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The selected answer from the quiz is Eight O’Clock Coffee is owned by a company located in India as the Tata Coffee, is a division of Indian conglomerate Tata Group. The Tata group purchased Eight O’Clock Coffee in 2006. This required a great deal of study regarding the difference of national cultures as the staff and managers had to coordinate and work together with minimum conflicts and extensive communications. The national culture is key to success and it can be a very effective strategy and the best tool to retain the customer that are brand loyal further provide more utility for the target customers. In order, gain customer satisfaction it would be important to know about the cultural and religious beliefs of the potential consumers so they could be approached accordingly (Khan & Cox, 2017). 
National culture has been a recurring theme in the information required by the senior management and the decision makers of the company or organization since it better provides the conditions of the market they are in. In this aspect, it is a subject of great importance; for the managers as they would be in direct contact with the consumers’ behaviors and can inform the senior management about the requirements and follow up of the markets. This will lead to better brand image as the managers will be able to address the needs of the culture and religious beliefs the particular market may be having. The example for this practice can be seen in the Middle Eastern countries where the advertisements are more cultural friendly. Further, the culture of these countries will oppose the advertisement of alcoholic beverages which are common in Europe and some other western nations. 
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