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Abstract: In the article the findings and recommendations from a conducted study about the effect of cultural
differences in the internationalization of the Bulgarian wine producers in the Asian markets are presented. The
internationalization is examined from a behavioural perspective as the primary objective is to be determined
if the cultural differences exert any effect on the manager’s attitude to internationalization in Asia. It has been
found a moderate impact of the cultural differences on the Bulgarian wine producer’s attitude to entering the
Asian markets. Despite the found impact of the cultural differences, they are perceived by the wine producers
as a not enough important factor for entering Asia. At the same time some highly significant factors, hindering
the internationalization of the Bulgarian wine producers in the Asian countries, have been identified such as the
low production capacity of small and medium-sized wine producers and the insufficient government support
for their consolidated entry in the Asian markets. Based on the findings recommendations are made to the
wine producers and the Bulgarian government authorities about facilitating the internationalization of the wine

producers from Bulgaria in the Asian markets.
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1. THE INTRODUCTION TO THE
RESEARCHED TOPIC

The internationalization of enterprises has
been widely discussed in the scientific studies.
Nowadays it is observed an intensified direction
in the studies towards the small and medium-
sized enterprises (SMEs) which outnumber the
large enterprises in the countries’ economies. In
the specialised literature different international-
ization approaches have evolved for explaining
the internationalization of a SME. Among these
approaches the economics approach, the stage
approach, the network approach and the born-
global approach have affirmed as dominating.

One of the earliest approaches for explaining
the internationalization of enterprises that has a
lasting impact in the field is the economics ap-
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proach!. Some of the underlying theories in the
economics approach are the resource-based theo-
ry (Wernerfelt, 1984; Barney, 1991), the internal-
ization theory (Buckley and Casson, 1985), the
transaction cost theory (Williamson, 1975) and
the eclectic paradigm (Dunning, 1988). Later in
the introduction of the stage approach it has been
advocated that a firm can gradually expand in
foreign markets (starting from markets that are
closer by psychic distance) by acquiring more
market knowledge and experience (Johanson and
Vahlne, 1977; 2009). One of the most popular
models that falls under this approach is the Up-

! The economics approach is mainly referred to explaining
the internationalization of a multinational corporation
though some of its underlying theories (e.g., the resource-
based theory (Wernerfelt, 1984; Barney, 1991)) can find their
applications in the SME’s internationalization.
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psala model (ibid.). After 2009, the business net-
work approach has begun to affirm as one of the
dominant approaches. A key assumption in the
network model is that a single firm is dependent
on resources controlled by other firms. The firm
gains access to these external resources through
its network positions with other firms (Johanson
and Mattsson, 2015). Recently the aim in research
has been centered on the “born globals”. The con-
ceptualization of Cavusgil and Knight (2015) for
these born globals underlines new firms which
draw a significant part of their incomes from in-
ternational sales. These firms show a high level of
international entrepreneurial orientation (ibid.).
In the above approaches a foreign market’s en-
vironment consists of different external factors.
One of these factors are the cultural differences
that have been discussed as obstacles for a firm
entering a foreign market. Research shows that
the cultural differences can exercise an effect on a
new brand’s acceptance in a foreign market. The
moderating role of a brand standardization has
been researched by some authors who find out
that the cultural diversity in foreign markets acts
as a limiting factor that reduces the effect from
a product’s standardization Nath, Kirca and Kim
(cited in Minchev and Zhechev, 2022). Similarly,
in other sources it is recommended that the mar-
keting communications methods are adapted to
the cultural differences and perceptions (Bosah,
2022). More specifically, some authors (Ngoma,
2016; Emeterio et al., 2018; Htet and Buavaraporn,
2019; Roberts and Muralidharan, 2020; Nath,
Kirca and Kim, 2021) declare that the Asian cul-
tural differences are an entry barrier for interna-
tional enterprises in the Asian markets®. Accord-
ingly, on the ground of the previous findings and
the lack of similar research studies in Bulgaria
(to the author’s knowledge) it is necessary to be
found what effect the Asian cultural differences

2" Although the prevalent opinion is that the cultural differ-
ences are an influencing factor for the internationalization of
enterprises, in some studies such findings are not supported.
For example, Gripsrud (1990) claims that the cultural differ-
ences do not affect the attitudes of Norwegian exporters of
fishery products to the Japanese market.

have in the internationalization of the Bulgarian
wine producers in the Asian countries’ markets.

The topicality of this research about the po-
tential influence of cultural differences in the in-
ternationalization of Bulgarian wine producers in
Asian markets stems from the current strongly
emphasized orientation of some part of the Bul-
garian wine producers towards the trade of Bul-
garian wines in these markets (Minchev, 2023).
Furthermore, a significant portion of the Asian
markets are defined as target markets by the Na-
tional program for assistance in the development
of the viticulture and enology sector in Bulgaria
for the period of 2019 — 2023 (EAVW, 2020). The
reported constant decline in the sales of Bulgar-
ian wines in the international markets (including
Asian markets) (ibid.) requires to research and as-
certain the factors that cause it in order to cre-
ate and apply an effective marketing program for
the Asian markets. As a contextual factor the cul-
tural differences take an important place in the
creation of the marketing program which may be
subjected to adaptations for different Asian mar-
kets.

Therefore, regarding the aforementioned the
paper’s research objective is to examine the Bul-
garian wine producers’ cultural attitudes to in-
ternationalization in the Asian markets and to
suggest conclusions and recommendations about
their future internationalization in Asia.

The conducted research includes the following
limitations:

Firstly, the research study is based on the na-
tional cultures of Bulgaria, China, Japan, Hong
Kong, Taiwan, Singapore, Vietnam, Thailand
and Malaysia which may deviate from the cul-
tures of organizations in the same countries.

Secondly, as most of the Bulgarian small and
medium wine producers have not entered the
Asian markets yet, their attitudes towards inter-
nationalization in the Asian countries are consid-
ered and evaluated.

Thirdly, in this article the export of Bulgarian
wines as a form of internationalization is exam-
ined without making classifications of wines re-
garding their categories, sorts and types.
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2. THE COMPARATIVE CULTURAL
ANALYSIS BETWEEN BULGARIA
AND THE ASIAN COUNTRIES

The Bulgarian national culture has been char-
acterized by the use of different methodologies
in the cultural field. Some of these well-known
methodologies are Hofstede’s (2020; 2021) and
House’s (GLOBE, 2016 — 2020) frameworks for
defining and comparing the national cultural dif-
ferences on a worldwide scale. According to the
Hofstede’s methodology, the Bulgarian national
culture is characterized by a large power dis-
tance, a relatively strong desire to avoid uncer-
tainty, a collectivism and a femininity (Davidkov,
2004; 2012). Compared to the findings by Hofst-
ede (2021) and Davidkov (2004; 2012) who find
substantial similarities between Bulgarians and
Asians in terms of cultural indicators, Bobina
and Sabotinova (2015) make a strong distance be-
tween Bulgaria and the Asian cluster basing their
results on the House’s methodology (GLOBE,
2016 — 2020). Bobina and Sabotinova (2015) out-
line the weak characteristics of the Bulgarian

management’s cultural behavioral profile based
on the dimensions of an uncertainty avoidance,
an attitude to achievements and an attitude to the
future, and highlight the values of characteristics
such as a collectivism and a high gender equality.
It needs to be stated that although the findings
of Davidkov (2004; 2012) and Bobina and Sabo-
tinova (2015) are controversial, their results are
based on different cultural methodologies which
may lead to the differences in the findings.

In the current research work the cultural differ-
ences between Bulgaria and the Asian countries
are compared by using the Hofstede’s methodol-
ogy. In the background of the cultural differences
of the Asian countries (Thailand, China, Japan,
Hong Kong, Taiwan, Singapore, Vietnam, Ma-
laysia), the author compares and distinguishes the
cultural differences of Bulgaria. Figure 1 presents
the common cultural frame of the countries in the
study into which the cultural differences and sim-
ilarities between them become visible.

For a more comprehensive comparison of Bul-
garia with the Asian countries, the indicators for
Bulgaria (power distance, individualism, mascu-

Cultural differences
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Fig. 1. Cultural differences between the countries in the research (based on the Hofstede’s methodology)
Source: Hofstede, 2021.
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linity, uncertainty avoidance, long-term orienta-
tion, indulgence) are compared with the same in-
dicators for the Asian countries (Table 1).

Table 1 systematizes and summarizes the cul-
tural differences between Bulgaria and the Asian
countries in the study. The established cultur-
al differences between Bulgaria and the Asian
countries provide the theoretical ground for re-
searching the internationalization of the Bulgar-
ian winemakers in Asia in the outline of these
cultural differences.

3. THE STUDY’S METHODOLOGY

The necessary data for fulfilling the research
study’s objective has been collected by (1) prima-
ry data from the author’s personal research (on-
line survey and telephone interviews with wine
producers) and (2) secondary data from the re-
search publications of Bulgarian and foreign au-
thors in the fields of internationalization of SMEs,
cultural differences, attitudes.

An online survey and telephone interviews
are used as the primary data collection meth-
ods in this study. In the questionnaire the asked
questions are evaluated with a linear Likert-type
scale. Using the convenience sampling method
from the target population consisting of 340 wine
producers as of 28" April 2022 (EAVW, 2022),
103 wine producers responded to the survey. Ad-
ditionally, 18 interviews are conducted with the
representatives of the wine producers located in
the five wine-growing regions in Bulgaria.

Regarding the analyses of the received empiri-
cal data the following methods have been used:

descriptive analysis, cross tabulation, Chi-Square
test, content analysis, linear regression and mul-
tiple regression, Pearson correlation, Cronbach’s
Alpha, Kolmogorov-Smirnov test. The statistical
softwares “SPSS” (IBM, 2019) and “MAXQDA”
(VERBI Software, 2019) are used for applying
the methods of analysis.

4. THE RESULTS FROM THE STUDY

Regarding the commercial perspectives in
Asia and the impact of the Asian cultural differ-
ences, the wine producers in Bulgaria look posi-
tively at the perspectives for trade in Asia and ex-
press their readiness to enter the Asian markets.
The cultural differences can moderately hinder
the trade in Asia but can be overcome by creating
wines that meet the Asian taste preferences, by
wine marketing applications and by undergoing
training on Asian cultural differences.

It has been found out the limiting and facilitat-
ing factors for entering the Asian markets. The
limiting factors for the Bulgarian winemakers to
enter Asia, ranked in an ascending order of im-
portance, are insufficient government support for
the industry’s unification, low production capac-
ity of small and medium-sized winemakers, busi-
ness contacts, finances, high transport costs, Co-
vid-19, risk, price policy, insufficient information
about Asian markets, access to Asian markets,
logistics, administrative and trade requirements,
competition, specific requirements, European
Union, image of Bulgarian wines, non-participa-
tion in wine exhibitions, language barriers and
inflation. On the other hand, the facilitating fac-

Table 1. Comparative results for cultural differences between Bulgaria and Asian countries

Indicator Power distance Individualism

Masculinity

Uncertainty
avoidance

Long-term

orientation Indulgence

Bulgaria Moderate Very strong*

Very weak**

Very strong***  Moderate Weakest

* An exception is Japan, 46 > Bulgaria, 30

**The index of 40 is comparatively interpreted as very weak in the context of the target comparison with Asian

countries; an exception is Thailand, 34 < Bulgaria, 40
*#* An exception is Japan, 92 > Bulgaria, 85

Source: Prepared by the author from the data of Hofstede (2021).
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tors for the wine producers to enter Asia, ranked
in an ascending order of importance, are the high
quality of Bulgarian wines, commercial interme-
diaries, popularity of Bulgaria (a country of ori-
gin of healthy products, tourism), pure Bulgarian
nature (organic wine), government support pro-
grams, establishment of a trade organization in
China, flexibility of Bulgarian small wine pro-
ducers, offering of boutique wines and a package
of goods with the wine.

Overall, the most significant research results
can be summarized as following:

- The economic interests of the Bulgarian
wine producers are mainly toward the Chinese
and Japanese markets.

- The cultural differences are perceived by the
winemakers from Bulgaria as a factor that is not
important enough for their internationalization in
Asia.

- Regarding their export to the Asian markets,
the cultural differences have a moderate influence
on the attitudes of the Bulgarian wine producers.

- Marketing research of the Asian markets can
help in the overcoming of cultural differences.

- The taste characteristics of Bulgarian wines
can be adapted to the cultural peculiarities in
each Asian market.

- The production capacity of the Bulgarian
small and medium wine producer is not enough
to meet the market demand in the Asian mar-
kets.

- It is useful to apply the network approach be-
tween Bulgarian wine producers for internation-
alization in the Asian countries.

- The low production capacity of the small
and medium-sized wine producers and the insuf-
ficient government support for a united entry in
the Asian markets limit the Bulgarian wine pro-
ducers the most.

- Business contacts and finances limit the Bul-
garian wine producers to a moderate extent.

- The high quality of Bulgarian wines, com-
mercial intermediaries, and the popularity of
Bulgaria as a country of origin of nature-friendly
products help wine producers enter Asia.

On the basis of these findings, recommenda-
tions are made to the wine producers and the Bul-
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garian government authorities. These recommen-
dations can be summarized as following:

- The Bulgarian wine producers should expand
their knowledge of the Asian cultures before do-
ing an international business in the Asian coun-
tries in order to successfully adapt their product
and business to the cultural peculiarities of these
countries.

- A government policy that encourages and
supports the unification of the Bulgarian small
and medium-sized wine producers, e.g., a con-
sortium of wine producers, should be introduced
and developed so that the wine producers can en-
ter the Asian markets unitedly. The Government
Fund Agriculture in Bulgaria should stimulate
the unification of small and medium-sized wine
producers by creating programs for this purpose.

- It is recommended to unite wine producers
by wine-growing regions with the aim of creating
varietal wines with Bulgarian wine varieties such
as Mavrud, Broadleaved vine of Melnik, Shev-
ka, Red Misket, Keratsuda, etc. In this way, the
creation of regional and national wine brands by
wine-growing regions with the same batch char-
acteristics can be achieved.

- Business partnerships with international
wine producers in wine clusters can be helpful for
Bulgarian wine producers for achieving a united
entry in the Asian markets. It is recommendable
to create blended wines with the inclusion of Bul-
garian wine varieties and popular foreign wine
varieties (Merlot, Cabernet, Syrah, Sauvignon
Blanc, Muscat, etc.).

- The foreign trade relations between Bulgaria
and the Asian countries should be planned and in-
tensified with the purpose of exporting Bulgarian
wines and promoting Bulgaria in these countries
with the mediation of our commercial representa-
tives at our embassies in the Asian countries.

- Government support by the national institu-
tions (the Ministry of agriculture, the Executive
agency for the vine and wine, the Executive agen-
cy for the promotion of small and medium-sized
enterprises) should be provided to the wine pro-
ducers. It should include information of the Asian
markets (market access, cultural differences, ad-
ministrative requirements of trade) and financing
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opportunities for the wine producers which aim
to enter Asia through a unification.

- A branch institution for wine certification
should be created in Bulgaria with the best oe-
nologists, winetasters and sommeliers in order to
standardize the wines’ quality of the small and
medium-sized enterprises.

- The scientific bodies (Academy of agricul-
ture, National center for agricultural sciences, In-
stitute of vine-growing and winemaking, Univer-
sity of food technologies, National agricultural
advisory office) should be engaged in the devel-
opment of technologies for the creation of new
low-alcohol wine products and dessert wines for
the Asian markets.

- The Bulgarian wines should be offered in
non-traditional packaging designs (can, 200—-250
ml PVC) with the purpose of promoting the wines
among the young adults in the Asian countries.

5. THE CONCLUSION

Through the conducted research it has been
found that there is a moderate impact of the cul-
tural differences on the Bulgarian wine produc-
ers’ attitudes to entering the Asian markets. De-
spite the found impact of the cultural differenc-
es, they are perceived by the wine producers as
a not enough important factor for entering Asia.
At the same time some highly significant factors,
hindering the internationalization of the Bulgar-
1an wine producers in the Asian countries, have
been identified, i.e., the low production capacity
of small and medium-sized wine producers and
the insufficient government support for a consoli-
dated entry in the Asian markets.

Based on these and other essential conclusions
from the research paper, recommendations have
been made to the wine producers and the Bulgar-
ian state authorities that are mainly directed to-
wards the consolidation of the industry by wine-
growing regions; the development of financing
programs for the wine producers that intend to
enter Asia unitedly; the development of technolo-
gies by the Bulgarian scientific bodies in order to
create new low-alcohol wine products and dessert

wines for the Asian markets. The improvement of
the wine producers’ cultural competence is em-
phasized as a necessary condition for the success-
ful marketing of the Bulgarian wines in the Asian
markets with cultural specifics.

REFERENCES

Barney, J. (1991). Firm resources and sustained competi-
tive advantage. Journal of Management, 17(1), 99-120.

Bobina, M. & Sabetinova, D. (2015). Cultural charac-
teristics of Bulgarian management. lkonomicheski
izsledvaniya, 2, 106-130 (Bg).

Bosah, G. (2022). Traditional and Contemporary Notions
of Marketing Communications. Marketing Communi-
cations in Emerging Economies, Volume II: Concep-
tual Issues and Empirical Evidence, 11-35.

Buckley, P. J. & Casson, M. (1985). The economic theory
of the multinational enterprise. Palgrave Macmillan,
London.

Cavusgil, S. T., & Knight, G. (2015). The born global
firm: An entrepreneurial and capabilities perspective
on early and rapid internationalization. Journal of
international business studies, 46, 3-16.

Clavel San Emeterio, M., Fernandez-Ortiz, R.,
Arteaga-Ortiz, J., & Dorta-Gonzalez, P. (2018).
Measuring the gradualist approach to internationaliza-
tion: Empirical evidence from the wine sector. Plos
one, 13(5), €0196804.

Davidkov, Ts. (2004). Where does Bulgaria stand? Pa-
peles del Este, 8(1), 1-22.

Davidkov, Ts. (2012). Cultural landmarks of dialogue
(Bulgaria as an example). Retorika i komunikatsii, 6,
1-10 (Bg).

Dunning, J. H. (1988). The eclectic paradigm of inter-
national production: a restatement and some possible
extensions. Journal of International Business Studies,
19(1), 1-31.

Gripsrud, G. (1990). The determinants of export deci-
sions and attitudes to a distant market: Norwegian fish-
ery exports to Japan. Journal of International Business
Studies, 21, 469-485.

Hofstede, G. (2020). National Culture, Hofstede Insights.
https://hi.hofstede-insights.com/national-culture

Hofstede, G. (2021). Country Comparison Bulgaria,
Hofstede Insights. https:/www.hofstede-insights.com/
country-comparison/bulgaria/

Htet, S., & Buavaraporn, N. (2019). The influence
of strategic orientation on SME export success: an
investigation on success factors of SME exporters in
Myanmar through PLSNC model. UTCC International
Journal of Business and Economics, 11(3), 37-74.



Hronomuxa u ynpasnenue na ceackomo cmonarcmso, 2025, 70 (1)
Bulgarian Journal of Agricultural Economics and Management, 2025, 70 (1)

Johanson, J. & Mattsson, L. G. (2015). Internation-
alisation in industrial systems — a network approach.
In: Knowledge, Networks and Power (Forsgren, M.,
Holm, U. & Johanson, J., 1* ed). Palgrave Macmillan,
London, UK, 111-132.

Johanson, J. & Vahlne, J. E. (2009). The Uppsala inter-
nationalization process model revisited: from liability
of foreignness to liability of outsidership. Journal of
International Business Studies, 40(9), 1411-1431.

Johanson, J. & Vahlne, J.-E. (1977). The internation-
alization process of the firm — a model of knowledge
development and increasing foreign markets commit-
ments. Journal of International Business Studies, 8(1),
25-34.

Minchev, A. & Zhechev, V. (2022, June 17). Methodologi-
cal guidelines for examining the internationalization
of Bulgarian winemakers to Asia [Conference pre-
sentation]. University of Economics — Varna, Varna,
Bulgaria.

Minchev, A. (2023). Researching the cultural differences
as a factor for the internationalization of SMEs from
Bulgaria to Asia. Doctoral dissertation, University of
Economics — Varna.

Nath, P., Kirca, A. H., & Kim, S. (2021). A study of
the internationalization—performance relationship in
global retailing: the moderating role of brand standard-
ization and cultural diversity. Journal of International
Marketing, 29(1), 57-76.

Ngoma, T. (2016). It is not whom you know;, it is how well
you know them: Foreign entrepreneurs building close
guanxi relationships. Journal of International Entre-
preneurship, 14(2), 239-258.

Roberts, M. J. & Muralidharan, E. (2020). Internation-
alization of service SMEs: perspectives from Canadian
SME:s internationalizing in Asia. Global Business Re-
view, 23(4), 890-910.

Wernerfelt, B. (1984). A resource-based view of the firm.
Strategic Management Journal, 5(2), 171-180.

Williamson, O. E. (1975). Markets and hierarchies: analy-
sis and antitrust implications. Free Press, New York.

Executive agency on vine and wine (EAVW). (2020).
National program for assistance in the development of
the viticulture and enology sector in Bulgaria for the
period of 2019-2023. http:/www.ecavw.com/index.php?
lg=bg&menuid=4&submenuid=1217_(Bg).

Executive agency on vine and wine (EAVW). (2022).
Vineyard register. http:/www.eavw.com/index.php?lg
=bg&menuid=5&submenuid=1222 (Bg).

GLOBE. (2016-2020). An overview of the 2004 study: Un-
derstanding the relationship between national culture,
societal effectiveness and desirable leadership attributes.
https://globeproject.com/study 2004 2007?page
id=data#data

IBM Corp. (2019). IBM SPSS Statistics for Windows. IBM
Corp., Armonk, NY, USA.

VERBI Software (2019). MAXQDA. VERBI Software,
Berlin, Germany.

Hocmvnuna — 17 centemBpu 2024 1.; Ododpena — 3 okromepu 2025 r.; [lyonuxysana — mapt 2025 r.



