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Abstract 

This end-to-end audit will consider the marketing communications homogeneity of issues affecting 

WaveLine Cruises in their campaign strategies globally, especially when it comes to the cultural 

adaptation needs of the Asian and Europe markets. The analysis indicates that there are underlying 

bungling in brand messaging, attitude adjustment, and cultural sensitivity that might derail the 

market penetration and customer acquisition efforts of the company in the international market. 

With the help of systematic deployment of Hofstede theory on cultural dimension, branding 

systems across the world, and the concept/ principles of intercultural communication this audit 

uncovers very critical gaps within adventure-based messaging in the European markets and 

relaxation-driven positioning in the Asian markets. The results show the extent in which poor 

cultural adaptation generates cognitive dissonance among the target markets and erodes foreign 

brand equity in foreign markets. The most important recommendations lie in the creation of a 

single worldwide brand structure that can adapt to any culture through its execution, the 

development of systematic tone and imagery restriction guidelines that will not only be respectful 

of the cultures involved but will also allow coherent branding, and the creation of central quality 

support measures that will be applied to all international promotional documents. The audit is keen 

to point out that difference between standardization and localization is nicely balanced and global 

marketing of cruises depends on its sophistication and placement of cultural proximity without 

losing its integrity as a brand. This scheme is implemented to provide solutions to short term 

market penetration hurdles coupled with long term brand building agendas in varied cultural 

settings. 

Key Expressions: intercultural marketing, global branding, cultural adaptation, cruise industry, 

Hofstede theory, brand consistency

 

1. Introduction 

The world cruise business is doing its business in a more complicated contemporary multicultural 

business environment where successful communication is a key component of a successful market 

penetration and effective number of product customers. Wave Line cruises is a leading global 

cruise line with a very strong presence worldwide especially in Europe and Asian markets, and 

therefore, there is a very high risk of inconsistency of brand, as well as a need to have different 

transformation of different marketing messages to suit various cultural orientations and styles of 

communication. The audit of intercultural communication in this case addresses the manner in 

which the global marketing campaigns managed by the company circumvent the issue of 

universalization (standardized messaging) of the brand and cultural adaptation (local 

implementation). 
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The modern cruise business development in emerging economies and those in Asia in particular 

has provided opportunities to growth of the industry beyond what has ever been experienced in 

the past and at the same time has created intercultural communication problems which are also 

multifaceted. The traditional methods of cruise marketing were created with Western markets in 

mind and do not usually appeal to Asian consumers, culture, and communication. Such a gap may 

lead to the failure of marketing investments, lost market opportunities, and even the cultural 

misconceptions that would break the brand reputation and customer relationship. 

Thus, current marketing strategy of WaveLine Cruises presupposes that the company creates 

serious inconsistency between adventure-oriented marketing process in Europe and relaxation-

driven Asian marketing efforts. Such deviation poses very important questions to the global brand 

consistency, cultural awareness and harmonization of strategies across the market globally. Its 

European campaigns are centered on action, discovery, and personal performance with adventure 

activities whereas its Asian campaigns are stress free, and it is all about getting together with the 

leisure facilities. 

Such drops in the two different approaches illustrate some of the assumptions about cultural 

preferences that might not describe the current pattern of consumer behavior or the marketing most 

active and effective approaches. Adventure versus relaxation are a polarising analytical tool that 

distort such complex cultural conditions as well as can alienate the associated individuals in every 

market that does not fit to these cultural stereotypes. Additionally, there is no consistency in the 

brand messaging hence confusion among international travelers who find themselves dealing with 

different brand personalities in different cultures. 

To counter these issues, this audit will provide systematic evaluation of marketing materials of 

WaveLine Cruises by executing them within various cultural settings using well-known theories 

of intercultural communication as well as frameworks of global branding and marking with the 

aim of finding the areas to improve. The analysis deals with the consistency of tones, the 

effectiveness of imagery, alignment of message and cultural aptness and taking into account the 

operational complexities of running a global marketing campaign in diverse cultural environment. 

Strategic meaning goes further than immediate marketing effectiveness and engulfs wider 

concerns of brand positioning, market segmentation and competitive differentiation as less 

nationally based and more globally based tourism markets and products emerge. The results and 

findings made in the course of the audit and the recommendations given thereon give guidelines 

to the maximum balance between consistent global branding of the company and cultural 

adaptation at the local level, including not only the immediate tasks of this or that marketing 

campaign, but also the requirements of long-term strategic positioning.
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2. Literature Review 

2.1 Global Branding Theory and Cultural Adaptation 

The international marketing concept of global branding theory deals with the underlying conflict 

between standardization and localization. In his landmark research on standardization of marketing 

in the global arena, Levitt (1983) presented the case of marketing with common brand strategies 

that maximize the economies of scale, delivering the common brand recognition between markets. 

Nevertheless, further studies by Douglas and Craig (1989) revealed that the cultural differences 

have a strong power to shape consumer response trends and therefore as such, adaptive marketing 

has to be done that takes into account global consistency and local relevance. 

In this case, the term of glocalisation proposed by Robertson (1995) can give an insight into how 

global brands may reserve their essential identity in the midst of local adaptations of execution 

based on local cultural conditions. This strategy reflects the fact that commercial product 

positioning in international markets is best done with advanced insight on how the effects of 

different cultures bridge the gap to the way people react to their interpretation as consumers, liking 

and hate tastes, and behavior response patterns. The concept of glocalization would be especially 

applicable to cruise industry marketing because of the experiential nature of promises used by this 

industry and because it targets people at an emotional level. 

According to Aaker and Joachimsthaler, (2000) brand architecture also accentuates the abidance 

of brand consistency in various markets, but lets imaginable brand alterations in implementation. 

This framework separates the core brand elements which should not be subject to change (brand 

essence, value proposition and personality) and more superficial elements which can be modified 

to be cultural-relevant (messaging tone, choice of imagery, choice of communication channels). 

A more modern example of brand management corresponding to the theory of Steenkamp (2019) 

conducted on the world level is the way the most successful foreign brands manage to be strongly 

culture-specific and employ the perfect balance of being consistent on a global scale and adapting 

to local needs. The study finds cultural intelligence as a very important organizational strength that 

helps journey through cultural differences without damaging the integrity of the brand. This feature 

is of especial significance in the case of service businesses such as cruising business in which 

satisfaction clearly depends upon cultural expectations to a great deal. 

2.2 Hofstede's Cultural Dimensions in Marketing Context 

The theory of cultural dimensions developed by Hofstede offers fundamental knowledge 

concerning the effects of cultural differences on the consumer behavior, preference in 

communication and marketing performance. The six dimensions of the framework; power 

distance, individualism-collectivism, masculinity-femininity, uncertainty avoidance, long-term 

orientation, and indulgence-restraint provide orderly ways of conceptualizing the issue of cultural 

differences, which influence the development and implementation of marketing strategies. 
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The difference in power also plays a major role in how consumers react to any marketing message 

especially to the appeal of power, celebrity, and status placement. Prestige positioning and status 

symbols may work better in high power distance cultures and egalitarian appeals and realistic 

experiences may work better in low power distance cultures. How cruises market themselves by 

having to walk the line on such differences, and give credibility to the brand in different cultural 

situations. 

The consumer preferences to individual achievement or group harmony, individual exploration of 

guided experiences, or personal recognition as well as collective enjoyment are determined by 

individualism-collectivism orientations. Marketing cruises in a Western oriented society have 

often focused on individual satisfaction and success whereas Asian markets could be more 

attracted to collective events and harmony with others. This can help target the messages more 

easily, and design the experience. 

Masculinity-femininity areas of concern affect how people prefer a competitive or cooperative 

experience, achievement-oriented or relationship-oriented, and assertive or nurturing styles of 

communicating. The influence of these cultural orientations on activity preferences, 

communication tone, and imagery choice are some of the issues that should be assessed in cruise 

marketing so as to adjust its cultural appeal and focus. 

Variations in uncertainty avoidance influence the sensitivity of the consumers to the extent of 

providing information instead of making vague promises, ruling out planned experiences over 

impromptu adventure, and settled over new dimensions. Low levels of uncertainty cultures can be 

answered to adventurous and unpredictable experiences rather than detailed and formatted 

experiences of information that can be required by high levels of the uncertainty avoidance culture. 

2.3 Intercultural Communication Theory in Marketing 

The theory of intercultural communication is critical to understand the effects of cultural variances 

on interpretation of messages, effectiveness of messages and consumer responsive behaviors. The 

High context and low context culture of hall (1976) provides an insight of the method of processing 

the marketing appeal to diverse cultures and will help them develop a purchase decision. 

The high-context culture means a lot to nonverbal cues, contextual information and implicit 

communication to interpret the message. In such cultures, marketing messages need to be keen in 

the use of visuals, symbols of culture and relations that communicate the meaning beyond the 

obvious written words. Low-context culture likes open communication, straightforward, clear 

information and definite advantage. Cruise marketing has to use communication styles, which suit 

the culture context preference and at the same time be clear and persuasive. 

To be an effective communicator across cultural boundaries, it is important to have adaptive 

strategies that portray intercultural sensitivity and respect as put forward in the communication 

accommodation theory authored by Giles and Ogay (2007). Culturally-competent marketing 
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communications which take into consideration the cultural communication preferences not only 

establish trust and credibility amongst the target audiences but also display respect towards them. 

Usunier and Lee (2013) note that cultural frames of reference will highlight the importance of 

cultural backgrounds to influence user interpretation of marketing message, image, and 

positioning. These frames of reference need to be understood if the marketing to the intercultural 

context is to be done in an effective manner and the communications created must have the ability 

to strike a chord within the cultural systems of meaning. 

3. Methodology 

3.1 Research Design and Analytical Framework 

The methodology of auditing is based on a thorough content analysis that would take a systematic 

evaluation of the marketing contents of WaveLine Cruises in various culturally specific contexts 

and communication mediums. The research design combines two approaches, quantitative content 

analysis and qualitative intercultural communication evaluation, which help to obtain the statistical 

data as well as a detailed cultural interpretation. 

The theoretical framework utilises the cultural dimensions theory developed by Hofstede as the 

major theoretical framework and adds the global branding theory and intercultural communication 

principles to develop the comprehensive framework of evaluation criteria. Such a multi-theoretical 

perspectives allow systematically evaluating the performance of cultural adaptation without 

excluding the main orientation on strategic goals related to marketing. 

The approach is focused on applied use of theoretical models with an academic focus on analysis 

and formulation of the recommendations. This approach acknowledges the fact that marketing 

should be effective both in theory and based on the ground on whether it is capable or not in 

working in the organizational imposed limitation and the market conditions. 

3.2 Data Collection and Sample Selection 

The primary data to be collected consists of marketing collateral used in the European and Asian 

WaveLine Cruises campaigns in various channels of communication such as online via websites, 

print advertisements, social media posts, and clips (promotional videos). This is done to cover all 

the aspects of cultures and the sample incudes materials of Germany, United Kingdom, France (as 

a representative of the European markets) and Japan, Singapore, South Korea (as a representative 

of the markets in Asia). 

Data collection processes capture the levels of consistency in the messaging, variations in tone, 

choice of imagery and culturally context-sensitive approach in various markets. Quantitative 

analysis tests the frequency of words, sentiment index, as well as linguistic complexity, whereas 
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qualitative analysis looks into cultural suitability, symbolic significance, and communication 

proficiency. 

The analysis of the marketing materials will cover the contents of the websites, social media posts, 

advertising campaigns, brochures and promotional videos created during the period 2022-2024 to 

make the contents currency and relevant. In order to get an idea of the adaptation strategies and 

approaches to consistency maintenance, the sample involves not only global campaigns that are 

localized but also the locally produced marketing materials. 

3.3 Analytical Criteria and Evaluation Framework 

The scale of evaluation uses five main criteria: the consistency of the brand (in line with the global 

brand identity), the cultural appropriateness (the respect of local cultural values and preferences), 

the effectiveness of communication (to be multifaceted and convincing), the tone adaptation 

(timely and having a suitable register and style), and the imagery relevance (the cultural relatedness 

and symbolic correctness). 

Brand consistency analysis considers the ability of the local marketing materials to retain essential 

aspects of the brand and ensuring that it becomes culturally relevant. The evaluation recognizes 

similar brand personality features, appealing propositions, positioning factors under various 

cultural settings and captures strategies on adaptation, and how they had fared. 

Cultural appropriateness measurement uses the framework of the Hofstede dimensions in 

determining how the communications materials have been written to suit cultural preferences, 

styles of communications, and systems of values. The analysis determines the strengths or 

weaknesses that a culture may have and issues of concern that may influence the perception or 

reaction of the brand. 

Communication effectiveness evaluation scrutinizes clarity of the message, persuasiveness and 

call to action applicability in various cultural settings. The assessment uses the scope of cultural 

adaptation on communications influence without jeopardizing the marketing strategy goals. 

theoretical frameworks and open description of analysis process.

 

4. Findings 

4.1 Brand Consistency Analysis Across Markets 

Marketing materials produced by WaveLine Cruises have serious inconsistency in the messages 

of the brand, the tone of the message and the positioning between the European and the Asian 

markets as evident in the comprehensive analysis of the said marketing materials. The European 

campaigns always lay stress on the aspect of adventure, exploration and individual performance 

by using the slogans like Discover your next adventure and Explore beyond boundaries. The 
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contents of these materials are characterized by active photographic elements related to the 

adventure of rock climbing, water games, and including independent exploration with regard to 

personal challenges and personal achievements. 

Instead, Asian advertising uses some completely opposite positioning that focuses on rest, calm, 

and social places. The key selling points are on the messages of, among others, Peaceful Escapes, 

Harmony at Sea and Shared Moments of Serenity. The choice of imagery entails spa sessions, 

communal food experiences, and reflective individual time focused on rest and shared pleasure 

instead of personal accomplishments. 

This gap does not only have a superficial message variation but involves the core brand personality 

differentials. European materials share an active, aggressive, and daring brand character whereas 

Asian materials exude a peaceful, supporting, and balanced brand character. Such opposite 

personalities bring cognitive dissonance to international travelers who end up meeting varied brand 

representations in various cultural settings. 

Analysis reveals irregularity in using core brand aspects such as color schemes, fonts and design 

rules. European materials use heavily saturated and contrasted color schemes with stylistic 

typography, and Asian materials use lower contrast and subdued color schemes with classic 

typography elements. These design maladjustments do compound the fragmentation of the 

messages and the demise of international brand recognition. 

The presentations of price and value propositions also differ eminently, showing that the European 

materials focused on the value-for-money and competitive pricing, whereas the Asian materials 

were very much concerned with the premium positioning and luxurious experience. Such 

economic positioning variousness is an expression of the diversity in the cultural means of 

perception of value but renders confusion regarding the real positioning of the brand in the market. 

4.2 Cultural Adaptation Effectiveness Assessment 

The use of the Hofstede cultural dimensions in the analysis of what constitutes the weak or strong 

points of the culture adaptation strategy in the case of WaveLine Cruises can be hinted out as 

follows. The differentiation is complex and well understood in terms of individualism-collectivism 

as the European materials pay ample mind to individual accomplishments and personal satisfaction 

whereas the Asian materials are targeted towards group integration and shared lives. 

Nevertheless, the adaptation strategy has very less understanding on other cultural dimensions that 

take a big role in consumer behavior. Consideration over power distance is poorly addressed and 

both European and Asian resources adopt the same form of egalitarian addressing of 

communication which may not be appealing to high power distance cultures. Lack of hierarchy 

appeal or positioning of status needed in Asian materials is a demonstration of lost chance of 

cultural match. 
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The differences in uncertainty avoidance are addressed partially by interpersonal differences in the 

degree of elaboration and structure in the description of experience. The Asian materials give a 

more detailed and systematic itinerary and well-defined activities description, whereas the 

European ones are more free and less planned in their exploration. The adaptation shows cultural 

sensitivity and is not entirely maximizing the attraction in every culture. 

Dimensions of masculinity and femininity are not well adapted and both cultural settings are 

subjected to equal level of competitive and collaborative activities. The analysis gives the 

opportunity to focus on more specified adaptation that will take into consideration cultural 

preferences of achievement versus relationship oriented experiences. 

The differences between long-term orientation and short-term orientation are not paying much 

attentiveness in the existing practices of marketing where both cultures are stressing more on 

getting instant satisfaction and short term pleasures. It is an important lack of consideration in the 

Asian markets where there is a culture of long-term planning and delayed gratification which could 

also affect the way people decide on a cruise. 

5. Discussion 

5.1 Strategic Implications of Brand Inconsistency 

The reported brand disparities in the worldwide marketing programs of WaveLine Cruises 

themselves are indicative of extremely fundamental marketing issues that stretch beyond the 

empirical marketing performance of product promoting within the short-run to looking through 

long-term brand building and competitive placement. The inherent conflict between the European 

campaign that is focused on the elements of adventure and the Asian campaigns that are based on 

the belief of relaxation is the source of the fragmented brand that does not contribute to the 

generation of consistent worldwide brand equity. 

Strategically speaking, this inconstancy denies WaveLine Cruises the effect of economies of scale, 

and benefit of brand recognition which are behind the success of global marketing campaigns. 

Such investment on the part of the company to position different cultural markets differently will 

produce the short term cultural relevance, but long term brand dilution, which reduces the 

effectiveness of overall marketing and also competitive differentiation. 

The globalization of the cruise industry implies that the customers will be regularly exposed to 

brand representations in various cultural contexts using digital media, online worldwide trip and 

hotel booking engines, and in person through referrals. The existence of conflictive brand 

personalities in such encounters can give rise to cognitive dissonance among the consumers and 

against brand trust and confidence of purchase. This is especially troubling on the part of 

international travelers who might experience various brand profiles when they come the time to 

make decisions. 
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The segmentation poses operational difficulty to marketing management as the various cultural 

markets need individual creativity development, message strategies and campaign management 

systems. This will make marketing expensive and minimize the possibility of cross-cultural 

learning and sharing of best practices that would lead to overall effectiveness of marketing. 

5.2 Cultural Adaptation Theory Applications and Limitations 

The use of cultural dimensions theory by Hofstede demonstrates the usefulness as well as 

constraints of theoretical models in providing directions to the development of an international 

marketing strategy. This discussion has evidenced that the marketing team of the WaveLine 

Cruises Company is quite advanced in learning about individualism- collective differences and has 

also managed to apply the changes in messaging techniques depending on such cultural diversities. 

Nevertheless, the little focus on other dimensions of culture implies that the cultural adaption 

approach of the company might be partial or simplistic. The lack of consideration with regards to 

power distance in the Asian marketing literature is a major oversight which may restrict the 

effectiveness of marketing in status oriented cultures where status and prestige appeals would be 

conducive to the attraction of the brand. 

The possible risks of cultural overgeneralization that can cause emergences of a new type of 

cultural insensitivity are disclosed as well through the uses of the theoretical frameworks. It is 

possible that the reasoning that Asian markets all share common desire to enjoy certain relaxation-

based experiences may not be appropriate when referring to the relatively open-ended landscapes 

in terms of preference in the Asian markets or the changing value of culture in younger and more 

international oriented consumers. 

Modern studies on new identities based on cultural hybridity and a global culture of consumption 

indicate that the assumption of cultural dimension models can be insufficient to explain the 

richness of the emerging patterns of consumer behavior. globalization aspect should also be 

included in the marketing of WaveLine Cruises in that, although in certain regions there is cultural 

convergence due to globalization, cultural distinctiveness still exists in others. 

5.3 Business English Applications and Communication Effectiveness 

The linguistic rationale proves that it is possible to use the principles of Business English, which 

are potentially applicable to intercultural marketing situations, and ensure both their professional 

resonance and effectiveness in communication. The application of suitable register variation in 

different cultural contexts by the company shows that the company understands how cultural ease 

and interaction can be influenced by the degree of formality. 

Nevertheless, the discussion shows that there are possibilities of more sophisticated use of 

Business English principles which would increase the effectiveness of communication and retain 

the cultural sensitivity. A major opportunity is the devise of integrated style rules to integrate 

cultural inclinations of communication with, at the same time, consistency in brand voice. 



12 
 

Depending on cultural contexts, there are tones that should be maintained in order to have a 

uniform personality in the brand, but at the same time admiring the cultural conventions of 

communication. The discussion indicates that the cultural sensitivity would be possible through 

more subtle solutions to the tone adaptation which would not inhibit the recognition of brand 

consistency. This could include creation of core brand voice components that became universal 

across cultures and left peripheral components to be changed in order to become relevant within 

the culture. 

The complexity of technical language variations also shows proper cultural adaptation, which 

improves understanding and participation in various cultural situations. Nevertheless, the analysis 

picks out the prospect of more structured use of the principles of plain language which would 

enhance efficacy of communication in any cultural setting. 

5.4 Recommendations for Strategic Integration 

Audit results indicate a number of strategic recommendations that could be used to resolve 

identified challenges and develop on the current strengths of WaveLine Cruises on the issues of 

cultural sensitivity. The first advice is the creation of a single global brand structure that will 

provide core brand consistency with enabling tactical adaptation culturally. 

Such a strategy would define certain non-negotiable aspects of the brand (brand essence, core 

values, major positioning) that should be the same everywhere in the world and at the same time 

it would clarify certain aspects which can be flexible (message tone, image selection, channels of 

communication) and shaped by adapting to cultural differences. This structure would offer the 

strategic rigidity required to have brand coherence without necessarily considering geographical 

diversities on brands. 

The second suggestion is to introduce an overall cultural intelligence training of marketing teams 

in every market. This training need not only be at the level of cultural awareness but also at the 

level of advanced knowledge of how cultural dimensions can shape consumer behavior and 

preferred methods of communication and even form their brand perceptions. 

In the third recommendation, it is important to note that there should be a centralized quality 

assurance mechanism, which will see to it that the cultural adaptations are done in a manner that 

does not compromise strategy but adheres to the cultural sensitivity requirements. Such process 

must involve review over cultural experts and cross-cultural consistency verification, as well as 

careful gathering feedback of the target audiences in various cultures and cultural settings. 

The fourth piece of advice would be to create a unified system of measurements that would not 

only determine the effectiveness rate of cultural adaptation but also help to maintain the integrity 

of brands. To facilitate constant upgrading and strategic adjustment, these systems ought to 

monitor brand awareness, cultural suitability, communication effectiveness, and strategy fits in all 

cultural markets.
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6. Conclusion 

The main strategic areas of improvement that can be derived out of this overall intercultural 

communication audit of the marketing campaigns conducted by WaveLine Cruises globally 

include creating brand consistency, cultural effectiveness and competitive positioning in the 

different international markets. The analysis will reveal that the company has highly advanced 

understanding of cultural differences, and have applied strategy of culturally sensitive adjustment, 

but when employed in the current manner, this cannot result in the achievement of long-term 

strategic goals, rather it contributes to brand fragmentation. 

The reported differences between the adventure-driven European marketing campaigns and the 

relaxation-driven Asian brand campaigns will be more than tactical marketing differences, but 

rather core strategic issues that need to be addressed by a methodological approach in 

organizations. The findings of the audit expand on the assertion that effective international 

marketing must swing a high level of balance between cultural sensitivity and brand uniformity 

without both being culturally insensitive and brand diluted. 

Usage of the cultural dimensions theory developed by Hofstede gives useful hints about what can 

be expected regarding cultural adjustment needs but also exposes the draw-backs of 

overgeneralized cultural hypotheses. The analysis shows that efficient intercultural marketing 

needs delicate comprehension of differences in culture and combined with identification of 

changing consumer behavior patterns and global cultural convergence patterns. 

The Business English analysis demonstrates that the correct linguistic decisions can be an 

important measurement in terms of marketing efficiency in the cross-cultural settings which are 

also an opportunity to represent the communication principles in more advanced manner. 

Incorporation of coherently defined style guidelines that support individual cultural preferences in 

communication as well as preserving and upholding global brand voice is one of the key success 

factors in global marketing efficacy. 

The strategic recommendations offer practical guidelines to tackle solution to the identified issues 

whilst leveraging on existing cultural sensitivity strengths of WaveLine Cruises. The focus on the 

harmonized brand architecture, establishment of cultural intelligence, quality assurance 

mechanism, and the integrated measurement systems provide the overarching solutions to the 

achievement of the optimal balance between consistency on a global scale and its local relevance. 

The implications of the audit however, is not only limited to WaveLine Cruises but matters relating 

to intercultural development of marketing strategies in business settings that are becoming more 

globalised.  

Potential future research directions are longitudinal study of integrated marketing strategy 

performance, an evaluation of various strategies of cultural adaptation among the different cruise 

companies and the creation of standard measures of cultural adaptation success. The research 

directions have a potential to contribute to the theory and the practice of intercultural marketing. 



14 
 

Intercultural communication competence is becoming a vital competitive tool since the global 

cruise industry continues expanding into the various cultural markets. WaveLine Cruises has the 

basis of becoming competent in conducting complex intercultural marketing but in order to achieve 

this potential, strategic integration of cultural sensitivity with need to maintain continuity of brand 

is necessary. The recommendations of the audit can be used to measure this integration together 

with creation of sustainable competitive advantages in the ever complex global markets.
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