 
presents a fifth dimension by Hofstede (2005), long-term orientation, which expresses a will to 
be less ethnocentric. Hofstede (2005) also argued that his broad distinctions of country clusters, 
justified that cultural clashes are more visible the further away from the familiar that you get 
(Gooderham et al, 2003, pp 131-140). Even though the theory of Hofstede (2005) has been 
ground breaking, it has also received criticism for not including enough theory, being vague and 
written from a western perspective (Moulettes, 2009).  
 
DuPraw (1997) identified culture central to what we see, how we make sense of what we see, 
and how we express ourselves. Due to the variations in cultures, interactions between them face 
challenges such as communication style, attitude towards conflict, way of completing tasks, 
decision-making, attitudes towards disclosure and approaches to knowing (DuPraw, 1997). 
Cultural differences should not keep people apart, they should learn to collaborate across cultural 
lines as individuals and as a society (Dupraw, 1997). 
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2.4 RELATIONAL QUALITY 
 
“Relational quality refers to the strength of the relationship and the potential for the relationship 

to continue the process of relationship development.” 
- Griffith, (2002, p. 261) 

 
As stated by Griffith (2002), relational quality does indicate the significant importance of the 
strength as well as the potential of developing a relation, which also is one critical goal to reach 
before achieving performance effectiveness. Additionally, a solid relational quality within a 
corporation will also contribute to a sustained competitive advantage (Barney, 1991). According 
to Lawrence et al. (1990), is relationship quality achieved through the ability to reduce perceived 
uncertainty, which indicate the importance of high integrity of the corporation. Moreover, 
relationship quality does encourage stronger and more intimate partnerships and does 
additionally point towards the magnitude of trust, commitment and satisfaction, which will 
increase the satisfaction and effectiveness of the relationship (Griffith, 2002). 
 
In the modern society, world-class competitors should attempt to enhance the ability to establish 
high levels of trust and cooperation with their suppliers. With long-term relations, the parts build 
closer ties and interact more frequently. This to minimise the destructive potential of conflict, by 
adopting communication practices and work patterns, which leverage the strengths of both parts 
and help them, plan for the future. That then generates a mutual commitment and so also mutual 
benefits (Spekman, 2001).  Nicholson et al (2001) argued that similarity of business values and 
the frequency of personal interaction in a young relationship develops the aspect of liking. As the 
relationship ages and matures, an emotional bond of liking and trust is created. Furthermore, they 
also argued that liking is a major influence on trust. 
 
Figure # 2: Trust & Dependence Development (Nicholson et al, 2001, pp.5) 
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2.4.1 Trust and Commitment 
 

“Trust is the willingness to rely on an exchange partner in whom one has confidence and 
commitment is an enduring desire to maintain the valued relationship” 

-‐ Garbarino et al. (1999, p.70) 
 

To turn it differently, trust is developed when someone has confidence in someone else’s 
reliability and integrity, while commitment is the orientation taken towards a strong relationship 
(Morgan et al, 1994). Trust and commitment are as important in the business world relationships 
as they are in personal relationships. Costa et al. (2001) states that, lack of communication will 
create an atmosphere of both low trust and commitment, which will contribute to dissatisfaction. 
Additionally, as written by Griffith (2002), different managers consistently indicated that both 
trust and commitment are two crucial ingredients when developing a strong and long-term 
partnership. Nevertheless, in a study by Costa et al. (2001) they claim that there are a lot of 
different opinions about trust, although there are some critical elements of definitions, which 
keep bouncing back. These are positive expectations and the willingness to become vulnerable.  
 
However, trust is generally known as an essential component of successful relationships (Berry, 
1995), and commitment is in turn recognised as a crucial element when it comes to successful 
long-term relationships (Robert et al., 1987). To encourage both trust and commitment are often 
one of the most satisfying resources for a corporation, which is due to the fact that when those 
factors are fulfilled will each partner believe that they are working together toward common 
goals (Griffith, 2002). Moreover, Griffith (2002) indicates that those kinds of relationships are 
absolutely essential in both communication and cultural environments.  
 
2.4.2 Satisfaction 
 

“Satisfaction is an overall evaluation based on the total purchase and consumption experience 
with a good or service over time” 

- Anderson et al. (1994, p. 53) 
 
To reach satisfaction is important, since the overall satisfaction has, indeed, a very strong 
positive effect on both loyalty and intentions towards the corporation (Gustafsson, 2005). Market 
research has a propensity to measure customer satisfaction based on all experiences with the firm 
as the customer’s general level of satisfaction (Garbarino et al., 1999). 
 
However, as claimed by Morgan et al. (1994), is satisfaction an affective state that results from 
the assessment of a firm's exchange relationship, which in other words is very likely a sustained 
version of factors as trust and commitment. Those can be considered extremely important in 
cross-cultural international relationships. Moreover, Griffith (2002, p. 262) also point out the 
same fact and state “that firms in trusting, long-term relationships specify their satisfaction with 
policies and actions of their partners as well as the belief that the strength of their relationship 
derived significant performance outcomes”. 
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2.4.3 Performance effectiveness 
 

“Performance effectiveness is a measure of what employees do, how well they do it, and findings 
ways of improving their performance. The effectiveness is measured through series of review 

processes.” 
-‐ Customer first solutions TM, (2012) 

-‐  
“Performance effectiveness” is a quite self-descriptive expression by itself; still it is an 
expression of high implication for a corporation. Effectiveness refers to the extent to which 
actual performance compares with targeted performance (All business glossary). In this specific 
case, communication is the main aspect that is considered an objective to influence the level of 
effectiveness of a firm.   
 
However as acknowledged, Griffith’s model focuses on three specific important key components 
that all need to be fulfilled to reach performance effectiveness: communication competences, 
communication environments and relational quality (Griffith, 2002). Each component provides a 
valuable contribution towards improving the customers experience by itself; however, it is the 
right interaction of all three aspects that is emphasised for the achievement of higher 
effectiveness. According to Matveev et al. (2004), to achieve effectiveness when working with 
multicultural team members, the interacting members should acquire knowledge about partner’s 
culture and communication patterns. It is only by being knowledgeable enough to be able to 
predict the partners patterns and efficiently interpret them as well as to understand how they will 
interpret your own. The final step towards performance effectiveness, which is reached by the 
integration of all parts of the model in order to adjust operations to a common ground between 
the one’s own and the partner’s. Effective communication will facilitate a strong business 
relationship, and ultimately result in performance effectiveness (Matveev & Nelson, 2004).  
 
Moreover, as claimed by Griffith (2002), the differences in both national and organisational 
cultures create significant barriers to performance effectiveness. Therefore, it is by managing 
communication in international relationships that a corporation can consequently both enhance 
and embrace performance effectiveness.  
 
Finally it is also important to take into account some external variables that affect the overall 
performance effectiveness of a corporation in terms of effective cross-cultural communication. 
By “external” we mean factors that are not regulated inside the corporation and are not affiliated 
to communication skills to such a great extent. These factors are further explained in the section 
below.  
 
2.4.4 International Business Relationships 
 

“When business partners emanating from very different national cultural orientations interact, 
… cultural inconsistencies in communication strategies … may result in communication 

obstacles, hampering performance” 
- Griffith, (2002, p. 257) 
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When a corporation is operating in several cultures it is important to consider the differences 
between the cultures when communicating across borders, since culture creates the main ground 
for communicative exchange that defines how knowledge will be used in particular situations 
(De Long et al., 2000).  According to Griffith (2002), this interaction can either facilitate or 
hinder communication, depending on two main factors: the business’ cultural orientation 
similarity and the international relationships, as observed in the model below. 
 
Figure # 3: Construction of international business relationships (Griffith, 2002) 
 

 
 
  
If the firm is culturally consistent there will be less communication barriers than in a culturally 
inconsistent context. Based on a culturally inconsistent communication environment several 
factors and measures are to be considered if performance effectiveness is to be reached in these 
conditions. 
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3. METHODOLOGY 
 
In this section we will describe and justify the choices of methodology that we used in our 
scientific research. In addition, we will present the basic ideas and problems of scientific 
research work and the integrity the thesis. 
 
 
3.1 DEVELOPMENT OF METHODOLOGY 
When designing our case study we strive to reach feasible solutions to individual communication 
scenarios within the fast-fashion industry and as well as a higher understanding of what 
challenges the international managers are facing due to cross-cultural communication. As 
investigators we intend for our study to be valid and reliable, meaning that the research 
accomplishes its purpose while simultaneously being dependable, trustworthy and consistent 
(Worthen et al., 1993). Since we aim at increasing the understanding of difficulties faced by 
managers on a more practical, rather than only theoretical level, this study focuses on the 
operations of a real corporation, Gina Tricot, and the challenges that they are facing with their 
retailers and suppliers abroad.  However, our research aims to be of significance for both Gina 
Tricot as an individual firm in a global industry, as well as to a wider range of international 
managers who work with multiple cultures and deal with business communication issues. 
 
3.2 SELECTION OF STUDY DESIGN  
When choosing a specific methodology it becomes essential to make sure it is in line with the 
purpose and specific objectives of the investigation by acting as a tool and not a limitation to the 
investigation (Worthen et al., 1993). In this case it is important to keep in mind that that the aim 
of this research is to understand a certain phenomenon, in what specific ways culture affects 
business communication in a specific fast-fashion corporation. However, we do not limit our 
research to only be applicable for the managers at Gina Tricot. For that reason we have chosen to 
take our point of departure in social constructivist ontology and in this way discover behavioural 
and situational patterns within the studied phenomenon by the use of qualitative methods 
(Moulettes, 2009). More specifically, these investigations puts more emphasis on enhancing the 
understanding of a certain cultural tendency, and not on the search for an absolute truth by tie our 
findings to specific laws or generalisations; and even to a certain extent challenging these 
reductionist perspectives in our analysis.  
 
The choice of this kind of approach in our methodology, emerges from a basic assumption made 
in this investigation, namely that culture in itself is not static, but rather constantly changing and 
dynamic. As put forward by Moulettes (2009) in her research, which in turn is based on a 
number of additional investigations on the issue, culture is as such neither homogenous nor 
fixed, but heterogeneous, fragmented, contradictory, ambivalent and constantly on the move. 
Therefore, a qualitative study becomes relevant since it will permit the investigation to focus on 
the reasons behind certain behaviours rather than trying to quantify a constantly changing 
phenomenon such as culture simply for generalisation purposes. With this choice of approach we 
strive towards avoiding a reductionist approach in trying to simplify a complex and dynamic 
phenomenon to the point of minimising, obscuring, or distorting it (Gallagher et al., 1999).  
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We make use of a cumulative research approach where previous research is used to extend the 
already existing one (Jacobsen, 2011). As much as this approach has been questioned by the fact 
that as individual researchers, each one has different point of views and approaches (Jacobsen, 
2011), we intend to present an objective perspective to the phenomenon by including multiple 
angles. We incorporate theories and models from different sources ensuring to weigh their 
significance to our research according to the reliability and validity of the source and 
information. Based on this point of departure, our collection of data is done through qualitative 
sources, which in turn is attained with the aid of primary as well as secondary sources.  
 
3.3 COLLECTION OF DATA 
Our secondary sources are comprised of empirical data gathered by other researchers for the 
same or similar purposes as our own. This includes journal articles and academic literature. 
Additionally, data gathered from our collaborating corporation Gina Tricot is used for support as 
well as for further analysis. This includes particular data relevant to our topic such as income 
statements and documents on the organisational culture of the corporation amongst others.  
 
Our primary source is interview-based since our research seeks to qualify rather than to quantify 
a phenomenon, not only to analyse which specific communication issues that arise in 
multinational corporations or to what extent, but most importantly how and why they happen. 
Interviews allow for a more in-depth discussion of specific issues in order to get to the root of the 
communication challenges, as well as subsequent improvement strategies. However, we are 
conscious that one of the disadvantages with this method is its lack of objectivity because of the 
high involvement of the researcher when conducting the interview. It becomes easy for the 
questions to become biased and leading when the researcher already has a hypothesis regarding 
the results of the study. Moreover, to decrease the biased picture that might occur we found it 
highly important accomplish good reliability and validity of our investigation and therefore we 
will take a critical position during the process of collecting and gathering data. The data collected 
from the interviews, which are our primary sources, will be critically assessed. That since even 
though we want their personal views, there might be a risk that the respondents provide a biased 
picture. For this reason, we have decided to include a Pilot interview, in order to increase the 
validity and reliability of the information attained during the interview process. Our interview 
process will follow the subsequent scheme also used by Bryman (2004). A pilot interview is a 
non-structured interview that allows for a more open discussion of more general topics, rather 
than a directed discussion of specific topics (Bryman, 2004). This was done in order for the most 
important issues to be brought up naturally, rather than forced to topic by the interviewer. This 
gives us a better understanding of what the relevant issues are and what topics need to be 
discussed in further detail. This initial interview is personal and was recorded for in-depth 
analysis purposes.  
 
Later, a semi-structured interview will be applied based on the results of the pilot interview. This 
type of interview is a middle-ground between a structured interview, which assumes that it 
correctly addresses the research question and an unstructured one, where one cannot be certain 
that each of the objectives are brought up to discussion (Bryman, 2004). Therefore, this 
investigation employs a semi-structured interview, where the interviewer has the responsibility to 
ensure that each main topic is addressed while still allowing for a natural and flowing dialogue. 
This second stage interview is conducted in a written manner with direct e-mail contact with the 
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corporation for the respondents to be able to assess the more specific questions, analyse them, 
and in this way be able to provide more in depth responses on each topic. An additional 
disadvantage with interviews is the fact that they are very personalised to a specific sample 
rather than representative of an entire population (Bryman, 2004).  
 
However, as it has been previously specified, our research aim is to scrutinise a general topic, in 
this case cross-cultural communication challenges and strategies, and later narrow these down to 
a specific corporation, Gina Tricot. Therefore, considering our research purpose, aiming at a 
representation of a greater population that our delimitated one becomes less relevant. 
Conversely, multiple case studies on more than one corporation should have contributed to a 
more reliable study, however, since we had lack of time, i.e. only three months, we have to put 
our trust into our existing findings. 
 
Figure # 4: Interviewing process in qualitative research (Bryman, 2004) 
 

 
 
3.4 SELECTION OF DATA 
Considering this investigation deals predominantly with international managerial challenges 
caused by cross-cultural communication issues, we have chosen to collaborate with a fashion 
corporation. That is for the reason that it is generally known as an already well-established global 
industry, where cross-cultural issues are more recurrent and consequently have a greater 
influence. More specifically we have collaborated with Gina Tricot in a case study fashion.  
 
We are conscious of the fact that focusing our primary data on more than one fashion corporation 
would have created a better contribution of information. However, we are also aware of the time 
and resource limitations set for this project and with that understanding laid the foundation for 
the decision to use solely one corporation with a more in-depth analysis. Using several 
corporations would have limited our ability to go into the details of the communication issues, 
while a single corporation allowed us to create a better relationship with Gina Tricot and for a 
good communication exchange to take place concerning our specific doubts and inquiries.  
Finally, considering that the main aim is to get to the bottom of the reasons why certain 
communication phenomena arise rather than extrapolate our results, a more in depth qualitative 
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analysis becomes more relevant than a broad quantitative one. Moreover being conscious of the 
added complexity of analysing the specific economic, social, historical and cultural situations in 
each country, prompted us to limit this investigation to the Swedish perspective on the 
communication issues. Since Gina Tricot is a corporation based in Sweden and thus a Swedish 
concept with its corporate culture originating in the Swedish culture, we will examine which 
communication issues Swedish managers and employees perceive, and how they are dealt with 
in this specific case. This is a limitation to our investigation in the sense that we choose to 
overlook the voices of the employees in the other countries. As interesting as it would have been, 
the limited time and resources associated with this study force us to put emphasis on certain 
areas; in this case we chose the Swedish perspective because of our closeness to it.   
 
Furthermore, during the collection of data we had the opportunity to meet several employees 
with higher positions within the organisation at Gina Tricot, who are in turn constantly facing 
communication as a challenge when interacting cross-culturally. More specifically, we have had 
close contact with the Retail Manager, Fredrik Appelqvist, and the Design and Purchasing 
Manager, Anna Appelqvist. With Fredrik Appelqvist we had our main interviews, and as support 
to them and other findings, we had e-mail contact with Anna Appelqvist. Moreover, we have 
also used secondary data, some previous interviews with Victor Appelqvist made by the 
newspaper E24, which strengthen our empirical findings. 
  
3.5 ANALYSIS OF DATA 
In order to add further objectivity to our research we have chosen to analyse our qualitative data 
by applying it to already existing models of cross-cultural communication, which strive towards 
an improvement of practices at the organisational and managerial levels of the corporation as 
well as a critical and to a certain extent even opposing perspective of these existing models based 
on the data we gather. Our intention was to structure our interview questions and focus our data 
collection on these models in order to reach a higher integrity level (Litwin, 1995). Again in 
order to avoid subjectivity, we made sure to use models published in recognised business 
journals such as the Journal of World Business (Griffith, 2002).  This increases the credibility 
and reliability of the work by ensuring the theories and models have been revised and scrutinised 
by other authors while still allowing for our own interpretations and analysis of our data.  
 
Considering that the main purpose of this research is to explore which specific areas within 
business communication that create the greatest challenges for international managers within a 
fast-fashion corporation, such as Gina Tricot, when operating cross-culturally, we have chosen to 
split up and categorise the communication practices of the corporation based on Griffith’s (2002) 
model of communication effectiveness. The author of this model, David Griffith has performed 
extensive research on the influence of culture and institutional factors on international strategy 
execution and is currently editor in chief of the American Marketing Association’s Journal of 
International Marketing (David Griffith, Broad College of Business, 2012). This model is the red 
thread throughout our paper, although we have chosen to structure it in accordance to our 
interesting findings, and not anyone else’s model. Moreover, additional theories and point of 
views from other relevant sources concerning our investigation in the area of fast-fashion and our 
specific research purpose will be included as well, in order to provide further support.  
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The model as such is derived from industry examples, theory, and 123 qualitative interviews 
with managers from diverse nationalities including Japanese, American, and Canadian, amongst 
others. Also the volume of the participating organisations had a wide range, from 5 employees to 
1000, with annual sales revenues from just over 5 million USD to over 1 billion USD.  Finally 
diversity has been a priority in the choice of participating industries as well, including 
corporations operating in everything from automotive and dental equipment, to electronics and 
pharmaceuticals. We are conscious of the fact that our specific industry of interest, the fast-
fashion industry, is not given any particular attention in this specific study and existing models. 
However, our aim is to show to what extent this model can be appropriately applied to the 
industry with the aid of additional sources and empirical research, in order to reach our research 
purpose, which also contributes to the fact that we can test the validity of Griffith’s (2002) model 
to the fast-fashion industry.  
 
 



	  
	  

26	  

4. EMPIRICAL FINDINGS 
 
In this section we will represent a summary of the interviews we had with Gina Tricot’s 
management. The introduction of this section will consist of a short explanation of the 
corporation background and will then expand to our chosen empirical findings that we have 
gathered through our interviews. The layout on this section is based on the theoretical 
framework and follows the approach in order to assist the reader. 
 
 
Our empirical investigation will be built upon the concept of fast-fashion, mainly from the 
perspective of Gina Tricot’s international management and their personal views on cross-cultural 
communication issues. First and foremost, we will introduce the phenomenon fast-fashion and 
the corporation Gina tricot both through primary and secondary sources. However, to make this 
chapter as clear as possible we have chosen to divide this section into three main parts that are all 
associated with cross-cultural communication, which also are based on Griffith’s model of 
communication effectiveness. The first part will be devoted to Communication competencies, the 
second part will care for Communication environment and the last part will cover Relational 
quality. In other words, our empirical investigation will concern the fast-fashion industry and 
primarily be built upon the hypothesis gathered throughout the interviews we had with the 
management within the corporation Gina Tricot and secondary sources comprehended from 
previous researches of Gina Tricot. 
 
4.1 THE FAST-FASHION CORPORATION GINA TRICOT 
As known, the textile industry has during various decades been an important component for both 
regional and international trade. To gain competitive advantage in the industry have corporations 
been pushed to subcontract the more labour-intensive parts of the textile production to countries 
with lower labour costs such as in Eastern-Europe, the Mediterranean and Asia. The extent to 
which the industry’s trade occurs across borders keeps increasing (Spinanger et al. 1994) and we 
believe that the increased globalisation within the fast textile industries contributes to extended 
communication challenges. Once again have we recognised a clear pattern between 
globalisation, culture and communication, which is due to the fact that fast-fashion corporations 
have shorter fashion cycles and all communication takes place within an extremely dynamic and 
rapidly changing environment (Ghemawat, 2006).  
 
Gina tricot is in fact one of the fast-fashion chains for women with the highest increased growth 
within the whole Scandinavian area, with a turnover of 2,5 billion SEK in year 2011 (Gina Tricot 
website, 2012). Their brand positioning is to produce high fashion for less money while offering 
new products each and every week. Gina Tricot’s headquarter is placed in Borås, where the 
decisions are made on a daily basis. Since the start-up in 1997 the corporation’s strength has 
been to take advantages of the simplicity in both concepts and design. In other words, the 
expression “less is more” is well used and the corporation philosophy and business idea has been 
the same from the very start: “to create the current fashions at great prices and news every week 
for the fashion conscious women of all ages”(Vikström et al. 2008). As Victor Appelqvist, who 
is Gina Tricot’s marketing manager, stated regarding the importance of communication: ”long-
term and consistence in our communication has been extremely important to our success. 
Through it, we create recognition and so we build a strong brand”(E24, 2007). 
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4.2 COMMUNICATION COMPETENCIES   
The first issue that we came across during our interview at Gina Tricot’s head office was how the 
cultures and communication competences are connected. As written before, Gina Tricot’s 
business idea and corporation philosophy is the same as it has been from the beginning, the only 
thing that has changed and escalated through time is the size of the corporation and the fact that a 
larger corporation consists of additional people. In other words, as Griffith explains in his model 
for communication effectiveness, communication competencies are very much related to the 
personal skills of the employees. Therefore, Gina Tricot has to put more effort on 
communication competences, since the corporation have to synchronise more individuals. Also, 
supporting Griffith’s definition of communication competence is Cummings (1984), who 
describes that the concept can be seen as a set of abilities and knowledge that is related to 
communication in the way that it enables an individual to engage in both appropriate and 
meaningful communications with international partners. Thus, larger corporations need more 
communication skills. Additionally relating to Griffith’s model for international relationships, 
the greater the differences in cultural orientation, the more inconsistencies will be brought about 
in the communication area. Therefore, considering that the corporation in question has expanded 
across international borders, greater efforts have been made to increase the communication 
competencies of Gina Tricot employees and partners.   
 
Moreover, Fredrik Appelqvist, who is the Retail Manager at Gina Tricot, expresses that the 
corporation deals with communication challenges on a daily basis, since the employees in the 
corporation should first and foremost mediate Gina Tricot’s own culture wherever they are. He 
declares that the culture of the corporation should be stronger than the national culture, although 
he strongly press on the point that it is extremely important to show humbleness to other 
cultures, as well as to have the ability and flexibility to understand, encounter and respect them 
while mediating own ideas, i.e. possess the ability to understand and share the feelings of another 
person’s cultural beliefs. This empathic ability and humbleness, which Fredrik Appelqvist talks 
about is exactly what Griffith refers to as affective communication competences.  
 
Fredrik Appelqvist also point out that he believes that there are historical reasons behind the 
cultural diversities, which have been visible when the corporation has expanded globally. During 
the interview we discussed a spoken concern about communication competence challenges and 
cross-cultural challenges; the further away you go, the greater the cultural diversities become. He 
told us that it was partly due to that fact that Gina Tricot has chosen to gather stores 
geographically and expand to the Scandinavian countries before expanding further away. 
However he realised quickly that significant cross-cultural communication challenges can and 
very much do occur, even though the countries are geographically close. He gave us two 
exceptional examples on how Gina Tricot’s communication competences have increased through 
cultural challenges and both where in fact about two of our neighbouring countries: Denmark 
and Finland. 
 
Denmark was the last country in the Scandinavian area that Gina Tricot entered; the reason was 
according to Fredrik Appelqvist due to past experiences that Denmark was a complex country to 
enter for Swedish corporations. He believed that it was partly due to the historical competition 
between the two countries. Some Danes could find it difficult to follow a Swedish headquarter 



	  
	  

28	  

and often chose to create their own atmosphere, which weren’t the ideal situation for Gina tricot, 
since they wanted to mediate their own corporation culture in each store. Here we enter the 
behavioural communication area, where it is the actions of the company, and more specifically 
the individuals within the company, that have had to be adapted in order for the corporate culture 
to be accepted in a new environment and culture. By cautious planning and efforts didn’t Gina 
Tricot experience the previous power-battles and expanded successfully in Denmark, however 
not without spent resources on this matter such as proper relationship building. The issue with 
Finland on the other hand is a directly verbal matter, thus involving cognitive communication 
competencies, and not a non-verbal issue as Denmark was. Finnish people speak Swedish to 
some extent because of historical reasons between Sweden and its colonisation of Finland. 
However as Gina Tricot experienced it, the Swedish management often overestimated the level 
of expertise Finns possessed on the Swedish language. Fredrik Appelqvist claims that it is that 
specific assumption i.e. that Swedish people assume that Finnish people understand Swedish, 
that creates several misinterpretations between the two close cultures. After explaining those two 
issues, that we did not dedicate any thoughts on previously, Fredrik Appelqvist wanted to spread 
the message that once a store expand internationally one needs to understand and have respect 
for the fact that every country has their own language, even though the culture is geographically 
close. Therefore, this issue deals with both affective and cognitive competencies in accordance to 
Griffith’s model.  Nowadays all communication at management level at Gina Tricot occurs in 
English and every internal message is published in both Swedish and English to decrease 
misunderstandings in communication and to avoid misinterpretations. With one exception, Gina 
Tricot still translates their messages sent to Finland, into Finnish. 
 
4.3 COMMUNICATION ENVIRONMENT 
When discussing culture Griffith creates a clear separation between corporate and national 
culture; and at Gina Tricot it is obvious that they strive for their corporate culture to be more 
prominent than the national culture. E.g. regardless of which country they expand to, they 
introduce the Gina Tricot culture both from an individual and leadership perspective. They want 
everyone who enters one of their shops to recognise the simplicity and the culture, by sensing 
that they are at Gina Tricot and not in a specific country. The main foundation of their 
communication is a high recognition factor and consistency (Vikström et al, 2008). The 
headquarters establishes the framework for culture, values and guidelines. These are then 
communicated downstream to the stores, whereas the vision and mission are communicated 
upstream to all suppliers and contributors further on of the stores.  
 
When Gina Tricot is interacting cross-culturally, there are not just two national cultures 
interacting but also the corporate culture of Gina Tricot. For new employees to get an 
understanding of individuals and how to work at Gina tricot, there is always an introductory 
period, where the recruit receive as much knowledge and awareness as possible by providing a 
package of Gina Tricot’s history, how they work – “the Gina way”, and an insight to the rest of 
the corporation. There is also the opportunity to meet with other departments and then someone 
will be responsible for the mentoring part (Stenström et al 2011). In this case Gina Tricot is 
making an effort, as Griffith explains necessary for a healthy communication environment, to 
develop the necessary communication competencies and create relationships where a common 
cultural environment is set in order to overcome the national differences.  
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From the origin, Gina Tricot’s culture is based on the Swedish culture, which makes sense when 
being a Swedish corporation. When expanding to new areas and new countries, support 
personnel are helping to bring out what they are, how they work and what they stand for. 
However there is always a risk that people don’t respect and value the objectives of Gina Tricot, 
therefore implementing the culture of Gina Tricot has to be an on-going process, “It's about 
taking on the costume that suits Gina Tricot and not just those who are comfortable"(Stenström 
et al, 2011). However, they also approach new areas with humbleness by considering where they 
are and then how they should act and think. Even though there might be more or less hierarchy, it 
does not have to be the case at Gina Tricot. Straightforwardness, fairness and clarity with some 
following requirements should be implemented; the importance of the country you are in should 
not be enlarged. Being a family business they intend to keep the mind of a small corporation with 
closeness to everything of what they do, both physically and mentally (Vikström et al, 2008). 
Nowadays when the corporation has expanded tremendously out in the world, both on the 
upstream and downstream level, the synchronising of a larger amount of people is indeed a 
challenge.  
 
When considering the communication environment that Gina Tricot operates in, it becomes of 
essence to discuss today’s worldwide communication abilities and synchronised media.  Fashion 
trends are more or less interwoven and can therefore be communicated pretty equally between 
the diverse countries. However the mentality of how and when to shop differs, and has to be 
taken in to consideration. Gina Tricot believes that their culture on a shop level, will work 
throughout the entire world and an extensive amount of time is devoted to preparations before 
entering a new country. Fredrik Appelqvist claims that a clear description of the culture and 
values will create good conditions for successful communication and that a sense of closeness is 
very important. If not, the conversation can turn out rather awkward. Additionally, during the 
interview it was expressed that accessibility is another very important factor to create a sense of 
security and an open, straightforward communication. There is always someone available from 
the headquarters to communicate with in order to make the communication interaction easily and 
readily accessible. Today when the business is larger than ever before, is the clarity of the 
communication even more important (Stenström et al., 2011). By travelling and sensing other 
areas, you gain experience, knowledge of the new areas, understanding and respect of their 
language abilities and closeness to the other employees or cooperating partners. That generates 
the awareness of diversities and that you don’t take for granted their understanding of you or 
how to communicate. As Griffith as well as Hofstede, and also Fredrik Appelqvist explains, the 
simple fact of accepting and understanding that there exist differences, will create positive 
changes in the communication field. Fredrik Appelqvist also believes that it is a challenge to 
interact with diverse cultures and that it requires certain preparations. Moreover, with gained 
experience it comes more or less naturally. In our global world you still have to adjust to where 
you go and respect their level of acceptance. Dress code is one aspect, which has to be 
considered, mostly due to religious features. Swedes can’t believe in themselves owning the 
world, with their relatively small population.  
 
Moreover, viewing Gina Tricot and the communication interactions that occurs when the 
corporation interrelate with other countries, it becomes clear that the knowledge of a language is 
often taken for granted. English is nowadays more or less an input requirement in the business 
world and also the widely used language throughout the world. There is most often not a need to 
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know the language of the country that you are approaching. When there is a need to translate, 
misunderstandings easily pops up and it is easy to get a bit sightless in the native language, 
especially if the country approached are to a certain extend familiar with the foreign language. If 
a relationship and a sense of closeness are not developed, admitting the lack of understanding 
might take some time. Then the openness and straightforwardness of the communication is 
affected. However, a respect for and understanding of the communication differences is 
important and nowadays are also all meetings held in English, internally and externally. Gina 
Tricot communicates within the corporations through an intranet and has the opportunity to hold 
either phone or videoconferences. Fredrik Appelqvist expresses that face-to-face communication 
simplifies the openness of the communication and the question and answer processes, which in 
turn justifies whether everything has been correctly understood.  
 
How Gina Tricot has been treated cross-culturally has also depended on status. Fredrik 
Appelqvist believes that whether you are a man or a woman, is not the main aspect of how an 
employee has been treated. The position of the particular person, level of familiarity and the size 
of the business deal, are more important factors of how someone is approached. However, it has 
happened that the man has been put in the centre during their collaboration with other 
corporations, from both retailers and suppliers. This has basically occurred since the other side is 
taken for granted that he possesses the highest rank, which affects the conversation by him 
always being approached and communicated to. In business there is always a chase to reach the 
deadlines. Fredrik Appelqvist mentions cultural differences as one aspect that has to be taken 
into consideration, as different religious feasts.  
 
4.4 RELATIONAL QUALITY 
The strength of relationships is important also in the business world; to reduce uncertainty, 
increase performance effectiveness and to reach a certain level of satisfaction. At Gina Tricot, 
they priorities their relationships and simplify their common processes by knowing each other’s 
strengths and weaknesses. They believe that the relationships simplify the communication 
abilities, which is very important in the fast-fashion industry. When operating in the business 
world a good relationship is not everything, however its strength can outweigh other aspects. In 
their relationship they are familiar with the limits of right and wrong, which together considers 
laws, rules and ethics set the parameters of their corporative business. Even though the power 
distance might be low, and the relationships taken to personal level it is still always based on 
professionalism. During Gina Tricot’s expansion, they have gradually approached the 
complexities that might occur the further away from the commonness that you get. They started 
where they could find proximity and similarity, and continued out in the world mostly through 
previous held connections, which they trusted. When approaching new areas, Fredrik Appelqvist 
pointed out that acquiring your own opinion is very important and to respect and to have an 
understanding of the diversities and diverse languages. As the relationship changes overtime, the 
communication also changes. It is still based on professionalism, however with mutual trust they 
can also help each other.  
 
Gina Tricot has, since the very foundation of the corporation, worked with some of the same 
suppliers and together they have developed long-term relationships. At the start up, when Gina 
Tricot was substantially smaller and less influential than today, their suppliers believed in them 
and then when the corporation experienced their rapid growth, Gina Tricot in turn gave their 
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suppliers a chance to further develop as well. Gina Tricot started with very small quantities 
(Appelqvist, 2005). The relationship that was developed, were according to Fredrik Appelqvist 
based on mutual trust and an ethical and moral attitude from both parts from the beginning. 
Through CSR and sustainable business development issues, Gina Tricot strengthens their supply 
relations. Gina Tricot works actively to make sure that its suppliers comply with its code of 
conduct and respect the country’s laws and regulations. In order to be able to follow up the 
potential issues is Gina Tricot a member of the Business Social Compliance Initiative, which 
goal is to improve working conditions globally. When Gina Tricot established contacts in Asia 
were those based on previous contacts and they knew that long-term relationships were very 
important, especially in China, in order to build loyalty towards each other, Gina Tricot only 
search for new suppliers if there is a certain need for new competence (Larsson et al., 2010). In 
China, Gina Tricot has experienced the fact that a misunderstanding is not questioned and that 
only managers can take the final decision. Whereas Gina Tricot, is more of an open organisation 
where everyone holds some responsibility (Larsson et al., 2010).  
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5. ANALYSIS 
 
The analysis is based on the theoretical reference frame structure and outline of the convenience 
of the reader and this segment will manly analyse. This section will also discuss the theoretical 
framework and the empirical data that we have collected throughout the entire thesis. 
 
 
As with any written text, the first impression that the concept of “communication complexities” 
provides to the reader is through its very title. It conveys the idea that an international manager 
faces communication as a challenge when operating cross-culturally, i.e. that culture causes a 
variety of situations where a communicational concern is required. This chapter establishes the 
link between the theoretical framework and the empirical findings collections, by discussing our 
agreements and disclaimers of previous theory in relation to our case study of Gina Tricot.  
 
Moreover, we have chosen to structure this section in accordance to the areas that were of most 
interest and those areas that provided the most value for our case study. This, rather than 
structuring our own findings after someone else’s model, such as Griffith’s (2002), since the 
choice of where to concentrate more or less emphasis, automatically becomes less ours. 
However, each fragment of Griffith’s model will still be incredibly present in each section of this 
part, since this is our personal contribution and adaptation of the Griffith’s models for this 
specific paper. Furthermore, situations were the model can and cannot be applied, and why that 
is the case, is also presented.  
 
Additionally, we have aimed to preserve the funnel approach used throughout the paper by 
presenting each case from a global view point in order to later narrow down the argument to how 
it can be applied in the fashion industry, and lastly to the case of Gina Tricot. Hence, our analysis 
is structured into three main headings: (1) The effects of geographical distance; (2) The 
interaction of corporate, industry and national cultures; and finally (3) Individual competences 
and International experience. 
 
5.1 THE EFFECTS OF GEOGRAPHICAL DISTANCE 
With today’s highly developed technological assets and their immense availability, the 
geographical distance to the opposite side of the world does not seem very far anymore. 
Nonetheless, the cultural inconsistencies and communication patterns still cause extensive 
distances. When people from different areas interact might obstacles appear, which in turn 
obstruct their performance.  
 
5.1.1 Geographical distance 
Gina Tricot’s globally spread business face inequalities on a daily basis and both Hofstede and 
Griffith argue that the longer the distances are, the more obstacles will appear. The history of 
Gina Tricot’s expansion and experience in the world disclaims that only the particular distance 
justifies the dimension of the complexities. There are also historical reasons, which have 
generated cultural differences. Those might be nearby, or further away. That diversities increase 
when the distance is longer is a common awareness. However, what Gina Tricot already 
experienced when expanding within the Nordic countries shows the opposite. Historical aspects 
related to Sweden’s former colonisation of Finland and thus Finnish people speaking some 
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Swedish, as well as the old war battle with Denmark, engendered communication complexities 
and cultural clashes within Gina Tricot. The lack of settled communication patterns, in order to 
create a the healthy communication environment, described as essential in Griffith’s model is 
one of the outstanding causes for communication inconsistencies for Gina Tricot. The Finns and 
the Danes are affected by the previous power battles with Sweden, which in reality no longer 
exists, although it prevents an efficient communication environment by not accepting an equal 
ground.  
 
Griffith´s model of international relationships describes that, when dealing with cultures with 
cultural orientation similarities, less communication problems are created. We argue that this has 
little to nothing to do with the physical distance between the cultures, rather other influencing 
factors. We hold that it is a matter of commitment and trust, also mentioned as essential in 
Griffith’s model. We saw that in Gina Tricot’s case they find it easier to rely on the knowledge 
they have about nearby neighbours, however that might also generate misunderstandings and 
wrongly predicted assumptions. The fast-fashion industry is an example of a relatively new 
phenomenon that is spread worldwide. Some authors adopt their theory to particular areas of 
study, depending on how and where you view the phenomena the outcome might change. 
Moreover, authors often refer to general and static examples, although globalisation is a dynamic 
and continuously changing concept. In other words, the known statement that geographical 
distance carries more cross-cultural communication issues, as many previous researches claim, is 
something we truly challenge, or even prove wrong.  
 
5.1.2 Long-term relations  
On the other hand, Griffith (2002) also holds that that combining their way with our system will 
give the best result of how to operate and so also by working towards mutual benefits, trust, 
commitment and satisfaction within the relationship. When Gina Tricot developed a supplier 
base in Asia, they used previous contacts and experience, where the prior awareness helped them 
understand that creating long-term relationships would be beneficial and also the precious 
knowledge that enabled them to know how to interpret the important communication aspects. As 
today’s business environment expands globally, the understanding of how to communicate 
effectively cross culturally has become the new norm. Therefore we argue, together with the 
occurrences of Gina Tricot’s expansion, that it is extremely important to be conscious of how 
others might understand you and gain as much experience within the area as possible. Even 
though the distance might be long, a sense of closeness is very important to enhance openness 
and straightforwardness, since that is two of the main objectives in reaching mutual 
understanding. If there exists a barrier to ask questions when a particular aspect is not fully 
understood, then there would not be any mutual understanding and the relational quality will 
decrease. We believe, as also proven by Gina Tricot, that a good relationship can overweigh 
other aspects, due to the mutual exchange of each other’s weaknesses and strengths.  Moreover, 
the fact that relational quality encourages stronger and more intimate partnerships and does 
additionally point towards the magnitude of trust, commitment and satisfaction, increases the 
satisfaction and effectiveness of the relationship. In addition to a sense of closeness, Fredrik 
Appelqvist clearly points out the main importance in building relations is to travel and interact 
face to face. Even though they use an intranet and videoconferences, he believes that you gain 
more empathy by travelling to different places. Nonetheless, the real extent of reliability can 
more or less simply be correctly justified by face-to-face interaction. Also to be mentioned is that 
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in a relationship, collaborative efforts towards performance effectiveness are extremely 
necessary.  
 
In long-term relations, the parts build closer ties and also get familiar with each other’s 
communication patterns, to a certain extent. That justifies why long-term relationships are very 
important, when the distance is more extensive. Victor Appelqvist stated that long-term and 
consistency in their communication has been extremely important to their success.   
 
5.1.3 Communication 
DuPraw (1997) argued that one’s own culture provides the lens through which we view the 
world and that interacting with cultures through communication creates a common environment. 
In a corporation, the corporate culture becomes the lens towards the world, however, when 
expanding globally the culture has to show humility towards the culture of interaction. The 
corporate culture of Gina Tricot is truly solid i.e. they want it to leave a footstep wherever they 
are in the world. Even though, they strongly point out that adaptations and humbleness are 
crucial to create a common communication environment. If not, there are risks of 
misunderstandings and frustrations. Griffith mentioned that a mutual communication and cultural 
environment could establish effective and efficient communication; conversely we believe that 
even though they should seek to reach a mutual environment, we believe that the most important 
factors are sensitivity and respect of each other’s diversities.    
 
Moreover, larger corporations need more extensive communication skills, especially when the 
corporation in question operates across borders. How to justify what is appropriate and 
meaningful communication with international partners, can be drawn to the extent of 
understanding and respecting each other’s cultures and communication patterns. To keep in mind 
is that communication is defined to both the verbal as well as the nonverbal part of how you 
present yourself. For a fashion corporation, it is then even more important to show humbleness 
concerning other cultures, as well as to have the ability and flexibility to appropriately bring out 
your own message. Furthermore, when applying the previous theories to a corporation within the 
fast-fashion industry, they present both agreeable and disagreeable aspects. Therefore, it is 
important to see a wider perspective than what an individual theory presents.   
 
5.2 THE INTERACTION OF CORPORATE, INDUSTRY AND NATIONAL CULTURES 
Throughout our research we have seen that according to several influential authors, such Griffith 
and Hofstede, culture plays an important role when concerning cross-cultural communication 
effectiveness. After all, we agree with the above mentioned authors in the basic notion that 
culture creates the main ground for communicative exchange that defines how knowledge will be 
used in particular situations. This idea has then been further strengthened by our own research 
with Gina Tricot. Our ideas regarding the effects of National and Corporate culture on 
communication across borders, are in consistence with several important points made by these 
authors, however we have also found flaws in their theories when it comes to applying their 
theories to the fast-fashion industry, and more specifically to the Gina Tricot case.   
 
5.2.1 A third type of culture:  
Both Hofstede and Griffith include both national and corporate culture as individual factors, 
which influence the communication patterns in multinational organisations. Griffith (2002) refers 
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to corporate culture as “organisational culture” and includes it in his model of international 
business relationships alongside national culture when talking about cultural orientation 
similarities  (see figure # 3). Moreover, Hofstede also points out how important it is to integrate 
corporate practices and national cultural values in order for a healthy and efficient 
communication environment to be created in multinational organisations.  
 
However, in our research we have observed that in the particular fashion industry case, there is a 
third component of great influence in addition to national and corporate culture, which therefore 
should be integrated in this model, namely the fashion culture itself. The fashion culture can be 
considered as any of the previous two, dynamic and constantly changing. We have found that the 
fashion culture is as influential as the national and corporate ones, since fast-fashion industries 
have to expend great resources in the area of communication competencies for the fashion 
culture to be properly integrated. First and foremost, it has to be correctly understood, later 
properly conveyed within the corporation in order for it to form part of the corporate culture, and 
lastly for it to represent the corporation in the national culture through its final products. 
Hofstede is right when saying that a good integration of the different types of cultures is 
necessary, however, in this case the integration of this third factor will benefit the 
communication practices of the corporation and as Griffith (2002) expressed it, ultimately reach 
a higher level of performance effectiveness.   
 
5.2.2 Emphasis on corporate culture  
As seen in Griffith’s model for international business relationships, a clear reference to corporate 
culture is made when he talks about cultural orientation similarities. In the model, Griffith clearly 
clarifies that the more similar the cultures are, the less communication inconsistencies will arise. 
Additionally, Hofstede comments on this topic in his claims that certain geographical areas have 
similar cultures and thus less communication issues. However, our findings conversely argue in a 
different direction, which suggests that as much as the national culture does influence how well 
the parties involved communicate, a greater emphasis should be given to the corporate 
orientation and individual organisational values.  According to our research at Gina Tricot, by 
locating a greater emphasis on corporate culture, the national culture looses importance in the 
communicative field. Gina Tricot as a corporation and in its process of becoming more 
international, it has sincerely maintained a strong business culture, which is meant to 
overshadow the individual national cultures of new geographical areas. No matter whether it is 
communicated upstream or downstream.  
 
A obvious example of a difference that Gina Tricot has accomplished to eclipse with its strong 
corporate culture, is the varying power distance levels in their different cultures; an issue often 
talked about by the culture and communication expert, Hofstede. Gina Tricot makes sure to keep 
the same power distance level throughout its partners and suppliers with a common, strong 
corporate culture. In this case they have made the effort to break the power distance barriers in 
cultures where this factor varies greatly, such as in China and Bangladesh. As Fredrik Appelqvist 
explains, they have consumed a great deal of time and resources to abbreviate this power 
distance by developing a valuable relational quality through long-term and trustworthy 
relationships, e.g. by creating an insight to each others cultural values and traditions by for 
instance inviting several of their suppliers to spend Midsummer i.e. a typical Swedish tradition, 
with them in Sweden.  
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However, Gina Tricot has also made it clear that although it is a corporation that originated in 
Sweden, their corporate culture is not the same as the national Swedish culture. As mentioned 
before, Gina Tricot’s culture is dynamic and has changed over time along with its 
internationalisation process. According to Fredrik Appelqvist it is important to find the balance 
between a dominant corporate culture, while remaining humble and open to changes as they 
become more international.  
 
5.3 Individual competences and International experience 
We have frequently, throughout the whole thesis, stated that globalisation as a phenomenon, is 
an important reason to how the issue of cross-cultural communication arises. Alongside, there is 
another issue for international managers, the issue of how to synchronise people and how to 
handle situations in times of international growth.  
 
One can easily recognise the importance of coordinating and harmonising both organisations and 
people within any corporation, especially nowadays when more cross-cultural communication 
clashes might occur. How can then corporations reach performance effectiveness by considering 
this issue? We argue that this growth is double-sided, i.e. an international growth does not only 
increase the diversities within corporations or incidents of cultural clashes, it also contributes to 
greater knowledge and understanding of other cultures among individuals, since we principally 
live in the middle of this highly dynamic environment.  
 
Despite that, we state that communication can only reach performance effectiveness when the 
message is clearly understood by the listener i.e. managers have to possess a high degree of 
relational quality and communication competencies to be able to efficiently mediate what they 
want the other party to understand and to be able to implement their know-how. In other words, 
to be able to successfully communicate on a professional level, managers have to possess 
intercultural sensitivity, which is a fact we have come across several times, e.g. both through the 
article by Griffith and during the interview with Fredrik Appelqvist. 
 
Furthermore, in Griffith´s model, there is an illustration that strengthens the importance of 
finding new unique patterns of how to transact and enhance communication effectively. This part 
of Griffith’s findings are once again in line with what Fredrik Appelqvist expressed numerous 
times during our interview; that effective managers need intercultural and communication 
competence and that it is highly beneficial to be urbane as an international manager. We argue 
that a person who is urbane has travelled a lot, faced several diverse cultures, and are abundantly 
aware of what is expected from individuals. This specific knowledge is essentially vital 
according to Fredrik Appelqvist and this is how they partly learned how to do things within Gina 
Tricot. Moreover, in the case of Gina Tricot they find their own pattern of communication, which 
works for them because of their high degree of urbanity. E.g. the corporation has put together a 
handbook and has English as the common communication language, regardless of country. 
However, what we think have to be more well-defined, is that the new pattern of communication 
has to be individual and unique for the corporation in question, since what works in one 
corporation might not work in another, equally for cultures.  
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As written before and as Griffith’s model on communication effectiveness illustrates, 
communication can be both verbal and non-verbal, i.e. except the language, it can be about how 
to dress and how to greet. The knowledge on how to communicate both verbally and non-
verbally is greater for managers that possess intercultural competence then the ones without, 
accordingly to our findings. When it comes to this, as well as to the above stated, many previous 
theoretical models, as well as the opinion of Fredrik Appelqvist, claims that the ability to adapt 
to diverse cultures is crucial when dealing with cross-cultural communication, as international 
managers perform on a daily basis.   
 
To conclude this paragraph we can say that both Griffith’s model and our personal findings from 
the interview with Gina Tricot are well consistent with each other. Even though intercultural 
competence among international managers might seem obvious it is still truly important 
knowledge that cannot be excluded from any corporation. E.g. if it is excluded, will performance 
effectiveness most definitely be incredibly harsh to reach, especially if there is lack of 
intercultural competence among the international managers. 
 
The main problematic issue is how communication challenges appears cross-culturally. Our 
intention was address the issue from a fast-fashion industry perspective and as a case study of 
Gina Tricot, rather than using existing material. Furthermore, by using their experience and 
existing writings form a dialogue, not to find a closure. The world and globalisation is ever 
changing and new theories and models appear very often. By creating a dialogue, new 
discussions and generated writings will appear and hopefully develop guidelines for modern 
corporations in a highly fast moving industry. The complexity and ambivalence of diverse 
cultural experiences and the fact that there can be different “truths” about effective cross-cultural 
communication, allows for a creation of this supplementary contribution.  
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6. CONCLUSION 
 
The conclusion will consist of a discussion based on the results of our investigation, where our 
own thoughts form the basis of the reasoning. We will in addition provide suggestions for further 
research about this subject. 
 
 
 
First and foremost, to answer our initial research question: 
 

“Which specific areas of business communication create the greatest challenges for 
international managers within the fast-fashion corporation Gina Tricot when they operate cross-

culturally?” 
 

It is important to reiterate that, as we have argued through out the paper, cross-cultural 
communication challenges do arise for managers in international corporations. Moreover the 
reasons behind these challenges and the strategies that can be implemented to tackle these 
specific problems have been examined more in depth in order to fulfil our main purpose: 
 
“To examine which kind of communication challenges that exist and what can be accomplished 

to avoid miscommunication in multinational corporations working in regions with diverse 
cultures.” 

 
In order to recognize the greatest challenges within the corporation, we chose to apply a model 
for cross-cultural communication effectiveness to this case study. By doing so we discovered that 
the main problem with already existing models from previous research is that they are static in 
their contributions and models. These models can act like a good pointer, however, with 
unpredictable human behaviour they have to be tailored to individual circumstances, individual 
industries and individual corporations. Nonetheless, the modern society is highly dynamic and 
things play out differently with diverse people; therefore we challenge the cultural proximity as a 
static reason for cross-cultural communication barriers. 
 
More specifically we found information that challenges previous known studies such as Gert 
Hofstede’s and David Griffith’s in several areas. As observed in the corporation Gina Tricot, the 
cross-cultural challenges as well as opportunities originated mainly from historical reasons, long-
term relationships, and geographical distance. It was during the in depth investigation of these 
specific areas of business communication, that we found three innovative contributions to cross-
cultural communication theories. By doing so we came up with specific contributions that, in line 
with our purpose, help explain what strategies can be set in place in order to avoid 
miscommunication in cross-cultural environments within the fast-fashion industry, and more 
specifically the corporation Gina Tricot.  
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6.1	  CONTRIBUTIONS 
The first contribution of our research to cross-cultural communication theories is a particular 
approach to geographical distance. What we have found is the incredulous truth about the fact 
that geographical distance plays a minor role in the international society due to the expanding 
globalisation i.e. our analysis of the text reveals that the geographical distance is not the main 
source of cross-cultural communication complexities. In other words, we contradict what known 
researchers, such as Griffith and Hofstede, have found in their investigations. Several studies 
claim that geographical distance will increase cross-cultural communication issues. We have 
however discovered that there are other factors that influence cross-cultural communication 
issues, such as historical reasons and also, trust, satisfaction and mutual commitment based on 
long-term relationships. 
 
Another obvious example from our findings shows how previous static models and guidelines 
for effective cross-cultural communication have to be modified in certain situations. Therefore, 
we choose to include a third type of culture, the fashion industry culture, when examining Gina 
Tricot’s individual case. We came to the conclusion that the fashion industry culture is as 
dynamic and influential as both the corporate culture and the national culture in the fashion 
industry. Additionally, we also observed that as much as the integration of the different levels of 
culture is essential for the creation of an effective cross-cultural communication ground, a 
stronger corporate culture could aid in minimising the effects of different opposing national 
cultures. In other words, a common strong corporate culture is beneficial for international 
corporations operating cross-culturally.  
 
The third and last contribution to cross-cultural communication theories is that international 
managers have to be able to successfully communicate on professional levels and possess 
intercultural sensitivity. We claim that the right strategies have to be put in place by international 
managers in order to synchronise, coordinate and harmonise both organisations and human 
capital for performance effectiveness to be reached. In other words effective strategies, and 
especially knowledgeable managers with intercultural and communication competencies are of 
great need for the multinational corporation.  
 
6.2	  DELIMITATIONS	   
Due to the lack of time, the extent of our research has been limited and the analysis only covers a 
certain amount of previous research, also the fact that we have only conducted qualitative 
research does not enable us to generalise our results. That we only have made one case study is 
also grounded on the lack of time and it should be remembered that the work has been conducted 
from a Swedish perspective. 
 
Furthermore, as argued throughout our thesis, cross-cultural communication research has been 
mainly preoccupied with defining globalisation, culture and communication, and how they are 
integrated and applied to the fast-fashion industry. Our aim has been to find the greatest 
challenges for international managers and to contribute by criticising and combining the existing 
theories; not by finding an alternative model. By embedding cross-cultural communication 
theories with a real case study of Gina Tricot, we have qualitatively found the credibility and 
usefulness of the theories when applied to the fast-fashion industry. Through the uniqueness of 
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our interviews at Gina Tricot, we were able to benefit to a great extent from their individual 
cross-cultural experiences. 
 
6.3	  SUGGESTIONS	  FOR	  FURTHER	  RESEARCH	  AND	  FINAL	  COMMENTS	  	  
Hopefully our research has provided an insight to the field of cross-cultural communication 
within the fast-fashion industry, however, there still remains plenty of research to be done within 
the area. We would suggest future studies on cross-cultural communication within the fast-
fashion industry, since the phenomenon fast-fashion is rapidly growing and appearing throughout 
the world. With the increasing availability of high-speed technology, successful and quick 
communication across boarders becomes highly relevant. Additionally, it would also be 
interesting with further research on how internal communication can be improved so that human 
misunderstandings are reduced, when communicating cross-culturally.  
 
Finally, we can without any doubts conclude this work far from where we started. Nonetheless, 
the quote by Tony Robbins, which we used as a starter for our paper, has greatly increased its 
significance: “To effectively communicate, we must realize that we are all different in the way we 
perceive the world.” 
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