
TAJMMR: Trans Asian Journal of Marketing Management Research 
    ISSN: 2279-0667                Vol. 15, Issue 6-7, June-July 2026                           SJIF 2021 = 7.263 

A peer reviewed journal 

 

TRANS Asian Journal of Marketing & Management Research (TAJMMR) 

https://tarj.in 
 

 

 



TAJMMR: Trans Asian Journal of Marketing Management Research 
    ISSN: 2279-0667                Vol. 15, Issue 6-7, June-July 2026                           SJIF 2021 = 7.263 

A peer reviewed journal 

 

TRANS Asian Journal of Marketing & Management Research (TAJMMR) 

https://tarj.in 
 

 

 



TAJMMR: Trans Asian Journal of Marketing Management Research 
    ISSN: 2279-0667                Vol. 15, Issue 6-7, June-July 2026                           SJIF 2021 = 7.263 

A peer reviewed journal 

 

TRANS Asian Journal of Marketing & Management Research (TAJMMR) 

https://tarj.in 
 

 

SR. 

NO. 
P A R T I C U L A R 

PAGE 

NO. 
DOI NUMBER 

1. 
ROLE OF MICRO-INFLUENCER 

ENDORSEMENTS IN STRENGTHENING BRAND 

IMAGE OF COSMETIC BRANDS 

Fiona Marissa Fernandes, Dr. Pragya Singh 

 

 

1-10 

 

10.5958/2279-0667.2026.00003.3 

2. 

CULTURAL FACTORS AND INTERNATIONAL 

BUSINESS NEGOTIATION OF NEPAL AND 

INDIA 

H B Hrangtung, Dr. A. S. Rapheileng,  

Dr. Kh. Tomba Singh 

 

 

11-22 

 

10.5958/2279-0667.2026.00004.X 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



TAJMMR: Trans Asian Journal of Marketing Management Research 
    ISSN: 2279-0667                Vol. 15, Issue 6-7, June-July 2026                           SJIF 2021 = 7.263 

A peer reviewed journal 

 

TRANS Asian Journal of Marketing & Management Research (TAJMMR) 

https://tarj.in 
 

 

ROLE OF MICRO-INFLUENCER ENDORSEMENTS IN 

STRENGTHENING BRAND IMAGE OF COSMETIC BRANDS 

Fiona Marissa Fernandes*; Dr. Pragya Singh** 

*Research Scholar, 

Department of Commerce, 

Shyama Prasad Mukherjee Govt Degree College, 

University of Allahabad, UP, INDIA 

**Assistant Professor, 

Department of Commerce, 

Shyama Prasad Mukherjee Govt. Degree College, 

University of Allahabad, UP, India 

Email Id: ffiona1112@gmail.com 

DOI: 10.5958/2279-0667.2026.00003.3 

ABSTRACT 

With the arrival of digital times, micro-influencer marketing has emerged as one of the most 

powerful instruments of branding, particularly in the cosmetics sector where consumer 

perceptions regarding products are always based on peer evaluation, authenticity, and 

aesthetics. In this theoretical paper, the impact of micro-influencer campaigns on brand image 

creation and reinforcement is discussed. On the basis of social influence, source credibility, and 

social proof theories, the study predicts that micro-influencers will substantially contribute to 

brand image through perceived authenticity, trustworthiness, and aesthetic quality, thereby 

influencing brand engagement among consumers. 

 

KEYWORDS: Influencer Marketing, Brand Image, Perceived Authenticity. 

1. INTRODUCTION 

As Instagram and YouTube have drastically altered the way cosmetics brands distribute product 

information, these social media platforms stand as excellent microcosms for this research. With 

traditional advertising continuing to decline in performance, influencer marketing is an avenue 

that many have opened up to Micro-influencers — usually defined as those in the range of 

10,000 to 100,000 followers — have received particular attention from this group for their niche 

communities and ideally perceived authenticity and engagement. 

In the recent few years, several cosmetic companies collaborated with micro-influencers for 

activism purpose focused on new arrivals and brand perception showcasing usage of products. 
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Actually, micro-influencer campaigns are not just used for promoting a product but also serve to 

create the symbolic meaning, character and overall screening of the brand. This paper introduces 

some of the conceptual mechanisms by which in particular micro-influencers can promote brand 

image in the cosmetic-vendor space (Hitiyatul Julia, 2025). 

Influencers create vibrant, entertaining content which directly influences the image of a brand — 

especially in fashion and cosmetics. Research shows that micro-influencers can influence the 

purchase intention of more consumers to a greater extent because they become acquainted with 

the audience through authentic and supportive communications. Brands leverage these digital 

engagement indicators (likes, comments, shares etc.) so as to be noticed and have credibility to 

create their own brand image and increase visibility (Srinivas, 2025). 

The success of an influencer campaign is not just about the creativity of the content, but how far 

the message is delivered via that content speaks with your target audience. We must also 

understand that trends/innovations in influencer marketing are related to on whether its adapting 

with changes in the consumer behaviour or not. Consumer Interaction with growing 

digitalization & fast- paced environment, which is crucial in the design, structure and success of 

campaigns (Mita Fransiska, 2024). 

Combining efficiency, attractiveness and trustworthiness of influencers create a positive attitude 

towards the brand thus being an intermediary factor who translates the potential credibility of 

influencer into consumer behaviour according to studies (Adi, 2024). 

Influencers have the potential to influence consumer opinion through promoting products, 

creating content that resonates and much more. Influencers today used their clout and large 

network for the betterment of brand image. More investments in Influencer marketing circuits 

that can increase the positive image of beauty and personal care products, as well as increasing 

its image or attractiveness (Rachmawati, August 2024,). 

2. Objectives 

1) Understanding the role of micro-influencers in strengthening the brand image in cosmetic 

sector. 

2) To provide India-specific evidence linking micro-influencer campaigns to brand performance 

indicators such as engagement and sales. 

3) To know the micro-influencer credibility on consumer trust and brand perception. 

3. Research Methodology 

The current research design is conceptual and theoretical that investigates the role of micro-

influencer marketing in influencing the brand image and improving the brand performance from 

beauty and personal care sector in India. Instead of eliciting primary data, the review synthesizes 
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extant theoretical and empirical literature to derive a holistic understanding of the nexus between 

micro-influencer behaviours and brand-related outcomes. 

4. Literature Review 

4.1. Micro-Influencers: Definition and Characteristics 

They are familiar faces with a more limited, but devoted following. They look more realistic, 

relatable and natural than the macro-influencers or stars. Research (Hansen, 2020) shows micro 

influencers to be more; 

• Curate niche communities (beauty, skin care, and wellness) 

• Have higher engagement rates. 

• Assets to borrow more on brand voice and authority 

These influencers are called in the cosmetic industry as beauty guru who use their makeup to 

make sure that they get paid much more while letting social media customers know about the 

enterprises of cosmetics (Siti Hasnah Hassan S. Z.-K., 2021). 

4.2 Brand image in Cosmetics Industry 

Brand image is what consumers thinks about your brand, and a set of associations that they 

produce when thinking about the brand. Brand image in cosmetics sector is formed by: 

 Product quality perceptions. 

 Brand personality (Premium, Natural or Youthful). 

 Social visibility and aspirational value. 

 Endorsements and user-generated content. 

Cosmetic products function based on experience and are not generally obscured, which makes 

brand image a robust factor influencing perceived value, satisfaction and loyalty. Partnership 

with influencers who already enjoy big name and trust contribute largely to the growth of the 

cosmetics brands. Active and loyal followers of influencers trust their endorsements, both 

because they are trusted voices of authority that lend credibility to the products, but also because 

it brings new customers in or allows an existing customer to associate a product with positive 

sentiment or perceived high quality. (Christine J. Concepcion, 2025). 

The brand image is a major factor influencing the purchase decisions for cosmetics. The 

consumer of makeup products is also impacted massively by the message provided in different 

starters lessons under makeup lesson video on YouTube (Johassan, 2025). 

5. Mechanisms of Impact 
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Micro-influencers have a number of interconnected mechanisms that shape positive brand 

image: 

Authenticity & Affinity: They present themselves as more candid and personable, they open up 

firm ground that amounts to "performable authenticity," Blur the lines of personal advocacy and 

commercial endorsement. It promotes intimacy and bonding, as we discussed in self-

expressive/identity building FMCG categories like beauty and food. 

Engagement and Parasocial Relationships: The more a follower interacts with an influencer 

(as between 3–8% on Instagram engagement), the greater the parasocial relationships that 

develop, leading followers to view influencers which in turn drives brand awareness and affinity. 

Self-branding and targeting niche: The followers make an exercise of self-branding on the part 

of the influencer content upon which one intends his/her personal identity will find himself as a 

brand. This speeds up the reach of consumers in niches such as sustainable beverages for FMCG.  

Deep cultural and linguistic resonance: For regions with diverse culture, influencers who 

create content in local languages or dialects (with some cultural allusions) work massively better 

than other creators. For instance, vernacular content generates six times higher engagement than 

English or Hindi national language content in India. 

Increased trust and authenticity Local influencers tend to share more similar daily lifestyles, 

values and cultural backgrounds with their audiences. This makes them seem like a friend 

suggesting which products to buy and removing the purchasing doubt of the consumers. 

Better engagement and conversion rates: Regional influencers usually have a much more 

engaged audience compared to macro-influencers because of this small community element. 

Such loyalty can help deliver higher conversion rates, particularly those associated with 

celebratory campaigns or local events. 

Deeper access to local markets: Regional influencers can help brands being the bridge to their 

destination in untouched territories or extending already existing footprints specially at Tier 2 & 

3 cities. Over the years, these influencers have been critical in accessing a wider array of 

digitally-inclined customers as internet penetration increasingly burrows into rural areas. (Atika 

Hermanda, 2019). 

Affordable promotion: Marketers also see greater economic value in local micro-influencers 

than national celebrities for many brands (including larger companies targeting specific 

geographic regions). Because they are a closely related audience, very interested, the ROI is 

much better. 

6. India-Specific Case Evidence 



TAJMMR: Trans Asian Journal of Marketing Management Research 
    ISSN: 2279-0667                Vol. 15, Issue 6-7, June-July 2026                           SJIF 2021 = 7.263 

A peer reviewed journal 

 

TRANS Asian Journal of Marketing & Management Research (TAJMMR) 

https://tarj.in 
 

 

Nykaa – Nykaa runs these themed campaigns like #Nyka GlamFam where micro influencers 

post their beauty routine and favourite Nykaa product. Not only does it increase the reach of the 

product but also creates a community around beauty lovers. 

Mama Earth - #Touch Of Goodness campaign by Mamaearth featured micro-influencers who 

shared stories based on experiences of the chosen range. In fact, all the numerous influencers on 

you tube post their experiences of the use of the product. Real mothers reviewed toxin-free 

formulations in campaigns that received huge comment-to-like ratios and pointed users toward 

direct-to-consumer conversion through affiliate links. This strategy helped Mamaearth become 

one of the first 'Instagram-born' unicorns in India. 

My Glamm- The leading Indian makeup brand that has smartly adopted a lot of different types 

of influencers (especially micro-influencers) as an integral part of their marketing strategy. The 

brand includes micro-influencers, which helps in authenticity building, creating trust and 

reaching to niche communities. 

Sugar Cosmetics- It has a strong emphasis on User Generated Content where customers are 

encouraged to post their makeup looks and reviews creating an authentic sense of community. 

They work in an organised way with Indian micro-influencers who do swatches on different 

regional skin tones. The brand partook in a #Bold And Free reels challenge, led by creators from 

tier-2 cities, garnering millions of impressions plus quantifiable spikes in Amazon and Nykaa 

search ranks on sale days. 

Plum Goodness 

Wellness and clean-beauty micro-influencers echo Plum's "100 per cent vegan" positioning. The 

videos submitted by users with side-by-side before-and-after results on Indian skin have directly 

correlated with conversion-rate uplifts on the brand's D2C site—29% higher web conversions for 

brands using User Generated Content versus traditional ads. 
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Table: Influencer Marketing Outcomes in Indian Beauty Brands 

Brand Year 
Influencer Marketing 

Activity 
Reported Outcome Reference 

Mamaearth 2026 

As a part of its growth 

strategy, it collaborated 

with mom bloggers, 

beauty creators and 

micro-influencers very 

closely 

Aimed at building a beauty 

business valued in 1000+ crores 

& cutting out large scale digital 

growth, influencer marketing 

recognized as one of the key 

drivers. 

(IndianDigitalAds, 

2026) 

SUGAR 

Cosmetics 

2025–

2026 

Brand collaborations 

with relatable influencers 

instead of celebrities 

FY2025 annual revenue of 

around ₹412 crore; Influencer 

partnerships among top growth 

channels 

(Cognitute., 

2026);  

Plum 

Goodness 
2026 

Healthy creator & 

influencer ecosystem on 

Instagram 

Fosters a social media 

community of more than 

810,000 followers to support 

brand engagement and 

awareness 

(Socialveins., 

2026) 

Tira 

Beauty 

2025–

2026 

Beauty categories from 

large+ creator and 

influencer campaigns 

 This beauty brand has 

Partnered with 5,000+ creators, 

runs 50+ campaigns & achieves 

100M+ total views through its 

online appearance. 

(Krazyfox., 2026) 

 

7. Theoretical Foundations 

7.1 Source Credibility Theory 

This theory states that message acceptance depends on the perceived expertise, trustworthiness, 

and attractiveness of the source (Amos, 2008).These results validate the source credibility from 

the perspective of the social media influencer and its ability to exert a favourable outcome of 

consumers toward the ad. A research showed that the respondents were more likely to trust the 

social media influencer and feel delighted with their product-fit and attractiveness with whom 

they perceived as a resemblance to themselves. (Brahim Chekima, 2020). 

Micro-influencers often score high in: 

Expertise: This usually refers to the skills, qualification, specialisation, and competence in a 

particular area. Knowledge of cosmetic products through reviews/tutorials. 
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Trustworthiness: The customer bases the purchase decision on transparency and authenticity of 

the influencer. Perceived impartiality and honesty. 

Attractiveness: This measures the likability and familiarity with influencer. Visual and lifestyle 

aesthetics that correspond with the standards of beauty.  

These variables increase the persuasive effectiveness of messages, which allows to produce a 

greater effect on brand image positively 

7.2 Social Proof Theory 

If consumers are uncertain, they look at the behaviour of others and will likely follow that 

example. Micro-influencers offer: 

 Real-time product usage. 

 ‗Peer-like recommendations. 

 User-generated content that reduces product uncertainty. 

This creates a perception that the endorsed cosmetic brand is popular, credible, and desirable. 

7.3 Social Influence Theory 

According to Kelman (1958), influence occurs via: 

 Compliance-It refers to the change in individuals‘ behaviour because of the power of 

persuasion of the influencer.  

 Identification- It refers to the desire to emulate influencers lifestyle. 

 Internalization – It refers to the genuine acceptance of the message based on influencers 

trustworthiness and knowledge. 

Micro-influencers play a strong role in identification and internalization, reinforcing positive 

brand associations (Kelman, 1961). 

7.4 Parasocial Interaction Theory 

Followers experience a one-sided connection to influencers such relationships can bring 

emotional closeness and increase trust, which gives micro-influencer an effective role as brand 

ambassadors, capable to influence the affirmation of a brand identity (Horton, 1956).  

8. Conceptual Understanding of Micro-Influencer Campaigns leading to enhancement of 

Brand Image: Discussion  

8.1 Enhancing Perceived Authenticity 
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Micro-Influencers share content in an authentic, personal and relatable way. The way they 

naturally communicate adds authenticity to brand messaging. Benefits of collaborating with 

the micro-influencers for the Brands are: 

 Less scripted endorsements. 

 Real product usage demonstrations. 

 Honest product pros and cons. 

 Authenticity support observed sincerity, transparency of brand. 

Marketing has turned into one of those ways to reach consumers to purchase. Credibility 

influencers are also determined to determine whether or not this will have an effect on 

respondents' interest to purchase the brand's makeup products through an honest review that is 

no figment of the imagination and claims. (Puji Isyanto, 2020).  

Certainly, the credibility and trust of an influencer are the most important components needed 

to form good relationships with their audiences. High degrees of engagement can be obtained 

with authentic and engaging content such as tutorials and product reviews. In addition, 

choosing the right influencers can contribute to improving your target audience‘s marketing 

plan(Febriana Astita, 2025). 

8.2 Establishing Trust and Brand Credibility 

Micro-influencers usually sometimes even inspire commentary/engagement in the comments 

and Q&As. That reputation does not happen overnight and immediately lends itself to the 

brand. 

Trust-based elements include: 

· Disclosure of review content 

· Utilizing a product on a daily basis as part of their routines 

· Open faced comparisons with competitor products 

Having this establishes a more trustworthy brand Image. 

Influencers have a direct and significant effect on the credibility of the endorsed product brand 

image Trusted influencer has a positive and significant effect on purchase intention through 

brand image (Santi Duwi Putri Nugroho, 2022). 

8.3 Adding Allure and Aspirational Cachet to a Brand 

Cosmetic brands are highly dependent on aesthetics. Micro-influencers offering aspirational 

product imagery (without that celebrity-endorsement bias) through makeup tutorials and 
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before/after transformations; through lifestyle imagery. It makes the beauty standards that go 

along with the brand more attainable. 

Attractiveness has a positive and significant effect on purchase intention mediated by brand 

image. Most of Gen Z respondents also agree — if the goal is getting attention in a campaign, 

using social media influencers to sell cosmetics can get you there. More than half of the 

respondents agreed that the strategy to use an influencer on social media to advertise cosmetic 

products had worked in arousing consumers' curiosity (Santi Duwi Putri Nugroho, 2022). 

8.4 Enhancing the Emotional Bond with Consumers 

Micro-influencers and micro-communities form based on personal routines, issues with skin 

types and beauty journeys. The emotional connects thereby established not only deeper 

association of consumers with the endorsed brand but also act as indirect enhancers of brand 

relationship. Micro-influencers were seen as more authentic than celebrities in the marketing of 

their products. The reason for such large percentage is because micro influencers are way 

ahead when it comes to establishing authenticity and credibility among their audiences, an 

important detail that ties into influencer marketing campaigns. 

 It also revealed that exposure to influencer posts led to a change in brand perception the same 

irrespective of whether it was a micro–influencer or celebrity. This probably indicates that the 

image consumers have of the brands is affected in a comparable manner by both types of 

influencers. Although micro influencers will always be known to have lesser reaches than 

celebrities, a majority of them do tend to create genuine connections with their audiences‘ 

improvements when it comes to brand trust and consumer loyalty (Rishikaysh Kaakandikar, 

2024). 

8.5 Driving Engagement and Co-Creation 

Micro-influencer campaigns encourage: 

 Feedback: Comments, likes, and shares. 

 User-generated content (UGC). 

 Trends that are participatory (e.g. GRWM, get ready with me) 

This kind of engagement builds a higher and livelier brand picture. 

9. Managerial Implications 

Cosmetic brands should: 

 Get engaged with niche micro influencers that match the brand character. 

 Zero in on real stories instead of scripted promotions 

 Use UGC and interactive formats, including tutorials and beauty challenges. 
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 Use engagement metrics — to track consumer behaviour 

 Incorporating collaborations for long-term increase in trust transfer. 

10. CONCLUSION 

Theoretically, micro-influencer campaigns build a significant role in improving the brand image 

of cosmetic products. They are highly relatable, have deeper expertise in their niche, and have 

stronger bonds with the followers – all that make them more authentic communicators of Brand 

Value. There is a highest engagement from followers to social media influencers endorsing 

cosmetic brands based on these behaviours which are knowledgeable, relatable, assertive and 

articulate—characteristics that are very helpful in building the trust (Siti Hasnah Hassan S. Z.-

K., 2021). 

Influencer marketing is grounded in credibility and parasocial interaction theories, with social 

proof playing a supplementary role as micro-influencers impact consumer perception by adding 

human value to the brand to increase emotional connection and enhance symbolic consumption. 

This is a theoretical paper which highlights the importance of micro-influencers in modern 

branding practice and serves as a conceptual framework that can be used as basis for empirical 

studies. 
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ABSTRACT 

In countries like India and Nepal, where people have unique cultural diversities, the need for 

more cultural understanding arises for conducting international business. Despite the 

introduction of the „neighborhood first policy‟ and other trade agreements with Nepal, The 

economic integration has been very low for years. Therefore, an understanding of cultural 

values and business negotiations is required. The present study highlights a number of 

similarities and differences in cultural values and negotiation styles among Indians and 

Nepalese. This paper employs Hofstede‟s dimension of culture and Hall‟s theory of high-

context (HC) and low-context (LC) cultures. It is evident that both cultures are similar in all 

aspects of cultural value. The study also indicates Indians and Nepalese prefer collaborative 

and compromising negotiation styles, respectively. 

 

KEYWORDS: Cultural, Negotiation, Hofstede, Hall, High-Context (HC), Low-Context (LC) 

Cultures. 

  INTRODUCTION 

As neighbours in the South Asia region, India and Nepal have historically had close trade and 

commercial relationships (Taneja, N et al., 2020). These relationships are characterized by 

open borders, deep inter-personal interaction, and are built on shared historical, cultural, 

linguistic, and ethnic origins between the people of India and Nepal (Pant, 1962; Baral, 1992; 
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Kanshakar, 2001; Jha, 2013; Paudyal, 2014; Paudel et al., 2018 as mentioned in Paudel, & 

Devkota, 2018). Given that Nepal is a priority for India under its "Neighbourhood First" 

policy, improving their economic relationship is very significant and has immense potential for 

both nations.  

Small businesses on the border have flourished to be a crucial part of Nepal-India en route 

trade following the globalization and liberalization policies adopted by both the governments 

of Nepal and India in the early 1990s (Kanshakar, 2001). As globalization continues to grow, 

personal interaction between people from different cultures has increased (George, Jones, & 

Gozalez, 1998) as well as the need to forge long-lasting relationships of mutual support 

(Fatehi-rad, 2015). India needs to comprehend Nepali culture, and vice versa. Culture is 

defined as the way of life of people living in a society (Giddens, 2005). It is transmitted from 

one end generation to the next generation (Sitaram, 1993). At the core of the culture lies 

knowledge, experience, customs, rituals, values, beliefs, attitudes, norms, art, law, ethics, 

morals, material objects and possessions, and other capabilities and habits that are acquired by 

man as a member of society, either individually or in group strivings (Kuper, 2000).Factors 

like history, family, and religion influence culture (Patel et al., 2011). 

Literature Review 

According to Lewicki, Sauders, Barryand Minton (2004), the most often explored area in 

cross-cultural negotiation is analyzing culture. Cellich and Join (2004) observed that the 

definition of negotiation, negotiator selection, protocol, communication, time, risk propensity, 

groups versus individuals, and nature of agreement are the primary cultural influences on 

cross-cultural negotiation. Additionally, there is proof that different cultures have different 

preferences for conflict resolution when comparing bargaining techniques (Tinsley, 1998). A 

negotiation style is a preferred communication strategy or manner of conduct during 

negotiations. Paudel & Devkota (2018) undertake a comprehensive analysis of small business 

performance in the Nepal-India border, stating that socio-cultural factors play a predominant 

role in the relations between the two countries. Hogg (2007) found that one thing that 

promoted business between them was the Nepalese people's socio-cultural similarities with 

Indians rather than Chinese. According to Paudel et al.(2018), cross-border purchases across 

the border regions of India and Nepal are positively influenced by socio-cultural traits. 

Paudyal (2014) emphasizes historical and cultural perspectives on the Nepal-India border 

issue. 

.Objectives of the Study 

1. To examine how Hofstede's five dimensions of culture and Hall's high and low context, can 

be used to work with culturally diverse people.  

2. To observe negotiation style and certain cultural features and their influences on business 

behaviour 
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Research and Methodology 

The present study is based on secondary data. Undertaking a literature-based study and various 

previous studies on culture, the influence of culture on business negotiation styles are studied. 

Hofstede‘s dimensions of culture and Hall‘s theory and their applicability in business 

negotiation were used.  

Hofstede's National Dimension of Culture  

The chart below provides a clear picture that divides Nepalese culture from Indian culture 

based on the cultural dimensions of Hofstede that reflect countries' cultural values and beliefs. 

Figure 1: Hofstede’s 5 Cultural Dimensions of Nepal and India 

 

Source: The Hofstede insights. 

1. Power Distance (PD) 

Countries where people blindly obey the orders of their superiors have a high power distance 

culture. It assesses the distribution of power and its acceptance in society (Zhang & Zhou, 

2008). The fundamental aspect of Nepal's ancient society was the existence of a social 

stratification system known as "the caste system," or a division into birth-ascribed and 

hierarchically ordered groups (castes) belonging to different cultures, which is still noticed 

throughout Nepal even today(Iacob & Dumitrescu, 2012; Subedi, 2010; Dahal, 1995). Nepal 

has a high score of 65 in this dimension. It demonstrates that Nepal has a highly hierarchical 

culture in which everyone is centralized (Hofstede, 2015. India, with a score of 75, has an 
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even greater power distance; due to its religious roots, the caste system is ingrained in Indian 

culture and can be used to explain this occurrence (Kumar & Sethi, 2005). 

2. Individualism vs. Collectivism (IDV) 

In a collectivist culture, people typically see themselves as belonging to groups (such as 

families, work groups, tribes, and nations) and prioritize the needs of the group over their own 

(Hofstede, 1991). The patriarchal system dominates family relationships, the kinship system, 

the marriage system, gender participation, and family decisions. Family heads make decisions 

regarding matters involving the entire family (Shrestha & Gartoulla, 2017). Nepalese people 

strongly identify with their caste, family, and ethnic background. As a result, they often depend 

their decisions on the interests of their group (Iacob & Dumitrescu, 2012).Nepal is a 

collectivistic society focused to a long-term and strong bond with the group and relationships, 

with a lower individualism score of 30. India is generally understood as a high-context and 

collective nation (Lewis, 1999). India presents itself as a collectivist civilization while having a 

low individuality score of 48. Family businesses exist widely in India (Chahal & Sharma, 

2020), and many of them join both professional and family affairs (Lewis, 1999).As stated by 

Gannon (2001), Family is a key component of Indian society, and this contributes to the 

society's emphasis on participation and collaborative action. In addition, Indian society has 

agrarian roots, making it a collectivist society(Nivedita & Murthy, 2019). 

3. Masculinity vs. Femininity (MAS) 

Men are more likely to stand for an assertive (masculine) perspective, according to Hofstede 

(1991). On the other side, feminine culture values addressing harms and seeks harmony in the 

workplace. The dominant traditional values in Nepalese culture favor males. As a result, 

gender inequality will unavoidably be high. According to a study, women are still restricted to 

their traditionally prescribed and socially acceptable roles, lower status, and subordination to 

men within patriarchal socio-cultural, economic, political, and legal frameworks despite having 

higher levels of literacy, social mobility, and awareness (Thapaliya, 2001).However, Nepal is 

considered a feminine society, with a score of 40 in masculinity. Health is highly valued in 

feminine societies, and disputes are typically settled via dialogue and compromise. India, 

which received a score of 56, is thought to be a male-dominated nation, and this is clearly seen 

in terms of its visual standards, whether in terms of clothing or advertising. Additionally, the 

portrayal of humans is heavily masculine (Vindry & Gervais, 2019). 

4. Uncertainty Avoidance (UAI) 

According to Hofstede (1991), it represents how people react to uncertainty or ambiguous 

events. It is less important to follow rules, processes, or organizational hierarchies in cultures 

with low uncertainty avoidance (risk avoidance) scores. In addition, taking chances is 

encouraged, especially when pursuing personal goals, and competition and conflict are both 

seen as important components of daily life in an organization. People who live in societies with 
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high levels of uncertainty often feel threatened by ambiguity and will go to considerable 

measures to establish predictable and stable work settings. As a result, people prefer to take 

fewer risks (such as when making decisions or changing careers) (Li, 2011). People in Nepal 

appreciate innovation and are open to new ideas and perspectives (Gautam, 2013). Nepal, with 

a score of 40 has a medium-low preference for avoiding uncertainties. The tolerance for 

ambiguity and uncertainty in Nepalese culture is average. The existence of both low- and high-

uncertainty behavior in one culture shows how quickly Nepalese society is evolving. Nepal 

was a fairly autocratic monarchy with a low uncertainty culture less than 25 years ago, but 

during the past ten years, numerous significant changes have been made, earning Nepal the 

reputation for undergoing quick social transformation (Iacob and Dumitrescu, 2012). For 

instance, Nepal was the first nation in Asia to legalize same-sex unions and is one of the few 

Asian nations to have abolished the death sentence. India has a low score of 40 for uncertainty 

avoidance (UAI), indicating that it is tolerant of unplanned events. Hindu philosophy is to 

blame for this; formalism is not a real concept. (Vindry & Gervais, 2019). 

5. Long-term orientation (LTO): 

According to Hofstede and Bond (1988), there is a fifth dimension known as long-term 

orientation, which refers to the development of virtues like perseverance and thrift that are 

focused on the future. Its opposing pole, short-term orientation, advocates for the promotion of 

past and present qualities, particularly reverence for custom, keeping one's "face," and 

upholding societal commitments. Nepal does not currently have a score. India's shorter-term 

orientation, which received a score of 51, can be explained by a desire to uphold its traditions 

and a higher belief in religion. 

Edward T. Hall's high- and low-context cultures 

According to Hall’s (1976) framework, people are categorised into two types: ‗low context‘ 

and ‗high context‘ culture. Low-context individuals mostly communicate using verbal codes. 

High-context cultures, in contrast, gather information from the circumstances, background, and 

context related to an event or a specific person. Nepal is a high-context society, judging by the 

criteria used by Edward T. Hall. As part of their social rank and strongly established caste, 

people in Nepal interact by taking into account and adhering to a number of key rules. Older 

people are treated with greater respect and in a more formal manner (Iacob & Dumitrescu, 

2012). The Nepali communication style is generally to minimize dispute and offense. A 

common conversation lasts for a long time because people often speak in circles to make their 

points more subtly. Indian communication has historically followed to the discourse of High 

Context culture. The majority of Indian languages, such as Hindi and Marathi, utilize 

courteous phrases while speaking to elderly persons (Nishimura, Nevgi & Tella, 2008). 
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Younger siblings and brothers who have a high regard for elders never address their older 

sibling by their first name and always use the suffix jee or ji when referring to someone, such 

as Sharma-ji (Mehrotra, 1995; as cited in Zaidman, 2001). 

Verbal Communication (words)  

Nepal           

They frequently ask inquiries in a direct manner. Nepalis frequently use the word "yes" to 

show that they are paying attention to what is being stated and merely agree. Consequently, 

you shouldn't take every "yes" that is spoken to be a confirmation of your point of view. A 

Nepali may respond "yes"-whether or not they genuinely mean it (Evason, 2017)..Four major 

language families: Indo-Aryan, Tibeto-Burman, Dravidian (Munda), and Austro-Asiatic—as 

well as one isolated language: Kusunda, make up the linguistic variety of Nepal (Poudel & 

Baral, 2021). A total of 123 languages are counted in the Nepal (National Population and 

Household Census, 2011), and several languages contain an additional category for "other 

unknown languages" with about 500,000 speakers. The official language shall be Nepali 

written in Devanagari script. 

India 

Indians mix personal and professional matters (Lewis, 1999) and are more communicative than 

civilizations that prefer to listen. 'Yes' has a variety of meanings that are different from how the 

word is used in English-speaking Western cultures. Indians, for instance, may nod in 

agreement or express refuse with their body language while nodding in agreement with the 

speaker. Direct rejections, such "no," could be seen as being overly harsh, and voicing an open 

disagreement could be seen as unfriendly or confrontational. Indians often provide evasive 

responses to requests and subtly disagree. Indians may use words like "maybe" or "I'll try my 

best" to say "no."They frequently ask open-ended queries in their language. For instance, it is 

wiser to question "Which way is the shop?" as opposed to "Is the shop this way?‖(Scroope, 

2018). The subcontinent of India is multilingual, and many Indians are bilingual or even 

trilingual. The second language is English. There are 22 languages recognized as official in 

India. Bengali is the second-largest language after Hindi. English is the second official 

language of India, with more than a billion speakers (Wikipedia, Language of India, n.d.), 

and it also serves as a bridge to the West and as a link between the other Indian languages 

spoken there (Zaidman, 2001). 

Non-verbal Communication 

Nepal 

When speaking with someone who is in the same position as you, unless they are elderly, it is 

customary to make eye contact; nevertheless, the gap widens when you are engaging with 

someone who is the opposing gender. People frequently use their facial expressions to convey 
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their gratitude and appreciation. It's not always necessary to say "thank you" out loud. To 

express agreement and understanding, people may shake their heads to both sides or tilt their 

heads to one side. People respectfully decline offers and say "no" by bringing their hands up in 

front of them with the palms facing front and swiveling their wrists in the manner of adjusting 

a bracelet (Asialink Business).You could notice that occasionally silence will cut off chats. 

The majority of Nepalis feel at ease with this and do not necessarily find silence odd. 

India 

In general, Indians tend to avoid or maintain very brief eye contact with those of the opposing 

gender. Eye contact may be avoided by certain women. Some females may completely avoid 

making eye contact. Direct eye contact is often okay as long as you sometimes look away.Out 

of politeness, Indians will frequently nod to acknowledge what is stated. This does not imply 

that they comprehend or concur, though. Refusing to acknowledge and accept his point of view 

by not looking at him or her directly. 

The Nepal Culture and Its Influences on Business Negotiation 

The long-established Hindu caste system that originated in India was not able to spread 

entirely to Nepal; rather, it was altered to fit the conditions there. In essence, this explains 

Nepal's unique historical development and its uniqueness in terms of ethnicity and religion 

(Iacob & Dumitrescu, 2012). Religion has always been important to Nepalese society 

throughout history and has always represented obligation, ethics, morality, and rule. 

Traditional culture of Nepal is based on religion, which influences not only religious practices 

but also literature, art, architecture, etiquette, and customs. 

Despite the fact that English is not widely spoken in Nepal, the people there are friendly, and 

being able to communicate in English helps. The Nepalese are particularly tolerant of stranger 

behaviour since they frequently entertain visitors from other countries (Iacob & Dumitrescu, 

2012). The key players in resolving a variety of local issues include elderly and socially 

respected individuals, priests (purohit), and faith healers (Upreti, 2004). These informal 

practices, which are a blend of local traditions and are founded on a sense of justice and 

religious conviction rather than on formal protocol (Upreti, 2001; Oli, 1998). 

When doing business with the Nepalese, negotiation is to be expected. Negotiating is not 

advised if there is no genuine interest in any goods or services provided by the Nepalese 

(Nepal culture custom, 2021). Although Nepal places a high priority on interpersonal 

relationships and good will Furr(2005)., entrepreneurs there do not favor lengthy, formal 

negotiations). As with many Asians, the Nepalese may pause in discussion for a while. Nepal 

still has to develop its maturity and ability to articulate the scope of the negotiations. Nepalese 

negotiate poorly because they don't emphasize their needs (Pawan, 2007). Being culturally 

sensitive is a skill that foreigners in Nepal can use to deal with the demands and emotions 

unique to that culture without passing judgment. Moderating levels of assertiveness and 
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cooperativeness come under compromising (Fatehi-Rad, 2015). Nepal is a feminist society, 

thus conflict is resolved by compromising. 

The India Culture and Its Influences on Business Negotiation 

India is a multicultural society where several different religions are practiced and followed. 

According to the Religion Census (2011), Hindu groups had the highest percentage of all 

religions in the nation, at approximately 79.8%. Muslims were next, with 14.23% of the 

population, followed by Sikh, Buddhist, and Jain. India is a traditional nation, and as a result, 

its citizens place a high value on religion and feel strongly about it. People in India who 

identify with a certain religion make every effort to adhere to the teachings and practices of 

that religion throughout their whole existence. Therefore, religion has a significant influence 

on people's general behavior (Shakeel et al.2017). According to Nussbaum (2007) and 

Verghese (2008), religion is a major part of many Indians' identities and is often agitated in 

India in response to interpersonal and societal conflicts. 

Religion usually dominates conflicts in India, as Kandath (2006) notes. Negotiation is a 

crucial component of growing a business in any market, especially a new one (Fraser & 

Zarkada-Fraser, 2002). India is a secular nation where a wide variety of religions are 

practiced and followed. Hindus preferred a collaborative approach of bargaining, regardless of 

their gender, age, or degree of education (Shakeel et al., 2017). Hindus often turn for 

compromises that benefit everyone (Moran & Stripp, 1991).These kinds of negotiators 

typically display boldness and collaboration while engaging in negotiations. Muslim and Sikhs 

prefer a compromising style, as most Muslims are poor and Sikhs, being an entrepreneurial 

community, are mostly into business and also to maximise gain (Shakeel et al., 2017).  

Discussion and Conclusion 

Both Nepal and India have high contexts, but India appears to be moving in the direction of 

low contexts. With a score of 30 for individualism, Nepal is clearly a collectivist culture. On 

the other hand, with a score of 48 for individualism, Indian culture can be individualistic. More 

precisely, Indians are collective within their communities but individualistic vis-à-vis 

outsiders. Both of these South Asian societies demonstrate how the caste system contributes to 

greater power distance. Something necessary will not be performed if the boss does not find it 

important (Rana ,2018).India scores a moderate 56 in Masculinity, shows the existence of both 

masculine and femininity in the Indian situation. India places a high importance on money and 

accolades as well as empathy and a sense of giving back. With a score of 40 in masculinity, 

Nepal is rated as a feminine civilization in comparison, indicating that individuals are more 

inclined to resolve disputes via dialogue and compromise than through violence (Gautam, 

2013). The Uncertainty Avoidance Index's low score of 40 reveals that both Nepal and India 

exhibit a high level of risk tolerance for businesses. Both Nepal and India have talking 

cultures, open rejections, and multiple meanings of the word "yes." These two Himalayan 
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states enjoy a rich multilingual heritage. Hindi and English, are the 1
st
and 2

nd
official languages 

of India, and also serve as a bridge to the western world and as a link across different 

languages spoken in India (Zaidman, 2001). Furthermore, ways of interacting like "namaste 

and handshake" greetings, eye contact, brief periods of quiet, head tilts, etc. imply fundamental 

values like respect, identification, and mutual harmony (Nivedita & Murthy, 2019). 

Religion was fundamental to culture and custom in both nations. Communication and 

negotiation are made simpler by the English-speaking populations in both nations. Nepal has 

more cultural sensitivity than India. According to the 2017 World Bank Doing Business 

Report, India ranked 130 and Nepal rated 107 out of 190 economies in the world for ease of 

doing business. However, Nepalese people badly lack negotiation abilities because they don't 

emphasize their needs. Nepal is a feminine society. Hence conflict is settled by compromise. 

Contrarily, the majority of Indians choose cooperative approaches because Hindu culture 

values inclusiveand please everyone.  
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