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Resumé – Når sociale medier møder interkulturel kommunikation 

Når en virksomhed vælger at bevæge sig fra sit vante hjemmemarked til et nyt marked i en anden 

kultur, kan der hurtigt opstå uventede problemer. Disse problemer opstår ved, at man fra at operere i 

sin egen velkendte kultur pludselig skal operere i en fremmed kultur, hvor andre værdier og normer 

påvirker dagsorden. Det er derfor nødvendigt at overveje, hvorvidt man skal tilpasse sin 

kommunikationsstrategi til den nye kultur. I en tid hvor globaliseringen har gjort afstanden mellem 

lande mindre, er dette spørgsmål i dag yderst relevant, da der i højere grad bliver kommunikeret på 

kryds og tværs af landegrænser. En af de faktorer der ligger til grund for dette er den stigende 

digitalisering af verden, hvor flere og flere mennesker har adgang til internettet. Dette har medført, 

at et stigende antal virksomheder er begyndt at kommunikere på digitale platforme såsom sociale 

medier. Derfor er det vigtigt, at virksomhederne er opmærksomme på de faldgruber, der kan være, 

når man kommunikerer på sociale medier. Nogle af disse faldgruber opstår netop gennem de 

kulturforskelle, der eksisterer mellem de kommunikerende parter. Dette speciale omhandler derfor 

interkulturel kommunikation på sociale medier i et teoretisk perspektiv. 

Det empiriske grundlag for specialet tager udgangspunkt i den danske møbelvirksomhed 

BoConcept og deres brug af sociale medier i Colombia. Målet er at undersøge interkulturel 

kommunikations betydning, når virksomheder kommunikerer på sociale medier. For at kunne 

udforske dette problemfelt har jeg opstillet følgende to forskningspørgsmål, der vil blive besvaret i 

specialet: 

1) Hvordan håndterer BoConcept kulturforskelle gennem deres kommunikation på sociale 

medier i Colombia?  

2) Hvordan kan BoConcept, fra et interkulturelt perspektiv, bruge og udnytte sociale medier 

bedre i Colombia? 

For at kunne besvare ovenstående spørgsmål har det været nødvendigt at indsamle empiri i kraft af 

materiale fundet på de tre mest populære sociale medier i Colombia; Facebook, Twitter og 

YouTube. Derudover er der blevet foretaget to interviews med henholdsvis BoConcepts Marketing 

Koordinator for Latinamerika samt en Colombiansk ekspert på sociale medier. Dataindsamlingen 

vil, på baggrund af mit valg af teori, hjælpe til at få et indblik i, hvordan BoConcept bruger sociale 

medier i Colombia, samt hvordan de burde bruge sociale medier. 
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Det teoretiske grundlag for dette speciale er baseret på teorier fra essentielle teoretikere inden for 

områderne interkulturel kommunikation og online kommunikation. Ting-Toomeys begreber vil 

danne grundlag for den teoretiske kommunikationsanalyse understøttet af elementer fra Deuzes 

samt Gulbrandsen & Justs begreber om online kommunikation. Hofstedes kulturdimensioner vil 

sammen med Halls begreber om høj- og lavkontekstkulturer danne rammen for den komparative 

kulturanalyse. Usuniers og Kotlers teorier om kultur og marketing vil danne grundlag for en 

sammenligning af BoConcepts online kommunikationsstrategi og det teoretiske aspekt. Derudover 

vil Qualmans teori om sociale medier danne grundlag for et forslag til implementeringen af en 

interkulturel online kommunikationsstrategi. 

Ved at se på hvordan BoConcept kommunikerer på sociale medier i Colombia, kan det konkluderes, 

at BoConcept ikke tager højde for kulturforskelle, når de kommunikerer på sociale medier. Derimod 

bruger de en standardiseret global kommunikationsstrategi. Dette understøttes af mine 

observationer i analysen, da BoConcept ikke er aktive på sociale medier i Colombia. De henviser til 

en amerikansk Facebookside, hvor kommunikationen dog er målrettet den amerikanske kultur og er 

påvirket af den globale strategi, der er opstået i Danmark. Dette stemmer ikke overens med det 

faktum, at der ikke findes én global forbruger med de samme kulturelle værdier. Derfor bør 

BoConcept tilpasse deres kommunikation til den colombianske kultur, som i den komparative 

kulturanalyse blev karakteriseret som en kollektivistisk, maskulin og højkontekstkultur med høj 

usikkerhedsundvigelse. Da sociale medier er bygget på fundamentale, menneskelige og 

kollektivistiske værdier, understøtter det yderligere vigtigtheden for BoConcept at være til stede på 

disse platforme.  

På baggrund af den præsenterede teori og mine analytiske observationer af BoConcepts brug af 

sociale medier i Colombia, har jeg udarbejdet et forslag til en interkulturel online 

kommunikationsstrategi. Denne strategi indebærer en social mediekampagne på Facebook, Twitter 

og YouTube bestående af tre trin, som BoConcept kan følge for at skabe opmærksomhed omkring 

deres brand. Dette vil yderligere skabe engagement blandt forbrugerne, hvor det er vigtigt at tage 

højde for de førnævnte colombianske kulturelle værdier, når de kommunikerer. I den forbindelse er 

det vigtigt at tage hensyn til de kulturelle identiteter der automatisk opstår, når man kommunikerer 

på sociale medier. Dette vil skabe en fællesskabsfølelse, hvor colombianerne vil føle sig som en del 

af gruppen, da deres kultur på denne måde bliver respekteret og inkluderet.  

 



7 

 

1. Introduction 

When a company chooses to expand its home market to another market in another country, new 

problems arise, which the company has to consider. The move implies a shift from operating within 

its own well-known and native culture to operating among other cultures and values. In this regard, 

the company has to decide if cultural differences should be considered in its communication 

strategy, and whether the strategy should be adapted culturally to new markets. Business 

communication approaches have become increasingly important in the world today where 

globalization has had the effect of dissolving borders, thereby increasing cross-cultural 

communication. Globalization has been facilitated by a growing digitalization, through which an 

increasing number of people around the world has access to the Internet. Today we see a growing 

trend for companies to take advantage of this interest in the digital world by communicating to 

people through online channels such as social media. How to interact, and what to consider when 

communicating across cultures through social media, among other things depend on the cultural 

differences between the parties communicating. This thesis addresses the growing problem faced by 

businesses seeking to reach a global consumership through social media. I will argue that there is in 

fact no such thing as a single “global consumer,” but rather segments of consumers differentiated by 

various cultural factors. Companies must be critically aware of and sensitive to cultural differences 

in order to communicate effectively with consumers. Social media offers powerful tools to engage 

with consumers, but it can pose dangers or become ineffective if the cultural differences that define 

various segments of consumers are not taken into careful consideration. Through theoretical 

perspectives on intercultural and online communication as well as empirical research, I will focus 

on the problem of intercultural online communication in a case study of a company that is currently 

failing to reach consumers online through its neglect of cultural differences. The problems and 

potential solutions revealed by this case study, I will argue, can be a model for all businesses 

seeking to attract and engage with consumers around the world through social media.  

The empirical basis for this thesis is a case study of the Danish furniture group BoConcept and its 

use of social media in Colombia. The theoretical foundation is based on ideas proposed by theorists 

of both cultural and online communication. BoConcept was selected based on the fact that it is a 

Danish B2C company operating in Latin America (LatAm). LatAm is an interesting continent 

because it is a rising star in the global economy, with a fast-growing Internet audience (Victorica & 

Yu, Apr. 2011). Colombia is a good example of a LatAm’an country that is experiencing economic 
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progress and growth, along with an increasing use of Internet and social media (Lock, Oct. 2011). I 

have decided to focus on BoConcept’s struggle to engage with a Colombian market because I am 

interested in working with consumer markets, and because I have deep knowledge of both the 

Danish culture within which the company’s home office operates and the culture of Colombia, 

where I lived and studied.  

For this thesis, it is essential to look first at the progress and general use of Internet and social media 

in LatAm because of its growing importance in a globalised economy, and then at the specific 

example of Colombia because it highlights both potential problems and advantages raised by the 

use of social media in the region. I will establish why communication via social media is important 

for companies operating in LatAm, and argue the critical importance of intercultural awareness on 

social media. In the theoretical framework section, I will present relevant theories that discuss the 

importance of intercultural awareness on social media and look at how intercultural communication 

affects communication on social media. Through this framework, I will perform an analysis of the 

Colombian culture, its values, traditions, and norms, which will allow me to pinpoint what 

BoConcept is doing wrong in its social media communications in that country, and to recommend 

what the company might do differently. I will then offer an in-depth case study of BoConcept, 

investigating its use of social media in Colombia. Through this investigation, and in light of theories 

concerning social media and intercultural awareness, I will propose an intercultural online 

communication strategy that can both help BoConcept engage successfully with Colombian 

consumers and provide a model for other foreign businesses seeking engagement via social media 

in LatAm and beyond. 

1.1. Problem statement  

Intercultural communication is increasingly taking place in the digital sphere, reflecting the growing 

popularity of online social media. Cultural differences are important elements to consider when 

communicating across cultures on social media, and companies need to consider them before 

engaging in intercultural online communication. The problem is that we keep operating within the 

same cultural groups online as we do offline. But successful communication on social media is only 

truly effective when it is adapted to reflect cultural diversity, and it is of great importance that 

companies are aware that they cannot apply the same methods in each country. To demonstrate this, 

a single case study of BoConcept in Colombia will be made, which focuses on the significance of 
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intercultural awareness on social media. In order to explore this subject, it is necessary to raise and 

answer two important research questions. 

Research questions: 

1. How is BoConcept addressing intercultural differences when communicating on social 

media in Colombia? 

2. How could BoConcept, from an intercultural perspective, utilise social media better in 

Colombia? 

1.2. Delimitation 

Before approaching the problem of intercultural online communication, it is necessary to mention 

some limitations that affect the scope of this thesis. In my case study of BoConcept’s use of social 

media in Colombia, I have decided to focus only on its use of Facebook, Twitter and YouTube, 

given that these are the most popular social media in LatAm (Appendix 1). Furthermore, because 

the area of focus involves intercultural online communication, I have decided only to comment on 

and analyze BoConcept’s use of social media from an intercultural perspective. Given that this 

thesis will focus only on dealing with the technologies of social media, online communication is to 

be considered as an overall definition encompassing social media channels such as Facebook, 

Twitter and YouTube. Because social media derives from online communication, I will not 

elaborate on whether there is a difference between social media and online communication. Instead, 

the two phenomena will be considered as one. It is also important to consider that because social 

media is a fairly new way of communicating and is constantly evolving, I found it necessary to use 

theories that are up-to-date, in order to get a valid picture of these types of online communication. 

The theories used in this study have therefore been thoughtfully chosen for their relevance to the 

given research question.  

This study will primarily be a comparison of the cultures of Denmark and Colombia. However, 

because BoConcept in Colombia refers consumers to its American Facebook page, it is also 

relevant to briefly comment on and include the American culture. It can be said that looking at 

LatAm as a whole and not the individual countries in this region, only gives a general and 

stereotypical indication of this continent, but it is important to take into account that each country is 

culturally different and that LatAm should only be seen as a general example of these countries. I 
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have chosen to narrow my investigation of a wide-ranging problem by focusing on a Colombian 

case study, which can highlight in detail issues, problems and potential solutions relevant to LatAm 

as a whole. 

 

2. Case presentation  

2.1. Why is communication on social media relevant for foreign companies in LatAm?  

As will be demonstrated, interest in LatAm is very strong, with an increasing number of foreign 

companies expanding their markets into this area. This is because it is becoming more and more 

attractive for investment, given the fact that LatAm’an countries have managed the global economic 

crisis very well (Prytz, Sept. 2011). As the following table indicates, most LatAm’an countries 

show an increase in growth, where Colombia is one of the strongest and fastest-growing economies 

in LatAm, making it a very suitable country to investigate (Victorica & Yu, Apr. 2011).  

 

On Forbes’ list1 of the best places to do business in the world in 2010, Colombia was rated as 

number 51, and is therefore the third best country in LatAm for business (Prytz, Apr. 2011). Many 

foreign companies see the highest-rated countries in LatAm as perfect to test their own national 

products, and then afterwards expand to other markets on the same continent. 

                                                           
1 An American business magazine featuring original articles on finance, industry, investing, and marketing topics: 

http://www.forbes.com/lists/2011/6/best-countries-11_land.html 
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The rapidly increasing economic growth and progress of LatAm is also reflected in the increasing 

use of the Internet and social media, where LatAm doubles the worldwide growth rate of online 

population, which I will elaborate on in the following section (Victorica & Yu, Apr. 2011).   

2.1.1. Internet usage in LatAm 

As indicated, the presence of foreign companies in LatAm is increasing daily, and cross-cultural 

communication is therefore an important element for companies doing business on this continent. In 

this regard, it is interesting to find out whether it is even relevant for foreign companies to 

implement online communication strategies in LatAm, when the internet population is so low, 

compared to the rest of the world. In fact, only about a third of the approximately 600 million 

people living in LatAm use the Internet, and if we look at the bigger picture, the LatAm’an Internet 

population consists of only 10.3% of the total world Internet population (Internet World Stats B). It 

may be that the Internet population in LatAm is relatively low at present. However, as indicated in 

the table below, there has been a remarkable increase in growth where the Internet population in 

LatAm increased by 15% in the past year alone (Internet Usage Statistics, March 2011). 

Furthermore, the Colombian Internet population grew by 24% in the past year, making it the second 

fastest growing country in LatAm, after Venezuela (Seguic, March 2011).  

   

Another interesting element involves Internet penetration in LatAm, where Colombia comes fourth 

with 55.9%, surpassed only by Argentina, Chile and Uruguay (Internet World Stats A). This 

indicates that more than half of the Colombian population uses the Internet. These numbers are high 

compared to the rest of the world’s average Internet penetration rate, which is merely 32.2% 

(Internet World Stats A). It is also worth mentioning that Euromonitor International predicts that 
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LatAm will be the fastest growing market in 2014, when it comes to online commerce (Victorica & 

Yu, Apr. 2011). Alejandro Fosk, comScore2 senior vice president in LatAm, says that: 

“During the past year, Latin America has experienced strong growth in Internet usage throughout 

the region,” and “consumers are turning to the Internet for a variety of activities including 

communication, social connection, information and commerce, as the web becomes an increasingly 

valuable resource for consumers and marketers alike. With continued growth expected across the 

region, advertisers and publishers are just beginning to realize the tremendous potential that exists 

for this channel throughout Latin America.” (Seguic, Mar. 2011: 1).  

The increasing use of the Internet in LatAm therefore shows a huge potential for companies to 

engage in online communication with customers and potential customers. They have a chance to 

follow this evolving trend and “take advantage” of the fact that people are online. However, not 

many companies in LatAm use online communication as part of their communication and 

marketing strategy yet, and are thus positioned to become the first movers in the LatAm’an market 

(Cordasco, Oct. 2010). 

2.1.2. The LatAm’an population’s use of social media 

Having looked at the overall Internet usage in LatAm, I will now look at how the Internet is used for 

communication by the public in LatAm, as it can be useful for companies to know more about 

consumers’ general use of the Internet, thus clarifying how they can manage online communication 

on these platforms.  

“Social networking has become an essential part of consumers’ digital lives over the past several 

years,” says Fosk about the LatAm’an social networking market. Social media is also changing the 

way marketing messages are disseminated and offers new channels to engage with current and 

potential customers (Radwanick, Sept. 2011). It can be said that social networks have had a huge 

influence in LatAm. In June 2011, 114.5 million people in LatAm visited a social networking site, 

representing 96% of the entire online population in the region. In the past year, the social 

networking audience in LatAm has increased by 16%, while the total time spent on social 

networking sites has increased by 88% (Radwanick, Sept. 2011). This means that the LatAm’an 

                                                           
2 comScore is a global leader in measuring the digital world and preferred source of digital business analytics. 
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population is strongly engaged in social networking. In fact, half of the top 10 worldwide markets 

ranked by time spent on social networking sites are in LatAm (Radwanick, Sept. 2011). 

Facebook strongly leads the social networking market in LatAm, reaching more than 91 million 

visitors; five of the top 10 markets reached by Facebook are in LatAm, of which Colombia is one, 

as illustrated in the table below (Radwanick, Sept. 2011). The social networking category therefore 

continues to be very high throughout LatAm and, as indicated in the table below, a survey 

conducted by comScore cited Brazil as Twitter’s number 1 market in October 2010, with Colombia 

in the top 15 markets by reach.  

 

It is therefore clear that the LatAm’an populations are present on social networking sites; in fact, 

they are increasing their presence, which is why it may be a good idea for foreign companies to be 

present there as well, because companies’ reputations are at risk if they are being talked about on 

social media and are not part of the dialogue (Cordasco, Oct. 2010).  

2.1.3. The LatAm’an companies’ use of social media 

Having established the increasing interest and participation of LatAm’ans in social media, I will 

now look at how companies in LatAm use social media before presenting my case study.   
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A LatAm’an social media study made by Burson-Marsteller, a leading global public relations and 

communications firm, in October 2010, revealed that only about one half of LatAm’an companies 

have a presence on social networks. This means that only half of them use at least one of the most 

popular social media platforms (Facebook, Twitter, YouTube or corporate blogs), compared with 

79% globally. The study found Facebook to be the most popular social media tool used by 

companies in that region (39%). Moreover, it showed an interest from stakeholders in engaging 

with LatAm’an companies on Facebook, as more than one half of the company pages analyzed has 

comments from “fans”.  

Twitter was the second most popular social media platform, with 32% of LatAm’an companies 

maintaining a Twitter account. However, half of the companies studied had tweets posted about 

them by stakeholders on Twitter, revealing that many LatAm’an companies are being talked about 

on Twitter but have no presence on the social media channel. Colombian companies have the 

biggest gap, where only 29% of businesses have a Twitter account, but 86% are being mentioned by 

stakeholders’ tweets, which mean that these companies are being left out of the conversation. While 

fewer LatAm’an companies are on Twitter than in other regions (32% vs. 65% globally), the 

LatAm’an companies have almost twice the number of followers (2,626 followers vs. 1,489 

globally). This demonstrates that LatAm’an consumers are increasingly willing to participate and 

interact with businesses via social media (Cordasco, Oct. 2010). 

To summarize, it can be said that along with the growing rate of Internet users and Internet 

penetration in LatAm, people increasingly use the Internet and social media to communicate with 

other individuals and with companies. It is, however, noteworthy that not many companies in 

LatAm seem to take advantage of the possibilities of communicating on social media, even though 

there is a high interest from consumers and potential consumers in following and communicating 

with companies on these platforms.  

2.2. Why Colombia? 

Having discovered how people and companies use the Internet to communicate on social media in 

LatAm, I will explain in this section why I have chosen Colombia to be the most interesting and 

relevant country in LatAm in terms of intercultural online communication.  

I found Colombia to be the most relevant country to explore in LatAm partly out of personal 

interest, because I used to live there, but also because it is a country experiencing economic growth, 
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which is reflected in the increasing foreign interest in the country. One of the areas where you can 

see that it is a progressing country is through its growing use of the Internet and social media (Lock, 

Oct. 2011). Colombia has shown remarkable progress as an online market, which is indicated by the 

growth of 18% in online population between May 2010 and May 2011, making it the third fastest-

growing country in LatAm. The same position can be seen in the Internet penetration rate, which is 

approximately 50%. In addition, it is in the top four in LatAm among Internet users. It is also 

significant that Colombians search more online than any other country in LatAm, and on social 

media they have a 90% penetration rate (Lock, Oct. 2011). 

It is particularly useful to look at Colombia because BoConcept operates in this country and just 

recently opened up its third franchise there, which could indicate that there is good potential for 

foreign companies in this country. Colombia is a suitable subject for this study given the fact that 

there are significant cultural differences between the Danish and the Colombian culture, which I 

will elaborate on in my theoretical framework. In the following section I will explain why I have 

chosen BoConcept as a case study. 

2.3. Why BoConcept? 

As the basis of a case study, this thesis will look at the Danish furnishing group BoConcept, as it is 

a Danish B2C company operating all over the world, with many years of experience in the 

LatAm’an market. BoConcept recently announced that in 2012 it will invest heavily in online 

communication, which increases its relevance for this study (Gregersen, June 2011). Furthermore, 

BoConcept makes an interesting case study, because it continuous to enjoy a substantial increase in 

activity level and revenues in LatAm as a result of improved market conditions and massive efforts 

to increase awareness of its brand (BoConcept, Dec. 2011). Another reason why I chose to look at 

this company is that I see some difficulties in the way they seem to use a “one size fits all” global 

online communication strategy for all countries and cultures. I believe that this can be a problem 

because of the cultural differences that may arise when communicating across cultures. I therefore 

investigate how BoConcept attempts to balance the relationships among their corporate brand, 

online communication and intercultural communication. 
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2.4. BoConcept’s online communication strategy for Colombia 

Having determined that only a very limited number of companies in LatAm use social media as part 

of their communication strategy, even though there is a great demand from consumers and potential 

consumers, I will now look at how BoConcept uses online communication as part of its strategy.  

On Boconcept’s web page, an overall brand and communication strategy is expressed as follows:  

“A strong and uniform global brand which clearly reflects our concept values becomes ever more 

important in the battle of attracting the right customers to BoConcept Brand Stores worldwide. The 

definition of the brand and the creation of the marketing and concept tools intended to build brand 

value relative to target group are controlled from our head office, but implemented nationally and 

locally via our national market organizations in order to ensure the effective utilization of our 

marketing resources.” (BoConcept, 2012).  

All communication and marketing is therefore clearly defined by the management in Denmark, 

which seeks to create a global homogenous brand: BoConcept uses an overall global 

communication strategy for all countries where they are present, although with some cultural 

adjustments. In my interview with Juan Carlos Fandiño, BoConcept’s Marketing Coordinator for 

LatAm, he affirms this corporate approach: “Yes, there is one overall global communication 

strategy in order to keep building the brand; however, messages and communication can be 

customized to fit specific market needs while still being BoConceptual” (Appendix 2). Whether or 

not its messages and communication strategies actually are customized to fit the Colombian market 

on social media, is something I will examine later in my analysis. 

The Chief Executive Officer (CEO) of BoConcept, Viggo Mølholm, believes that because the 

company implements the same concept and global strategy for all countries, it is possible for it to be 

successful in many markets. If, instead, it were to adjust its strategies market by market, it would 

then have to concentrate on a very limited number of markets (Aarhus University, Jan. 2011). 

Mølholm further says that BoConcept’s brand is positioned worldwide as slightly higher and more 

expensive than the middle market, but is cheaper than the most expensive and luxurious brands in 

its category, which means that it has created its own “affordable luxury segment” (Aarhus 

University, Jan. 2011).  



17 

 

These statements from BoConcept’s CEO and the Marketing Coordinator for LatAm give an idea of 

their online communication strategy for Colombia. In my analysis, I will elaborate on these 

statements and further investigate BoConcept’s use of social media in Colombia. However, before 

moving on to the theoretical framework, which will help determine whether its online 

communication strategy is tenable for Colombia, I will in the next section describe the methods for 

solving my problem statement. 

 

3. Methodology  

In this section, I introduce the framework that constitutes the basis for this thesis. I offer a 

description of my empirical research, in terms of my case study and data collection, which I follow 

with an analysis of the theoretical framework that I will use to argue that intercultural online 

communication can only be effective if cultural knowledge is gained and cultural differences are 

understood and respected. 

3.1. Case study 

This study is made to contribute to the sparse research conducted on the given subject—intercultural 

online communication—which is becoming increasingly more relevant, along with the increasing 

popularity of people and companies communicating on social media around the world. Due to lack 

of empirical research on the given subject, I have been compelled to do my own empirical 

examination. I decided to do a single case study of the Danish company BoConcept in Colombia 

because it offers a great example of a foreign company attempting to utilize social media in LatAm. 

BoConcept is a company operating in many cultures, with a goal to increase its online 

communication in 2012 (Gregersen, June 2011), including in Colombia.  

A case study is “an empirical investigation, which explores a phenomenon in a time-related context. 

The phenomenons explored are determined in advance, and the case study gives us the possibility of 

studying them” (Neergaard, 2007: 17). I will use BoConcept as a case study to determine whether 

the company is attentive to cultural differences when it communicates on social media. It serves as 

a representative case of the issues and potential problems I am investigating, namely, the 

significance of intercultural communication on social media. The analysis of this case aims at 

shedding light on how to combine theories of intercultural communication with theories of online 
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communication in practice. On the basis of my analysis and theory, I will be able to set up certain 

recommendations and measures to be taken for intercultural online communication. Because the 

term intercultural online communication has not been the subject of much investigation and 

research so far, I believe that my case study could, to some extent, be described as phenomenon 

revealing (Andersen, 1999: 165-166). In using BoConcept as a case study, I am therefore trying to 

reach a conclusion on a broader question: how companies can effectively communicate on social 

media in another culture. I therefore use an inductive method (Andersen, 1999: 39-40), which is 

common in exploratory investigations and case studies, because it allows me to use my observations 

to develop general principles about a specific subject, which in this case is intercultural online 

communication. However, according to Neergaard (2007: 51-52), it is not possible to generalize 

based on the findings from the case study itself, as it is context-dependent, although it is possible to 

use an analytical generalization. This means that elements from one context can be transferred to 

another similar context, which is also called a theoretical generalization, as it draws some parallels 

between reality and theory (Kvale & Brinkmann, 2009: 289). In this case, there are some parallels 

between BoConcept’s use of social media in Colombia and theory on intercultural communication 

and online communication. Through these parallels, knowledge on how companies could use online 

communication in another culture may be obtained and acted upon.  

According to a social constructivist point of view, case studies are often limited in regard to 

objectivity, because they are based on the interpretations of the researcher. However, as Kvale and 

Brinckman say, objectivity itself has different meanings. In this dissertation, I subscribe to their 

interpretation of the word “reflexive objectivity”, which allows me to reflect upon my own 

inevitable prejudices and subjectivity (Kvale & Brinckman, 2009: 268-269). According to 

Flyvbjerg, “(…) experience indicates that the case study contains a greater bias towards falsification 

of preconceived notions than towards verification” (Flyvbjerg, 2004: 429). This means that by 

doing this case study, there is a great possibility that although I may have preconceived views and 

assumptions, they may have to be revised in the course of this in-depth case study. There is 

therefore greater potential to arrive at a more truthful, flexible, and self-conscious hypothesis 

regarding intercultural communication through social media.  

3.2. Data collection 

For this case study, and because the context of this study involves intercultural online 

communication, my empirical investigations have been based on comprehensive research and 
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selection, where the Internet has worked as a primary main tool. For the analysis of this study, and 

in order to illustrate the significance of intercultural awareness on social media, I have therefore 

found it necessary to use material primarily from various Facebook pages, YouTube and Twitter 

accounts. In addition, I have researched various articles, videos and research involving BoConcept, 

and the use of Internet and social media in LatAm and Colombia. The material found on social 

media was primarily discovered by collecting observational data to investigate the user behavior in 

the social media communities selected. These social media were selected based on the fact that they 

are the most popular social media in Colombia, which the research in the case presentation 

discovered. A considerable amount of time was spent observing those social media to develop 

richer insight into the significance of intercultural communication on social media. Information was 

collected based on the structure of the social media observed (number of users, types of social 

media used, features of social media, etc.) and about the behavior of its users (level of participation, 

interaction, and cultural differences in terms of cultural values and identities, shared interests and 

needs, etc.). The research was made with the objective to collect information relevant to the 

theoretical framework investigated in this study. This was done primarily by looking at how 

BoConcept interacts with the users on the given media, according to the cultural considerations 

accounted for in the theoretical section.  

It was furthermore found necessary to proceed empirically, in the form of a qualitative written 

interview I conducted with BoConcept’s Marketing Coordinator for LatAm, Juan Carlos Fandiño, 

in order to find out more regarding the company’s online communication strategy for Colombia 

(Appendix 2). A qualitative approach will help discover some of the motives for BoConcept’s use 

of social media in Colombia (Neergaard, 2007: 12). I chose to do an interview with BoConcept’s 

Marketing Coordinator because he is one of the key people responsible for BoConcept’s 

communication and marketing in Colombia. This interview, along with the theories used in this 

study, helps constitute the basis for my analysis of how BoConcept communicates on social media 

in Colombia. I also conducted a second interview with the Colombian social media expert Paulo 

Carvajal, who is also a professor at the university EAFIT, where I used to study at in Medellín, 

Colombia (Appendix 1). This interview was designed to discover tendencies of companies using 

social media in Colombia, and the cultural differences of note for social media in this culture. Both 

interviews are used to complement the goal of this study, which is to achieve a general perspective 

on how companies can effectively use social media in another culture. In preparation for the 

interviews, I found inspiration in Ib Andersen’s theory on personal interviews, which means these 
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interviews were partly structured. That is, I had a certain number of questions I wanted answered; 

however, I was still open to new information and point of views that the interviewees contributed 

(Andersen, 1999: 168-171).  

3.3. Theory 

The motive for writing this thesis is that there is not a satisfactory definition of “intercultural online 

communication”, which means that there is a lot of theory on intercultural communication and on 

online communication, but not on the significance of intercultural communication in online 

communication. This also means that the theoretical framework used for this thesis will be built 

upon theory on the subjects of intercultural communication and online communication. In this 

regard, I will have to combine the relevant theories for these two phenomena in order to understand 

their interconnection and interdependence, and in order to answer the problem statement and 

research questions for this study. The results from the theoretical framework will be used to 

examine the main subject of this study: the significance of intercultural awareness on social media. 

In order to execute a theoretical communicative analysis, I have decided to use theoretical elements 

from well-known theorists such as Kotler (2006) and Usunier & Lee (2009) in the field of 

marketing. For an understanding of online communication, I have used theories from Deuze (2006), 

Qualman (2009) and Gulbrandsen & Just (2011). For an understanding of intercultural 

communication, I have used theories by Ting-Toomey (1999), Hofstede (2005) and Hall (1976). 

Ting-Toomey’s ideas about intercultural communication will form the basis for my theoretical 

communicative analysis, supported by elements from Deuze’s and Gulbrandsen & Just’s theories of 

online communication. Hofstede’s idea of cultural dimensions, along with Hall’s concept of high- 

and low-context cultures, will provide the framework for the comparative cultural analysis. Usunier 

& Lee’s and Kotler’s considerations on culture and marketing will constitute the basis for a 

comparison of theoretical approaches to understanding BoConcept’s online communication 

strategy. I will use Qualman’s theories concerning the economic power exerted by social media to 

propose to BoConcept the implementation of a social media strategy.  

Having presented the methodology that forms the basis for this thesis, I will in the following section 

offer, explore, explain and compare various theories of intercultural online communication in order 

to construct a theoretical framework with which to define and solve the problems BoConcept faces 

in its attempt to engage with Colombian consumers. 
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4. Theoretical framework on intercultural online communication 

In order for companies to understand the importance of considering culture when communicating 

on social media, this theoretical framework section will provide an understanding of what 

intercultural communication and online communication are, and how they reciprocally influence 

one another.  

4.1. Why is intercultural communication important in the digital sphere?  

The increasing influence of the Internet undoubtedly offers more opportunities for advertisers and 

marketers to develop their marketing strategy, but it also provides a low-cost gateway for building 

global marketing communication to most corporations (Po-Lin & Xu, Apr. 2009). Therefore, it is 

crucial that corporations effectively use the Internet, in order to survive in a highly competitive 

global marketing environment. A way to successfully use the Internet to communicate is to be 

aware of certain cultural barriers that might prevent a foreign company from interacting effectively 

with its consumers. Rugimbana & Nwankwo (2003) support this argument, as they claim that there 

is a high risk of ethnocentrism in cross-cultural marketing activities, which means that even though 

a certain marketing approach or a marketing mix might be successful in your home country, it is far 

from certain that it will be successful in a foreign country. From a globalization perspective, the 

cultural divergences among different countries may also account for differences in the various types 

of online communication, as discussed in the case presentation.  

4.2. What is intercultural online communication? 

Having learned how companies need to consider culture as an important aspect of their way of 

communicating online, I will in this section provide a description of what characterizes culture, and 

how it influences online communication.  

Depending on one’s perspective, culture can be perceived in many ways. However, the most 

common perception, and the most relevant for this study, is that it describes a set of implicit 

principles and values to which a large group of members in a community subscribe. In other words, 

culture is defined as a complex frame of reference that consists of patterns of traditions, beliefs, 

values, norms, symbols, and meanings that are shared to varying degrees by interacting members of 

a community (Ting-Toomey, 1999: 10). It is important to highlight that culture is not something we 

are born with; rather, it is something we learn. Therefore, if you want to understand other cultures, 
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you can learn them and act according to what is expected within those cultures (Beamer & Varner, 

2005: 7). With this in mind, culture can be described as an iceberg, where the deeper layers, for 

example, traditions, beliefs and values, are invisible; we only see and hear the uppermost layers of 

cultural artifacts, for example, fashion trends, music and verbal and non-verbal symbols. However, 

it is the deeper layers of beliefs and values that drive people’s thinking, reactions and behaviors. 

Thus, in order to understand a culture properly, it is necessary to match its underlying values with 

its respective norms, meanings and symbols (Ting-Toomey, 1999: 10).  

The term “intercultural” becomes interesting when members of different online cultural 

communities or identities engage in a communication process, for example, when a Dane 

communicates with a Colombian on social media, because certain differences may occur, which 

derive primarily from cultural group membership factors such as beliefs, values and norms. I will 

elaborate on this in my section on online cultural identities. In this case, intercultural online 

communication takes place when these factors affect the communication process. Learning the 

knowledge and skills to manage these differences successfully, and acknowledging when the 

cultural differences occur, are what make intercultural online communication complex. 

Misinterpretations may create a situation where the relationship or the communicative goal never 

reaches a satisfactory level. In order for this not to happen, it is necessary to integrate knowledge 

and skills and practice mindfulness in the online communicative process, which means that you are 

aware of your own and others’ behavior in a given situation (Ting-Toomey, 1999: 16). This 

intercultural online communication process is seen as irreversible; because once your message has 

been uttered and decoded by others it might already have created a damaging impact on the receiver 

and can therefore not be changed. Therefore, in order to understand, we can mindfully choose 

words and behaviors that make dissimilar others feel included. The general goal of effective 

intercultural online communication is to create shared content meanings between dissimilar 

individuals in an interactive situation, and to make mindful choices so as to see things from their 

perspective. This can only be achieved by developing new ways of listening to others and 

perceiving things as they may perceive them (Ting-Toomey, 1999: 24).  

In summary, intercultural online communication exists when individuals from two cultural groups 

communicate on, for example, social media. Certain deep-level differences such as cultural 

traditions, beliefs and values might surface. Mindful intercultural online communication may 
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improve the process, as we need to develop an understanding of the differences that exist between 

the groups and at the same time recognize the commonalities that exist. 

4.2.1. Why is intercultural online communication important? 

As explained previously, misunderstandings related to cultural issues can be very destructive for a 

company doing business internationally, and companies must therefore gain a deeper knowledge of 

why people think as they do and value what they do, in order to avoid heavy business losses and 

failure (Beamer & Varner, 2005: 2). In this regard, culture is an essential component for human 

beings to survive and thrive in their particular environment. It serves multiple functions, and the 

following are some of the most relevant functions for this study, which are good to learn and keep 

in mind when communicating on social media in another culture:  

Group inclusion is an important function because it reflects the way that culture creates a comfort 

zone, thereby allowing us to experience in-group inclusion and satisfy our need for belonging or 

being a member of a certain group. Within this group, we experience safety and acceptance, as we 

do not have to constantly justify or explain our actions, because we speak the same language or 

dialect and we are able to decode each other’s messages. The opposite, exclusion, applies when 

meeting with dissimilar groups, where we tend to “stand out” and may experience awkwardness 

during interaction, or a feeling of not belonging.  

Ethnocentrism is yet another important function, closely related to group exclusion, as it describes 

our attitudes when dealing with people who are culturally dissimilar. Our attitudes are learned 

tendencies that influence our behavior, which can be seen in the way we tend to experience strong 

emotional reactions when our cultural norms are violated or ignored. This often happens because 

culture nurtures our ethnocentric attitudes and behaviors, which means that we often consider our 

own cultural way of seeing and sensing as more correct than other cultural ways. As mentioned 

previously, this often occurs when companies move to another culture, where cross-cultural 

communication is a necessity. 

Cultural communication is also a very important function, which describes the way culture affects 

communication, and communication affects culture. It is through communication that culture is 

passed down, created, and modified from one generation to the next, which gives us an idea of 

appropriate behavior in a given socio-cultural context. It provides us with a set of ideals of how 

social interaction can be accomplished among people within our community or group. An example 
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of this is the way people in a particular community have established a set of norms and implicit 

expectations of what is “correct” when communicating. This could, for example, be how people 

perceive what polite and impolite behaviour is when communicating with strangers (Ting-Toomey, 

1999: 14-15).  

Intercultural online communication skills are therefore extremely important for companies 

expanding to other markets and other cultures, since there are many companies that fail when trying 

to implement the same online strategy or communication from their home country abroad. This is 

because they are unaware of and unconcerned about priorities in other cultures and the behaviours 

they generate. McDonald’s is a great example of a successful international company, because they 

adapt their strategy by being sensitive to the cultural needs of the immediate market, offering what 

local people want (Beamer & Varner, 2005: 13-14). In order for companies to be able to offer the 

local people what they want, they have to consider the cultural differences that may affect 

communication. This is why the following section will provide the basis for understanding the 

cultural differences that might occur when different cultures meet. 

4.2.2. A cultural comparison of Colombia, Denmark and the US 

Given that my case study will be based on how the Danish furniture group BoConcept uses social 

media in Colombia, and because I previously discovered that BoConcept applies a global 

communication strategy wherein communication is decided in Denmark, I found it necessary to 

make a cultural comparison of Denmark and Colombia. Given the fact that BoConcept in Colombia 

seems to refer their consumers and potential consumers to the American Facebook page, I also find 

it relevant to include, and briefly comment on, the American culture, since this culture also plays a 

minor role in the communication process. This is a complex process: what is communicated on the 

American Facebook page has been created according to the Danish headquarters’ interpretation of 

an American cultural mind-set, which is then reinterpreted by Colombians according to their own 

points of view.  

The research of Geert Hofstede (2005) provides important background information for 

understanding how cultural differences can affect online communication. Hofstede’s research on 

intercultural communication helps rank societies according to five cultural dimensions. Based on 

their relevance for this thesis, I will only make a closer study of three of them, which are 

individualism, masculinity and uncertainty avoidance (Hofstede, 2005: 22-23). Hofstede’s 
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illustration below shows a comparison between the Colombian, the Danish and the American 

cultures (Geert Hofstede, 2012).   

 

According to Hofstede, the Colombian society scores very low on the individualism index, it can be 

characterized as a highly collectivistic society, where belonging to an in-group and aligning yourself 

with that group’s opinion is very important. Combined with the high scores in the power distance 

index, this means that groups often have their strong identities tied to class distinctions. At the same 

time, conflict is avoided, in order to maintain group harmony and to save face. Relationships are 

more important than attending to the task at hand, and when a group of people holds an opinion on 

an issue, they will be joined by all who feel part of that group. Colombians will often go out of their 

way to help you if they feel there is enough attention given to developing a relationship, or if they 

perceive an “in-group” connection of some sort. Conversely, those perceived as “outsiders” can 

easily be excluded or considered as “enemies”. The preferred communication style is context-rich, 

so public speeches and written documents are usually extensive and elaborate. In contrast, Denmark 

and the US are very individualistic societies, where there is a high preference for a loose social 

framework in which individuals are expected to take care of themselves and their immediate 

families only. Small talk is kept at a minimum, and you do not need to create relationships before 

reaching successful communication. Danes are also known for using a very direct form of 

communication (Geert Hofstede, 2012). 

Colombians are competitive and status-oriented, which means that they score high on Hofstede’s 

masculinity index. This also means that competition is directed towards members of other groups or 

social classes, not towards those who are perceived as members of one’s own in-group. 
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People seek membership in groups which give them status and rewards linked to performance, but 

they often sacrifice their spare time for work, as long as this is supported by group membership. 

The US is also considered a masculine society, where the shared values are that people should 

“strive to be the best they can be” and that “the winner takes all”. As a result, Americans will tend 

to display and talk freely about their “successes” and achievements in life. Conflicts are resolved at 

the individual level and the goal is to win (Geert Hofstede, 2012). In contrast, Denmark scores low 

on the masculinity index, which means that it is considered a feminine society, where it is important 

to maintain a balance between life and work and to make sure that all are included. Conflicts are 

resolved by compromise and negotiation, and Danes are known for their long discussions until 

consensus has been reached (Geert Hofstede, 2012).  

Colombia has a high score on uncertainty avoidance which indicates that, as a nation, they are 

trying to avoid ambiguity. Emotions are openly expressed; there are rules for everything, and social 

conservatism is evident in this society. This is also reflected in religion, which is respected, 

followed by many, and conservative. In contrast, Denmark scores low on this dimension, which 

means that Danes do not need a lot of structure and predictability in their work life. Curiosity is 

natural and is encouraged from a very young age. This combination of a highly individualistic and 

curious nation is also reflected in the Danes’ interest in innovation and design. Being different is 

attractive, which also emerges throughout the society in its humor and heavy consumerism for new 

and innovative products. The US is also what one would describe as “uncertainty accepting”. This 

means that there is a larger degree of acceptance for new ideas, innovative products and a 

willingness to try something new or different. Americans tend to be more tolerant of the ideas or 

opinions of others, and allow freedom of expression. At the same time, Americans do not require a 

lot of rules and are less emotionally expressive than higher-scoring cultures, such as Colombia 

(Geert Hofstede, 2012). 

Based on these three dimensions, it can be said that while there are certain similarities between the 

American and the Danish cultures, there are remarkable cultural differences between the Colombian 

and the Danish cultures, and in practically all dimensions, Danes and Americans are culturally 

different from Colombians. It is, however, important to consider that even though the American 

culture, in most cultural dimensions, looks similar to the Danish culture; it does not mean that the 

two cultures are identical. It means that there are certain similarities between the two cultures, 

within certain specific dimensions. In order to perform mindfully intercultural online 
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communication, it is therefore necessary to adapt online communication to each cultural group, 

according to the cultural dimensions demonstrated. How this is done will be presented in my 

analysis. 

Hofstede has received some criticism for the way he stereotypically generalizes a country’s culture. 

McSweeney (2002) is one of those researchers who have a critical view towards Hofstede’s analysis 

of national cultural dimensions. He challenges some of the assumptions regarding Hofstede’s claim 

to have uncovered the secrets of entire national cultures: “Hofstede's model of national cultural 

differences and their consequences: A triumph of faith - A failure of analysis” (McSweeney, 2002). 

McSweeney also criticizes Hofstede for the way he claims to have identified national cultures and 

the differences among them (McSweeney, 2002). He further explains that Hofstede’s research and 

theories are the result of something that cannot be measured (McSweeney, 2002). My view, 

however, is that Hofstede’s cultural dimensions work as an effective tool to describe and compare 

the cultures chosen for this study. Although it is necessary to point out that not all cultures can be 

described as accurately as Hofstede proposes, there may be circumstances where a culture crosses 

borders, as becomes evident, for example, when people talk about a Scandinavian culture or a 

LatAm’an culture. In the same way, one country may contain different cultures, which is the case 

for a country such as the US. It is therefore necessary to take a critical view when concluding that 

one general culture is standard in all countries. As long as this is kept in mind, Hofstede’s theory is 

a useful tool to use in carrying out a cultural analysis because it pinpoints discrete dimensions of 

cultural behaviors, values and attitudes that may give a sufficiently complex view of the makeup of 

a particular country in terms of its susceptibility to different communication approaches.  

4.2.2.1. High- vs. low-context cultures 

Hall (1976) is another important theorist to consider for the definition of intercultural 

communication. He describes high-context and low-context as other important cultural dimensions 

that impact interpersonal relationship and communication. In high-context societies, meaning 

derives from the context of a particular event or situation. Messages are fluid because the 

interpretation depends on the current situation and personal relationships. In low-context societies 

people rely heavily on verbal communication and messages with fixed meanings (Mooij, 2004: 33). 

How then does communication on social media, created for a target group in a high-context culture, 

differ from that created for a low-context culture? The answer to this question will be found in the 
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following characterization of Colombia as a high-context culture, and Denmark and the US as low-

context cultures (Hall, 1976). 

According to Hall’s concepts, Colombia is characterized as a high context culture. High-context 

cultures tend to be collectivistic, where emphasis is on long-lasting relationships, insiders and 

outsiders of the culture are clearly identified, there are spoken agreements, and cultural patterns are 

deep-rooted and slow to change. Though what is said is important, the context, how and where it is 

said, is equally significant and gives meaning to what is said (Usunier & Lee, 2009: 345). 

Communication in Colombia is therefore predominantly implicit and indirect, given the fact that it 

is a collectivistic society that has a mutual understanding, which makes it easier for its members to 

decode messages in communication material. This means that symbols and metaphors are often 

used, and collectivistic values are promoted in contrast to individual values. Advertising, which 

focuses on people, is also more important to emphasize than the lifestyles of individuals (Usunier & 

Lee, 2009: 346). Colombian culture stresses tradition and veneration of the elderly, and cultural 

values often stress status symbols. Given that it is a masculine society, masculinity (machismo) in 

Colombia is influential in communication, and status appeal is also often seen in communication 

material in Colombia as it is furthermore a society with a high power distance (Geert Hofstede, 

2012).  

Hall defines Denmark and the US as low-context cultures. Low-context cultures tend to be 

individualistic and develop shorter relationships and prefer written agreements; insiders and 

outsiders of the culture are less clearly identified, and cultural patterns change more quickly. What 

is said is less dependent on the context, that is, what is said is more important than how or when it is 

said (Usunier & Lee, 2009: 344). Communication on social media in Denmark and the US is 

predominantly explicit, so that it is easy to understand and decode the message. Since both cultures 

are individual-oriented, there is a certain lack of mutual understanding to decode the message 

communicated, which is why an implicit message will most likely be misunderstood. 

Communication, advertising and some types of visual communication therefore normally consist of 

a lot of text, which supports the message. It is therefore important that communication is clear and 

precise, so that further interpretation is not needed, in order for the target audience to understand 

and receive the message correctly. This can be done by inserting text to support the message of a 

picture or symbol. The use of symbolism and metaphors should therefore be limited, and text 
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should be clear and easy to read, so that perceptive-based knowledge is not required in order to 

understand the message (Usunier & Lee, 2009: 346-347).  

Based on Hall’s definitions, it can be said that in order to communicate efficiently on social media, 

so that the message is interpreted in the right way, understanding whether you are communicating to 

a low-context culture or a high-context culture may be a great help, as there are significant cultural 

differences between the two. It is, however, important to consider whether Hall’s notions of high- 

and low-context cultures can be seen as too stereotypical. In this regard, it can be said that there are 

low-context elements in a high-context culture, and vice versa. Furthermore, it can be contemplated 

whether cultures are static in nature, as they may change over time. This could explain why in some 

cases, it is difficult to determine a culture as high- or low-context. However, because context is best 

defined as the stimuli that surround a communication event, I still believe that Hall’s notions are 

relevant to include in my cultural comparison, because they cover aspects which are relevant for 

this study and which are not included in Hofstede’s cultural dimensions.  

4.3. What is social media? 

Having described what culture is and how it can affect communication on social media, I will in this 

section look at some of the characteristics of communication on social media, which will provide 

insights into why it is necessary to be aware of intercultural communication on these particular 

digital platforms and why social media is so suitable for intercultural awareness. 

As mentioned previously, social media has become a very important part of people’s and 

companies’ everyday lives, and along with the increasing interest in foreign markets and the 

digitalization of the world and society, it has become even more important to be able to 

communicate successfully online. This is reflected in the increasing interest and popularity of 

companies in communicating through these channels. In fact, according to a Forrester Research 

survey, 59% of executives believe that companies which do not routinely leverage social media will 

not survive, and 71% think that companies taking social media seriously will gain a competitive 

business advantage (Heine, Feb. 2012). Furthermore, it is a cheap and easy way for companies to 

communicate, which can be extremely beneficial if used in a proper way (Qualman, 2009). 

However, many companies see this “new” way of communicating as a chance to standardize and 

generalize a global strategy to all markets, without being aware of, or sensitive to, the culture in 

which the message is communicated (Usunier & Lee, 2009). I believe that this is a serious mistake, 
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especially when considering the opportunities that social media has to offer, which are the simple 

and effective adaption and localization of communication to each cultural group or community. 

Looking at the most relevant media for this study, the Internet, it offers the prospect of bringing all 

the technical possibilities of other forms of communication into one digital sphere. It therefore 

creates the opportunity to take all the traditional ways of communicating, such as radio, TV, print 

media, etc., and put them in an online context. Another socially significant feature is the possibility 

of mass interactivity. Almost all people now have the opportunity to engage in online 

communication, whether by creating their own websites, blogging, participating on social 

networking sites such as Facebook, uploading music or videos to YouTube, and discussing political 

issues on online forums or Twitter (Hodkinson, 2011: 35). These interactive digital media platforms 

have empowered consumers to connect, share and collaborate, thus creating a digital sphere of 

influence, which changes the way companies engage in communication processes. Hanna, Rohm & 

Crittenden (2011) support this argument by mentioning that creating, influencing and sharing are 

what social media is all about, and this can have a positive effect on performance. Another way to 

describe this 21st century consumer marketplace is as a “social media ecosystem” (Levine, Locke, 

Searle, & Weinberger 2001: 87), which can help companies to think in terms of an overall 

communications strategy, where markets are no longer about messages, but about conversations: 

“Conversations are the ‘products’ the new markets are ‘marketing’ to one another constantly 

online” (Hanna, Rohm & Crittenden, 2011: 267). Companies and marketers must focus on both 

capturing and holding attention via engagement. It is therefore important that companies view their 

approach to social media as an integrated strategy that brings experiences to the consumer first, 

while recognizing that the Internet and social media do not replace traditional media (Hanna, Rohm 

& Crittenden, 2011).  

When defining communication on social media, I do not entirely agree with the notion of 

communication described by Shannon & Weaver (1949) in their well known Transmission Model 

of Communication used to describe communication. Instead of seeing the communicative process 

as a movement from sender to receiver with a beginning and an end, communication is better seen 

as a continuous, creative and participatory process, where, for example, a person’s meanings are 

collectively created (Gulbrandsen & Just, 2011). With this in mind, I therefore believe that social 

media can be determined as having several distinct features, thus separating it from more traditional 

ways of communicating.  
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The first feature that characterizes social media is participation, because it encourages all parties to 

contribute or give feedback. Anyone has the possibility of posting or uploading content to the web, 

thus sharing and expressing their ideas and information and knowledge to everyone who is 

interested (Mayfield, 2008: 5). This new era is called by some theorists “we media” (Gillmor, 

2004), where everyone is or can be a journalist (Deuze, 2006: 65). This is something particularly 

apparent with the increasing interest in blogging, which is a collaborative and participatory activity. 

Wiberg (2005) supports the idea that participation is a driving factor for online communication, as 

he describes this same process as a shift from the information society, with its focus on information, 

storage and processing of data and transactions, towards the interaction society, with focus on issues 

concerning interaction and mutual awareness.  

The second feature is openness, because most social media is open to reactions and participation. It 

encourages voting, comments and the sharing of information and there are rarely any limitations 

regarding accessibility and use of content (Mayfield, 2008). This can be seen in the way social 

media is easily accessible for all to communicate online. Furthermore, once the content is out there 

in the digital sphere, it cannot be withdrawn, which means that content will always be on the 

Internet, and additionally there is no control over who participates in social media (Gulbrandsen & 

Just, 2011). In the past, companies may have had the possibility of controlling the information 

available about them. Today they can merely observe from the sidelines, as they do not have the 

knowledge, the opportunity, or sometimes even the rights, to control publicly posted comments 

provided by its customers (Kaplan & Haenlein, 2009). Howard Rheingold (2000) disagrees with 

this open aspect of social media and is a little more pessimistic about the technological capacities of 

the Internet. He claims that the ways in which technology is controlled and used are liable to reflect 

economic, social and cultural relations (Hodkins, 2011: 37). McChesney (1999) also disagrees on 

this issue and says, “(…) the newspapers, radio and television, large-scale commercial 

organizations and governments have been able to exploit and dominate the internet, using it as 

means to consolidate their strength and influence” (Hodkins, 2011: 37). I do not agree with 

Rheingold and McChesney that the Internet and social media are controlled today, given the fact 

that these media place control in the hands of the users and the public, democratizing society and 

moving away from the dominance of mass media corporations (Hodkins, 2011).  

Instant connectedness is another feature which characterizes social media. This is a description of 

how social media thrives on connectedness, making use of links to other sites, resources and people 
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(Mayfield, 2008: 6). It also describes how readers are immediately able to access online text with 

references to other texts. This is significantly different from other classical ways of mass 

communication, such as books or television shows, since it creates the opportunity to give the 

consumer new knowledge in a fast and easy way. These characteristics mean that users together are 

able to participate and share and create content for a given social media, which can happen 

anywhere and anytime, meaning that social media is not dependent on offline time and space 

(Gulbrandsen & Just, 2011). In other words, the user is a (co)producer, editor and a reader at the 

same time. 

The fourth feature, transparency, describes the way the Internet is used, as private issues 

increasingly are continuously publicized, making it possible for the public to participate and follow 

people’s private lives online (Gulbrandsen & Just, 2011). As human beings we have the need to be 

our own individual, but we also want to feel that we belong to, and are accepted by, a much larger 

social set. This is seen in the way people use Facebook as an open diary, as a way to stay connected, 

because their ultimate desire is to feel accepted (Qualman, 2009). For companies, this means that 

they have a better chance to monitor people’s consumer behavior, as they are able to collect 

feedback and ideas on how to improve their brand, products or services, and it also creates the 

opportunity for them to be mentioned and referenced by others, thereby giving them free 

advertising.  

The fifth feature is conversation, because in contrast to traditional types of media, social media is 

better seen as a two-way communication, where listening, instead of shouting, becomes very 

important. Even though it may appear to be individual actors who interact, the conversation is seen 

and discussed by many more in the digital sphere, which correlates to the open aspect of social 

media, where everyone can participate. For instance, a blogger interacts directly with people on 

his/her blog, but the posts and comments are for everyone to see and discuss (Gulbrandsen & Just, 

2011).  

My last distinct feature that separates social media from traditional ways of communicating is 

community, because social media allows communities to form quickly and communicate 

effectively. This is mainly due to the fact that communities share common interests, such as 

political issues or simply a favorite television show (Mayfield, 2008: 5). 
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To sum up, social media may differ from the concept of traditional communication, and has the 

potential to open up more possibilities than the traditional ways of communicating. Meanwhile, we 

see an evolving trend around the world in how people and companies use this powerful tool to 

communicate. This is evident because we have seen a shift, where consumers are no longer merely 

passive recipients in the communication process; today they are taking an increasingly active role in 

co-creating everything, in other words, being social on the Internet, which is what social media 

implies. Consumers increasingly use the Internet to research products and services, but they also try 

to engage in conversations with the companies they buy from, and other consumers who may have 

valuable insights. The shift is seen in the way that the online communication process has changed 

from the traditional and static ways of communicating to the highly interactive and dynamic social 

media society. It is therefore the consumers who are controlling the communicative processes, who 

are simultaneously the initiators and recipients of information exchanges (Hanna, Rohm & 

Crittenden, 2011), thereby enabling content to be created by anyone, and encouraging participation 

and community (Donelan, Kear & Ramage, 2010). Therefore, a good way to think about social 

media, and one of the reasons for its popularity, is that both theory and practice are founded on 

basic human values, such as sharing ideas, cooperating, thinking, debating, purchasing, and finding 

people who might be friends or lovers (Mayfield, 2008: 7). So, social media represents a way for us 

to act, to develop as human beings. In other words, interaction with other people is essential for 

everyone, and the attraction is the connections with people which social media creates.  The 

popularity and growth we have experienced in social media can therefore be seen as an outcome of 

the possibilities for interaction, that satisfy certain essential human needs and which cannot be 

reached by traditional media. These aspects of social media are directly related to the cultural 

aspect, in the sense that culture can be defined as a group, or community, with similar values, 

depending on each person’s cultural identity. In the same way, social media can be defined as 

communities and groups of people that share the same values, interests, etc., which is one of the 

reasons why intercultural communication plays a great role on social media. Culture becomes an 

important aspect of this process, as it may facilitate or hinder people with similar, or dissimilar, 

cultural identities and traits in communicating. What makes social media such a suitable tool for 

intercultural communication is that communication on social media has the potential to easily adapt 

the message to the targeted culture (Usunier & Lee, 2009: 346). 
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4.4. A social media culture  

Having determined the characteristics of social media, and having seen how they are closely related 

to those of culture, it is possible to talk about a social media culture, which is basically based on 

fundamental human values. This section will therefore provide insights on how to interpret a social 

media culture. 

A social media culture should be seen as the way that people and technology interact within the 

increasing computerization and digitalization of society. What characterizes a social media culture 

is our constant engagement and disengagement in a wide variety of social media and social 

networks (Deuze, 2006: 65-66). It is important to consider that “a sketch of characteristics common 

to a culture does not presuppose that all individuals located within that culture behave or act in 

similar ways” (Deuze, 2006: 66). In the same way, a social media culture does not imply that 

everyone is, or in the future will be, online. Another way of describing these new technologies 

could be that a social media culture has emerged, where everyone is active in the process of 

meaning making, where old media is incorporated into new media, and where ideas, symbols 

actions and artifact are re-used and re-constructed in order to create new meaning, new insights and 

new media (Deuze, 2006: 66- 67). In other words, it can be said that a social media culture emerges 

from communicative acts online and offline, shaping and being shaped by artifacts, arrangements, 

and activities in “new” and “old” media. The distinction between online and offline has become 

unnecessary as all media converge into the overall design of the computer (Deuze, 2006: 67). In the 

future, we will see a dramatically increasing interest in these social media technologies, which will 

enable almost anyone to gather and share content, which is something we have done all our lives in 

order to learn and communicate.  

4.5. Online cultural identities  

We have now learned that a social media culture is a way of seeing how people and technology 

interact in today’s world, which is fundamentally based on human values, creating communities and 

groups, and connecting people with same cultural values, norms and beliefs. In this regard, it may 

be relevant to say that certain online identities automatically occur when people communicate on 

social media, which are culture-based. In this regard, I find it relevant to describe two primary 

identity domains, which are important to consider when communicating on social media with other 

cultures, as I believe they play a crucial role in the mindfully intercultural communication process. 



35 

 

Everyone has an online cultural identity, through which they are part of, or belong to, a larger 

cultural membership group. Whether the connection is based on where you were born and raised, 

for example, a Danish cultural identity and being a “Dane”, or factors based on your physical 

appearance, skin color, education, language use or participation in mass media, all comprise an 

“online cultural identity”. In order to communicate mindfully with people from diverse cultures, it 

is important that we understand the value contents of their online cultural identities. Hofstede’s 

individualism vs. collectivism dimension is one way of understanding one’s value content, which 

can be seen in the way a group emphasizes the importance of individual identity, the “I”, 

(individualism) over group identity, the “we”, (collectivism) (Hofstede, 2005: 22-23). Denmark has 

been identified as an individualistic culture, whereas Colombia has been identified as a collectivistic 

culture. This knowledge can lead us to understand the social behavior of diverse people from a 

broad range of cultures (Ting-Toomey, 1999: 30). Another example is how the same word in one 

culture may have a different meaning in another culture, depending on the cultural beliefs, values 

and norms of that particular culture (Ting-Toomey, 1999: 14-15).  

An online cultural identity can presuppose another type of identity, namely, an online ethnic 

identity, which is based on national origin, race, religion, or language. Ethnicity involves a 

subjective sense of belonging to or identifying with an ethnic group across time, as the group feel 

that they share a common history, heritage and descent. For us to understand the significance of 

someone’s ethnicity, we can again look at the dimension of individualism vs. collectivism value 

tendencies, in order to discover the value content of, for example, Colombians, who identify 

strongly with their traditional values, therefore having a tendency to be more group-oriented. On the 

other hand, those Colombians who identify strongly with American values and norms would tend to 

be oriented towards individualism. By understanding how others define themselves ethnically and 

on a cultural identity level, we can communicate with them with more sensitivity and understanding 

online (Ting-Toomey, 1999: 32). 

To summarize, in order to engage in mindful identity interaction online, it is necessary to increase 

our knowledge base, our awareness level, and our accuracy in assessing our own group membership 

and personal identity issues. In other words, for a Danish company to perform successful online 

communication in a Colombian culture, predominantly dominated by collectivistic values, these 

identities should be kept in mind and thoroughly studied, before approaching a very dissimilar 
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culture. If not, misinterpretations may appear and relationships and conversations will most likely 

never reach optimal standards, as the communication process may be misunderstood.  

4.6. How should cultural differences be adapted to an online communication strategy? 

Having learned about the cultural barriers that might affect communication on social media, it shall 

now be interesting to see how companies can incorporate these in an online communication 

strategy. 

In any online communication process, it is important to consider segmentation, according to the 

previously mentioned cultural elements (Percy & Elliot, 2009). In fact, numerous companies are 

moving from undifferentiated communication towards differentiated and segmented 

communication, directed to different segments. This makes it easier to reach a larger number of 

potential buyers than before, when communication was generalized and more wide-reaching 

(Kotler, 2006: 194). This is because there will always be cultural variations in consumer behavior, 

and it is therefore not possible to follow one universal or global standard when communicating with 

consumers across cultures, because important segments might then be neglected (Usunier & Lee, 

2009: 69-70). It is hard to imagine one global consumer, because cultural awareness and cultural 

values are so difficult to change, because they lie so deep within ourselves (Usunier & Lee, 2009: 

186). An example of this is the significance of certain colors being culture-based: black is related 

with death in Denmark and the US, whereas green is related with death in Colombia (Usunier, 

2009: 158). Companies therefore have to “think global, but act local” (Kotler, 2006), which means 

that you will always be a product of your own culture, but you can use it strategically in developing 

a global strategy by adapting to local market needs. This is in order to communicate as accurately 

and successfully as possible to different cultural segments (Usunier & Lee, 2009: 70). A way to do 

this is by considering certain cultural elements that may affect the way in which communication 

should take place. An example that helps illustrate this is the impact societal institutions, such as the 

state and the church, have on societies. Colombia is a culture that has considerable respect for and 

belief in God and the church, more so than Denmark, which is why it is important to consider and 

respect this cultural aspect when communicating in Colombia, otherwise people might get offended 

and become less likely to understand the message communicated (Geert Hofstede, 2012). Instead, if 

one is able to include these aspects and build a bridge between the people and their religion, thereby 

adapting communication on social media to the targeted culture, it may have a successful effect 

(Appendix 1). To sum up, it can be said that companies need to differentiate and segment their 
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online communication according to cultural differences. In other words, intercultural 

communication is necessary as there is no such thing as one global consumer, which is why it is not 

a good idea to follow one global strategy when communicating on social media across cultures.  

 

5. Analysis – A case study of BoConcept’s use of social media in Colombia 

On the basis of the theoretical framework which was just presented, this section will consist of a 

case study of BoConcept’s use of social media in Colombia. This involves analyzing how 

BoConcept addresses intercultural differences when communicating on social media, and how they 

could utilize social media better, from an intercultural perspective. This analysis will therefore 

consist of three sub-sections. The first one will look into what BoConcept is doing today. The 

second will investigate what BoConcept is doing wrong. The third will suggest what BoConcept 

should be doing.  

5.1. This is what BoConcept is doing today 

Having learned how important it is for companies to be aware of intercultural communication on 

social media, this section will consist of my observations of BoConcept’s use of social media in 

Colombia, which I will then analyze in the following section. 

5.1.1. BoConcept’s use of Facebook, Twitter and YouTube in Colombia 

Looking at BoConcept’s use of social media in Colombia, I found that it is not active on the three 

most popular social media sites in Colombia: Facebook, Twitter and YouTube (Cordasco, Oct. 

2010). 

Starting with its presence on Facebook, I was able to find a Facebook page called “BoConcept 

Colombia”. However, there are only two people, other than me, who have “liked” the page, and 

there is no activity at all (Appendix 3). It might not be BoConcept who has created the page, since 

everyone is able to create such a page. Colombians who want to follow or interact with BoConcept 

in Colombia are not able to do so on a Columbia-based page, and are referred to the global 

American Facebook page. 

It is not possible to find anything about BoConcept in Colombia on Twitter; Colombians must 

follow one of the company’s other accounts, which are mainly American, if they want to 
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communicate with BoConcept on this digital platform. This correlates with the fact that not many 

businesses in Colombia use Twitter, despite a high amount of Colombians using Twitter, which was 

discovered in the case presentation. 

BoConcept in Colombia has a YouTube channel, with four videos of a PR initiative where 

BoConcept filmed people sitting on “the largest sofa in the world”, in front of their different stores 

(BoConceptHQ, 2011). The initiative was intended to create some buzz about BoConcept’s brand, 

where all the people who visited or passed their store would sit on this huge red sofa. They would 

be filmed and asked some questions, and then BoConcept would post the videos on their YouTube 

channel. However, only 93 people have seen the videos and there are no comments, descriptions or 

signs of dialogue on any of them. It does not seem as if the videos are being used effectively by 

BoConcept or watched by more than a handful of viewers.  

There is also a global commercial video, in English, which tells a story about how the BoConcept 

brand was created and describes the Danish urban design of BoConcept (BoConceptHQ, 2011). The 

beginning of the video explains how the Danish design and brand started in Denmark and who 

started it, emphasizing its Danish quality and design, which was also inspired by the big cities 

around the world. BoConcept believes that this makes their design fit any lifestyle or taste around 

the world, a belief that it utters through various statements in their video. Here are some of these 

statements from the BoConcept video, which help define their target group and their brand:  

“Big cities are where contrasts meet, different cultures, taste and lifestyles, where there is room for 

individual expressions” and  “New traditions, ideas, ways of living – some things never change, the 

basic need to feel at home is just as important in Shanghai as in any other part of the world where 

BoConcept has travelled to” (BoConceptHQ, 2011).  

In this video, BoConcept uses young and single blonde female characters, living on their own in 

huge modern and minimalistic apartments in urban and metropolitan cities around the world (Paris, 

New York City, and Shanghai). We repeatedly see the woman in the video on her own, either riding 

a bike, sightseeing or shopping. The colors in the video are very bright, though white and black 

dominate, and the music is very subtle, elegant and classically inspired. The length of the video is 

approximately seven minutes and there are approximately 18,000 people who have watched this 

video. Four people commented on the video in English, but BoConcept did not reply back. One 

person believed the video to be too long, considering the message.  
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5.1.2. Reference to an American Facebook page 

BoConcept has one international global website, although it offers the possibility of choosing a sub-

website for each country where they are represented. All websites for each country are exactly 

alike; the only difference is the language. On BoConcept’s Colombian website, there is no 

indication that they are present on social media, except for a link to the American Facebook page, 

which has a total of approximately 22,000 “fans” (Appendix 4). The Colombians are therefore 

referred to the American Facebook page if they want information, or to engage with the company 

on social media. On the American Facebook page, there is not much activity from any Colombians, 

which I discovered by researching the different posts and the profiles of the people who are active 

there. A few Spanish-language speakers asked some questions in Spanish, but they were given no 

answer (Appendix 5). Generally, it seems that it is mostly Americans who comment on the posts 

made by BoConcept, and many Americans post questions regarding products using the page as a 

source of information and customer service. BoConcept is prompt in its response to them, and 

answers almost everyone who posts in English. BoConcept mainly uses the Facebook page to 

provide information about BoConcept and their American and international stores, which is 

primarily done through photos of their stores, photos of American homes decorated with BoConcept 

furniture and/or accessories, publicizing of events in the US, posts from designers presenting their 

American collections, and articles on Danish design. BoConcept has also posted various 

informative and descriptive anecdotes regarding the Danish weather (Appendix 6) or recipes on 

traditional Danish desserts (Appendix 7). There is even a post called “Take your shoes off and come 

on in!!! These stools are so FUNctional! ps... 30 minutes left of the tour!”. The post contains a 

picture of a number of shoes outside the entrance to a house, where a girl is sitting on a chair trying 

to take her shoes off. In combination wit the same post, there is another picture where you see a 

queue of people, waiting to come inside and see the house (Appendix 8). This is an event called 

Modern Home Tour Austin, where people get the chance to see unique and modern homes in Austin 

designed by local architects and designers. 

5.1.3. The Chilean Facebook page 

Given that there is no active BoConcept Facebook page for Colombia, I wanted to see if the 

company was present and active on social media in other neighboring countries with a culture 

similar to the Colombians’. I did this primarily in order to compare what the company does on a 

LatAm Facebook page in contrast to its American Facebook page, and to see which approach works 
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best: a global international Facebook page, where communication is intended to target all cultures, 

or a local national Facebook page targeted at an individual culture in which they operate. 

BoConcept in Chile has a Facebook page, created in December 2011, which seems to be working 

quite well. Despite the low number of “fans” (130), there seems to be a lot of positive activity from 

both “fans” and the company. The small group uses the forum to engage with BoConcept and to 

gather information on products and the brand. BoConcept Chile has incorporated the PR initiative 

“The Largest Sofa In The World” into their Facebook communication, engaging people from Chile 

who either participated in the event, or people who know someone who did. This was done through 

a contest in which the person who received the most “likes” on their picture, won a prize. The 

contest has resulted in a lot of dialogue regarding this event from “fans”, who want BoConcept to 

upload their photos taken on the sofa to the Facebook page (Appendix 9). Various posts of people 

sitting on the large red sofa are therefore posted, and there is even a photo of the famous actor 

Adam Sandler. In another post, the company announced the Chilean winners of the contest, who 

have received the most “likes” for their picture. Furthermore, new designs and collections are 

presented in Spanish. Local discounts and advice on how to decorate a very small house or 

apartment with functional furniture are offered. There are also posts with suggestions for Christmas 

presents. Generally, there are many small anecdotes, photos and pieces of information, which are 

targeted at the local segment in Chile, which is exemplified by a photo posted of the local 

newspaper regarding the PR initiative, saying that now the largest sofa in the world is coming to 

Parque Bicentenario in Santiago, Chile. Another picture shows the decoration of an outdoor living 

room in Chile. A further post involves the winners of a global contest, where a committee judged 

the best design of a cup. 

5.2. What is BoConcept doing wrong? 

Having learned how BoConcept is using social media in Colombia today, I will now analyze what 

they are doing wrong, according to the theory used in this study. The fact that BoConcept is a 

company focused on business to consumer sales makes it very important that it is able to 

communicate well and with relevance to its consumers and potential consumers. It is important that 

it is able to tell who it is, what it does and what its brand represents. Since it is an international 

company, it is even more important that it communicates globally. This can be done either by 

adapting their communication locally to a country’s specific needs and interests, such as its culture, 

or by implementing an overall global communication strategy (Kotler, 2006: 257). BoConcept has 
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chosen the latter, since it places great emphasis on being a homogeneous brand all over the world, 

making it extremely important that it has a strategy that can be communicated and understood 

globally (Aarhus University, Jan. 2011). This is demonstrated in my interview with BoConcept’s 

Marketing Coordinator for LatAm, Fandiño, where I asked him whether the company 

communicates differently with people from Colombia than with those in Denmark or the US. In 

other words, does it take into account cultural differences for each country? His answer was:  

“To build a global brand the message and the ‘brand’s tone of voice’ must be the same”, he said 

(Appendix 2). “BoConcept’s communication platform is a very international one, and in most cases 

the messages and translations are clear enough to communicate the campaign and an understanding 

of the same message to the other many stores around the world” (Appendix 2).  

These statements indicate that BoConcept communicates the same message and with the same “tone 

of voice” for all cultures, and it is therefore not particularly attentive to each country’s cultural 

needs. Since its messages and translations are of an international character, it believes that it can use 

more or less the same communication, which will be understood by everyone. Based on the 

theoretical framework, I will in the following section present my analysis of some of the problems 

BoConcept faces in not adapting its communication on social media to the Colombian culture. It 

will consist of five sub-sections in which I will analyze: BoConcept’s absence on social media; its 

use of YouTube; the fact that it refers Colombians to an American Facebook page; BoConcept 

Chile’s use of Facebook; and what BoConcept is doing wrong.  

5.2.1. Absence on social media in Colombia 

BoConcept’s absence on practically all social media sites, such as Facebook, Twitter and YouTube, 

is a problem. It is a problem because there is a great potential that it is not exploiting. This potential 

lies in the area of the socially significant feature of mass interactivity (Hodkins, 2011: 35), which 

has empowered consumers to connect, share and collaborate. This has changed the way that 

companies communicate (Hanna, Rohm & Crittenden, 2011), and, as previously mentioned, these 

digital technologies will explode in the next ten years (Deuze, 2006). BoConcept apparently does 

not seem to be a part of this evolving trend, which is something my interview with BoConcept’s 

Marketing Coordinator for LatAm confirms. I asked him about their online communication strategy 

for Colombia, and he said that each franchise can use many digital tools to communicate with its 

customers. “Among these tools we can find the web page, newsletters, iPapers, online catalogue, 
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Home Creator (an online furniture customization tool) and web banners. The idea is to follow as 

much as possible the concept and communication proposed from Denmark” (Appendix 2). It is 

remarkable that he did not mention any of the most popular social media sites in Colombia 

(Facebook, Twitter, or YouTube) as a possible digital tool, but only mentions mechanisms which do 

not allow two-way communication (Appendix 2). This could imply that BoConcept does not seem 

to prioritize social media that highly, or maybe it is not aware of the advantages these digital 

technologies have to offer.  

The popularity of communicating on social media is definitely increasing, and as my previous 

research discovered, Colombia is a country where the number of Internet users and the Internet 

penetration rate has increased significantly during the past years (50.4%). Colombia is also on 

Facebook’s top 10 markets by reach and on Twitter’s top 15 by reach, which is a good argument for 

BoConcept to be active on these social media (Radwanick, Sept. 2011). Since BoConcept is not 

active on these platforms, it is prevented from being able to use those distinctive features which 

characterize communication on social media, and thereby does not allow any interaction, dialogue 

or participation between itself and its consumers and potential consumers. BoConcept is therefore 

missing out on a range of ways to help create a stronger brand in Colombia, which is a problem, 

when Colombians are already active on these social media platforms, collecting information, 

sharing opinions and engaging in conversations with companies and people (Seguic, March 2011). 

The importance of companies being actively present on social media is very significant in today’s 

consumer marketplace, because companies have to think of online conversations as the products 

they are selling (Hanna, Rohm & Crittenden, 2011). In other words, “companies either embrace 

social media or they wither” (Heine, Feb. 2012). It is therefore essential that BoConcept tries to 

capture consumer attention through engagement on social media platforms. 

I believe that one of the reasons for this evolving trend of social media in Colombia is culture-

based, because Colombia is a collectivistic society and by nature very social-minded, thinking in 

communities and groups, which means that it adapts very easily to these social media technologies 

(Appendix 2). This furthermore correlates with the fact that social media is based on human values, 

where sharing ideas, cooperating and collaborating, thinking, commerce, and debates are part of 

people’s everyday life, whether it is online or offline (Mayfield, 2008: 7). Colombia’s cultural 

predisposal to social media strengthens the argument that it is especially relevant for BoConcept to 

be active and adapt to social media. In this regard, it is also interesting to see that traditional 
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communication and marketing, or outside information, has been shown not to work as well in a 

collectivistic culture such as Colombia, because it is seen as less reliable than opinions from 

relatives and acquaintances. Instead, Colombians tend to rely more on information found within 

their reference group – often by word-of-mouth communication before making a purchase– and 

they tend to follow the group consensus until convinced a new product is better (Usunier & Lee, 

2009: 76-77). This would imply that Colombians are usually more loyal towards a brand and 

product, since solidarity and satisfying the needs and interests of the community or in-group are the 

most important (Usunier & Lee, 2009: 76-77). BoConcept should therefore see a huge potential in 

using social media, as it allows people to do exactly this.  

5.2.2. Use of YouTube in Colombia 

In looking at the four videos of the PR initiative “The Largest Sofa In The World”, it does not seem 

that BoConcept uses these videos for anything, other than just waiting for someone to accidentally 

watch them on YouTube. This is indicated by the low number of views for each video. It might be 

that BoConcept is not able to use the videos on other social media platforms, because it is not 

present there, or because it does not know how to use them. Instead, it would be ideal for 

BoConcept to implement some of these videos on, for example, Facebook, for competitions where 

people could identify and tag themselves or friends and win small prizes. This would correlate with 

the fact that Colombia is a very masculine culture, and a more aggressive competition strategy 

might therefore be useful, whereas a passive approach is more suitable for feministic cultures, such 

as Denmark (Hofstede, 2005). In addition, it would help to create awareness of their brand and 

dialogue and participation with their consumers and potential consumers, while increasing the 

chance of people recommending BoConcept’s brand, which is the best and most profitable way to 

influence consumers (Qualman, 2009).   

BoConcept’s use of the global commercial video does not seem to be very well accepted in 

Colombia, based on the few comments that users have made. Four people commented on the video 

in English, and BoConcept did not reply back. Besides that, the length of the video might be too 

long (seven minutes) to be on social media in a high-context culture, as communication and 

advertising is usually less informative and implicit in a high-context culture than in low-context 

cultures (Hall, 1976). An example that supports this argument can be found in one of the few 

comments on the video, where a person expresses his negative attitude towards the length of the 

video. This is one of the things that I believe helps indicate that the video is not ideal for the culture 
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or country in which it is shown. This was not a video made for the collectivistic, masculine and 

high-context Colombian culture, but more for an individualistic, feministic and low-context culture, 

such as Denmark or the US (BoConceptHQ, June 2011). Some specific examples from the video 

that help to indicate that BoConcept is targeting the wrong culture is their use of the young and 

single blonde female characters, living on their own in these huge modern and minimalistic 

apartments around the world. These examples indicate that the communication is targeted at 

individualistic cultures, such as Denmark and the US, instead of collectivistic cultures, such as 

Colombia (Hofstede, 2005: 210). It can also be discussed whether Colombian women would relate 

to the women in the video, or the apartments, since Colombian women’s way of living and their 

style is completely different from the ones used in the video. Another example of this can be found 

when looking at the woman riding a bike in the video, which might not be so relevant for the 

Colombian consumer, since not many people in Colombia ride bikes, and especially not women. 

These examples would therefore imply that communication is targeted at the wrong cultural group 

and identity, which means that there is a chance that Colombians would feel excluded (Ting-

Toomey, 1999). Instead, and in order for the communication to be well-received and understood, it 

might have been better to include the functionality of the furniture in the life of a family, using 

characters, colors and situations that the Colombians might actually relate to. Since Colombia is a 

high-context, collectivistic and masculine society, emphasis should be placed on accomplishing 

those needs and values. This is something I will look further into, and provide specific examples 

for, when proposing an intercultural online communication strategy.  

The statement from BoConcept’s video, such as “Wherever your home is in the world, your home 

has to feel like home”, implies that the video also targets people living abroad who still want to feel 

at home even though they live in another country or culture, and BoConcept believes that it can 

accommodate those needs (BoConceptHQ, June 2011). My concern is that not everyone has the 

same way of living, or taste, as it is based on each people’s cultural or ethnic identity (Ting-

Toomey, 1999). Therefore the same video, the same message, and the same symbols used in the 

same video for all countries, do not necessarily appeal to the Colombians in the same way they do 

for Americans or Danes, which is something my interview with social media expert, Paulo Carvajal, 

supports (Appendix 1). This is mainly because of the fact that cultural factors such as freedom and 

individual expressions are what characterize these cultures, given the high individualism dimension 

(Hofstede, 2005: 210-212). 
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5.2.3. Reference to the American Facebook page 

In my interview with BoConcept’s Marketing Coordinator for LatAm, I asked him on which social 

media in Colombia BoConcept is active, and he replied “Facebook” (Appendix 2). My observations 

show, however, that it is not a Colombian Facebook page that BoConcept has, it is one global 

Facebook page maintained by BoConcept in the US (Appendix 4). This further shows that 

BoConcept considers the American Facebook page to be a global platform for communication, thus 

targeting both the Colombian and the American cultures with the same communication. The fact 

that Colombians are referred to an American Facebook page, where communication is an 

interpretation of an American cultural mind-set, created by a Danish cultural mind-set, makes it 

even more absurd, since there is a great chance that the actual message will not be understood. 

BoConcept seems to be assuming that everyone identifies with America or wants to be “American”, 

which is incomprehensible for Colombians when they visit the site, because they are resistant to 

identifying with or as American consumers (appendix 1), which means that they will feel excluded 

because of ethnocentric attitudes and behaviors (Ting-Toomey, 1999). This approach can be seen as 

precarious, as there is no such thing as one global consumer (Usunier & Lee, 2009). 

Communication must therefore be adjusted according to a specific culture, in order not to offend or 

be misunderstood. The content posted on the site is therefore targeted at another cultural group than 

the Colombian culture. This is reflected in the way that BoConcept mainly posts content targeted at 

an individualistic and low-context culture, which characterizes Denmark and the US, whereas 

Colombia is a collectivistic and high-context culture (Hofstede, 2005: 89). Such a strategy implies 

that there is a common global understanding, which is not true since cultural understanding varies 

from culture to culture. This is where online communication becomes relevant, as it offers the 

features and technologies for doing exactly this: targeting communication according to each 

individual segment and culture, in an inexpensive and easy way (Qualman, 2009). 

It is a problem that the company refers to an American Facebook page, where all content is in 

English, because the numerous people in Colombia who do not speak English are completely 

neglected, and there is no possibility of communicating with them at all. This implies that no 

consideration is taken of their national origin and language, or online ethnic identity (Ting-Toomey, 

1999). A few Spanish-speakers even asked some questions in Spanish on the American Facebook 

page, but they were given no answer (Appendix 5). The fact that BoConcept does not answer their 

questions or comments makes it even worse as they automatically feel excluded from the group. No 
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one is communicating with them or being attentive to their cultural needs, norms and values, which 

is a problematic factor when dealing with intercultural communication, and displays some of the 

characteristics of ethnocentrism described in the theoretical framework (Ting-Toomey, 1999: 16). It 

becomes a problem because the Colombians who want to gather information or engage in 

conversations with BoConcept are forced to communicate with people who are not part of their 

cultural group, by participating on social media targeted at, and controlled by, people from other 

cultures. This could be problematic because Colombians often prefer to stay with people within 

their own cultural group and communities, who share the same values, beliefs and norms, also 

described as group inclusion in the theoretical framework (Ting-Toomey, 1999: 10). This would 

imply that, since everyone has a cultural identity and belongs to a larger cultural membership group, 

and since BoConcept does nothing on social media to address these needs, the Colombians 

interested in its company and products might get the wrong perception of its brand or the message 

communicated. I therefore believe that the Colombians’ willingness to participate will drop when 

they see the various posts and comments in English from English-speakers, targeted at another 

culture, simply due to the fact that they feel they do not belong to this cultural group, either because 

of language barriers, or the symbols used, which can be seen as group exclusion (Ting-Toomey, 

1999: 14-15).  

There are various examples which illustrate that the Facebook site caters to specifically American 

experiences and tastes – and therefore to American consumers at the expense of consumers from 

other countries, such as Colombia. This is principally seen in the way the company repeatedly posts 

content regarding stores and specific events in the US, which might be relevant for American 

consumers, but are irrelevant for the Colombian consumer. The Colombians could interpret this as 

an ethnocentric way of communicating, since the Colombian culture is not included, because focus 

is on nurturing the behaviors and attitudes of the American culture (Ting-Toomey, 1999: 14-15).  

There are also examples of where BoConcept tries to reach the global segment, with the same 

communication, which is something, I believe, is inappropriate as there is no such thing as one 

global consumer. Each consumer is affected by his or her cultural background, and therefore thinks 

and acts differently (Usunier & Lee, 2009). One example which demonstrates this is the content that 

BoConcept posts regarding the Danish weather, where people can follow the Danish weather and 

see how Denmark slowly approaches the summer, with more daylight per week. The popularity of 

conversing about the weather is significantly higher in Denmark and the US than in Colombia. This 



47 

 

is a cultural thing that is more related to the western cultures, Colombians do not normally talk 

about the weather in the same way that, for example, Danes or Americans do, as it typically 

indicates that you are bored with the conversation. This could also be because of the fact that the 

Colombian weather is more stable than in Denmark or the US. This indicates that the 

communication style is targeted at another online cultural and ethnic identity, based on the values 

and interests of that culture, thereby ignoring the Colombian culture. Colombians may feel excluded 

from the group, since the communicative message could be misinterpreted (Ting-Toomey, 1999). 

Furthermore, the fact that the written content is clear and precise, with no implicit meanings, would 

indicate that the communication is more appropriate for a low-context culture, such as Demark or 

the US, than a high-context culture such as Colombia, where communication is often implicit with 

use of symbols and metaphors. 

BoConcept has also posted a recipe of a traditional Danish dessert, which may be irrelevant for 

Colombians, given that the tradition of eating “Ris à la mande” is something that belongs to the 

Danish culture and not the Colombian culture. This example indicates that the communication used 

by BoConcept might not be as appropriate for the Colombian consumer, who may not relate to this 

information because of cultural differences. This is because Colombians do not share the same 

traditions of eating this dessert and may therefore not feel part of this cultural group. It can, 

however, be argued that it may appeal to some people in their target group because they find 

Western cultures intriguing, which is also what BoConcept is trying to communicate. But in order 

for this to work, it is necessary that BoConcept communicates in a way that considers the 

Colombian culture as well. It should communicate the message so that Colombians feel included 

and by building a relationship based on the collectivistic values of the Colombia society (Hofstede, 

2005). I will give examples later on how this can be done, in my proposal for an intercultural online 

communication strategy. 

Another example is the post called “Take your shoes off and come on in!” (Appendix 8). Taking 

your shoes off before entering a home, as a sign of courtesy, is something that is characteristic for 

the individualistic Danish culture, and may very well be misunderstood by other collectivistic 

cultures, such as the Colombian culture, since they do not share the same beliefs, norms and 

traditions (Hofstede, 2005). In Denmark, it may be looked upon as rude if one does not take his/her 

shoes off before entering another person’s home. In Colombia, however, taking your shoes off 

before entering a home may actually be looked upon as rude, as it may embarrass the host. This 
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example illustrates the importance of cultural communication because the people of this culture 

have established a set of norms and implicit expectations, based on their cultural or ethnic identity, 

of what is correct and polite (Ting-Toomey, 1999: 14-15). 

Generally, it can be said that BoConcept’s Facebook page is very confusing, because in some ways, 

it tries to target all cultures, though with most content related to the American consumer, which 

means that a lot of the content posted is not relevant for each individual user. BoConcept is 

therefore not exploiting some of the features that communication on social media has to offer, 

which is to create the possibility of communicating with people you share references with, in an 

easy way, and at a low cost, thus localizing communication to a specific segment and culture 

(Qualman, 2009). 

5.2.4. The Chilean Facebook page 

The reason that the Chilean Facebook page works well, and why BoConcept in Colombia could 

learn something from the Chilean office’s way of communicating on social media, is because 

people feel included in the group, since everything is in Spanish, and the communication is targeted 

at the collectivistic and high-context Chilean culture (Ting-Toomey, 1999: 14-15). This is 

illustrated in the way they successfully use the distinctive features of communicating on social 

media, sharing, participating, creating communities, etc., to incorporate the PR initiative “The 

Largest Sofa In The World” into their Facebook communication (Mayfield, 2008). This approach 

helps to create user engagement among the people from Chile who either participated in the event, 

or who know someone who did. Furthermore, the content posted is targeted at the local segment of 

Chile, instead of globally trying to communicate to everyone, thereby adapting communication to 

local needs, which, for example, is exemplified by a post of a photo of the local newspaper 

regarding the PR initiative. In contrast to the American Facebook page, Chileans can relate to this 

content, and communication has a better chance of being well received and understood, as there is 

less chance that information is open to misinterpretation or irrelevant. This is because these people 

share the same ethnic identity, which is based on their nationality and the language they use; there is 

a feeling of belonging to that group or community as they share a common history, heritage and 

descent. This further limits the possibility of Chileans feeling left out of the group or conversation, 

since their culture is respected, leaving out any sign of ethnocentrism (Ting-Toomey, 1999: 14-15). 

Instead of referring consumers to the American Facebook page, BoConcept Colombia could 

therefore benefit from referring them to another LatAm’an country, in this case Chile, where the 
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same language is spoken and the culture is similar. It would, however, still not be ideal, as there are 

also cultural differences between Chile and Colombia, albeit much smaller (Geert Hofstede, 2012).  

5.2.5. A theoretical conclusion based on my observations 

In accordance with my observations of BoConcept’s use of social media in Colombia, and Usunier 

& Lee’s (2009) theoretical guidelines for successful cross-cultural marketing and communication, it 

can be concluded that there is a clear discrepancy. This is because BoConcept’s use of social media 

is targeted at its global segment, and is therefore not adapted to the local Colombian culture. In 

other words, BoConcept does not comply with the fact that consumer behavior cannot be seen as 

following one global standard. Instead, all cultures are exposed to the same material, and there is no 

variation in the way they communicate or post content on Facebook, Twitter or YouTube. This is 

discordant with the assumption that there is no such thing as one global consumer (Usunier & Lee, 

2009: 186). Even though BoConcept might consider the segment to be homogeneous, it will always 

be a product of the culture of which it is a part. This means that the Colombian values, norms, 

beliefs and needs are very different from those of the Danish or the American culture. These 

cultural differences are especially demonstrated in the way Colombia was characterized as a 

collectivistic and high-context culture, where, for example, the importance of family, belonging to 

an in-group, and religion, play a vital part in the Colombians’ way of living and perceptions. In 

contrast, Denmark and the US were characterized as individualistic low-context cultures, where the 

importance of the individual’s and his or her immediate family’s interests and needs are, among 

others, what characterize these societies. BoConcept could therefore, in certain aspects, benefit by 

differentiating its communication on social media, and adapting it to the individual cultures in 

which they are operating. By not adapting its communication to the Colombian culture, it may 

experience several problems and misunderstandings, since certain cultural group membership 

factors, such as beliefs, values, and norms are different from culture to culture (Ting-Toomey, 

1999). This also means that BoConcept does not succeed in creating group-inclusion, which can be 

considered as a comfort zone, where safety and acceptance are the outcome of mutual 

understanding and decoding of communicative messages. Instead, BoConcept shows ethnocentric 

attitudes and behaviors, based on a lack of respect towards the Colombian culture, which appear 

when cultural norms, values and beliefs are violated or ignored. Mindful intercultural online 

communication, which involves seeing things from the other culture’s perspective, is therfore 
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necessary for BoConcept, in order to communicate successfully online to each cultural or ethnic 

identity (Ting-Toomey, 1999).  

5.3. What should BoConcept be doing? 

On the basis of what we have just learned– that BoConcept is doing wrong on social media in 

Colombia– this section will consist of my suggestions of what they should do in order to maximize 

their full potential in the digital sphere, which involves a proposal for an intercultural online 

communication strategy. I believe that one of the dangers of communicating in the way that 

BoConcept is now doing, and by having a global strategy for all countries, may in the future result 

in loss of market share and control over the company’s brand. This is mainly for two reasons: first, 

the fact that it is not present on social media, and second, it is not localizing its communication to 

the specific culture, which is one of the advantages of online communication. Instead of using the 

technologies and distinctive features of communicating on social media to its advantage, by two-

way communicating, it is either not communicating, or one-way communicating (Gulbrandsen & 

Just, 2011).  

The strategy presented in this section will therefore accommodate the fact that the company has one 

global homogenous strategy and one corporate identity, which it can adapt to the Colombian 

culture. This is a necessary way of communicating to and with other cultures (Kotler, 2006: 468). 

Instead of communicating the same message globally, communication on social media will take into 

account the cultural differences of the Colombian culture, targeting and segmenting the 

communication to fit a collectivistic, masculine and high-context culture with high uncertainty 

avoidance, which is what characterizes the Colombian culture. This approach will therefore help 

BoConcept realize the full potential of communicating on social media, which will ultimately 

prevent it from losing market share and control of its brand, instead allowing it to create brand 

awareness and user engagement. It is important that BoConcept tries out various strategies and is 

prepared to alter or discard them if they do not work. Furthermore, it has to be flexible and 

continuously revise its understanding of another culture as new knowledge is gained. This will fit in 

with the idea of being modest, self-conscious, mindful, and prepared to challenge and discard one’s 

own assumptions and prejudices, which was mentioned in the metohodology section. 
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5.3.1. BoConcept’s target group  

A way to segment and differentiate its communication according to the Colombian culture is to 

reconsider whether it is tenable that each target group is the same for every country and culture. I do 

not agree with BoConcept’s generalization of each country’s target group, which, according to its 

Marketing Coordinator for LatAm, “is based on the same characteristics and general description for 

each country” (Appendix 2). BoConcept is therefore using the same target group for all countries in 

which it operates, and failing to adapt its target group to each culture. Such a strategy, again, 

implies that when it communicates, it think of one global consumer, who thinks, acts, and shares the 

same values, norms and beliefs regardless of their culture (Usunier & Lee, 2009). As mentioned 

previously, cultural differences occur when cultural membership factors like these affect the 

communication process (Ting-Toomey, 1999: 16). In other words, when individuals from various 

cultural groups communicate on social media, intercultural communication takes place, and cultural 

differences will occur. To prevent this, BoConcept should instead integrate knowledge and skills 

and practice mindfulness, which means that it should be attentive to the cultural differences. This 

would, for example, mean that it should adapt communication, and its target group, to fit the local 

culture (Ting-Toomey, 1999). Because BoConcept mainly targets the individualistic-oriented 

segment, such as singles living on their own, or people who prioritize work and travelling instead of 

family, it contradicts Hofstede’s (2005) theory of cultural dimensions, which characterizes 

Colombia as a collectivistic society, with emphasis on the in-group, family and its well-being. 

Therefore, the issue will be whether BoConcept will change its global target group and adapt it to 

each culture, thus broadening its market share and segment, or keep following the global standard, 

thus communicating to an extremely small group of people. By doing the latter, BoConcept will 

only be communicating to 3 percent of the total population in Colombia (Appendix 2). Such a weak 

reach into Colombia contradicts the statement made by BoConcept’s CEO that proclaims that 

everyone around the world should be able to afford a piece of BoConcept, which is why it created 

this “affordable luxury segment” (Aarhus Univeristy, 2011). Based on the theoretical framework, I 

therefore find it most appropriate to slightly change or adapt the target group for Colombia, 

according to its cultural characteristics mentioned previously, when implementing an online 

communication strategy, yet still preserving BoConcept’s corporate brand identity.  
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5.3.2. How should BoConcept use social media? 

Having determined what BoConcept needs to consider in targeting the right cultural segment, I will 

now look at how it should communicate to the Colombian target group. People referring products 

and services through social media is the best method for influencing consumers, which in the end is 

easier and cheaper for the consumer and more profitable for the company, because communication 

is targeted at the right segment, leaving out unnecessary middlemen (Qualman, 2009). In fact, the 

online-market research firm Marketing Evolution launched a campaign that further illustrates the 

importance of products being referred today, as they found that 70% of the return on investment 

was the result of one consumer passing it onto another virally (Qualman, 2009: 94). It is therefore 

important that BoConcept understands the basic idea behind social media, which involves selecting 

the right media for the specific culture and being “social”, thus sharing, interacting and engaging in 

discussions with customers, which helps to develop a “relationship” with them. This is done by 

listening to customers, finding out what they would like to hear and talk about and what they find 

interesting, enjoyable and valuable, and then content that fits those expectations can be 

communicated on social media. In other words, it must adapt communication on social media to the 

cultural and ethnic identities within that community and group (Ting-Toomey, 1999), which is 

based on collectivistic values (Hofstede, 2005). Since consumers want to have a “relationship” with 

the company and even help out where they can, the companies that embrace this attitude with 

honesty, transparency, listening, and reacting are the ones that will win the battle (Qualman, 2009: 

55-56). With this in mind, it is now time to go over my proposal for an intercultural online 

communication strategy. 

5.3.3. Intercultural online communication strategy for BoConcept in Colombia 

In the long term, BoConcept could decide to outsource all communication on social media to the 

franchise(s) operating in Colombia, or make someone who knows the Colombian culture well 

responsible for their online communication strategy in that country, such as a Colombian digital 

communication agency. This is instead of following a global strategy, where decisions are made by 

people who do not know much about the culture in which content is communicated (Appendix 2). 

However, in the following, I will come up with my suggestion of an intercultural online 

communication strategy, which BoConcept could implement in Colombia. 
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Before implementing an online communication strategy, one important thing to consider is the 

working out out of a plan with a certain objective, which in this case is a set of guidelines on how to 

create brand awareness of BoConcept’s brand in Colombia, along with user engagement on social 

media (Lampel, Ahlstrand & Mintzberg, May, 2005). A way to do this is to focus on the consumers 

and potential consumers, and not directly on BoConcept. I will do this by creating social media 

campaigns that are in the interest of the target group in Colombia, through which communication is 

targeted at this specific group of people. In the following, I will give examples of what this social 

media strategy might look like.  

5.3.3.1. Social media strategy  

My suggestion would be to launch a social media campaign in the following year that will consist 

of three steps, in order to create engagement and awareness on the three most dominant social 

networking sites in Colombia – Facebook, YouTube and Twitter – taking into consideration the 

cultural differences of the Colombian culture. In my social media strategy, I will try to avoid some 

of the most common errors committed by many foreign companies in Colombia (Appendix 1). Such 

companies do not use social media monitoring to listen before they communicate, and they use 

social media without understanding how to use it, talking like brands and not like human beings. 

Social media is fundamentally based on human values and must be implemented with human beings 

and their needs in mind (Appendix 1). 

Researching BoConcept’s target group for Colombia on social media such as Facebook, Twitter and 

YouTube will help me find out what the target group wants, which will help me create a social 

media campaign that complies with their specific needs, based on their cultural values. Let us say, 

for example, that I have found out, through monitoring Facebook, that they want more “Vallenato” 

music in the clubs, or on the radio, because they are tired of the Americanised mainstream music. 

“Vallenato” is old traditional slow dancing music from Colombia, mostly listened to by the upper 

class. The campaign could therefore be centered on bringing back this style of music into the clubs, 

or onto the radio, with advertisements in different media such as a website, or through a poll on 

Facebook where people can sign a petition that BoConcept will show club owners or radio stations. 

The tricky part is to create some buzz and make sure a lot of people hear about this campaign. This 

could be an issue since BoConcept does not have any “fans” and “followers” on Facebook and 

Twitter in Colombia. It is therefore important that it works on promoting their social media 

initiatives, either through its brand stores, its website, events or competitions on social media, 
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before starting the campaign. The following sub-sections describe three steps to be taken when 

implementing this social media strategy, with the objective of creating brand awareness and user 

engagement. 

5.3.3.2. First step: Create activity through Facebook 

The first step is to try to create brand awareness and user engagement through Facebook. A PR 

event could therefore take place in a club or public setting, maybe at a BoConcept store, in each of 

the three large cities Medellin, Bogota and Barranquilla, where people will get together and dance 

“Vallenato”, with the famous Colombian “Vallenato” singer Carlos Vive performing. People will be 

informed of the event on Facebook, from the stores, and by participating in small competitions on 

Facebook, where people have to invite other friends to “like” their fan page in order to obtain 

information about the location and to qualify for a free drink. Since BoConcept is listening to its 

target group by giving them something that they want, and creating an event that appeals to the 

collectivistic values of that culture, there is a great chance that the target group will give BoConcept 

something in return, in terms of positive brand mentioning and referral on social media (Qualman, 

2009). This also means that it adapts communication according to the cultural identities of its target 

group, which in the end mean larger market share and customer loyalty (Ting-Toomey, 1999). The 

fact that the campaign is not directly about BoConcept, or directly related to its brand, gives the 

brand better credibility and shows that the company is listening to its customers’ general needs. It is 

very important that BoConcept keeps listening to what is being said about its brand, and responds 

accordingly, if it wants to be successful in using these platforms (Qualman, 2009). This also means 

that when the event is over, communication with consumers and potential consumers has to 

continue. Initially this can be done by posting photos of the event, where people can tag themselves 

and friends, in order to win small prizes. A competitive aspect would go well with the fact that 

Colombia is a masculine culture, and there is therefore a good chance that this will be well received 

by the Colombian culture (Hofstede, 2005). This is, moreover, a perfect way of using the features of 

social media to create user engagement by participating, sharing, collaborating, etc., thereby 

localizing communication to the Colombian culture (Gulbrandsen & Just, 2011).  

A great example of an international company in Colombia, which targets its communication on 

social media according to the Colombian culture, is the American company “Huggies” (Evans, Jan. 

2011). It has tailored individual Facebook pages for countries across North America and LatAm, 

designed to encourage mums to share experiences about being a mum and caring for a baby. In the 
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US, mums share parenting advice and respond to community-focused content by discussing 

Huggies products. In Colombia, Huggies take a more pro-active approach by using social media 

competitions where mums must share “chaotically beautiful” anecdotes and videos of their children 

for a chance to win prizes. While mums “love” the “fun” competitions, because they want to win, 

very few discuss the Huggies brand and products. This is an excellent illustration that shows how 

communication on social media is adapted according to cultural values. It reveals Colombia to be a 

very masculine culture, where competitions are often used as an attempt to engage customers 

(Hofstede 2005). As mentioned, it could therefore be a great idea for BoConcept to implement 

competitions in their communication on Facebook in Colombia, as this would accord with the fact 

that it is a masculine culture. It would also be a way to take advantage of the distinctive features of 

social media by creating a community, open for all those who want to participate in the competition 

(Mayfield, 2008), thereby communicating in a way that the Colombians feel included in the group 

(Ting-Toomey, 1999).  

After the PR initiative, they then have to find other ways of adapting communication to the local 

needs of the Colombian culture and target group, by creating an in-group alignment, community 

feeling and group inclusion (Ting-Toomey, 1999). This could involve posting content on Facebook, 

on certain red-letter days in Colombia, for example, wishing everyone a “happy friend’s day”, 

something that only LatAm’ans celebrate. Generally, Colombia has a lot of holidays, which is a 

cultural aspect that BoConcept has to consider and use well when communicating on social media. 

Another idea could be to recommend Colombian movies to watch Sunday nights with the family on 

a comfortable BoConcept sofa, either in their home in Colombia or in their home abroad. 

5.3.3.3. Second step: Create activity through YouTube 

The next step could then be to extend the campaign by creating a commercial video for YouTube, 

also posted on Facebook, where the message is the same – to implement more “Vallenato” music in 

the clubs or radio, so that people get together. This would be an attempt to encourage people on 

Facebook to virally refer or pass on the video to others, thus contributing to the plan of creating user 

engagement and brand awareness. As the video would be aimed at the Colombian target group, it 

should take into account the cultural issues, discussed previously, that are relevant for the individual 

Colombian consumer, such as the use of characters, the setting, symbols, colors, language, music 

etc. (Appendix 1). The video must therefore preserve the traits of that culture, aiming at the 
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collectivistic, masculine-oriented segment within that target group. An example of such a video 

could look like this:  

Three single guys in their thirties are sitting on a BoConcept sofa in one of the guys’ homes, and all 

the surrounding furniture and decor is from BoConcept; opposite them sit three single, good-

looking women. They are listening to some American music, which is impossible to dance to, when 

suddenly one of the guys puts a “Vallenato” song on and the women start dancing with the guys. 

After a while, the couples each move to the guy’s bedroom, and throw themselves at a comfortable 

BoConcept bed, where the slogan comes up: “Everything gets much easier, when listening to 

Vallenato”. 

Another example could be to make a video targeted at the Colombians who live abroad, such as 

those who live “the American Dream” in, for example, New York, but who will always have their 

ethnic and cultural identity, and are therefore interested in bringing some of their Colombian culture 

into their American home. Therefore, communication still needs to be adapted to this segment, 

considering their cultural needs (Ting-Toomey, 1999). An example of a video that compliments 

these values, and targets the older collectivistic segment of the target group, could look like this:  

Three different Colombian families in New York City, Paris and Shanghai, are listening to 

“Vallenato” music in their home, while sitting at their comfortable and yet stylish BoConcept 

dining table and chairs, eating Colombian food such as “frijoles” and “arepas”. The Colombian food 

and the Colombian music are meant to illustrate the importance of keeping the Colombian cultural 

heritage, even when living their dream in another culture. It also shows that BoConcept fits all 

metropolitan cities and cultures, which, according to their commercial video, is their purpose when 

saying that, even though you live in another country, you still have a basic need to feel at home 

(BoConceptHQ, 2011).  

This would then terminate the “Vallenato” theme of the social media strategy, which should result 

in a lot of “views” on YouTube, people “liking” the Colombian BoConcept Facebook page and 

communicating, sharing and participating on this page. It is, however, important that 

communication does not stop there, and that BoConcept continues to engage in conversations with 

people on Facebook. Alternatively, it could decide to implement yet another social media campaign, 

this time using Twitter, as suggested in the following section. 
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5.3.3.4. Final step: Create activity through Twitter 

As we learned in the case presentation, only three out of ten companies in Colombia use Twitter, 

and nine out of ten of them are being mentioned by stakeholders’ tweets (Cordasco, Oct. 2010). 

This makes it extremely important for BoConcept to be active on this social media. The final 

suggested step in this social media strategy is to open a Twitter account, where, as for Facebook, the 

objective is to create user engagement and brand awareness for the Colombian target group. One 

way of using Twitter, which is slightly similar to the previous campaign on Facebook, could be to 

arrange a concert through Twitter in the three biggest cities in Colombia, Bogota, Medellín and 

Barranquilla, where BoConcept has its brand stores. The concert could then take place on three 

different days in the same week, starring the local reggaeton star J. Alvarez, who is beloved by 

almost everyone in Colombia, and is a very famous person in Colombia because of the kind of 

music he plays, which is very popular there (Dalton, Nov. 2011). A fun thing could be to encourage 

people to virally share an update on Twitter from BoConcept describing the event. This could 

simultaneously be done on Facebook, as a way of combining and integrating the two social media, 

particularly as the company will have a larger audience on this site. It also creates the possibility of 

getting people from their Facebook page to “follow” them on Twitter. In a similar way to the 

Facebook campaign, BoConcept could decide to provide important information about the concert 

exclusively on Twitter, in order to increase the number of “followers”. The concert could be free for 

all, but with the possibility of people donating money via a link on Facebook or Twitter, or at the 

concert. The donations and the profit from the event could then go to an organization helping 

homeless people in Colombia. This is a cause for which the Colombians care a great deal, given the 

collectivistic nature of their society (Hofstede, 2005), which means that they have a natural 

understanding and caring for the whole society as a group (Appendix 1). Their high uncertainty 

avoidance index furthermore supports their understanding and caring for homeless people in their 

country, as it reflects their religious beliefs and the fact that it has been a very poor country, and in 

many ways it still is (Hofstede, 2005). This is an example of where the society’s institutions and 

relationships affect people’s cultural values (Kotler, 2006: 89). It addresses people’s online ethnic 

identity of belonging to and being part of a group, whose common values, traditions and beliefs are 

reflected in their attitudes and behaviors towards their religion (Ting-Toomey, 1999: 32). This 

exceptional CSR initiative by BoConcept could also lead to brand mentioning in certain newspapers 

(El Mundo, El Tiempo, El Colombiano) and magazines (Jet-Set, SoHo and Dinero) in Colombia, 
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which have the same target group as BoConcept, since press material regarding the initiative will be 

sent to journalists associated with those media. 

When the event is over, another way for BoConcept to use Twitter as a tool for communication to 

existing and potential customers could be to discuss and offer decorating, fashion and designer tips 

to “followers” of BoConcept, from a specialist from Colombia, who knows about what is “in” right 

now in Colombia. This would help create engagement and involvement between the brand and 

customers. This will be beneficial for both parties, as they will be able to use each other through 

two-way communication. BoConcept would be able to take advantage of some of the distinctive 

features that social media has to offer, such as creating participation, conversations and dialogue 

between the company and its consumers by setting up a community, which is open to all people 

with the same interests and cultural identities (Mayfield, 2008). BoConcept would address those 

people’s online cultural identity, where the connection is their shared interests on this specific 

matter, making them part of a larger cultural membership group (Ting-Toomey, 1999: 30). Since 

communication would target the local segment, Colombia, there is a greater chance that 

communication will be successful because BoConcept is listening to and interacting with 

Colombians, thereby creating group inclusion and being aware of ethnocentrism by not ignoring or 

violating the Colombian culture (Ting-Toomey, 1999: 14-15). 

BoConcept could also use Twitter to tell followers about special promotions in Colombia, post 

commercials on YouTube, and spread the word about current campaigns running on other forms of 

media. In this way, BoConcept would engage with its consumers, create dialogue and offer 

customer service instantly. Bancolombia is a great example of a Colombian company that has had 

success using Twitter and Facebook in Colombia, through allowing their customers to tell them 

about problems and offering immediate solutions, rather than creating a social media effort tied to a 

specific campaign. The combination of one-way communication (promotions supported by 

advertisements in other media) plus two-way communication (answering customer questions and 

solving problems) has earned Bancolombia, the largest bank in Colombia, 49,000 Facebook “fans”, 

14,000 Twitter “followers” and 114,000 views of their YouTube videos (Delgado, Sept. 2011). 

5.3.3.5. After the campaign 

The outcome of this social media strategy is to ensure that, after three months, BoConcept is active 

on Facebook, Twitter and YouTube. As mentioned previously, it is essential that BoConcept keeps 
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listening to its target groups and engages with them, in order to preserve their “relationship”, which 

is what the consumers want (Qualman, 2009: 55-56). This has to be done by communicating local 

initiatives that complement the cultural values of the Colombian target group, using and 

understanding all the features of social media, described previously. 

 

6. Discussion 

6.1. How intercultural is social media?  

We have learned how important intercultural online communication is for companies operating on 

social media in other markets. However, there may remain some question as to whether some 

people might still consider social media as a way of moving people with dissimilar cultures closer 

together. 

By examining why Twitter, more so than other popular social networks, has become a hub for 

intercultural engagement, one could say that it is a way to broadly share thoughts, ideas and 

information, and this sharing occurs, to a certain extent, regardless of culture. An example of this is 

the people who follow you on Twitter. There you have your best friends, whom you know very 

well, but also a group of people you do not know, with whom you share the same interests. They 

could be from Denmark, the US or Colombia. Their national and social culture really does not 

matter; rather, what matters is the shared common interest in at least one area. In that regard, social 

media might actually push cultural boundaries away and bring people together who might otherwise 

be, culturally, extremely distant from each other. Social media, because it brings some kind of 

focus, actually allows people with very different cultural backgrounds to find a connection, and 

allows for conversations between people which would otherwise not have taken place at all.  

Carter (2010) discusses “Why Twitter influences cross-cultural engagement” in her blog and says, 

“It makes cross-cultural communications more open and fluid. . . . Accents, tone, body language, 

etc., are reduced when it’s just text on screen,” which can make it easier to interact with others 

across cultural differences. Furthermore, various applications allow you to tweet in other languages 

and translate tweets into your language of choice. She thinks that, even without these applications, 

there is a universality of shared experience that underlies interactions on Twitter, because “shared 

interests often trump separators like cultural context and jargon on Twitter” (Carter, Oct. 2010). 
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However, while Twitter may have the potential to change how we engage in intercultural 

communication, stereotyping and culturally divisive language still exists on the site, just as in real 

life. It is in the more abstract, or on cultural, levels, that cultural differences arise and can be seen 

(Ting-Toomey, 1999). This may be very difficult to discover, but nevertheless it is very important 

to realise and appreciate, when communicating across cultures. Twitter simply does not give us the 

possibility of exploring these cultural levels, as it only provides people with conversations within 

140 characters, which cannot address the complexity of cross-cultural communication; even though 

users are bringing multiple layers of identity to Twitter, it is difficult to explore the depths of those 

layers online (Ting-Toomey, 1999). Furthermore, there is a tendency for people to operate in 

cultural groups and communities that share the same cultural values, norms and beliefs, because 

they feel part of that in-group (Ting-Toomey, 1999). Conversely, this means that we are never 

really part of the “in-group” when cross-communicating online, since we are mainly quite content 

to remain within our comfort zone and look for similarities when using social media (Ting-Toomey, 

1999). Among other things, this could imply that we have a tendency to follow and show interest in 

people and companies within our own cultural group. Communication in these groups and 

communities are therefore affected by the social traits that characterize this cultural group, which, 

for example, could include whether it is a low-context culture or a high-context culture (Hall, 1976), 

or whether it is an individualistic or collectivistic culture (Hofstede, 2005). This means that there 

will always be certain cultural barriers that may influence the online communicative process, and if 

companies want to succeed using social media, they have to be aware of these cultural barriers, 

when communicating on social media.  

In summary, it can therefore be said that communication on social media may make it easier for 

people from different cultural backgrounds to converse with each other, and it can be a good way to 

discover and learn more about other cultures. It is, however, important to consider that most of the 

people online tend to keep to people within their own cultural group. It is easier to communicate 

with those who have similar cultural values. Social media, by its very nature, does this extremely 

well. Therefore companies have to be careful when implementing online communication strategies, 

as there are many cultural differences they should take into account, in order to perform successful 

online communication. 
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6.2. Future implications 

Because the case study of this thesis involves how a Danish company can utilize its use of social 

media better in Colombia, it is interesting to look at how other companies can use this knowledge to 

their advantage. This is why, the findings from this thesis could potentially help any company in the 

world wanting to expand their business to other countries, since they would be exposed to the same 

pitfalls as this case study has revealed. In other words, BoConcept could be an example of any other 

company, and Colombia could be an example of any other country. For a company to be successful 

in another culture, it is necessary that it follow the proposals in this thesis, and apply them 

according to the culture of the country it is expanding to. This, among other things, necessitates 

listening to the research of Hofstede (2005) and Hall (1976), which are very helpful tools in 

discovering similarities and differences between cultures that can be beneficial to know when 

communicating online. However, it is important to take into account that most theories only provide 

a very general picture of the national culture, and that there will always be cultural deviations 

within that culture. Based on the findings from its cultural dimensions, communication can be 

adapted to fit the targeted culture, and the following step will be to use these findings on social 

media. The research of Mayfield (2008), Qualman (2009) and Gulbrandsen & Just (2011) is very 

helpful in proposing ways of communicating on social media. The key will be to integrate and 

implement the cultural aspects online, or what I am calling “intercultural online communication”, 

which describes how to be aware of cultural differences when communicating online. 

 

7. Conclusion 

The objective of this thesis has been to explore the significance of intercultural awareness on social 

media. I found the best way to do this was by making a case study of the Danish furniture company, 

BoConcept, in Colombia. The purpose of this was to analyze how it addresses cultural differences, 

which forms the basis of understanding how it can utilize its communication better on social media 

in Colombia.  

By looking at how BoConcept addresses intercultural differences when communicating on social 

media in Colombia, it can be concluded that it does not address cultural differences. My interview 

with BoConcept’s Marketing Coordinator for LatAm supports this failure to communicate 

culturally; as it was revealed that the company follows communication directives, and acts 
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according to a global strategy, determined in Denmark. My observations of BoConcept’s use of 

social media in Colombia further demonstrates this, since they are absent on all social media. A 

breakdown in communication becomes even more evident when BoConcept refers its Colombians 

consumers to its American Facebook page, where most content and communication is targeted at an 

American culture and the Colombian culture is completely neglected. This is illustrated in the way 

that the various posts on Facebook send out different signals according to Hofstede and Hall’s 

cultural dimensions, which may result in misinterpretation and rejection of the message when 

interpreted from a Colombian perspective. The fact that communication on the American Facebook 

page is an interpretation of an American cultural mind-set, created from Denmark with their cultural 

mind-set, which then is interpreted by the Colombians, makes this intercultural communication 

process very complicated, because the cultural values of the various countries are not the same and 

yet never considered. This is a problem, seen from a theoretical perspective, because there is no 

such thing as one global consumer. My cultural comparison of the countries involved shows 

tremendous cultural differences between the Colombian and the Danish cultures, and classifies 

Colombia as a masculine, high-context, collectivistic culture with high uncertainty avoidance. 

Communication to such a culture must therefore be adapted accordingly, in order to be successful. 

In contrast, Denmark is classified as a feminine, low-context, individualistic culture with low 

uncertainty avoidance. By comparing Usunier’s theoretical guidelines and BoConcept’s online 

communication strategy, it can further be concluded that BoConcept does not consider the fact that 

consumer behavior differentiates culturally. This becomes evident in the way that the company does 

not take into account theoretical cultural considerations illustrating that competitive behavior and 

brand loyalty is closely related with a masculine and collectivistic culture. Based on the comparison 

between my analysis of BoConcept’s use of social media in Colombia and the theory of Usunier, it 

is appropriate for BoConcept to differentiate its online communication, according to the cultural 

aspects. 

Looking at how BoConcept could, from an intercultural perspective, utilize social media better, it 

can be concluded that it could benefit from adapting communication on social media to the 

Colombian culture. Based on the theoretical considerations, and the observations made of the case 

study, an intercultural online communication strategy was proposed, in order for BoConcept to 

utilize social media better in Colombia. This strategy involves a social media campaign, consisting 

of three steps for BoConcept to take, in order to create brand awareness and user engagement on 

social media in Colombia. Because Facebook, Twitter and YouTube are the three most dominant 
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social media in Colombia; the strategy involves three steps on how to create activity on these 

media, taking into account the Colombian culture. This involves performing mindful intercultural 

online communication, which is performed by considering online cultural and ethnic identities that 

will help create group inclusion, allowing everyone to feel part of the community and leaving aside 

any form of ethnocentrism. In this regard, it is worth mentioning that social media definitely makes 

it easier for people across cultures to communicate with each other. However, it seems that those 

people are mainly quite content to remain within their own comfort zone, and look for similarities 

when communicating on social media. Therefore, it would seem that generally we are never truly 

part of the in-group when cross-communicating. 

In conclusion, it can be appropriate for BoConcept to differentiate their online communication 

culturally, which in the case of Colombia is a masculine and collectivistic high-context culture with 

high uncertainty avoidance. This is based on the fact that even though BoConcept considers its 

segment to be globally homogenous, it will always be influenced and affected by the culture and the 

country it is operating in. It can also be concluded that the increasing popularity and interest in 

using social media in Colombia is closely related to the fact that it is a collectivistic culture, which, 

by nature, is very social minded. Colombians adapt very easily to new social media technologies 

that are based on exactly those fundamental and collectivistic human values, such as sharing, 

participating, conversing, openness and communities, which characterize a social media culture. 

Furthermore, one of the advantages of the technologies of social media is that they are very suitable 

for localizing communication according to each cultural group, in a low-cost way. This 

demonstrates the correlation between online communication and intercultural communication and 

further strengthens the importance for BoConcept to be active on social media in Colombia. 
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9. Appendix 

Appendix 1 – Original version in Spanish 

Interview with Colombian social media expert, Paulo Carvajal 

1. Cuáles son las páginas de social network o social media más populares en Colombia? 

a. Facebook, Twitter, Youtube son la triada, hoy crecen mucho Foursquare y Pinterest. En temas de 

Networking, LinkedIN es grande también. 

2. Por qué son tan populares?  

a. Los Colombianos disfrutamos de los chistes, del chisme y de la crítica, estás tres cosas se hacen 

bastante en todas las redes. Twitter es un chat de opinión, Youtube la conexión al mundo y lo 

humorístico, y Facebook, es el gran integrador de todo. Foursquare es un para “Mostrarse” y 

Pinterest es la moda, pero además pegada de que hoy el Meme Gráfico es muy fuerte (Ver mi muro 

con todo lo de Shakira en la cumbre) 

3. De qué forma usan las empresas Colombianas los sistemas de comunicación social?  

a. La mayoría como un centro de información de temas comerciales. Algunas además como 

espacios para generar contenidos y muy pocas como centro de servicio al cliente, con respuestas 

claras, y como canal alterno de servicio.  

b. Ya las mas arriesgadas, suman a todo, Generación de contenidos Comerciales, Servicio al cliente, 

un proceso de Observación Empática (Social Media Monitoring) y Emisión constante de contenidos 

sociales, no solo comerciales, o sea, son parte del diálogo social. 

4. De qué forma usan las empresas extranjeras social media en Colombia?  

a. La mayoría usan sus marcas globales, y en ellas se generan las grandes inversiones. Las versiones 

Colombianas, no necesariamente caminan tan bien, les va mejor a las globales, pero eso no quiere 

decir que así deba ser, lo que pasa es que para las multinacionales es muy difícil crear actividades 

además por cada país donde están, pero si lo hicieran bien hecho a lo mejor tendrían interesantes 

resultados, pues Colombia tiene particularidades. 

5. Podría citar alguna empresa extranjera que use los sistemas de comunicación social en 

Colombia?  
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a. https://www.facebook.com/pantenecolombia 

b. https://www.facebook.com/CinnabonColombia 

6. Cuáles son los errores más habituales cometidos por las empresas extranjeras en el uso de 

social media en Colombia?  

a. La verdad de la inmensa mayoría:  

i. No usan el social media monitoring para aprender a escuchar antes de hablar. (No estudian, no 

aprenden)  

ii. No usan la red como canal ni de ventas ni de servicio.  

iii. Hablan sin entender el código, hablan sin saber que es válido y que no, hablan como marcas, no 

como humanos y la red social es fundamentalmente humana.  

7. Conoce ejemplos de empresas que considere realizan un buen uso de social media en 

Colombia? Y que hacen para adaptarse a la cultura colombiana?  

a. https://www.facebook.com/CinnabonColombia  

8. De qué forma seria apropiado el uso de social media por parte de las empresas? En qué tipo 

de social media deberían de ser más activos?  

a. Escuchando y observando, antes de hablar y proponer un servicio en red.  

b. Los sitios por defecto son Facebook, Twitter y Youtube, en todos hay que estar, los demás 

vendrán de cada caso en particular. 

9. Si BoConcept lanzase una campaña de social media en Colombia, cuales serian sus consejos 

y sugerencias?  

a. Hacer una medición completa con huna herramienta tipo radian6 de toda la categoría.  

b. Complementaría la medición con un estudio antropológico etnográfico aplicado a la red.  

c. Haría un workshop de la marca mundial para definir lo fundamental y que se debe mantener en el 

caso Colombiano, porque hace mejor match con la cultura del país.  
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d. Luego definiría el tipo de servicios a prestar, por ejemplo consultoría en decoración para el hogar 

o servicio postventa. A tiempo definiría los contenidos y la forma con que se actualizarían. Además 

un modelo claro de respuestas a posibles preguntas y un esquema de gobierno.  

e. Finalmente, empezaría a emitir, no sin antes lanzar a todo Bo Concept Colombia internamente y a 

Bo Concept mundial.  

f. Una vez al aire, y con operaciones estables, de nuevo empiezo el ciclo de estudiar con Radian 6 y 

otras herramientas mas en busca de aprender y monitorizar las mensiones de mi marca en otros 

lados y empezar a responder en mis espacios a esas mensiones. 

10. Que aspectos culturales deberían tener en cuenta las empresas americanas y europeas a la 

hora de realizar una campaña social dentro de la cultura Colombiana?  

a. Sería una lista realmente grande, pero los elementos mas importantes son tal vez:  

i. Colombia se ríe mucho de si misma.  

ii. Colombia es fundamentalmente feliz.  

iii. Colombia apoya las causas y tiene muchas causas sociales por hacer.  

iv. Colombia recibe con cariño a sus visitantes y les da un lugar en su sociedad.  

11. De qué forma BoConcept debería de estar activa en social media en Colombia 

considerando las diferencias culturales?  

a. Ver pregunta 9, pero en resumen antes de definir, hay que estudiar en la misma red…. 

12. Como compararía la cultura colombiana con la americana?  

a. No se si hay Un Americano, pues hay muchos perfiles y mas hoy que tiene tantos orígenes 

revueltos en su cultura y para remate condiciones económicas tan graves.. pero si aceptamos que el 

Americano es “consumista y rico” el Colombiano intenta aumentar su consumo, pero considera 

“pecado” comprar para botar en menos de un año, como puede pasar con ese Americano 

consumista.. Las cosas aca se arreglan, duran para mucho tiempo y cuando se quiere salir de ellas se 

venden, no se botan como allá. 

13. ¿Que influencias tiene la cultura americana en Colombia?  
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a. El tipo de consumo, sin duda, pues es el mercado que mas miramos, al que mas seguimiento le 

hacemos, las vitrinas fundamentalmente vienen de allá. Ahora algunas empresas europeas crecen, 

pero pareciera que mantienen el modelo consumista fuerte, como el caso de INDITEX.  

14. Si nuestro objetivo publicitario se centra en el sector de la sociedad colombiana que 

persigue el modelo de vida estadounidense. ¿qué elementos deberían incluirse en un video 

promocional en p.ej. YouTube? ¿qué aspectos del modelo de vida estadounidense son más 

deseados por la sociedad colombiana? ¿buscan un modelo adaptado a la cultura colombiana o 

por el contrario aceptarían un modelo igual al estadounidense?  

a. Yo no creo que sea un video americano el que mas fuerza tenga, salvo que sea tan poderoso como 

para hacer un videomarketing pesado, como el de Day Made Of Glass de Corning. En ese caso, 

alguna pequeña parte de la cultura Colombiana lo vería con deseo. Yo creo que los productos de 

BoConcept ya son muy conocidos y NO por mostrar un estilo de vida gringo con ellos se venderán 

mejor, por mostrarlos bien mostrados, si.. Y creo que sería mejor poner gente con estilo en 

Colombia a mostrar su estilo de vida dentro de un video de BoConcept. 

15. Como podría BoConcept adaptar los videos publicitarios/de YouTube americanos y 

europeos al mercado Colombiano? 

a. Dejando los que sean de producto y produciendo con personas locales con estilo, demostrando 

que ellas YA son clientes. 

16. Qué tipo de mensajes serian interesantes por BoConcept incorporar en la página de 

Facebook Colombia?  

a. De nuevo ver la pregunta 9. Pero nosotros vivimos de revistas como TV y Novelas, somos MUY 

pegados a la farándula, por tanto si la farándula es parte de la comunidad, y son ellos los que hablan 

de BoConcept, el éxito está (creo) asegurado. 

 

Translated version – In English 

Interview with Colombian social media expert, Paulo Carvajal 

1. Which social media and social networking sites are the most popular in 

Colombia? 
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a. Facebook, Twitter and Youtube are the triad, although Foursquare and Pinterest are 

also growing. When it comes to Networing, LinkedIn is great too.  

2. Why are these social media popular in Colombia? 

a. The Colombians enjoy jokes, gossip and criticism, which are three popular things to do on 

social media. Twitter is a chat of opinions, YouTube is the connection to the world and very 

humorous, and Facebook integrates all of them. Foursquare is to "show off" and Pinterest is 

about fashion, but also today, the graphic communication is very powerful (see my wall with 

all of Shakira in the top). 

3. How do companies use social media in Colombia? 

a. The majority use social media as a source for information about commercial things. Some 

to generate content and very few as customer service with clear answers and as an 

alternative channel for service.   

b. The more venturous companies use all of them; Commercial content generation, customer 

service, Social Media Monitoring and constant emission of social content, not just 

commercial, or it is part of the social dialogue. 

4. How do foreign companies use social media in Colombia? 

a. Most of them use their global brands, and with them they generate large investments. 

The Colombian versions do not necessarily work that well, usually the global ones work 

better, but this does not mean that it necessarily have to be like this. The reason is that it is 

much more difficult for the multinational companies to create activity for each country they 

are present, but if they did this properly then the results would be very interesting, because 

Colombia is a country with particularities.  

5. Do you know of any foreign companies using social media in Colombia? Which 

ones? 

a. https://www.facebook.com/pantenecolombia 

b. https://www.facebook.com/CinnabonColombia 

6. Do you perhaps now of any mistakes made by foreign companies on social media 

in Colombia? 
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a. The majority of them:  

i. Do not use social media monitoring to learn how to listen before speaking. (They do not 

study, and therefore they do not learn)  

ii. Do not use social media as a channel, to sell, or as a service. 

iii. They speak without understanding the code, talk without knowing what is true and false, 

talk as brands, not as human and social network is fundamentally human. 

7. Do you have examples of companies that you believe do well on social media in 

Colombia? 

a. https://www.facebook.com/CinnabonColombia 

8. How would be an appropriate way for companies to communicate on social 

media? And on which social media should they be active? 

a. Listening and observing, before speaking and propose a network service. 

b. The popular sites are Facebook, Twitter and YouTube, these are the ones you need to be 

on, the rest of the social media target specific cases. 

9. If BoConcept was to launch a social media campaign in Colombia, what would be 

your advice and suggestions?  

a. To make a complete measurement with a tool like Radian6 of the entire category. 

b. Complement the measurement with an anthropological and ethnographical study and 

apply it to the network.  

c. Make a workshop about the global brand to define the fundamental things which need 

to be maintained in the Colombian case, in order to make a better match with the culture of 

that country.  

d. Then define the types of services to be provided, for example, consulting home decor 

or customer service. I would define the content and the way it should be updated. 

Furthermore, a clear pattern of how to respond to possible questions, and an outline of the 

government.  

e. Finally, they will need to start emitting everything on social media, but not before 

launching all internally to BoConcept Colombia and worldwide.  
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f. Once it is working, and with stable operations, the cycle begins again by studying with 

Radian 6 and others tools to learn and monitor the dimensions of my brand in other places 

and start answering these dimensions. 

10. Which cultural aspects should be considered if European and American 

companies want to make a social media campaign in Colombia? 

a. It would be a really big list, but the most important elements are perhaps:  

i. Colombians laughs a lot about themselves.  

ii. Colombia is fundamentally happy.  

iii. Colombia supports causes and has many social causes to do.  

iv. Colombia receives visitors with welcoming arms and gives them a place in their society. 

11. How should BoConcept be active on social media in Colombia, considering 

cultural differences? 

a. See question 9, but in summary, before defining anything, they need to study on the 

same network.... 

12. How would you compare the Colombian culture with the American culture? 

a. I do not know if there is ONE American, as there are many different identities and 

especially today because there are so many mixed origins in the American culture and on 

top of that serious economical conditions... but if we accept that the American is "a 

consumer and wealthy," the Colombian attempts to increase their consumption, but consider 

it a shame to buy in order to throw out in less than a year, which is what could happen with 

the American consumer.. Things here in Colombia they have a habit of working about by 

themselves, they last for a long time and when you want to get rid of them, they are being 

sold, not thrown away like over there. 

13. In which way does the American culture impact the Colombian culture?  

a. The growing rate of consumption, without a doubt, it is the market that we look at and 

follow the most, the most fundamental things come from there. Now some European 

companies grow, but it appears they maintain the strong consumer role, as is the case of 

Inditex.  
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14. If I was to make a marketing or YouTube video targeted at the Colombians who 

dream about living in the US, what would you include in the video? How would 

Colombians want to live a New York life e.g.? Like an American or would they still live 

according to the Colombian culture? 

a. I do not think it would be an American video that has the greatest effect in Colombia, 

unless if they go for a powerful and boring marketing video, such as the one made by Day 

Made Of Glass of Corning. In that case, some small fragments of the Colombian culture 

would be desirable. I think that BoConcept’s products are well known, and this it is NOT 

because they show a foreign “gringo” style that they sell better.. I think that it would be 

better to use Colombian people and their way of living in a BoConcept video. 

15. Do you have an example of how BoConcept could adapt e.g. a YouTube video 

from the US or Europe to the Colombian segment? 

a. Using local people with style to complement their products, showing that THEY are 

the customers.  

16. What kind of information would be interesting for BoConcept to incorporate on 

their Colombian Facebook page? 

a. Again, see question 9. But we live with magazines, TV, novels and soap operas, we are 

VERY fascinated with celebrities, so if they are the focal point of entertainment in the 

community used, and if they are talking about BoConcept, success is (I think) certain. 

 

Appendix 2 

Interview with Juan Carlos Fandiño from BoConcept 

1. What is your position and function for BoConcept? 

Marketing Coordinator for Latin America 

2. Does BoConcept have a digital communication or social media strategy for Colombia? 

If yes, what does it involve? 

BoConcept A/S as a franchise has many different digital tools to communicate with their 

customers, and these tools are presented and available for each store to use and implement 
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according to their local needs. Among these tools we can find the web page, newsletters, 

iPapers, online catalog, Home Creator (online furniture customization tool) and web 

banners. The idea is to follow as much as possible the concept and communication proposed 

from Denmark. However every country has different needs and the markets don’t react on 

the same way to these tools. In the specific case of Colombia they are working right now on 

increasing their communication at digital level. They joined  

3. Who manages all digital communication in Colombia (e.g. on Facebook, Twitter, and 

YouTube)? 

It is managed by the Marketing responsible for Colombia 

4. On which social media in Colombia are you active? 

Facebook 

5. What do you have to be aware of when communicating to the Colombian culture, in 

terms of cultural differences? 

BoConcept’s communication platform is a very international one, and in most cases the 

messages and translations are clear enough to communicate the campaign and understanding 

the same message as the other many stores around the world. However there have been 

some specific cases where the message had to be adapted to a local context, without 

changing the very deep global idea on that specific campaign. 

6. Do you communicate differently to the people in Colombia than to the people in the 

US? If yes, how? 

To build a global brand the message and “brand’s tone of voice” must be the same. In fact 

in-store communication messages are the same all over the world. However, depending on 

the market conditions there could be the need of communicating in a more commercial way 

where discounts and offers are presented in order to give a call-to-action message to the 

customers. In Colombia, the brand is positioned in very high level, where offers and 

discounts are not well perceived; but it doesn’t mean that customers don’t react in a positive 

way when having a sale. In Colombia, they take care of not doing it too frequently.  

7. Do you adjust or adapt your communication on social media to the specific country´s 

cultural needs? If yes, in what way? 

Yes. Facebook and social media in general is a more casual way of communicating to our 

customers because of its immediacy so messages should be more casual, too. Every country 

has different cultural celebrations and holidays, and in the case of Colombia, on these dates 
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they communicate accordingly to commit a specific goal. You can say the same message 

using different words (more casual in this case) without being out of BoConcept’s way of 

communicating. 

8. Or do you have one overall global communication strategy for all countries? 

Yes, there is one overall global communication strategy in order to keep building the brand; 

however messages and communications can be customized to fit specific market needs but 

still being BoConceptual. 

9. How would you describe your corporate identity? 

BoConcept’s corporate identity is very strong, easy to understand and remember. There’s no 

other way to do it and reach 50 different countries and 250 stores. 

10. How would you describe your target group for Colombia? And is the target group the 

same for every country? 

All BoConcept countries target group are based on the same characteristics and general 

description. It is a target group that you could find in every country, but not in the same 

place and in the same quantity. In Colombia, BoConcept target group is around 3% of the 

total population, while in other countries this number is higher. Some characteristics from 

the target group in Colombia are: 

- Age 35-45 average  

- They are the elite of society  

- CEOs, general managers, politicians and their wives  

- Most of them notice design  

- Travel quite often, are aware of trends and knew BoConcept from other countries. 

- Highly educated  

- Very active social life, they know what’s going on  
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Appendix 3 

 

Available at: http://www.facebook.com/pages/BoConcept-Colombia/153534344695082 
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Appendix 4 

 

Available at: http://www.facebook.com/boconcept 
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Appendix 5 

 

Available at: http://www.facebook.com/boconcept 
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Appendix 6 

 

Available at: http://www.facebook.com/boconcept 
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Appendix 7 

 

Available at: http://www.facebook.com/boconcept 
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Appendix 8 

 

Available at: http://www.facebook.com/boconcept 

Appendix 9 

 

Available at: http://www.facebook.com/boconceptchile?ref=ts 


