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Table 2.2. Obstacles to standardization  
     1973  1983  1993 
Consumer non-durables: 
Differences in tastes and habits  5.5  4.7  5.3 
National government regulations  4.8  4.0  5.0 
Nationalistic feelings   4.4  3.8  4.6 
Consumer durables 
Differences in tastes and habits  5.5  4.4  5.1 
National government regulations  5.3  4.1  4.6 
Competition from European firms  5.8  5.7  4.2 
Source: Boddewyn and Grosse (1995) 
 
 A survey among advertising managers in 175 non-durable goods manufacturers in the 
United States, reported by Ryans and Donnelly (1969), showed that only about 17% of the 
respondents estimated that their firm used standardized campaigns or advertisements as 
much as one-half (50%) of the time. In fact, over 75 percent of the firms surveyed used 
common advertising campaigns or advertisements less than one-third of the time. The 
survey demonstrated that in reality, US firms standardized very little, although respondents 
agreed with statements like “there are very basic similarities between girls in Tokyo and 
Berlin”. Advertising managers were solidly in agreement that “basic human nature is the 
same everywhere” and that “traditional appeals can be used in all markets”, but they 
disagreed with the statement that “standardized advertising can now be readily applied on a 
worldwide scale because cultural differences have become minimal.”  
 
 Donnelly (1970) measured opinions among international advertising managers of the 
leading US consumer non-durable goods manufacturers about the need for cultural 
sensitivity. He found a relationship between managers' views of the importance of cultural 
variables and their approach to planning. Wind, Douglas & Perlmutter (1973) found that 
separate advertising appeals and messages were only developed for an individual market if 
sales in that market were sufficiently large to support the additional cost involved. 
Otherwise appeals and themes developed in other countries were used. It was presumed that 
if these had been successful in another market, there was a strong possibility that they might 
also be effective in the new market. 
 
Sorenson and Wiechmann (1975) surveyed 27 leading multinationals (including companies 
such as Unilever, Procter & Gamble, Coca-Cola and Nestlé) in consumer packaged goods 
industries to find how much these multinationals actually standardized the various aspects 
of marketing. Each product studied was sold in at least three of the following countries: 
England, Germany, France, Italy, Belgium, Holland, Sweden, Switzerland and the United 
States. Executives rated 65 percent of their total programs into the category of high 
standardization. The total marketing programs surveyed included product characteristics, 
brand name, packaging, retail price, basic advertising message, creative expression, sales 
promotion, media allocation, role of sales force, management of sales force, role of 
middlemen and type of retail outlet. Least standardized were media allocation, retail price, 
type of retail outlet and creative expression. 
 
 Hite and Fraser (1988) analysed international advertising strategies of multinational 
corporations, and found that the majority strongly agreed that it is important to change the 
language to blend with the cultures of foreign markets. Firms tended to agree that it is also 
important to change models, scenic backgrounds, and product attributes. 
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 A survey among 118 large US industrial corporations by Kanso (1992) revealed that 
the majority of the studied firms are guided by the localized approach. The study identified 
two groups of managers: culturally oriented managers and non-culturally oriented managers. 
Overall, the findings suggested that human wants and needs are more or less universal, but 
the way to address these wants and needs is not. 
 
 Kapferer (1993) described a pan-European survey by Eurocom, among the directors of 
the main brands present in the majority of European countries. From a factorial analysis six 
factors emerged which explained over 66 percent of variance. Two of the six factors 
included cultural differences. The first factor regroups elements related to the consumer 
(differences in lifestyle, age, buying power, needs and expectations, and to a lesser degree 
consumer habits); the second factor regroups the items concerning the brand’s status in a 
country (brand history, image, awareness). Cultural differences also weigh heavily on this 
factor. The fact that such cultural differences should affect this second factor was viewed as 
indicative of their profound, long-term nature. They were related to the other variables 
which measure collective memory of the past (brand image and history). 
 
 Chhabra (1996) found that American MNCs adapt the models in their product line, 
product packaging and product size in South America. Yip (1997) surveyed 64 worldwide 
businesses. This sample of very large multinational companies made only moderate use of 
globally uniform marketing, implying that most companies have only partially adopted the 
creed of global marketing. Generally, these businesses used global branding and global 
packaging but made much less use of global uniformity in other elements of the marketing 
mix. 
 
 Tai (1997) investigated the extent to which multinationals standardize their advertising 
strategy in the Asian Chinese markets, and found that advertising standardization among the 
four markets is not high: On average, 31 percent of the advertising decisions are made using 
the same strategy as the home markets, while 68 percent use a different strategy. The major 
obstacles in transferring advertising strategy to Asian Chinese markets are found to be 
differences in cultural background (67 percent), differences in consumer tastes (55 percent), 
and differences in languages used (46 percent).  
 
 Findings from the surveys demonstrate that many of the assumptions on 
standardization practice are not based on reality. When marketing and advertising practices 
are investigated in surveys among practitioners, what managers say about what they do 
often is different from actual practice. There is a common tendency for an executive at the 
US headquarters to believe that there is more standardization than actually exists. What 
people say does not always reflect reality. 
 
 
2.1.4.2. Effect of standardization on performance and ROI 
 
 The most important question to ask with respect to standardization is whether it is 
effective and improves company performance. Only recently, scholars have managed to 
find this type of evidence.  
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 Shoham (1995) reviewed research findings on global marketing standardization in 
literature. In general, economies-of-scale are small in magnitude and economies-of-scale-
based standardized marketing programs can lead to lower levels of performance. The larger 
the cultural distance between two countries, the higher the friction between headquarters 
and local representative if the former attempts to standardize marketing strategies. 
Standardized strategies under such conditions will harm performance.  
 
 Meffert and Bolz (1995) conducted a survey among durable consumer goods 
companies in four large European markets: 50 companies with their headquarters in 
Germany, 29 in other European countries and 13 in the US and Japan. The results of this 
empirical analysis indicate that standardization of the product and distribution policy and 
information systems has a positive effect on ROI. Standardization of communication policy, 
planning and personal processes has a negative effect on ROI.  
 
 Shoham (1996b) conducted a survey to find if adaptation of the marketing mix 
enhances export performance. The data for this study were gathered from manufacturing 
exporters in the USA. Findings were that adaptation of product quality, services, and design 
is not associated with export performance. Price adaptation enhances performance. 
Adaptation of advertising contents is associated with improved sales and profits. Shoham 
(1996a) also investigated effectiveness of standardized advertising versus adapted 
advertising for soft drinks and found that effectiveness of a fully adapted commercial was 
highest and of a fully standardized commercial was lowest. 
 
 Samiee and Roth (1992) conducted a study to empirically examine the relationship 
between global standardization and financial performance of business units within the 
global industry context. Findings were that the assumptions that usage patterns of industrial 
products are cross-culturally similar are not correct. Only 47 percent of responding business 
people in the study stressed standardization. The authors conclude: 
 
 “Common views about standardization have rarely been supported empirically. It may 

well be that such views are based on a few casual observations. The fact that Coca-
Cola and Colgate-Palmolive sell some of their products in more than 160 countries 
does not signify that they have adopted a high degree of standardization for all of their 
products globally. Only three Coca-Cola brands are standardized and one of them, 
Sprite, has a different formulation in Japan” (Samiee and Roth 1992:14). 

 
 From the above we conclude that assumptions on standardization in textbooks and 
conceptual articles are not a reflection of actual practice. They also are not good business 
practice. There is no empirical evidence that standardization leads to better return on 
investment. In view of the lack of evidence of convergence of consumer behavior, global 
companies should think twice before further standardizing their marketing and advertising 
operations.  
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2.2. CONVERGENCE - DIVERGENCE 
 
 The arguments for global standardization tend to be based on assumptions of 
convergence of incomes and consequently of lifestyles while the arguments for adaptation 
are based on differences in consumer behavior resulting from cultural differences. The 
general assumption is that convergence of technology, global media, increased 
communication between people, increased trade and travel between countries acts to bring 
them together.  
 
 In textbooks on international marketing and advertising there are plenty of statements 
on convergence of lifestyles and values that are not based on empirical evidence. Examples 
of such statements are "The development in communications will bring convergence in 
consumer markets" (Bradley 1991:384) and "With technological advancement also comes 
cultural convergence" (Czinkota and Ronkainen 1993:167). The general assumption is that 
economic development will result in cultural change that in turn leads toward acceptance of 
global products (Jain 1987:229). Quelch and Buzzell (1989) are of the opinion that long-
term, increased population mobility in Europe will have a melting pot effect on consumer 
behavior. This is expected to lead to convergence of lifestyles, as a result of increased 
availability of global products and services. “In many ways, consumers are growing more 
alike, and we all know why. Mass communications, travel, multinational companies, the 
whole apparatus of the global village” (Bullmore 2000:48).  
 
 A unique world culture is supposed to emerge. With respect to maturity of consumer 
markets, the United States leads the world. As Jones (2000:5) states: "Logic points to 
similar patterns emerging in other countries when their per capita income levels approach 
that of the United States". Assael (1998:501) includes the demise of Communism as one of 
the causes of convergence: “The globalization of communications, decreasing trade barriers, 
and the demise of Communism have spurred the acceptance of American consumption 
values across the globe. Consumers in all parts of the world crave American goods as status 
symbols. In so doing, they adopt American consumption values to be consistent with local 
language, meaning and beliefs”. 
 
 This concept of one world culture and homogeneous consumption originates from a 
universalistic thinking pattern of American textbook authors, also driven by wishful 
thinking by (mostly American) multinationals, not based on reality (De Mooij 1998b). Also 
Huntington (1996a) states that the concept of a universal civilization is a distinctive product 
of Western civilization. It originates from universalistic thinking and an early 'imperialist' 
frame of mind, including the assumption that modernization means Westernization. Bakonyi 
reflects such thinking in an early statement on convergence in 1958. We see this line of 
thinking still reflected in many writings. 
 
 
 “A glance at the history of the last four hundred years shows us a vigorous expansion 

on the part of Western culture in science, technology, industry, organization, sports, 
fashion, customs, etc., which has slowly but surely come to be worldwide in scope. 
This expansion has carried Western emotional values and concepts together with the 
corresponding linguistic elements to the far corners of the globe and has made of them 
a common treasury also of the non-Western communities. This is genuinely a process 
of convergence” (Bakonyi, 1958: 28). 
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 The phenomena causing convergence are said to be socio-economic and technological 
development, media and increased mobility. Advances in mass media, transportation, and 
travel are breaking down the traditional barriers among groups of people and their differing 
cultures, so that a homogenization process is underway (Eshgi and Sheth 1985; Harris and 
Moran 1987; Kaynak 1985; Sriram and Gopalakrishna 1991; Webber 1969).  
 
 The concept of McLuhan’s (1964) ‘Global Village’ makes many authors believe that in 
particular the new global media and increased travel will lead to convergence with respect 
to values, lifestyles and consumption. Assael (1998), author of one of the leading textbooks 
on consumer behavior, states:  
 

“Because of the advent of worldwide cable networks, television has become a global 
medium. Propelling this phenomenon is the global influence of MTV, the rock video 
channel, and CNN, the worldwide news channel. .. Heavy viewers of TV will develop 
similar perceptions of reality because they are exposed to similar stimuli. .. This 
implies that global TV networks such as MTV and CNN are promoting similar norms 
and values on a global basis” (Assael 1998:499).  

 
 Countermovements call this view of global cultural homogeneity cultural imperialism 
or ‘Americanization’. Cultural homogeneity refers to “consumption of the same popular 
material and media products, be they Schwarzenegger, Cheers, Pepsi, Big Macs, Disney 
Worlds, clothes, cars or architectural fashions, creating a metaculture whose collective 
identity is based on shared patterns of consumption” (Ferguson 1992:80). There is a 
contradiction in this: the excitement of advertisers about increasing ‘cultural convergence’ 
contrasts sharply with the concern expressed by some scholars about ‘cultural imperialism’, 
and a growing Americanization (Snyder et al. 1991). 
 
 
2.2.1. Convergence theory 
 
 The elements of convergence mentioned by most authors of marketing and advertising 
generally reflect those of convergence theory by Kerr et al. (1960 in: Giddens 1991: 794-
795), claiming that convergence is an element of industrialization with focus on 
convergence of technology. According to Kerr social and economic processes fostered by 
industrialization are (1) Technology and professionalism; (2) Open societies, including 
equality and opportunity; (3) Higher education; (4) Widespread urbanism including 
developed communication systems, media and transport and communications infrastructure; 
(5) Cultural homogeneity including opposition to tradition; (6) Diminishing risks of war. 
"Convergence is most marked in the means and methods of production and in the terms of 
the daily lives led by the mass of the population. Forms of economic organization, political 
systems, and patterns of belief and ideology remain much more variable" (Giddens 
1991:795). 
 
 Inkeles (1998:8-9) states that already in prehistorical time, despite minimal 
interconnectedness and integration, convergence was quite substantial and the most 
important manifestation was the level of technology. According to Inkeles, later in history 
the main elements of convergence were (1) Modes of production including increasing 
dependence on science and technology. (2) Institutional arrays, forms and processes. (3) 
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Structure and patterns of social relationships. (4) Systems of popular attitudes, values and 
behavior. As human life experiences of "industrial man" become more alike, attitudes, 
values and basic dispositions will also become more alike. (5) Systems of political and 
economic control. According to Inkeles, this convergence is not a short-term process. A 
common standard of political organization can only be expected to arrive after a span to be 
calculated in centuries rather than decades (Inkeles 1998:20-23). 
 
 According to Inglehart (1997:18) most societies are becoming similar with respect to 
the before mentioned criteria. Almost every society on earth has at least begun to 
industrialize and it seems likely that within the next century most of humanity will live in 
predominantly urban industrialized societies. “This does not mean that all societies will be 
identical. Industrial societies have a wide variety of cultures and institutions. But their 
common characteristics are also striking: Virtually without exception, they are 
characterized by high degrees of urbanization, industrialization, the use of science and 
technology, and high levels of formal education.”  
 
 
2.2.2. The macro-micro dichotomy 
 
 For the analysis of convergence, several authors distinguish between convergence at 
macro and micro level, but the macro-micro dichotomy is not well-defined (for definition 
see section 2.2.3). It is said that there may be convergence both at macro and micro level, or 
only at macro level, while at micro level differences become distinct. “More and more 
people want to travel abroad and can afford to do so, which is a move toward sameness. 
More and more people want to go where nobody else is going, which is a move toward 
difference” (Bullmore 2000:49).  
 
 The convergence thesis at macro level deals with aspects of national income; 
infrastructure; health; social welfare; education levels of countries; possession of 
communication means such as telephone lines, television sets and newspapers; computers; 
cars; increased leisure and physical security. Inkeles (1998) adds six freedoms: Freedom of 
movement; freedom of belief; freedom of association; freedom of political choice; 
economic freedom for the worker and the consumer; freedom from discrimination.  
 
 The macro-variables generally are the characteristics of the industrial, but even more 
of the postindustrial world and the effects of modernization, as described by Inkeles (1996, 
1998). According to Usunier (1997:95) some researchers, even though they acknowledge 
national differences in cultural background, envision multinational marketing activities 
merely as processes of innovation and change that would bring worldwide convergence, 
with “traditional” cultures being progressively replaced by “modern” ones. 
 
 Most of the developments accelerating the trend toward global market unity mentioned 
in marketing and advertising literature are macro developments. Summaries of such macro 
developments are the following: Rapidly falling national boundaries; regional unification; 
standardization of manufacturing techniques; global investment and production strategies; 
expansion of world travel; rapid increase of education and literacy levels; growing 
urbanization among developing countries; free flow of information, labor, money, and 
technology across borders; increased consumer sophistication and purchasing power; 
advances in telecommunication technologies; and the emergence of global media (Ter 
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Hofstede et al. 1999). Examples of convergence at macro level mentioned by Usunier 
(1996:104) are: convergence of systems; convergence of economic environment 
(convergence of household incomes); demographic convergence (age distribution, 
household size, proportion of immigrants); convergence of sociocultural environment 
(equality between males and females, health and environmental issues); convergence of 
consumer behavior at the macro level (increasing buying of services at the cost of durables, 
increased demand for health, fun and convenience products); convergence of distribution 
systems; convergence of advertising expenditure. 
 
 Most authors focus on the societal macro variables to demonstrate convergence. Only a 
few note that convergence at the macro-level (e.g. convergence of incomes) does not 
necessarily imply convergence of micro level elements. “Countries similar economically 
are not necessarily similar in their consumption behavior, media usage and availability 
patterns” (Sriram and Gopalakrishna 1991:140). Leeflang and Van Raaij (1995:373-374) 
distinguish between a macro-marketing environment and a micro marketing environment. 
The EU nations converge to a more similar macro-marketing environment and macro-
marketing mix. The authors also point at the differences in the macro-marketing mix with 
respect to distribution, media shares, levels of advertising, promotion and direct marketing 
and marketing research expenditures. “But convergence is expected over time" (Leeflang 
and Van Raaij 1995:385). Quelch and Buzzell (1992:66) make a clear distinction between 
macro- and micro-level. European unification measures, for example, make individual 
country markets more accessible, not more identical. 
 
 Convergence of lifestyles is suggested both at macro and at micro-level. Examples of 
homogeneous lifestyle descriptions at macro-level are of baby-boomers or yuppies. The 
baby boomers can be viewed as united by a world of expanding production and 
consumption, television, popular entertainment, rock music and synthetic instruments, pop 
psychology, the sexual revolution, minority and women’s rights, the fitness craze, the 
ecology movement, supermarkets, shopping malls, drive-in restaurants, fast foods, foreign 
travel and English as their lingua franca (Domzal and Kernan 1993). Others agree that some 
convergence may occur, but that it will not result in the elimination of cultural differences. 
For example, leisure-time activities will always have culture-specific content (Triandis 
1995). Even so-called homogeneous lifestyle groups are not global, but a phenomenon of 
the Western world. While in the Western world homogeneous lifestyle groups are self-
evident, in Asia, some of the reflections of culture (e.g. linguistic issues, symbolism) are 
viewed as permanent factors, because they reflect intrinsic differences in consumer 
perceptions and information processing. Other differences are expected to diminish over 
time. For example, in the consumption of some product categories such as clothing, 
entertainment, and consumer electronics, there seems to be a convergence of lifestyles and 
preferences, at least among certain strategically important market segments such as city 
dwellers (Schmitt and Pan 1994). Those who have been in international research for some 
time know that there are many conflicting forces that continue to shape national cultures 
and markets (Homma 1991). Globalization through world commerce is only part of the 
story. To more fully evaluate the changes taking place, as we become global citizens, it is 
necessary to also consider local resistance to globalism (Belk 1996).  
 
 Although convergence may take place at macro level, there is increasing evidence that 
at micro level there is not so much convergence. Infrastructural and economic integration 
usually occur at a higher speed than the cultural and mental integration of consumers. 
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“Persil, Kodak, Sony, BMW, Aldi and IKEA may well be highly visible throughout much 
of Europe, but there is little evidence to support the assumption that the consumers buying 
these brands have common goals and expectations across Europe” (Dibb et al. 1994:130). 
Although there certainly is evidence of globalization of markets, there are also clear signs 
that differences in local consumer behavior are persistent. Customs and traditions tend to 
persist and therefore concepts such as a “European consumer” are misnomers.  
 
 Several scholars observe that as people around the globe become better educated and 
more affluent, their tastes actually diverge. With increased wealth, people increasingly 
accord greater relevance to their civilizational identity. Variations in the legal environment 
may disappear in future, but cultural differences will undoubtedly prove more resistant to 
change. Formal law is likely to converge, but the ways it is applied are likely to remain 
different. (Dawson 1998; Jain 1989; Savitt 1998; Sriram and Gopalakrishna, 1991; Homma, 
1991; Huntington 1996b; Usunier 1996; Wierenga et al. 1996).  
 
 Modernization, frequently mentioned as a cause of convergence, is not synonymous 
with convergence of values. Perkin (1999:461) refers to modernization as just “one of the 
neologisms like post-modernism that tend to conceal a preference for the values and 
practices of an author’s own national culture. Modernization generally means 
Americanization".  
 
 “The view that consumers worldwide are gradually moving towards the universal 

adoption of American or European values is a myth, easily disproved, and self-
evidently the result of interpreting other cultures from an ethnocentric Euro-American 
viewpoint. In fact, careful comparison of Hofstede’s data over the past 20 years or so 
demonstrates that there is a tendency for differences to become more marked over 
time” (Anholt 2000:77). 

 
 
2.2.3. The macro-micro dichotomy defined 
 
 Various fields of study define the dichotomy in different ways. In international 
marketing textbooks, "macro information" generally includes population data, GNP per 
capita, and growth rates of production and consumption (Jain 1987:376-395).  Another term 
used is the "macro-environment" that includes political, legal, economic, social, cultural and 
technological dimensions (Mühlbacher et al. 1999:50). Descriptions of the "macro-
economic environment" tend to include besides purely economic factors human, 
technological and natural resources, skills of a country's population (education), 
infrastructure (traffic, communication and technology), and level of technology 
(Mühlbacher et al. 1999:85). Jain (1987:181) distinguishes the macro- and micro 
environment as follows. The macro-economic environment is a country's economy, sources 
of domestic livelihood and allocation of resources. Measurements of economic advancement 
at macro level are: energy available, GNP per capita, consumption, transportation and 
communication facilities, urbanization, capital for investment, technology and media and 
the structure of consumption. The micro-economic environment refers to the environment 
surrounding a product and/or market of interest to a company. Essentially the micro-
economic environment concerns competition. Different competitors may satisfy different 
types of demand (existing, latent, incipient). This description points only partly at the 
consumer. Hunt (1976:20) distinguishes between macro- and micro at the level of 
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aggregation. "Micro refers to the marketing activities of individual units, normally 
individual organizations (firms) and consumers or households. Macro suggests a higher 
level of aggregation, usually marketing systems or groups of consumers". 
 
 The distinction micro-macro is also used for segmenting international markets. Then, 
macro-level criteria include objectively based variables, such as language, religion, 
geography, economic bloc, or economic development. Micro-level criteria are subjectively 
based variables, such as behavior, lifestyles and attitudes. According to Peterson and 
Malhotra (2000:57), the macro criteria are typically traditional and stereotypical and 
represent features of the country that can be counted, recorded, and shared as secondary 
data. The micro criteria would likely call upon consumer survey methodology to measure. 
 
 Consumer behavior researchers, according to Andreasen (1999:847) are typically 
concerned with micro and "somewhat macro" processes of consumption behavior. At the 
micro level is the study how individuals seek information, evaluate alternatives, develop 
affective responses, plan actions and then decide, act and evaluate. At the "somewhat 
macro" level is the attempt to understand group behavior of households, neighborhoods or 
lifestyle segments. 
 
 The distinction between macro and micro at the level of aggregation is not useful for 
comparative research across nations, as all data are at the aggregate level. What the 
descriptions of Jain, Hunt and Peterson & Malhotra have in common, is that they point at 
micro-level data being more concerned with buying behavior of consumers, as opposed to 
macro-level data being indicators of the macro-economic environment of countries. This 
rough distinction is followed in our study.  
 
 Statistical indicators of a country's development, which often are also composites or 
summaries of other phenomena, are indicated as macro level data. Examples are numbers of 
telephone main lines, cars and television sets per 1,000 population. Most other data are at 
micro-level and represent differences in consumption and consumer behavior. Examples are 
numbers of national or international calls, numbers of cars or television sets owned per 
family. Our working definition for the macro-micro dichotomy is included in chapter 3, 
pages 82-83. 
 
 
2.2.4. Forms of convergence 
 
 Convergence means moving from different positions towards some common point 
(Inkeles 1998:30). But there are several patterns over time. 
 
(1) Change may stop short of actual convergence and a critical threshold of stable 

differences may remain. Moreover, on some dimensions there is a ceiling that most of 
the advanced countries reached long ago, leaving no room for further convergence. An 
example is the percent of primary school enrolment (Inkeles 1998:45). 

(2) Movement toward a common point does not necessarily mean movement in the same 
direction. An example is convergence of age of marriage, which may come down in 
some countries, but move upwards in others (Inkeles 1998: 31-33). Convergence and 
crossover takes place when two converging lines meet, fuse, cross and start to diverge. 
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This phenomenon is illustrated by the pattern of population growth rates for developed 
and less developed countries (Inkeles 1998:40). 

(3) There may be thresholds that are more important than absolute differences. An example 
is education. Once a modern school system has been introduced, further expenditures in 
education seem not to produce any significant improvements (Inkeles 1998:34). 

(4) Parallel change, without convergence. An example is the remaining gap in wealth 
separating the less developed and more industrialized countries (Inkeles 1998:37). 

(5) Divergence, meaning a movement away from a given point, common or not, to new 
points farther apart than was the case in the original condition (Inkeles 1998 38-39). 
Pace and direction of movement are not always consistent. Clear convergent trends are 
occasionally followed by periods of new divergence (Inkeles 1998:123). 

(6) Convergence masking diversity. Statistical indicators generally defined as macro-level 
data (see section 2.2.3.) are by definition summaries of many single, discrete 
subsystems. These statistics are also composites of several different indicators. Such 
summary indicators may become more alike with economic development, but they may 
mask diversity or actual divergence in the component elements or subsystems making 
up the summary indicator. An example by Inkeles (1998:41) is convergence of the 
percent of GNP devoted to public expenditure on education in the West. Underneath this 
common convergence there was a marked divergence in how the extra money was 
apportioned among the three levels of education. So macro-level data may suggest 
convergence, while at the micro level divergence takes place. 

(7) Change patterns may vary by subsystem and within subsystems (Inkeles 1998:48). 
Some types of clothing may diffuse and converge fast (blue jeans), while this is not 
representative for the clothing category.  

(8) With respect to consumption, some consumption patterns converge significantly, while 
others do not and the rate of convergence varies enormously between product 
categories. Food internationalizes slowest (Van Mesdag 1999:81). 

 
 
2.2.5. Convergence-divergence in consumer behavior 
 
 A product is more than a physical item; it is a bundle of satisfactions the buyer 
receives. Although the primary function of some products may be universal, the other 
benefits are imputed by the values and customs within a culture (Cateora 1990:408). The 
primary function of a car may be universal, but the psychological features that serve as 
appeals for preferring one type of car to another, are likely to vary by culture. 
 
 Already in the 1970s, empirical evidence was found that consumer behavior varies 
across countries (Green et al. 1975) and Green & Langeard 1975). Insensitivity of these 
differences has led to marketing failures by well-known US food companies. 
 
 “The manager should be aware that people in different nations may vary significantly 

in their purchasing motivations and should not accept such statements as “people 
around the world are becoming increasingly alike”, unless accompanied by solid 
evidence which pertains to his specific products and markets” (Green, Cunningham 
and Cunningham 1975: 29). 

 
 Expectations that the European Common Market would lead to convergence of 
consumer behavior have not come true. At the end of the 1980s, several authors noticed that 
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the spread in per capita income between the richest and poorest member countries still was 
considerable and fewer than 20 percent of the EC population had traveled to another 
country. Such differences are responsible for substantial variation in consumer preferences 
and product usage behaviors across national boundaries. The consumer is a product of his 
national history, culture, education and circumstance. Increased similarity of consumer 
behavior in Europe seems mainly to relate to adoption of American products, which is 
mistaken for convergence. Similarity in buying motives across national boundaries is often 
based on anecdotal evidence. User needs, habits and buying are not identical in all the 
national markets of Europe. Examples are how both buyers’ perceived needs and buyers’ 
perceptions of product attributes of cars were found to differ among countries. 
Environmental claims can be powerful in all markets, but seem to be disproportionately so 
in the north. Chlorine, as a bleach and as a smell, is highly acceptable in the south, less so 
further north (Colvin et al. 1980; Dowdall 1989; Keen and Hellebosch 1990; McLauchlin 
1993; Quelch and Buzzell 1989; Reichel 1989; Sriram and Gopalakrishna 1991).  
 
 The paradox of globalization is that at the macro level, consumption converges, but at 
the micro level it diverges. Generally speaking, beer consumption is growing, but there is 
an increase in different types of beer and the way it is consumed. Consumers do not buy 
products or services for utility or price reasons; they buy them for such nonfunctional 
reasons as novelty, curiosity, and conspicuous consumption. Superficially, one may think 
that Europeans are homogeneous in their behavior. This conclusion is easily drawn when 
Europe is compared with Asia. But when one observes the differences within Europe, the 
comparison falls short. Also within Europe, the role of the family varies, as do religion, and 
the daily organization of life. And these differences are stable. The Italians keep consuming 
more vegetables than the other Europeans, but also more chocolate. Most domestic markets 
are becoming more divergent as consumers demand more choices, and the result is market 
segmentation or fragmentation. The more ubiquitous a global brand becomes, the more 
likely it is to stimulate the emergence of rival products catering more precisely for local 
preferences (Lester 1987; Sheth 1986; Usunier 1996; Whitelock and Pimblett 1997). 
 
 Findings of a study comparing country-of-origin effects on preferences for 
automobiles between Germany and the United Kingdom demonstrate that important 
differences in consumer preferences exist even between two European Union countries that 
are more similar in terms of their economic development and living standards than, for 
example, Greece and Denmark” (Diamantopoulos et al. 1995).  
 
 Green, Cunningham and Cunningham (1975) compared differences in product attribute 
appeals of soft drinks and toothpaste in the United States, France, India and Brazil. Even 
though the basic product may serve essentially the same need in each country, the findings 
suggest that several cultural and environmental factors influence the characteristics of the 
product that people emphasize in its purchase.  
 
 
2.2.6. Convergence-divergence in advertising practice 
 
 Although textbooks keep teaching the mantra of convergence of people's behavior and 
globalization of markets, many practitioners in advertising have realized that ‘one-world’ 
marketing, branding or advertising strategies may look good on paper, but seldom work 
quite as well in practice. The step from global marketing to global advertising seems to be a 
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logical one, but it is not. Increasingly, statements are found that creative presentation 
doesn’t travel and there are plenty of anecdotes to prove it. The barriers to standardization 
of advertising include cultural, communicative, legislative, competitive and executional 
problems. Particularly humor, the use of symbols and animation must be evaluated 
carefully. Some cultures are too literal-minded to distinguish between fantasy from reality. 
Translating an English advertising campaign into German doesn’t make it a good German 
campaign. Completely standardized pan-European campaigns are only appropriate when the 
same product specification is being sold in each market to the same target consumers, for 
the same end use and in similar product life cycle stages. Such circumstances are extremely 
rare, even when dealing with such well established brands as Coca-Cola and McDonald’s 
(Banerjee, 1994; Colvin et al. 1980; Douglas and Urban 1977). 
 
 Advertising practices vary with respect to creative approaches, advertising-to-sales 
ratios and allocation of the advertising budget by media (Synodinos et al. 1989). Hill and 
Still (1984) found that in less developed countries a range of aspects are adapted across 
countries: The product, package, brand name and measurement units. Many of these depend 
on market conditions, including consumer behavior. An empirical study by McCollum 
Spielman Worldwide revealed that responses to the same commercials across European 
nations vary, demonstrating the difficulty of finding a standardized ‘universal’ strategy or 
approach, even for brands in what is assumed to be a ‘universal’ product category 
(chocolate/candy), targeted at a ‘universally converging’ group of consumers (teenagers) 
(Banerjee 1994). 
 
 The ideal strategy for the pan-European advertiser is viewed to be a pool of centrally 
created ads, each designed to be of maximum appeal in each of the target countries. This can 
only be achieved if the execution is tailored to reflect the cross-cultural differences across 
the target countries. Successful international advertising is country-specific advertising as 
culture influences every aspect of marketing. The products people buy, the attributes they 
value are culture-based choices. Different levels of awareness, knowledge, familiarity, and 
affect with people, products in general, and specific brands, may result in differential 
attitudes toward similar products. Slowly, across countries, but also within large countries 
such as the US, the marketing and advertising industry is recognizing the principles of 
diversity and the need to adapt marketing and advertising to this diversity (Becatelli and 
Swindells, 1998; Dibb et al. 1994; Freiherr v. Fircks 1993; Müller 1998; Neff 1999). 
Comparative, cross-cultural studies of advertising find cultural differences increasingly 
reflected in advertising. Both in Asia and in Europe, advertising appeals vary between 
countries. In Europe convergence has not been found in the past 40 years. Also the media 
are not converging (Smith 1998; Snyder et al. 1991; Tse et al. 1989). 
 
 
2.2.7. Empirical studies of convergence-divergence 
 
 There are few empirical studies of convergence-divergence. Next to the seminal work 
by Inkeles (1996, 1998) who reviews several forms of societal convergence and divergence, 
we mention one empirical study focusing on convergence-divergence of income across 
nations and one focusing on convergence of macro-indicators of comparative wealth of 
nations. Both studies do not confirm assumptions of convergence and provide instead 
evidence of divergence. 
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 Inkeles (1998) reviewed various societal convergence effects of industrialization and 
modernization, such as of educational systems and family patterns. He did not find univocal 
evidence of convergence, but a variety of forms and levels of convergence and divergence, 
as described in section 2.2.4. He found convergent patterns at macro level such as of 
primary and secondary education enrollment ratios between 1955 and 1979 for the world as 
a whole. At micro level he found examples of divergence, such as school class size (Inkeles 
1998:126-131). Family and kin patterns were found to be "remarkably stable in the face of 
great variation in their surrounding socioeconomic conditions" (Inkeles 1998:148). 
 
 In the rich regions of the world, incomes may be converging, but on a worldwide basis, 
they are not converging. Sarkar (1999) examined the issue of convergence of the standards 
of living in the North (a sample of 26 rich countries mostly in the northern hemisphere) and 
the South (a sample of 38 poor countries mostly in the southern hemisphere) on the basis of 
internationally comparable real income over the period 1950-1992. He found significant 
evidence of a widening gap in the standards of living of the two groups of countries. He also 
found evidence of convergence within areas: between less rich North and richer North and 
between poorer South and less poor South. In the process of growth during the post-second 
world war period (1950-1992), the poorer southern countries had been coming closer to the 
richer countries of the South in terms of standard of living. Similarly, the less rich northern 
countries are coming closer to the richer countries of the North. But the gap in the standards 
of living of the North and South has been widening during the same period. In this period, 
the sample of 38 poor countries experienced a lower rate of growth in their average real 
income per capita than what is experienced by the sample of 26 rich countries. The gap in 
the standards of living between the two groups has been widening over the period of the 
study. Countries of the North experienced convergence among themselves. The bottom 16 
countries of the North (real GDP/cap < $5,000) experienced a catching up with the average 
standard of living of the top nine countries (real GDP/cap > $ 5,000).  
 
 Craig, Douglas and Grein (1992:784), examined patterns of convergence and 
divergence among a set of industrialized nations from 1960-1988, based on 15 selected 
macro-environmental variables (e.g. infant mortality, cost of living, passenger motor 
vehicles, telephones in use, students, book production, daily newspaper circulation). The 
study focused specifically on sixteen countries in Western Europe, Japan and the US, so as 
to examine patterns of convergence among countries at a similar level of economic 
development. Findings were that, rather than converging in terms of macro-environmental 
characteristics, countries are becoming more divergent. While there were significant 
changes in mean dissimilarity between countries in the periods 1960-1970, 1970-1980 and 
1980-1988, the most dramatic increase was between 1980 and 1988. Thus, the data do 
suggest - contrary to what is commonly believed - that despite increased interaction and 
communication between industrialized nations they are not becoming more similar in terms 
of macro-economic characteristics.  
 
 To conclude this section: Literature does not provide univocal evidence of 
convergence. If convergence is demonstrated, it is only at the macro level using composite 
statistical data that generally serve as indicators of economic development of nations. These 
are the types of data generally used to segment markets for international marketing. No 
evidence of convergence at micro-level or convergence of values is found, but authors of 
textbooks and articles on marketing, consumer behavior and advertising continue to express 
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assumptions of convergence. An exception is Herbig (1998), whom we quote to conclude 
this section: 
 
 “Are we in fact globalizing? If we are, one ought to see a convergent effect of many 

cultural indexes. Of the many cross-cultural studies that have been conducted, several 
have been longitudinal in nature. Hofstede’s analysis of IBM managerial (sic)1 value 
survey data is the most classic. The results from his work have been replicated and 
confirmed many times over. In more than 20 years since the original study was made, 
the replications (and even the later duplicate IBM study done by Hofstede) indicate 
very clearly that (1) no convergence is taking place; that is, values of the indexes are 
not collapsing toward a common mean; and (2) if anything, there is a divergence 
occurring; that is to say, values among member countries of the same cluster are 
becoming even more distant - slowly but certainly. Americans, British, Canadians, 
Australians, and New Zealanders, although from the same Anglo background with less 
than 250 years spread, are diverging; it is not only with humor that one speaks of the 
Americans and British as two nations divided by a common language” (Herbig 
1998:41). 

 
 
2.3. CULTURE AND VALUES 
 
 According to Vinson, Scott and Lamont (1977), different value orientations cause 
variations in preferences for products and brands. Values of consumers and marketers are 
defined by their culture, hence the importance of understanding the value concept and 
culture. In the early literature, authors preferred the ‘hard’ criteria for comparing markets to 
the ‘fuzzy’ cultural factors. In the marketing and advertising profession there is little 
knowledge of culture and its implications. Those who try to explain phenomena with 
cultural variables generally do this from the perspective of their own culture and thus from 
the ethnocentric point of view. The unconscious reference to one’s own cultural values is a 
root cause of most international business problems (Lee 1966). In the United States, if the 
influence of culture on marketing and advertising was acknowledged at all, it was limited to 
distant countries and to the ‘uneducated masses’. Executives, although they readily admit 
that culture is probably important, found cultural concepts too fuzzy for day-to-day use, or a 
convenient catchall for the many differences in market structure and behavior that cannot be 
readily be explained in terms of more tangible factors (Buzzell 1968; Dunn 1966). Only 
slowly it was recognized in international marketing that the study of national character has 
value, that national differences exist, that these differences can be observed and tabulated, 
and can be recognized as influencing the behavior of both consumers and marketing 
decision makers.  
 
 In various time periods people admit that advertising is a reflection of culture, be it a 
distorted mirror, because it reinforces only certain lifestyles. These cultural effects are often 
less obvious and more difficult to research than economic consequences, but they can be 
more pervasive and serious in the long run (Clark 1990; Pollay and Gallagher 1990). An 
individual’s cultural environment significantly affects the way he or she perceives 

                                                      
1  Hofstede analysed values of employees, not of managers. This mistake is so frequently made, that 
in the preface of his book "Cultures and Organizations, Software of the Mind", Hofstede states that 
he lost count of the number of people who cited his study as a value survey of managers. The data he 
used were from IBM employees and that makes quite a difference. 
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information. For effective communication, knowledge of the culture of the receiver is 
necessary. Frames of reference are shaped by beliefs, values, traditions, and other cultural 
factors (Kanso 1992; Schramm 1954). 
 
 
2.3.1. Culture defined 
 
 Hofstede (1991) defines culture as  
 
 “The collective mental programming of the people in an environment. Culture is not a 

characteristic of individuals; it encompasses a number of people who were conditioned 
by the same education and life experience” (Hofstede 1991:5). 

 
 Geertz (1973:44) stated that culture is best seen not as complexes of concrete behavior 
patterns - customs, usage, traditions, habit clusters - but as a set of control mechanisms - 
plans, recipes, rules, instructions (what computer engineers call "programs") - for the 
governing of behavior. Man is dependent upon the control mechanisms of culture for 
ordering his behavior. Culture is what defines a human community, its individuals, and 
social organizations. Individuals are products of their culture and their social groupings; 
therefore, they are conditioned by their sociocultural environment to act in certain manners. 
Values of national culture follow the normal distribution; although there are many different 
individual personalities in any society, the most frequent is used to approximate national 
culture.  
 
 In the context of national culture, also the term ‘national character’ is used. Researchers 
explore national character to understand the way people in given nations think, or, “what 
makes them tick”. The cultural environment of consumption is the complex set of beliefs, 
values, norms and attitudes acquired by consumers as part of their national heritage (Inkeles 
1996; Nakata and Sivakumar 1996; Papavassiliou and Stathakopoulos 1997; Venkatesh 
1995). “Culture is to society what memory is to individuals. It includes the things that have 
“worked” in the past. It includes shared beliefs, attitudes, norms, roles, and values found 
among speakers of a particular language who live during the same historical period in a 
specific geographic region. These shared elements of subjective culture are usually 
transferred from generation to generation. Since communication requires language and 
occurs most readily among people who live in the same historic period and sufficiently 
close to each other to communicate easily, language, time, and place help define culture 
(Triandis 1995). According to Przeworski and Teune (1970:51-54), similar diffusion 
patterns resulting from historical learning can explain similar behavior patterns. Historical, 
institutional, behavioral or physical settings constitute characteristics to which all 
individuals within a system are, at least potentially, exposed. Historical factors are likely to 
directly affect the behavior of individuals, but also indirectly as they influence properties of 
systems that in turn affect behavior. 
 
 Huntington (1996b:478), although he sheds doubt on the use of culture as a variable, 
sees national culture as a useful unit of analysis: “The concept of culture is a tricky one in 
social science. ... If no other causes can plausibly explain significant differences between 
societies, it is inviting to attribute them to culture. Yet, the nation-state is probably the most 
important unit for the analysis and comparison of culture and its effect on development. At 
least 85 percent of the world’s population is in national societies.”  
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 To some authors, climate and ecology ("physical settings") are the root causes of 
culture. Parker (1997) sees climate as the primary cause of behavioral differences. Kim 
(1994) traces cultural differences - in particular the difference between 
individualism/collectivism - back to ecological differences. Van de Vliert et al. (2000) find a 
relationship between temperature and wealth. Countries with colder climates are wealthier 
than countries with warm climates. The influence of climate is particularly important for 
analysing differences in consumption of food. The relationship between climate and culture 
is also described in chapter 3, pages 89-92. 
 
 
2.3.2. Dimensions of culture 
 
 Several scholars have described cultures according to specific characteristics (Harris 
and Moran 1987) or have grouped cultural values into models of dimensions of national 
culture. Some of these models were developed for the purpose of international management 
(Kluckhohn and Strodtbeck 1952, 1962; Hall 1976, 1984; Hofstede 1980, 1991; Schwartz 
1987, 1990, 1994, 1999; Smith and Trompenaars 1993, 1996).  
 
 Examples of cultural characteristics distinguishing countries described by Harris and 
Moran (1987:190-195) are: Sense of self and space; communication and languages; food 
and feeding habits; time consciousness; values and norms; beliefs and attitudes; work habits 
and practices. These characteristics are based on observations and interestingly many of 
those are included in dimensional models derived from large surveys. The advantage of 
dimensions over descriptions is the empirical base and the possibility to quantify 
comparison with consumption. In the next sections value dimensions developed by five 
scholars are described: by Kluckhohn and Strodtbeck, Hall, Hofstede, Schwartz and by 
Smith and Trompenaars. 
 
 
2.3.2.1. Kluckhohn and Strodtbeck: Five value orientations 
 
 Kluckhohn and Strodtbeck (1952, 1961) proposed five value orientations on the basis 
of their investigations of small communities in the Southwest United States: (1) perception 
of human nature (good/evil); (2) relationship of man to his environment 
(subjugation/mastery); (3) time orientation (past/present); (4) orientation toward the 
environment (being and doing); (5) orientation toward human relationships 
(hierarchical/individualistic). Within the US the most important differences found were 
between the dominant population and the native Americans. Four of the five value 
orientations are recognized in later dimensional studies, such as the study by Hofstede. 
Differences between cultures with respect to the relationship between man and nature are 
still viewed as rather unique. 
 
 There are basically three types of relationship between man and nature: “mastery-over-
nature” (man is to conquer nature), “harmony-with-nature” (man is to live in harmony with 
nature) and “subjugation-to-nature” (man is dominated by nature). In the Western world 
man is viewed as separate from nature. The North American relationship to nature in 
particular is that it should be conquered, controlled. Nature and the physical environment 
can and should be controlled for human convenience. To most North Americans the 
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expression "to move a mountain" is not a metaphor symbolizing the impossible but rather an 
optimistic challenge (Ferraro 1991). The view of US culture is that it is the person's 
responsibility to overcome obstacles that may stand in his or her way. The harmony-with-
nature orientation draws no distinction between or among human life, nature and the 
supernatural. Each is an extension of the others (Gudykunst and Ting-Toomey 1988). The 
Japanese experience of nature is one of communion, of exchange, characterized by a subtle 
intimacy. It is an experience of identification with nature. Westerners tend to explain the 
Asian reverence of nature as a relationship with God, which involves living in harmony 
with the world of nature. Takeo Doi (1985), a Japanese psychologist, says that in Japan, 
God as a creator is absent and therefore, human beings seek comfort by attempting to 
immerse themselves completely in nature. Other cultures, such as many African cultures see 
people as dominated by nature and the supernatural forces play a dominant role in religion. 
This subjugation-to-nature involves the belief that nothing can be done to control nature. 
 
 
2.3.2.2. Hall: High and Low Context 
 
 Hall (1976, 1984) distinguishes cultures according to the degree of context in their 
communication systems. In a high-context communication or message most of the 
information is either part of the context or internalized in the person; very little is made 
explicit as part of the message. The information of a low-context message is carried in the 
explicit code of the message. In general, high-context communication is economical, fast 
and efficient. However, time must be devoted to programming. If this programming does 
not take place, the communication is incomplete. To the observer an unknown high-context 
culture can be completely mystifying because symbols, not known to the observer, play 
such an important role. Thus, high context culture communication can also be defined as 
inaccessible. Low-context cultures are characterized by explicit verbal messages. Effective 
verbal communication is expected to be explicit, direct and unambiguous. Low-context 
cultures demonstrate high value and positive attitudes towards words. The Western world 
has had a long tradition of rhetoric, a tradition that places central importance on the delivery 
of verbal messages. Argumentation and rhetorics in advertising are more found in low-
context cultures, while advertising of high-context cultures is characterized by symbolism or 
indirect verbal expression (De Mooij 1998a).  
 
 Hofstede (1980, 1991) finds a correlation between collectivism and high-context in 
cultures. In collectivist cultures, information flows more easily between members of groups 
and messages are more implicit. Collectivist cultures show more indirect communication 
versus more direct communication in individualist cultures. Another explanation for the 
difference between cultures with respect to indirect communication and the use of symbols 
is the degree of homogeneity of cultures. Homogeneous cultures have more in common with 
respect to cultural heritage and thus, their members can rely on shared symbols more than 
members of heterogeneous cultures can (De Mooij 1998a). Cultures are on a sliding scale 
with respect to context. Most Asian cultures are high-context, while most Western cultures 
are low-context cultures, extremes being Japan and China (high-context) on the one end of 
the scale and Germany, Switzerland and the USA (low-context cultures) on the other end. 
Particularly Americans need data to evaluate things. For foreigners, the quantity of numbers 
and statistics encountered in the media and in daily conversations is stunning (Althen 1988). 
Many Americans don't seem to be able to evaluate the performance of anything unless they 
can attach a number to it (Hall 1984). 
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2.3.2.3. Hofstede: Five dimensions of national culture 
 
 Geert Hofstede (1980, 1991, 2001) developed a model of five dimensions of national 
culture that helps to understand basic value differences. This model distinguishes cultures 
according to five dimensions: Power Distance, Individualism/Collectivism, 
Masculinity/Femininity, Uncertainty Avoidance, and Long Term Orientation. The 
dimensions are measured on a scale from 0 to 100. The model is based on quantitative 
research and gives scores for 85 countries. The combined scores for each country explain 
why people and organizations in various countries differ. The model is based on 15 years of 
research, 116,000 questionnaires were used in 72 countries and in 20 languages between 
1967 and 1973. Later, Michael Harris Bond did a Chinese Value Survey in 22 countries. 
The results were validated against about 40 other cross-cultural studies from a variety of 
disciplines including sociology, market research and medicine. Several replications have 
demonstrated that Hofstede’s country scores are still valid.  
 
 Power Distance (PDI) 
 Power distance can be defined as "the extent to which less powerful members of a 
society accept and expect that power is distributed unequally". It is reflected in the values of 
the less powerful members of society and in the more powerful ones. It influences the way 
people accept and give authority. In large power distance cultures everyone has his/her 
rightful place in a social hierarchy and as a result acceptance of and giving authority is 
something which comes naturally. To the Japanese, behavior that recognizes hierarchy is as 
natural to them as breathing. It means 'everything in its place'. In cultures scoring lower on 
the power distance index such as the Americans, authority has a negative connotation. Small 
power distance cultures stress equality in rights and opportunity in the work place. In large 
power distance cultures there are strong dependency relationships between parents and 
children, bosses and subordinates, professors and students, masters and learners. In small 
power distance cultures children are raised to be independent at a young age. Americans 
will avoid becoming dependent on others and they do not want others, with the possible 
exception of immediate family members, to be dependent on them. In large power distance 
cultures status is important to show power and older people are important because of respect 
for old age. In cultures of small power distance, powerful people try to look less powerful 
and older people try to look younger (Hofstede 1991:23-48) 
 
 Individualism/Collectivism (IDV) 
 "People look after themselves and their immediate family only or people belong to in-
groups who look after them in exchange for loyalty". In individualist cultures values are in 
the person and are individualist. People want to differentiate themselves from others. In 
collectivist cultures, which score low on the individualism index, identity is based in the 
social network to which one belongs. People prefer to conform to the group. In individualist 
cultures people are "I" conscious, express private opinions and self-actualization is 
important Individual decisions are higher valued than group decisions. There is more 
explicit, verbal communication. In collectivist cultures people are "we" conscious, their 
identity is based on the social system. Harmony with in-group members and avoiding loss of 
face is important. Most Western countries score individualist, Asian and Latin American 
countries collectivist. South European countries are less individualist than those in the north 
of Europe. Individualist cultures are universalistic cultures, while collectivist cultures are 
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particularistic. People from individualist cultures tend to believe that there are universal 
values that should be shared by all. People from collectivist cultures on the other hand 
accept that different groups have different values. Hall (1984) observes that Americans, 
more than most seem dominated by the need to shape other people in their own image. The 
Japanese, Chinese and other Asians, feel so unique that they cannot and will not imagine 
that Westerners will ever be able to adopt their values and behavior (Hofstede 1991:49-78). 
 
 Masculinity/Femininity (MAS) 
 “The dominant values in a masculine society are achievement and success, the 
dominant values in a feminine society are caring for others and quality of life". In masculine 
societies performance and achievement are important. Status is important to show success. 
There is a tendency to polarize; big and fast are beautiful. Feminine societies score low on 
the masculinity index and are more service-oriented, have a people orientation, small is 
beautiful. There is a tendency to strive for consensus. The quality of life is more important. 
Status is not so important to show success. Being a "winner" is positive in masculine 
societies and is negative in feminine societies. In masculine cultures children learn to admire 
the strong. In feminine cultures children learn sympathy for the underdog and anti-hero. A 
consequence of this dimension is variation in the degree of role differentiation: small in 
feminine societies, large in masculine societies. In feminine cultures males can take typical 
female jobs without being seen as a 'sissy'. The masculine/feminine dimension discriminates 
between cultures particularly with respect to values related to winning, success and status as 
used in advertising appeals, so it is an important dimension for marketing and sales. 
(Hofstede 1991:79-108) 
 
 Uncertainty Avoidance (UAI)  
 "The extent to which people feel threatened by uncertainty and ambiguity and try to 
avoid these situations". Life is unpredictable, and the only certain thing is that in the end 
there is death, but it is not known when. Some people do not mind while others hate 
uncertainty or ambiguity and try to cope with it by making rules and prescribed behavior. In 
cultures of strong uncertainty avoidance, there is a need for rules and formality to structure 
life and belief in experts. There is more formal communication. People in strong uncertainty 
avoidance cultures have a higher level of anxiety and aggressiveness and showing emotions 
is accepted. Conflict and competition are threatening. Weak uncertainty avoidance cultures 
feel that there should be as few rules as possible. They believe more in generalists and 
common sense and there is less ritual behavior. Conflict and competition are not 
threatening. A core element of this dimension is the search for truth, which is basically a 
Western concept (Hofstede 1991:109-138). 
 
 Long Term Orientation (LTO) 
 "The extent to which a society exhibits a pragmatic future-oriented perspective rather 
than a conventional historic or short term point of view". Consequences of long-term 
orientation are that there is not one truth, a long term orientation, acceptance of change, 
perseverance, thrift and pursuit of peace of mind. The opposite is the short-term orientation. 
The combination of long-term orientation and collectivism results in family ties, long-term 
thinking and other elements of Confucian philosophy, such as filial piety and paternalism. 
Most east-Asian countries score high on this fifth dimension particularly the ones with large 
Chinese populations. Anglo-Saxon societies score low, but there are some Western 
countries that score medium or relatively high, such as Brazil and the Netherlands. What is 
often perceived as paradoxical in the measurements on this index is the combination of 
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strong respect for tradition and short-term orientation in a large part of the western world, 
while respect for old age and ancestor worship are such strong elements of Asian value 
systems. This is because the index measures the relative value given to one side over the 
other. If Asians value tradition, they value pragmatism and thrift even more. Because 
measurements started later than those for the other dimensions did, scores for fewer 
countries are available (Hofstede 1991:159-174). 
 
 The fifth dimension was discovered in cooperation with Michael Bond and was 
originally labeled ‘Confucian Dynamics’ (Hofstede and Bond 1988). Michael Bond in Hong 
Kong sampled a domain of values, derived from Chinese culture (Chinese Value Survey). 
He assembled a group of researchers named the Chinese Culture Connection (CCC), who 
presented these values to students from 22 countries. Respondents were required to rate the 
importance of each value. After standardization within each culture, an ecological factor 
analysis yielded four factors, labeled “Integration”, “Confucian work dynamism”, “Human-
heartedness”, and “Moral discipline” (Smith et al. 1996). In the literature, these dimensions 
are often referred to as the “Chinese Culture Connection” (CCC). 
 
 Although Hofstede’s dimensions are increasingly used as independent variables for 
comparative cross-cultural studies, the natural question to ask is whether Hofstede’s country 
scores, produced in the late 1960s, early 1970s, are valid to use some thirty years later. 
Also, because Hofstede’s dimensions were derived from answers by IBM employees only, it 
is a valid question whether the same dimensions are found if other matched samples of 
respondents are used. Several replications of Hofstede’s study on different matched or non-
matched samples have proved that his data are still valid. Søndergaard (1994) analysed 
applications and replications of Hofstede’s work. He recorded in total 61 replications. The 
analysis of the replications showed that the differences predicted by Hofstede’s dimensions 
were largely confirmed. There are remarkably few non-confirmations. 
 
 Hoppe’s study of elites in nineteen countries was the first comprehensive follow-up 
study (1998). Hoppe’s sample of more than 1,500 respondents belonged to the managerial, 
professional, political, and academic elites in 17 Western and Southern European countries 
plus Turkey and the United States. They were alumni of the Salzburg Seminar, a high-level 
international study center in Austria. The correlations between the resulting country scores 
and Hofstede’s country scores were highly significant. The Spearman rank order 
correlations between the two were as follows: PDI: .76***, IDV: .72***, MAS: .83*** and 
UAI: .90*** 
 
 Shane (1995) used Hofstede’s uncertainty avoidance questions in a survey among 4405 
individuals in forty-three organizations from sixty-eight different countries for measuring 
preferences for innovation championing roles and found that the cultural value of 
uncertainty acceptance is significantly associated with preferences for these roles. Shane and 
Venkataraman (1996) surveyed preferences of managers for innovative behavior in 28 
countries and found correlations with individualism, power distance and uncertainty 
avoidance.  
 
 Another extensive replication was a survey among commercial airline pilots (1996). A 
research group at the university of Texas at Austin, USA, found highly significant 
differences between the ways aircraft are operated. In 1996 they collected data from more 
than 13,000 pilots of 25 airlines in 16 countries. Analyses of the data support the 
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universality of pilot norms and attitudes in certain areas but also the strong influence of 
national culture on others. Strong cross-cultural differences were observed in the areas of 
command interactions and tolerance for rules, routines and set procedures. Pilots from the 
16 countries in the study varied dramatically in their preference for an egalitarian versus a 
hierarchical command style as well as for flexibility and autonomy versus adherence to and 
compliance with the rules and set procedures. Thus, power distance and uncertainty 
avoidance have been identified as the most relevant dimensions for aviation. This 
replication of Hofstede’s work proved its validity. Using a distinctly different population 
(commercial airline pilots), from a distinctly different time period (1990s), correlations as 
high as .94 were observed between country-level scores on three of Hofstede’s dimensions 
of national culture - power distance, individualism and masculinity (Helmreich et al. 1996). 
 
 For marketing, the most useful replication was done in 1996. In the 1996/1997 EMS 
survey, a combination of telephone interviewing and written questionnaire, the VSM 94 
questions (Hofstede’s Value Survey Module of 1994 (VSM94) contains 20 questions, 4 for 
each dimension) were included in the EMS questionnaire. The EMS target is main income 
earners in the top 20 percent of households by household income within each of the 
countries surveyed. EMS 97 covered 15 European countries plus Luxembourg: Austria, 
Belgium, Denmark, Finland, France, Germany, Ireland, Italy, Netherlands, Norway, 
Portugal, Spain, Sweden, Switzerland, United Kingdom. In total in 1996/1997 34,667 
telephone interviews and 15,940 questionnaires were completed. Inclusion of the questions 
of the VSM 94 in the written questionnaire (n = 6,680) resulted in country scores that, 
taking into account the fact that the samples were not as well matched as they should be, 
were beyond expectations. Three of the four dimensions (IDV, MAS and UAI) correlated 
significantly with the Hofstede country scores from the IBM sample, and for the first time in 
Europe, scores for the fifth dimension were found. The country scores derived from the 
answers are presented in table 2.3. EMS derived country scores are labeled EIDV, EMAS, 
EUAI and ELTO. 
 
 Due to the heterogeneity of the target, the power distance dimension could not be 
measured, probably because the levels of management positions and type of companies 
were too diverse. As for the 15 countries there is a strong correlation between power 
distance and uncertainty avoidance, the latter scores are likely to include PDI values. A 
number of correlations demonstrate this to be true.  
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Table 2.3. Country scores derived from EMS as compared with Hofstede’s IBM country scores 
 PDI IDV EIDV MAS EMAS UAI EUAI LTO ELTO 
Austria 11 55  66  79  60 70 58  30 
Belgium 65 75  90  54  41 94 78  25 
Denmark 18 74  107  16  33 23 7  8 
Finland 33 63  73  26  11 59 34  19 
France 68 71  93  43  75 86 90  9 
Germany 35 67  55  66  51 65 62 31 26 
Great Britain 35 89  106  66  44 35 54 25 24 
Ireland 28 70  97  68  54 35 49  22 
Italy 50 76  90  70  80 75 79  31 
Netherlands 38 80  91  14  12 53 45 44 39 
Norway 31 69  97  8  32 50 33  3 
Portugal 63 27  74  31  48 104 81  27 
Spain 57 51  71  42  44 86 90  34 
Sweden 31 71  102  5  12 29 9 33 44 
Switzerland 34 68  92  70  46 58 62  18 
Correlations between IBM and EMS scores: IDV: .54*; Mas/Fem: .74***; UAI: .89*** 
Correlation between EUAI and PDI = .75***       
Source: data are from Hofstede (1991) and EMS 1996/1997. © Inter/View International 
 
 For three of the dimensions the EMS country scores correlate significantly with the 
Hofstede’s IBM scores. This is of great importance for the acceptance of the application of 
Hofstede’s model to marketing and advertising. The UAI correlation is most significant, 
MAS less and IDV least. The latter is due to the extremely low score of Germany, but also 
the relatively high scores of Spain and Portugal. This is probably due to the high-income 
level of the respondents in countries where the income gap is relatively large. The relatively 
low significance of the MAS correlation results from a very high score of France. The MAS 
dimension includes two value domains, competitiveness and role differentiation. It may well 
be that what is measured in the EMS sample, is more focused on competitiveness, as the 
target is managers in business, while in a more general target, the two domains are more 
balanced.  
 
 Hofstede’s dimensions are increasingly used as a conceptual framework outside their 
original setting. They are used to classify and to explain the influence of culture on various 
research topics. The list of 274 citations compiled by Søndergaard (1994) is indicative of a 
widespread and growing use. Researchers on various topics in the field of marketing have 
used Hofstede’s dimensions as a paradigm. Nakata and Sivakumar, (1996) stated that there 
are several reasons for using Hofstede’s five cultural dimensions: Hofstede’s (1980) study is 
regarded as the most extensive examination of cross-national values in a managerial context. 
Independent studies identify the same or similar dimensions, indicating their systematic 
occurrence in many different cultures. 
 
 
2.3.2.4. Schwartz: Seven value types or motivational domains 
 
 Schwartz (1987, 1990, 1994, 1999) presents an alternative conceptual and operational 
approach for deriving cultural dimensions of work-related values and applies the new 
approach in a study of value priorities in 87 samples (teachers and students) from 41 cultural 
groups in 38 nations. The analysis was expected to either support Hofstede’s dimensions 
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and refine them into finer-tuned dimensions (Schwartz 1990), or to reveal that a different set 
of cultural dimensions emerges when a more comprehensive set of values is analysed 
(Schwartz 1994).  
 
 Originally Schwartz and Bilsky (1987, 1990) searched for a theory of a universal 
psychological structure of human values, including types of value contents that people from 
all cultures are likely to distinguish (e.g., achievement and security). The theory suggests 
which types of values fit together compatibly and which are opposed. To support the theory 
(1987), data on the values of Israeli teachers and German college students were presented. A 
later study of 1990 included samples from five more countries. The seven value types (or 
motivational domains) distinguished by Schwartz (1994:101-106) are described after this; 
correlations with Hofstede’s dimensions are added. 
 
 Conservatism 
 The value type labeled “Conservatism” is constituted of those values likely to be 
important in societies based on close-knit harmonious relations, in which the interests of the 
person are not viewed as distinct from those of the group. All of these values emphasize 
maintenance of the status quo and avoidance of actions of individuals that might disturb the 
traditional order. The self lacks autonomous significance but has meaning as part of the 
collectivity. Cultures that emphasize Conservatism values are primarily concerned with 
security, conformity, and tradition. Conservatism correlates negatively with Hofstede’s 
individualism and positively with power distance. 
 
 Intellectual and affective autonomy (two subtypes of ‘Autonomy’) 
 Autonomy values are important in societies that view the person as an autonomous 
entity entitled to pursue his or her individual interests and desires. Two aspects are related: 
emphasis on self-direction, stimulation and hedonism. This value type is negatively 
correlated with the Conservatism value type. Thus, a polar opposition exists of Autonomy 
versus Conservatism. Autonomy correlates positively with Hofstede's individualism and 
negatively with power distance. 
 
 Hierarchy 
 The Hierarchy value type emphasizes the legitimacy of hierarchical role and resource 
allocation. This value type forms a broad self-enhancement region together with the next 
type’ Mastery’, the type with which it is correlated most positively. The Hierarchy value 
type is weakly correlated with Hofstede’s collectivism.  
 
 Mastery 
 The values in this value type emphasize active mastery of the social environment 
through self-assertion. Mastery values promote active efforts to modify one’s surroundings 
and get ahead of other people. This value type is correlated with Hofstede's masculinity. 
 
 Egalitarian commitment 
 Promoting the welfare of other people is a value included in the value type Egalitarian 
commitment. This is a social commitment that can occur among equals. There is a negative 
correlation with Conservatism and a positive correlation with Autonomy. This value type 
correlates positively with individualism and negatively with Hofstede's power distance. 
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 Harmony 
 This value type, emphasizing harmony with nature, is found opposite Mastery, just as 
Kluckhohn and Strodtbeck’s value orientation. Social harmony as a value is also included. 
Harmony values stand in opposition to value types that promote actively changing the world 
through self-assertion and exploitation of people and resources.” This value type correlates 
(only slightly) with Hofstede’s uncertainty avoidance. 
 
 The Schwartz value types partly overlap with Hofstede's dimensions. They include a 
number of values that are also included in the Hofstede dimensions, but they seem to be less 
clear cut. The strongest relationships are with individualism/collectivism. Schwartz has 
covered 29 nations, plus a number of sub-cultures or regions within nations. Only 24 of 
these are also covered by Hofstede. The most recent follow-up studies are by Ros, Schwartz 
and Surkiss (1999) who apply the model to work goals and values and by Schwartz (1999), 
who distinguishes a total set of 44 profiles, suggesting the existence of broad cultural 
groupings of nations. These groupings are related to geographical proximity, and based on 
shared histories, religion, level of development, culture contact, and other factors. In Europe 
scores on the Schwartz dimensions are available only for nine countries: Denmark, Finland, 
France, Germany, Italy, the Netherlands, Portugal and Spain. Because of the limited number 
of countries measured in Europe, the Schwartz value types cannot be used for the purpose of 
measuring cross-cultural consumer behavior in Europe. 
 
 
2.3.2.5. Smith and Trompenaars: Seven value dimensions 
 
 Trompenaars (1993) found seven dimensions of work-related values. These are: 
“universalism-particularism”, “achievement-ascription”, “individualism-collectivism”, 
“emotional-neutral”, and “specific-diffuse”, “time orientation” and “orientation to nature”. 
Smith et al. (1996) continued Trompenaars’ research with the purpose to find structures and 
interrelationships among the available measures, drawing from the results of various earlier 
surveys (Hofstede, Schwartz, CCC) and the earlier work by Trompenaars (1993). The 
values of 8,841 managers and organization employees from 43 countries were surveyed. 
The range of nations paralleled many of those surveyed by Hofstede (1980) and samples 
from ex-communist nations were added. Three dimensions were extracted from the data. A 
first dimension was like the achievement-ascription orientation, similar to Hofstede’s (1980) 
dimensions individualism-collectivism and power distance. Dimension 2 included items 
similar to the concept of individualism-collectivism. They cover involvement in a group or 
organization on the basis of loyalty or on the basis of utilitarian considerations. Items of the 
third dimension overlap with the others. The results demonstrate that there is considerable 
replicability in the results emerging from value surveys sampling relatively large numbers 
of nations. The three dimensions that emerged are significantly related to nation scores 
collected at widely differing times, and among quite different types of samples, by earlier 
researchers. From this perspective, the methodological weaknesses inherent in each 
particular study are considered to be a source of collective strength: dimensions that emerge 
consistently despite such variations are plainly robust. 
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2.3.2.6. Choice of model 
 
 Several studies find dimensions that directly or indirectly relate to Hofstede’s 
dimensions of national culture. To date, Hofstede’s model includes country scores for most 
countries in the world. His, and the other studies reviewed, were done for the purpose of 
international management and include work-related values. Literature shows that most 
applications of cultural dimensions to marketing and advertising have been done with the 
Hofstede dimensions. One reason why the Hofstede dimensions are so practical is the 
limitation to five, and the fact that they do overlap relatively little with each other. Of the 
seven dimensions of Trompenaars, for example, five are more or less related to 
individualism-collectivism, which doesn’t add to clarity.  
 
 Several authors have noted that value studies at the cultural level like conducted by 
Hofstede and Schwartz are promising measurement instruments for cross-cultural research 
not only in social psychology, but also in consumer behavior research. Hofstede’s work has 
become a paradigm for other research. His dimensions have become key variables or 
explanatory features in a wide variety of research (Chapman 1997; Grunert and Juhl 1995; 
Milner et al. 1993). Milner and Collins (2000:77) state that "all of the researchers [applying 
Hofstede's dimensions to marketing] have found Hofstede's taxonomy useful". The authors 
conclude that (1) advertising strategists can utilize Hofstede's framework as a rough guide to 
provide direction in selecting country-specific advertising appeals; and (2) global 
advertising standardization seems strategically unwise as not all cultures share the same 
values. Simon Anholt, one of the leading consultants on global advertising bases his culture 
mapping on the Hofstede dimensions. He states: 
 
 “For advertising agencies and their clients, culture mapping [i.e. working with the 

Hofstede dimensions] really comes into its own: it’s absolutely made for mass 
marketing, an area where individual personality is of very secondary importance, and 
what you really want is reliable, true, but gross generalizations. You need to know 
what most people in a country are like, and how most of them will behave in response 
to certain stimuli (Anholt 2000:66) 

 
 
2.3.3. Values 
 
 A “value” is defined by Rokeach (1973:5) as "an enduring belief that one mode of 
conduct or end-state of existence is preferable to an opposing mode of conduct or end-state 
of existence". Values have cognitive, affective and behavioral components. A value is a 
preference for one mode of behavior over another mode of behavior. Values are taught at 
early age, in an absolute manner. Values include opposites and there are different types of 
values in a value system that may have a different order of importance. Values can serve as 
standards that guide our choices, beliefs, attitudes and actions. Rokeach assumed that (1) the 
total number of values a person possesses is relatively small, that (2) all men everywhere 
possess the same values to different degrees and that (3) the antecedents of human values 
can be traced to culture, society and its institutions. Clawson and Vinson (1978:401) belong 
to the first scholars to apply the value concept to marketing. They state that also consumer 
values are derived from, and modified through personal, social, and cultural learning. 
Values are shared by people within a culture, and can be used to characterize the 
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psychological similarities within and the differences across cultures. Studying cross-cultural 
similarities and differences in values is also helpful in analysing cross-cultural differences in 
concrete behaviors (Grunert and Juhl 1995). 
 
 The Rokeach Value Survey was one of the first to be used in marketing and has served 
as an example for many other value studies. The Rokeach lists of 18 terminal and 18 
instrumental values have been used worldwide for cross-cultural value research, although 
several researchers found evidence that value profiles from any two groups of nations are 
not equal. Munson and McIntyre (1978:163) compared the Rokeach values across cultures 
and found empirical evidence that self value systems differ markedly across cultures. A 
simpler approach to values was developed by Kahle and Goff Timmer (1983) called List Of 
Values (LOV). LOV consists of nine values: sense of belonging, excitement, fun and 
enjoyment in life, warm relationship with others, self-fulfillment, being well-respected, a 
sense of accomplishment, security, self-respect.  
 
 One of the oldest value studies in marketing, based on the Rokeach value system is 
VALS (Value and Lifestyle Research), developed by SRI International, Menlo Park, 
California (Holman 1984). It uses a questionnaire asking motivations and demographic 
characteristics that are seen as predictors of consumer preferences. The VALS segmentation 
system was developed in the United States and the values included are typical for the United 
States. Nevertheless, it is indiscriminately applied in other cultures by international 
advertising agencies. The criticism is that its conceptualization implies that it has potential 
for international value research. However, researchers have been limited by lack of access to 
the VALS weighting algorithm, which is proprietary. Among the problems of cross-cultural 
application of value research like VALS are the difficulty of conveying the meaning of 
value questions and the dependence on demographics that vary across nations. In addition, 
some of the VALS statements seem particularly tied to the U.S. culture. An example of such 
a statement is "Just as the Bible says, the world literally was created in six days". This may 
simply confuse a Buddhist in Japan (Beatty et al. 1988:379). 
 
 Priorities of values vary across cultures. Grunert, Grunert and Beatty (1989) compared 
values for two age groups in the USA, Germany and Denmark, based on Kahle's LOV 
instrument and found that ratings varied. Kamakura and Mazzon (1991) found substantial 
differences between the USA and Brazil for the Rokeach terminal values. Comparing 
rankings of 1971 and 1981, they also found that the ranking of values in the USA had been 
considerably stable over time.  
 
 De Mooij (1998a) described the concept of the value paradox, as a result of opposing 
elements in values. This is related to the ‘desirable’ and the ’desired’ (Hofstede 1980), the 
distinction between what people think ought to be desired and what people actually desire or 
how people think the world ought to be versus what people want for themselves. The 
desirable refers to the general norms of a society and is worded in terms of right or wrong, 
in absolute terms. The desired is what we want, what we consider important for ourselves. It 
is what the majority in a country actually do. Grunert and Muller (1996) also describe this 
paradoxical aspect of values. In the definition of values, one feature is a ‘desirable end state 
of existence’. Desirable can signify something that actually guides one’s day-to-day life, as 
well as something one wishes to have, but cannot attain given present circumstances. 
Consequently we have to distinguish ‘real’ life values and ‘ideal’ life values. Cheng and 
Schweitzer (1996) pointed out a paradoxical element in Chinese culture as compared with 
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American culture. Two values ‘modernity’ and ‘tradition’ are both used significantly more 
often in Chinese than in US advertising. From the Western value perspective, it seems the 
two are opposing values, but in China they are not. 
 
 Language is one of the manifestations of culture as values are reflected in language 
(De Mooij 1998a). The structure of language has a significant influence on perception and 
categorization (Usunier 1993). Differences between languages can go far beyond mere 
translation problems. Some Western concepts may not even be translatable into other 
languages such as Arabic (Whitelock and Chung 1989). In different cultures, people have 
different ’schemata’. These schemata are often linked with both a typical language concept 
and a specific product category (Müller 1998). This explains why copy for meaningful 
advertising concepts of one culture cannot easily be translated into other languages. 
“Translating advertising copy is like painting the tip of an iceberg and hoping the whole 
thing will turn red. What makes copy work is not the words themselves, but subtle 
combinations of those words, and most of all the echoes and repercussions of those words 
within the mind of the reader. These are precisely the subtleties which translation fails to 
convey. Advertising is not made of words, but made of culture” (Anholt 2000:5). Some 
words reflect the specific values of a culture. They cannot easily be translated into words of 
other cultures, or they have been borrowed from another culture from the start. The English 
language is the only language in the world, spelling “I” with a capital letter. This 
phenomenon may reflect the fact that the roots of individualism are in England (Macfarlane 
1978). One language represents only one cultural framework. Speakers of different 
languages not only say things differently, they experience things differently and the fact 
that there are rarely direct translations (especially for abstract words) is a reflection of this 
(García 1998).  
 
 How the structure of language is a reflection of culture was demonstrated by Kashima 
and Kashima (1998), who studied the relationship between pronoun drop and - among 
others - dimensions of culture by Hofstede and Schwartz. In some languages - including 
English - the use of subject pronouns is obligatory: “I” or “you” must be mentioned. By 
contrast, other languages do not require the utterance of subject pronouns and these words 
can be dropped by the speaker’s choice. In some Indo-European languages (e.g. Spanish), 
personal pronouns are not obligatory, partly because the referents can be recovered from the 
verb inflections. This phenomenon is called pronoun drop. Explicit use of “I” signals 
highlights the person. Its absence reduces the prominence of the speaker’s person. Pronoun 
drop languages may be associated with a contextualization of the person more than 
languages that do not allow pronoun drops. This was found to be related to Hofstede’s 
individualism/collectivism dimension.  
 
 The value concept, when applied to marketing and advertising, is used in two ways. It 
refers to people and to objects. People have values and objects have values. A brand will be 
a strong brand if people’s values match the values of the brand (De Mooij 1998a). 
Advertising’s primary function is to transmit value to a product or brand. Advertising turns 
the product into the ‘brand’. Virtually all kinds of behavior and attitudes, from simple 
purchasing acts to political and religious ideology, are derived from values (Pollay 1984). 
The debate on global marketing has long been about the management, manufacture and 
marketing of products around the world. “But the important link between consumers and 
marketing is the link of values” (Clark 2000:74). 
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 In the application of the value concept and value studies to marketing and advertising, 
often ethnocentrism can be recognized. Scholars tend to apply value studies developed in 
their own culture to other cultures where they do not apply. An example is the lists of 
values, applicable to advertising, as defined by Pollay (1984, 1990), including only 
American values. This is a logical finding as they result from analysis of American 
advertising. Yet, Pollay’s list of values has been used in cross-cultural advertising studies. 
Applying sets of values derived from one culture in cross-cultural contexts without regard to 
the substance of the cultures in question, is viewed as ethnoconsumerist research (Venkatesh 
1995). One cannot assume that the same set of values will influence two different groups of 
consumers’ responses for the same marketing stimuli. This is particularly important for 
research studies across different countries. We cannot assume that causes for behavior in 
one country are the same as in another (Lowe and Corkindale 1998). 
 
 
2.3.3.1. Values are stable 
 
 “Values are among the first things children learn, not consciously, but implicitly. 
Development psychologists believe that by the age of 10, most children have their basic 
value system firmly in place” (Hofstede 1991:8). How enduring values are, is demonstrated 
by Yankelovich (1994) who finds that, despite increased affluence and other changes, many 
of America's most important traditional values have remained firm and constant. Despite 
the transformations in America's lifestyles a number of core values, shared by virtually all 
Americans, have endured. Several scholars have found evidence of the stability of values, 
but in marketing and advertising practice, where change is the name of the game, it is 
difficult to understand that values are stable. Yet, the stability of values may cause 
convergence to be very slow, if it happens at all. 
 
 Inglehart (1990) offered relevant evidence on levels of satisfaction with one's life as a 
whole that appear to be stable over time. Data of Euro-Barometer surveys between 1973 
and 1998 show that the levels of satisfaction as expressed in the surveys have remained 
more or less the same. There are remarkable cross-cultural differences: consistently, the 
Danes, the Dutch and the British publics show a higher level of satisfaction than the 
Italians, French and the Germans. These differences have remained stable over time. 
 
 Several scholars of advertising find values - derived from content analysis of 
advertising - to be stable over time. Commercial communication has been relatively 
consistent in its cultural character. This statement was found to be valid both in the Western 
world and in Asia. Despite the rapid changes in Hong Kong society, people continue to hold 
many traditional attitudes that influence what they buy and how they respond to advertising 
messages (Kamakura and Mazzon 1991; Pollay 1984, 1990; Pollay and Gallagher 1990; Tai 
and Tam 1996). Pollay (1984, 1990) defined a set of 25 values reflected in advertising in the 
US. He found a strong consistency in values in advertising between 1970 and 1980. Similar 
values were found in print advertising and in television advertising. Wiles et al. (1996) 
content analysed Swedish and US magazine advertising and found a number of values that 
were similar between the US and Sweden. They also compared the US values found in this 
study with a similar study by Andrén et al. Of 20 years earlier and found the same values. 
 
 Despite evidence of stability of cultural values several scholars assume that 
modernization and postmodernization lead to value change. Value change is generally 
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thought to be caused by variables at the macro level: Wealth, industrialization and 
urbanization and the more abstract notion of modernity or modernization. But there is no 
agreement about the effects of modernization on (cultural) values. There is not one single 
effect of modernization. Most of the countries considered by general agreement to be 
modern are also relatively affluent. One simple way of expressing is by their high 
GNP/capita (Inkeles 1998:75). Indeed, the elements of modernization, such as wealth, 
urbanization, advanced transport and communication systems and education are interrelated. 
With increased wealth, some values may change at long term, others not. Wealth leads to 
individualism and poverty leads to collectivism. With better education the level of power 
distance goes down. Yet, relative differences remain and some differences may even 
become larger. People tend to think that inequality between males and females is decreasing 
along with wealth and better education. Inkeles (1998:173) however, mentions a striking 
example of persistent traditional role patterns in the United States, where unmarried men, 
even those with children, spend about the same amount of time doing household chores 
before marriage as after. The amount is nominal, less than half an hour per day. Cafferata et 
al. (1997:258) find evidence that in the United States, between 1975 and 1993 disparity 
between the sexes with respect to certain duties, obligations and beliefs in roles of fathers, 
had increased. 
 
 At face value people tend to become more individualist, but individuation follows 
different patterns. Modernization, including industrialization and urbanization is assumed to 
turn collectivist societies into individualist societies. As yet, there is no evidence to support 
this assumption. Although urbanization tends to break up the joint household of the 
extended family in favor of more nuclear households, this does not imply decreasing 
extended family values (Roland 1988). Also Inkeles (1998:148) did not find evidence of 
convergence of family and kin patterns. Even within nominally homogeneous culture areas, 
nations have typically manifested quite diverse preferences about the right age for marriage 
(Inkeles 1998:153).  
 
 Inglehart’s (1990, 1996, 1997) seminal study of value change is based on the 
assumption of change from modern to postmodern values or materialism to 
postmaterialism1. Postmodernism is divided in three broad schools: (1) Postmodernism is a 
rejection of modernity; rationality, authority, technology and science are equated with 
Westernization. (2) Postmodernism is the revalorization of tradition. (3) Postmodernism is 
the rise of new values and lifestyles with greater tolerance of ethnic, cultural and sexual 
diversity and individual choice concerning the kind of life one wants to lead.  
 
 Inglehart’s theory predicts both short- and long-term changes in values. He advances 
two hypotheses that account for variation in Materialist/Postmaterialist values: (1) a scarcity 
hypothesis stating that an individual’s priorities reflect one’s socioeconomic environment 
and (2) a socialization hypothesis that postulates that to a large extent, one’s basic values 
reflect the conditions that prevailed during one’s preadult years. The scarcity hypothesis 
implies short-term changes or period effects: Periods of prosperity lead to increased 
postmaterialism and periods of scarcity lead to materialism. The socialization hypothesis 
implies that long-term cohort effects exist. Inglehart’s ‘materialist’ or ‘modern’ values are 
connected with respect for authorities and structured societies. His hypothesis is that along 

                                                      
1  Inglehart uses a narrow aspect of postmodernism. In this study we will not pursue the concept of 
postmodernism in a broader sense.  
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with increased wealth, respect for authority decreases. This is basically the same as what 
Hofstede says, that along with wealth and higher education, scores on the power distance 
index decline. Inglehart also finds changing phenomena that can be related to uncertainty 
avoidance. Declining trust in government (in the USA) seems to be part of a broader erosion 
of respect for authority. Rapid change leads to severe insecurity, giving rise to an 
authoritarian reflex that may bring fundamentalists or xenophobic reactions. Insecurity leads 
to a need for strong authority figures to protect one from threatening forces; it also breeds an 
intolerance of cultural change and different ethnic groups. Conversely, conditions of 
prosperity and security are conducive to greater emphasis on individual autonomy and 
diminishing deference to authority (Inglehart 1997:603-604). According to Inglehart, 
postmaterialism emerges with economic security. Further income does not lead to higher 
levels of subjective well being. People take their prosperity for granted and transfer their 
focus to other parts of life, such as politics and the quality of physical and social 
environment (Inglehart 1997:297). 
 
 
2.3.3.2. Value domains 
 
 Vinson et al. (1977:45) distinguish three levels of values related to consumption: global 
values (centrally held and enduring beliefs), domain-specific values, and evaluative beliefs 
(beliefs about the desirable attributes of product classes as well as specific brands). Domain 
specific values are values that are related to specific domains of activity. The underlying 
belief is that people acquire values through experiences in specific situations or domains of 
activity and that behavior cannot be understood or efficiently predicted except in the context 
of a specific environment. The concept of “value domains” used in this study is more like 
the concept of “value worlds” as phrased by Clawson (1994:18), reflecting different major 
aspects of one’s personal life. Value domains in our study are values or clusters of values 
that apply to specific domains of consumer behavior and that are related to specific product 
categories. An example is “purity”, related to food products. Delineating consumer values in 
relevant value domains is part of our study. In literature, in descriptions of results of 
comparative studies, we found consumer values belonging to specific domains. Description 
of the various value domains relevant for consumption of various product categories is 
likely to result in a useful instrument for developing effective international marketing 
strategies. In chapter five a number of these domains are covered. Here we summarize a few 
domains found in literature.  
 
 “Technology” is the degree of importance adhering to technology and technological 
control in products. With respect to automobiles, the importance of the attribute ‘technically 
advanced’, shows considerable differences among countries. For the step ‘not advanced’ to 
‘technically advanced’ the increase in utility in Germany is double that in Sweden (Colvin 
et al. 1980). 
 
 “Authority” stands for the degree to which authority values are important. Across 
cultures there are variations in expectations of authority and the ability of people to rule 
themselves as opposed to the expectation that authorities or governments rule or organize 
life for them (Triandis 1995). The importance of authority is a value included in Hofstede’s 
dimensions power distance and uncertainty avoidance.  
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 “Locus of control” (LOC) (Rotter 1965, 1975, 1990; Clark 1990; Hui 1988) is the 
degree of an individual’s perception of control over his or her life and world. Persons 
measuring low on LOC (“externals”) view themselves as having little control of outcomes 
in life. Those measuring high (“internals”) view themselves as being in control of outcomes 
in life. LOC is essentially a person’s estimate of his or her place in the order of things and 
perceived capabilities in that order. As such it is reflective both of ‘relation to self’ and 
‘relation to authority’ domains (Clark 1990:74). The concept of internal locus of control, 
which reflects one’s willingness to accept personal responsibility for life’s happiness and 
sorrow, is an element of individualism (Hui 1988). The degree of locus of control influences 
decision making and is also described in section 2.4.5.4. 
 
 “Risk and innovativeness” are two separate, but often linked values related to the 
degree to which people are brand loyal, are willing to try new products and/or change brand. 
This value domain parallels the values included in Hofstede’s dimension uncertainty 
avoidance. The degree of innovativeness of cultures is expected to influence new product 
development and the adoption and diffusion of new products and ideas. 
 
 “Achievement”: the ‘need for achievement’ (nAch) concept (McClelland 1989) relates 
to the desire of individuals to set and realize goals for themselves. Individuals with high 
nAch seek to advance themselves. They try to do so by taking on challenges that stretch 
their abilities and offer the possibility of a definite sense of accomplishment. Thus, nAch 
has been shown to be related to entrepreneurship and economic development. Individuals 
with a low nAch tend to be happy with the status quo and avoid challenging tasks. It 
parallels Hofstede’s notion of “masculinity” or assertiveness (Clark 1990). The concept is 
usually described in a Western context. Among Asians, achievement related behavior is an 
expression of a motive within a socially interdependent context (Ang and Chang 1999:529). 
 
 “Hedonism” is the degree to which people want to experience new things, have more 
pleasure, more fun. It is related to conspicuous consumption. According to Homma (1991), 
there is a split in consumer attitudes in the direction of materialistic or, alternately, 
Epicurean hedonism. Materialistic hedonism is all about consuming more and more or 
‘conspicuous consumption’. Epicurean hedonism is less conspicuous. It often implies 
controlling and organizing one’s urge for pleasure. 
 
 “Environmentalism” (concern for the environment), and the objects of 
environmentalism, are assumed to be culture-bound. More than one cultural dimension or 
value domain may be involved in explaining why different cultures deal with the 
environment in different ways. Several authors have described the phenomenon. Homma 
(1991) states that environmentalism is not a uniform trend across Europe. There are 
fundamental differences between countries. German consumers, for instance, tend to adopt a 
holistic perspective; i.e. man is seen very much as a part of the ecological system. In Britain, 
environmentalism is (still) very much about the destruction of the inner cities, the 
preservation of the fabled English countryside, and the war on waste. In France, 
environmentalism is mostly about the depletion of the rain forests, or problems stemming 
from the use of harmful products like aerosols. Grunert and Juhl (1995) find explanations of 
the influence of different value patterns on differences in environmental concern among 
Danish teachers, which may be extended to other cultures. 
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 “Health and fitness” (how people perceive health: active (sports) versus passive 
(healthy food) health. The English concept of ‘Personal Fitness’ is not universal. The idea of 
having the positive linked to the negative is not present in the closest foreign concepts. ‘En 
pleine forme’ is the closest French wording and there is no pain here. Instead we have total 
health. Fitness is health and physical health is only part of that. The Spanish ‘En forma’ is 
narrower - more to do with how you look than how you achieved it. 'Genießen’ in German 
is associated with eating, wine drinking, in France with desserts, what in Germany is 
perceived as a forbidden enjoyment. ‘Gesundheit’ or health, as a consumer experience in the 
US is connected with visuals of sports, as an expression of a healthy lifestyle, but in France 
with a concern for healthy food. German consumers associate the concept of health with 
doctors, while in France and the US doctors are associated with sickness (Müller 1998).  
 
 
2.4. ADVERTISING, CULTURE AND THE CONSUMER 
 
 Advertising is a reflection of culture in several ways. Generally, modes of 
communication vary, and these are reflected in advertising. Appeals in advertising reflect 
needs, wants and drives of people for buying products, and these are part of the social habits 
of the society they are part of. “Not only are the specific wants of man - such as our want for 
an automobile, for Birds Eye spinach, or for the movies - culturally determined, but so too 
are our method of exchange and our attitude toward goods in general” (Turner Norris 
1952:63). It is generally accepted that for developing effective advertising knowledge of 
consumer behavior is needed. Thus, for understanding the workings of international 
advertising, we have to understand how consumer behavior varies across cultures. Several 
aspects of consumer behavior are covered in cross-cultural studies. Typical topics studied 
are: consumer decision making; influence of the family or other reference groups on 
decision making and choice behavior; brand loyalty; innovativeness and the diffusion of 
innovations; the concept of self; motivations and needs; and included in communication 
studies: perception, learning and information processing. This section reviews studies of 
advertising, media and related consumer behavior. 
 
 
2.4.1. Advertising and culture 
 
 Findings of studies of advertising across cultures tend to point at differences of 
consumer behavior across cultures as a cause of the differences found in advertising. The 
early authors pointing at these differences are Americans who, when exporting and 
advertising American products to other countries, find that peoples’ behavior is not the same 
everywhere. One of the surprises mentioned is about observed differences in behavior in 
countries of similar economic development. Consumption patterns were found to be 
different across countries and it was suggested that general theories such as reference group 
and consistency theories may need refinement and possible modification when applied to 
cultures other than the one where they were developed (Green and Langeard 1975; Lorimer 
and Dunn 1968). Similar observations can be made with respect to attitudes, motives, 
emotions, and many other aspects of consumer behavior relevant for advertising. 
 
 Over time numerous cross-country advertising studies have reported differences with 
respect to appeals, forms and styles, the use of information in advertising, visual 
components in print advertising, and slogans in business-to-business advertising. 
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Differences in forms and styles used were found between the US and UK (Katz and Lee 
1992; Spotts et al. 1995; Nevett 1992). Differences between France and the US were found 
by Biswas et al. (1992), between France and the Netherlands by Wassink (1991). Taylor and 
Hoy (1995) analysed the style of French advertising. Comparisons between the US and 
Japan were made by Mueller (1987, 1992), Ramaprasad and Hasegawa (1992), Miracle et 
al. (1992), Lin (1993), and Sengupta (1995). Taylor et al. (1997) compared the role of 
information in advertising in the US and Korea. Zandpour et al. (1992) compared 
advertising styles in France, Taiwan, and the US. Cutler and Javalgi (1992) analysed the 
visual components of print advertising in the US, UK and France. Cutler, Javalgi and 
Erralilli (1992) conducted a multi-country content analysis between the US, UK, France, 
Korea and India, also comparing the visual components of advertising. Maleville (1993) 
analysed slogans of business-to-business advertisements from the UK, France, and the 
Netherlands. Zandpour et al. (1994, 1996) used the Hofstede dimensions along with a host 
of other variables for comparing advertising in the US, Mexico, France, the US, Spain, 
Germany, Korea and Taiwan. All studies found strong differences in advertising styles 
between countries. Executional styles, successful in the US, such as comparative advertising 
or endorsement, are typical for the US and not necessarily as successful in other cultures. 
National characteristics influence specific features of advertisements such as copy, lay-out, 
and illustrations, in various ways (Laskey et al. 1994; Miracle 1966). 
 
 How people acquire, organize and utilize information is related to how they have 
learned to process information. There are significant cross-cultural differences in pictorial 
perception. Yet, measurement criteria used for cross-cultural comparison tend to be based 
on the Western way of information processing. A frequently used model to measure 
differences in advertising content across cultures is by Resnik and Stern (1977, 1991), who 
developed a list of informational cues to measure the information content of advertising. 
Most of the information cues are related to the product or its availability. This Resnik & 
Stern model, developed in a US context, was used by several researchers for cross-cultural 
content analysis of advertising (Chan 1995; Graham et al. 1993; Lin 1993; Rajaratnam et al. 
1995; Zandpour et al. 1992; Zandpour et al. 1994).  
 
 Another example of biased analysis is the use of values found in advertising in one 
culture as a standard for analysing advertising from other cultures, such as the inventory of 
values in advertising made by Pollay (1984). Yet another example of a US-based criterion 
for comparing advertising across cultures is the distinction between “emotional” and 
“informational” advertising. Emotion as a concept is frequently encountered in US 
advertising theory, because of the distinction between “emotional” versus “informational” 
advertising. Informational advertising includes important information for the consumer (i.e. 
the description of features of the product), while emotional advertising appeals to feelings 
and pleasure related to the advertised products (Papavassiliou and Stathakopoulos 1997).  
 
 Related to differences in advertising styles across cultures are differences with respect 
to general attitudes towards advertising. There are large variations in opinions, perceptions 
and acceptance of advertising between countries (Cheng 1994; Durvasula et al. 1993; 
Heyder et al 1992; Tian Shuqian 1992; Wei 1997; Zhao and Shen 1995).  
 
 Most comparative studies are descriptive. Rarely do they try to give explanations for 
the differences. Clark (1990) noted the lack of an integrating theory in his review of cross-
cultural studies. He found the absence of an integrating theory in all cross-cultural research 
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troubling. "Consumer behavior textbooks offer elaborate diagrams filled with boxes and 
arrows. Culture is always a tiny box on the periphery of the diagram. Such ‘textbook’ 
diagrams give no systematic account of how culture intersects with the many factors that 
impinge upon consumer behavior" (McCracken 1989). 
 
 Understanding the variations of what motivates people across cultures is important for 
positioning brands in different markets. Cultural understanding can help explain differences 
in brand loyalty, brand preference and brand image. Differences in sensitivity to certain 
product attributes and advertising appeals can be explained by culturally defined motives 
(De Mooij 1998a). What motivates people to buy a product or brand or to prefer it to other 
alternatives can be the product attributes (e.g. ingredients of a product, color, design), the 
benefits (what it does to the consumer, e.g. for toothpaste ‘prevent cavities’ or 'white teeth') 
or values (e.g. security, status, self-confidence). The important motives vary by product 
category and by culture. Motives are reflected in appeals in advertising. Albers (1994, 1996) 
conducted a content analysis of advertisements in business publications from 11 countries and 
found that every country had its own profile of appeals, significantly different from all others.  
 
 What the consumer buys and how she buys, is not only driven by current aspirations 
and life goals, but is also molded by past traditions and previous experiences, and 
constrained by current economic, technological, and social opportunities. People vary with 
respect to the extent of integration with others and the social environment, purchase 
involvement, risk perception and many other aspects influencing the buying process 
(Douglas and Urban 1977; Hui 1988; Kanwar 1993; Sood 1993; Steenkamp et al. 1999).  
 
 
2.4.2. The search for a theoretical framework 
 
 Several scholars mention a lack of cross-cultural consumer research. The need to 
examine the cross-national applicability of constructs and models developed in the United 
States to other countries is increasingly mentioned, and so is the need for a theoretical 
framework (Aaker and Maheswaran 1997; Douglas and Craig 1997; Durvasula et al. 1993; 
Usunier 1997; Wierenga et al. 1996).  
 
 For understanding the influence of culture on consumer behavior a clear theoretical 
framework is particularly important as cross-cultural research needs an interdisciplinary 
approach: Both psychology, sociology and anthropology are involved (Venkatesh 1995).  
In the classic models of consumer behavior, such as by Kotler (1994) elements of consumer 
behavior are classified according to these academic disciplines. Kotler (1994:174) 
distinguishes four factors influencing consumer behavior: (1) cultural factors (culture, 
subculture and social class); (2) social factors (reference group, family and roles); (3) 
personal factors (age and life-cycle, occupation, economic circumstances, lifestyle, 
personality and self-concept); (4) psychological factors (motivation, perception, learning, 
beliefs and attitudes). Culture cuts across all factors. As the influence of culture is felt 
throughout the disciplines a model is needed in which culture is better integrated. Domains 
of consumer behavior for which a need for such integrated research are mentioned are the 
decision making process in a family context, consumption patterns, consumer information 
processing, perceived risk, country-of origin effect, national imaging and national 
stereotyping (Clark 1990; Lysonski and Durvasula 1996). 
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 A useful approach to a model including several aspects of consumer behavior is by 
Sheth et al. (1991), who identified a number of consumption values that are related to 
concepts of consumer behavior. These are functional value, social value, emotional value, 
epistemic value and conditional value. Functional values relate to the satisfaction derived 
from utilitarian and physical attributes of an alternative. Social value relates to perceived 
utility of an alternative as a result of its association with one or more social groups. 
Concepts connected with this value are social class, reference group, opinion leadership, 
diffusion of innovations and symbolic value. People see products as extensions of 
themselves. Emotional value relates to the product's ability to arise specific emotions. 
Epistemic value is related to novelty seeking, curiosity arousal, seeking knowledge and the 
willingness to innovate. Conditional value relates to the capacity to provide temporary 
functional or social value in the context of specific circumstances. Each of the values 
described in this model is defined by culture, but the authors did not specify the relationship 
with culture.  
 
 The most useful approach is by Manrai and Manrai (1996:13) who developed an 
integrated approach to understanding the relationship between culture and consumer 
behavior. The authors point out that in the definitions, culture is a complex concept. Many 
items defined as consequences of culture are also included in the definition of culture either 
as artifacts (e.g. food, dress) or as abstract elements (values and norms). These must be 
separated, so that consumer behavior consequences of culture can be specified beyond other 
types of behavior that are implicitly included in the definition of culture itself. To solve the 
problem, the authors distinguish between ‘intermediary’ variables (e.g. attitudes) and 
‘processes’ (e.g. perception, motivation and learning), both of which explain the effect of 
culture on consumer behavior. Thus, cross-cultural studies can be classified into those 
dealing with processes (learning, perception, perceptual categorization, perceptual 
influence, information processing strategies) and intermediary variables (values and self-
concepts). The model (figure 2.1) positions product acquisition and consumption as one 
consumer behavior domain, while other consumption related behaviors, such as innovation, 
are included in other domains. Social, personal and psychological components such as 
norms, lifestyles, personality and attitudes are seen as intermediary variables, but all are 
consequences of culture. Dimensions of culture, such as individualism/collectivism are 
viewed as processes, as are learning, socialization, motivation and perception. In the model, 
income is viewed as only an environmental factor, while in many studies it is viewed as the 
most important influence on consumer behavior. 
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Figure 2.1.: A model of cross-cultural consumer behavior by Manrai and Manrai (1996:15) 
Intermediary Variables Processes 
 
 Roles, norms Social components/Consequences of culture Individualism- 
    Collectivism 
 
   Others: Institutions, i.e.,  
   family, school, religion 
 
 Life style Personal components/Consequences of culture 
 Personality   Socialization 
 Self-concept  Others: Demographics 
  
 
 
 Beliefs, values Psychological components/Consequences of culture Motivation 
 Attitudes,   Perception 
 Symbolism   Learning 
 
   Consumer behavior domains 
 Others:  Political   Economic 
  environment Product acquisition and Consumption behavior environment 
    Adoption/Diffusion of innovations 
    Complaining/Complimenting behavior 
   Responses to advertising/marketing communication 
  Legal  Responses to distributional aspects Technological 
  environment  Responses to pricing aspects environment 
 
 
 
 In order to structure our review of cross-cultural consumer behavior studies and to 
categorize the various aspects of consumer behavior, we adapted the Manrai and Manrai 
model (figure 2.2). There are two basic differences. (1) We place values in the culture box. 
Culture consists of values, so they cannot be viewed as separate intermediary variables. (2) 
The economic environment is placed between culture and value domains because income 
interacts with values and culture. In this we follow Süerdem (1993) who defines “economic 
rationality as a “value system” appropriate for a certain social system”. The economic 
environment also has a social component, it drives education. The economic environment 
generally is a measurement at the aggregate level, or GNP/capita. This is influenced by 
culture, but in turn it also influences culture, so it is placed in a separate box between 
culture and value domains.  
 
 The value domains are clusters of values, related to consumer behavior domains. Cross-
cultural differences with respect to product acquisition, consumption behavior, adoption and 
diffusion of innovations, responses to advertising, and media usage, all fall in the category 
consumer behavior domains. Motivation, learning, information processing, emotions and 
decision making are treated as processes, while attitudes, the self-concept and lifestyle are 
intermediary variables. Figure 2.2. shows how the structure accommodates the various 
topics of consumer behavior. 
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 The model, adapted from Manrai and Manrai (1996:15), structures the variables and 
processes involved in cross-cultural marketing and advertising. The intermediary variables 
and processes are studied for understanding both consumer behavior and how advertising 
works. Differences between countries with respect to the influence of the intermediary 
variables and processes can be explained by understanding the influence of culture and the 
economic environment. Altogether, these can be grouped according to various value 
domains and consumer behavior domains.  
 
 Values and culture were described in section 2.3. The economic environment is the 
next element of the model to review because the approach to understanding consumer 
behavior often is from the economic point of view. 
 
 
2.4.3. The concept of the rational consumer 
 
 Economists generally view the consumer as a rational human being, or ‘homo 
economicus’ whose decisions are based on the principle of maximizing utility and profit in 
an environment of perfect knowledge. Economic theory on both the demand and the supply 
side has proceeded upon the assumption that man is a kind of psychological calculating 
machine. He/she is supposed to follow rational principles, equating marginal cost with price, 
both in a selling and in a buying position (Süerdem 1993). Scholars from various disciplines 
have objected to the overstated influence of income on consumption. “Differences, which, 
toward the end of the fifties, seemed to social scientists to be characteristics of countries - 
such as variations in the value of GNP and in living standards - are viewed over time as 
quite unreliable indicators” (Scheuch 1996).  

Figure 2.2. A framework of cross-cultural consumer behavior   
 
  Values  
 Culture 
Intermediary variables   Processes 
 
 Economic Learning 
 Attitude environment Motivation 
 Lifestyle  Emotion 
 Personality & Information processing 
 Self-concept Value domains Decision making 
 
  
 
 
 Consumer behavior domains 
 
 Product ownership and usage  
 Adoption/ diffusion of innovations 
 Complaining behavior 
 Brand loyalty 
 Responses to advertising 
 Media usage  
Source: Adapted from Manrai and Manrai (1996) 
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 Increasingly scholars find that there are many consumption differences across nations 
that cannot be explained by income differences because the consumer is not a rational 
human being and does not make purchase decisions that are based on maximizing utility. 
Homo economicus is not a natural entity, but a social construct of the Western world. The 
assumption of rationality has often been regarded as unrealistic. The concept of the rational 
consumer places the consumer outside of a cultural context (Antonides 1998; McCracken 
1989; Süerdem 1993). Even in the poorer countries, income is not a criterion for buying 
luxury goods. This is due to the so-called demonstration effect, a phenomenon in which 
poorer consumers of developing economies buy symbolic products (with little functional 
value) to identify with consumption societies to which they have been exposed (Alden et al. 
1999; Roth 1995). 
 
 
2.4.4. The intermediary variables 
 
 The intermediary variables of consumer behavior summarized in this literature review 
include attitudes, lifestyle, personality and the self-concept. All are influenced by culture. 
 
 
2.4.4.1. Attitudes 
 
 A much-used concept in consumer behavior theory is attitude. “An attitude is a lasting, 
general evaluation of people (including oneself), objects, advertisements, or issues” 
(Solomon 1994:205). In advertising, the effects typically measured are attitude toward the 
ad and attitude toward the brand.  
 
 People's attitudes are guided by their values. Behavior drives attitudes and attitudes 
drive behavior. We have developed our attitudes as a result of prior experience and many 
attitudes can be traced back to our childhood. As a result, attitudes have a cultural 
component (De Mooij 1998a). “Attitudes lead people to behave in a fairly consistent way 
toward similar objects” (Kotler 1994:188). This aspect of attitude being consistent is not 
valid for all cultures. It is a characteristic of individualist cultures. In collectivist cultures 
attitudes may vary along with the context in which they operate. Examples of specific 
attitudes that are culture-bound found in literature are attitudes toward materialism, 
information technology and national pride. From our own research we find that also 
attitudes toward advertising are culture-bound (De Mooij 1998). Other examples of attitudes 
that vary across cultures are confidence in institutions, materialism, attitudes to technology 
and national pride. 
 
 The analysis of differences in attitudes helps explain differences in consumer behavior. 
Inglehart et al. (1998) published data of the World Values Survey on confidence of the 
public in institutions, among others, confidence in the press. This finding can be used to 
explain differences in press readership (De Mooij 2000:90). 
 
 Materialism, by some scholars is viewed as an attitude to consumption, an enduring 
belief in the desirability of acquiring and possessing things, by others as a reflection of 
affluence. If materialism is an attitude, with increased wealth, consumption is likely to 
decline and be replaced by higher order needs. This has not happened. The lack of decline in 
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materialism in affluent nations like the United States and Japan casts doubt on this 
assumption (Ger and Belk 1996; Inglehart 1990, 1996). 
 
 Attitudes toward technology and information vary by culture. Acceptance of computers 
and related technology is lower among - even young - Germans as compared with 
Americans. In Germany, consumers have lots of reservations against the computer. In 
contrast, US consumers see the computer as mainly a means to success and prestige (Müller 
1998; Mundorf et al. 1996).  
 
 Countries vary with respect to the importance people attribute to their own national 
identity, their attitudes toward national pride. National identity is the extent to which a given 
culture recognizes and identifies with its unique characteristics. “National pride designates 
the positive affective bond to specific national achievements and symbols” (Müller-Peters 
1998:702). On an overall national identity scale, the US and Mexico rank highest, while 
Sweden ranks lowest. Consumers are sensitive to the country of origin of products and 
brands. Country-of-origin of products or brands or foreign sounding brand names influence 
consumer perceptions (Bamossy and Papadopulos 1987; Diamantopoulos et al. 1995; Head 
1987; Keillor and Hult 1999; Leclerc et al. 1994; Morello and Boerema 1989; Schooler 
1965; Usunier 1994). Within Europe, national pride has different dimensions that influence 
the degree of fear of loss of national identity resulting from the EU and Euro. If expressed in 
cultural and historical achievement (e.g. Portugal and Italy), there is less fear to lose 
identity. If expressed in economic success (e.g. Denmark, Germany and the Netherlands) 
there is more fear (Pepermans and Verleye 1998).  
 
 
2.4.4.2. Lifestyle 
 
 “Lifestyle can be described in terms of shared values or tastes as reflected in 
consumption patterns. Lifestyle marketing recognizes that people sort themselves into 
groups on the basis of the things they like to do, how they like to spend their leisure time, 
and how they choose to spend their disposable income” (Solomon 1992:492). Lifestyle 
studies search for attitudes, interests and opinions (AIOs) that do not relate directly to 
specific product characteristics. Examples of such AIOs are ‘sense of fashion’, attitude 
towards money or opinions on roles of males and females (Vyncke 1992). Grunert et al. 
(1997:343) state that the term lifestyle defies definitional consensus. They regard lifestyle as 
a mental construct that explains, but is not identical with, actual behavior. Consumption 
related lifestyle is defined as “the system of cognitive categories, scripts, and their 
associations, which relate a set of products to a set of values”. This definition of lifestyle 
makes it distinct from values. Lifestyles also transcend individual brands or products, but 
can be specific to a product class. Thus, it makes sense to talk about a food-related lifestyle, 
or a housing-related lifestyle. 
 
 An early example of a cross-cultural lifestyle study is by Douglas and Urban (1977), 
who compared lifestyles of women in the United States, the United Kingdom and France (in 
1975, 1976 and 1977). They found that the basic pattern of lifestyle centers on women’s 
acceptance or rejection of their traditional home-making job.  
 
 In the professional world lifestyle research originated from psychographic research, as 
a response to the decreased usefulness of economic variables to explain differences in 
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behavior (Vyncke 1992). One of the oldest examples of lifestyle research is the VALS 
segmentation system (see section 2.3.3). It uses a questionnaire asking motivations and 
demographic characteristics that are seen as strong predictors of a variety of consumer 
preferences in products, services, and media. The VALS segmentation system sorts 
respondents into an eight-part typology. The types are Actualizers, Fulfilleds, Achievers, 
Experiencers, Believers, Strivers, Makers and Strugglers. VALS is used worldwide, 
although the values included in this study are typical for the United States.  
 
 A number of lifestyle studies are conducted for use in international marketing. One of 
the objectives of international lifestyle studies is to find similar cross-border segments, an 
often-used argument for standardization of marketing and advertising. Certain lifestyle 
groups are assumed to be so similar between countries, that their behavior is more similar to 
the same group across borders than to other groups within borders. Examples of pan-
European lifestyle studies are CCA Eurostyles, describing sixteen European lifestyles and 
Everyday-life-research, describing eight so-called social milieus in a number of countries in 
Europe. Both studies try to find multinational target groups with similar values, attitudes 
and socio-demographic characteristics (De Mooij 1994). Academic marketing scholars have 
criticized the lifestyle research instruments developed and used by most of the larger market 
research firms on several grounds. (1) There is no agreement on what lifestyle actually 
means. (2) The methods used are purely inductive and not guided by theory. Lifestyle types 
come about based on dimensions derived by exploratory data analysis techniques like factor 
analysis or correspondence analysis. (3) The derivation of the underlying dimensions is 
unclear and unsatisfactory. Because commercially marketed instruments, like VALS and 
CCA, are proprietary, the information necessary to evaluate statistical soundness of the 
derived dimensional solutions is often missing. (4) The explanatory value of lifestyle types 
or dimensions with regard to consumer choice behavior is low and not well documented. If 
attempts were made to explain differences in purchase behavior by lifestyle differences, the 
amount of variance explained is modest, sometimes even below the variance explained by 
demographic variables alone. (5) The cross-cultural validity of the international lifestyle 
instruments remains to be demonstrated (Grunert et al. 1997:337-338).  
 
 Pan-European lifestyle studies aim at identifying similar lifestyle segments across 
borders as the general assumption is that national and cultural influences on consumption 
patterns are less significant when compared with influences exerted by modern lifestyle 
patterns. No one has ever produced an empirical base to support the argument. In contrast, 
in a comparative study in France, Brazil, Japan, and the United States, Eshgi and Sheth 
(1985) demonstrated that more than lifestyle, national and cultural influences determine 
consumption patterns of stereo equipment, soft drinks, fruit juices, alcoholic beverages, 
automobiles and deodorants. Studies among consumers in different countries in Asia also 
demonstrate the continuing impact of culture on lifestyle (Tai and Tam 1996; Wei 1997). 
 
 
2.4.4.3. The concept of self and personality 
 
 According to Kotler (1994:183-184), each person has a distinct personality that will 
influence his or her buying behavior. “By personality we mean the person’s distinguishing 
psychological characteristics that lead to relatively consistent and enduring responses to his 
or her environment. Personality is usually described in terms of such traits as self-
confidence, dominance, autonomy, deference, sociability, defensiveness and adaptability.” 
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This definition includes three culturally determined elements. (1) Implicit in the concept of 
personality is the individualist notion that people should distinguish themselves from others 
as opposed to conformance to the group in collectivist cultures. (2) As with attitudes, 
consistency is part of the concept. (3) Personality is described in terms of values that are 
culture-bound.  
 
 The concept of self is related to the personality concept. A central aspect of Western 
marketing is the focus on product attributes that are to distinguish the user's self from others. 
The self is said to have an "I" component (the personal, private, individual "I") and a "ME" 
component, (the socially acceptable "ME"), with internalized, learned and accepted norms 
and values. People will buy products that are compatible with their self-concept; or rather 
that enhance their "ideal-self" image. Often mentioned drives related to the ideal-self are 
self-esteem, self-actualization and the need for achievement. The self-concept also is the 
image we carry in our mind of the type of person we are and whom we desire to be (De 
Mooij 1998a). 
 
 The self-concept as used in consumer psychology is based on the Western-centric 
psychoanalytic theory of the self and personality, including focus on individual autonomy. 
A youth has to develop an identity that enables him/her to function independently in a 
variety of social groups, apart from the family. In collectivist cultures, youth development is 
based on encouragement of dependency needs in complex familial hierarchical relationships 
and the group ideal is being like others as opposed to being different. In collectivist cultures, 
the self is interdependent. Identity among collectivists is defined by relationships and group 
memberships, while individualists base identity on what they own and their experiences 
(Roland 1988; Schmitt and Pan 1994; Triandis, 1995; Watkins and Liu 1996). 
 
 
2.4.5. Processes 
 
In the model by Manrai and Manrai (1996) cultural influences are specified in terms of both 
intermediary variables and processes and their ultimate effects on specific consumer 
behavior issues. Learning, motivation, perception, perceptual categorization, perceptual 
influence and information processing are classified as processes. They are related to each 
other. “When people act, they learn. Learning describes changes in an individual’s behavior 
arising from experience. Most human behavior is learned. Learning theorists say that a 
person’s learning is produced through the interplay of drives, stimuli, cues, responses, and 
reinforcement. ... Drives are defined as strong internal stimuli impelling action. Drives 
become motives when they are directed toward a particular drive-directed stimulus object 
(products or services)” (Kotler 1994:187). “As consumers gain experience in purchasing 
and consuming products, they learn not only what brands they like and do not like, but also 
the features they like most in particular brands” (Assael 1998:105).  
 
 Learning processes are entrenched in culture. “In some cultures, such as those 
prevailing in North America, learning emphasizes doing. It is primarily based on individual 
experience. In other culture, “learning by description” is prevalent and the individual’s 
experiences are based on other people’s experiences” (Samli 1995). These different learning 
conditions lead to differences in the way people communicate with each other, to different 
communication styles. 
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Consumption behavior is part of the society in which people live, it is learned behavior. In 
our literature search, no studies were found that purely focus on differences with respect to 
learning across cultures, but we found several cross-cultural studies of motivation, emotion, 
information processing and decision making. 
 
 
2.4.5.1. Motivation 
 
 The study of motivation, the mixture of wants, needs and drives within the individual, 
is seen as of prime importance to understanding behavior. Motivation research seeks to find 
the underlying “why” of our behavior; it seeks to identify the attitudes, beliefs, motives, and 
other pressures that influence our purchase decisions. Motivation theories are particularly 
based on Freud’s idea of anxiety, which is related to his own culture (De Mooij 1998a:145). 
Kotler (1994:184) distinguishes between biogenic and psychogenic needs. Biogenic needs 
arise from physiological states of tension such as hunger and thirst. Psychogenic needs arise 
from psychological states of tension such as the need for recognition, esteem, or belonging. 
Understanding the variation of what motivates people is important for explaining product 
behavior, brand preference and for developing effective advertising.  
 
 Maslow (1954) arranged human needs in a hierarchy of importance: physiological 
needs, safety needs, social needs, esteem needs and self-actualization. Maslow’s ‘hierarchy 
of needs’ concept is based on the assumption that a person's behavior is directed at 
satisfying needs and that some needs will take precedence over others when the individual is 
faced with choices as to which needs to satisfy. Physiological needs will take precedence 
over security or safety, the need for group membership or esteem needs. The ultimate need 
then is self-actualization. This order is generally presented as universal for mankind. Several 
authors have demonstrated that this order of needs is defined by culture. A universal human 
pattern may be that physiological needs take precedence over higher order needs. But the 
needs as such and the ranking of the non-physiological needs vary across cultures. Self-
actualization is a highly individualistic, US motive. In collectivist cultures, what will be 
actualized is not the self but the interest and honor of the in-group, not its individual 
members. In collectivist cultures, belonging and safety will converge: it is very unsafe to 
distinguish oneself from the group (Adler 1991; De Mooij 1998a; Hofstede 1991; Inglehart 
1990; Rice 1993; Tse et al. 1989). 
 
 Miracle (1966) is one of the early American scholars of advertising, who 
acknowledged differences in consumer motivations cross cultures. Others find substantial 
and consistent differences between Americans and people from other cultures with respect 
to perception of importance of product attributes, status products and brands, general 
purposes of consumer behavior and image enhancement strategies (Green, Cunningham and 
Cunningham 1975; Schmitt and Pan 1994; Tse et al. 1989; Woods et al. 1985).  
 
 Motives can be recognized in the appeals used in advertising. A rough distinction of 
appeals in advertising is between appeals based on product attributes or on motives. Several 
scholars have developed lists of consumption motives by analysing advertising. Pollay’s 
(1984) list of values in advertising is one of the early inventories. Most buying motives vary 
by culture. Some motives may exist across cultures, but the degree of importance varies. 
“Even the same product attributes that seem appealing across different foreign markets 
cannot be generalized because they are likely to differ in their level of importance in those 
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markets” (Papavassiliou and Stathakopoulos 1997:514) Also brand images depend on 
motivations that vary across cultures. Social brand images, for example, are particularly 
important in collectivist cultures (Roth 1995). 
 
 
2.4.5.2. Emotion 
 
 Emotion is generally described as a process that involves interaction between cognition 
and physiology. It is not a well-defined concept. Emotion as a concept tends to be used to 
distinguish between ‘emotional’ and ‘rational’ or ‘informational’ advertising and between 
functional as opposed to emotional benefits, which refers to the use of values or product 
attributes in advertising. In the United States roughly two schools of thought about 
advertising strategy are distinguished: the head and the heart. Head and heart stand for 
rational argumentation versus emotional or image advertising, “which doesn’t barrage the 
consumer with words, facts or claims” (Moriarty 1991:79). Particularly when using the 
distinction rational-emotional for comparing advertising across cultures, the concept of 
emotion becomes confusing, as expressed in the following statement: “Even when Japanese 
commercials use an informational strategy, such as hyperbole or a unique selling 
proposition, their executions are emotional in appeal” (Rose 1997:391). 
 
 The assumption that emotions are universal has been an important reason for 
standardizing international advertising. Few authors of marketing and advertising have 
included the possibility that emotions vary across cultures, although there is increased 
empirical evidence among psychologists that emotions and in particular display of emotions 
vary across cultures. Mesquita and Frijda (1992:198) review various elements of emotions 
across cultures and conclude "that global statements about cross-cultural universality of 
emotion, or about their cultural determination, are inappropriate". Several elements of 
emotion are found to be related to culture, not all. The emotions of collectivists tend to be 
other-focused (e.g. empathy), of short duration and contextual (they last as long as the 
collectivists are in a situation). The emotions of individualists are ego-focused (e.g. anger). 
Collectivists identify sadness more easily than individualists, and individualists are more 
likely to perceive happiness than collectivists. Americans are more likely than Japanese to 
seek “fun” situations and Japanese are more likely than Americans to seek situations that 
produce harmonious interpersonal atmospheres. East Asian collectivists try to display only 
positive emotions and tend to control negative emotions (Triandis 1995).  
 
 International advertising is dominated by emotional appeals such as love and 
happiness. Because of this, scholars tend to conclude that emotions are universal. Several 
studies suggest that there are a handful of basic emotions, such as happiness, anger, fear, 
sadness and love that are the instinctual biological reactions that human beings possess 
universally and that are recognized by people in cultures around the world. The main 
problem of such studies is that the concept of emotion cannot be defined objectively and 
Western cues tend to be used for the measurement of emotions (Aaker and Williams 1998; 
Appelbaum and Halliburton 1993; Huang 1998). Other scholars argue that emotions are 
culture-bound and suggest that emotions are not primarily entities or substances in the body. 
Emotions are recognized as an assortment of socially shared and collectively enacted scripts 
that are composed of physiological, subjective, and behavioral components but are also 
embedded in the immediate sociocultural, semiotically constituted environment (Markus et 
al. 1996). 
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 In particular display of emotions varies. This is important for advertising, as emotions 
have to be depicted. Display rules are culturally defined. There is for example low intensity 
in facial expressions of emotions in collectivist cultures of large power distance (Mesquita 
and Frijda 1992:193). An experiment by Friesen (1972) comparing display of emotions 
between Americans and Japanese demonstrated that, when watching disgusting films, both 
Americans and Japanese displayed disgust when filmed without the presence of the scientist 
while the Japanese no longer indicated disgust, but were found to smile more instead, when 
the scientist was present.  
 
 So, although there is no conclusive evidence of a relation between culture and emotion 
in advertising research, there is enough evidence in psychology to conclude that emotions 
are not universal. 
 
 
2.4.5.3. Information processing 
 
 Theories of how advertising works generally include theories on how people process 
information. Information processing theory is a psychological approach to analyse how 
people acquire, organize and use information to assist choice behavior. The underlying 
assumption is that people want to solve problems and choose rationally. Under this 
assumption, symbolic and aesthetic motives underlying people's choices are not taken into 
account. In the early communication theories developed by US scholars, the assumption was 
that all communication is persuasive and that this is universal for all human beings 
(Schramm and Roberts 1974). Defleur (1974:69) recognized the influence of culture or ‘a 
common system’ on how communication works, but also assumed a tendency of 
convergence. Krech and Crutchfield (1974:248) were more explicit about the influence of 
culture on perception. "What we perceive, what is selected out for perception is partly a 
function of our perceiving apparatus as colored and shaped by our culture". 
 
 The assumption that choice behavior is rational is increasingly disputed in the Western 
world and can be even less generalized for consumers of non-Western cultures. Miracle 
(1987) distinguished between "Western" consumers and Japanese consumers with respect to 
information processing. Western consumers generally speaking tend to process information 
about a product or company and use it to make up their minds whether or not, or what to 
purchase. In contrast, Japanese, for their decision making tend to depend at least in part on 
members of their in-group or on people who in other ways merit their trust (De Mooij 
1998a). Because people process information differently across cultures the role and purpose 
of marketing communications varies across cultures, in particular between individualist and 
collectivist cultures. In collectivist cultures, the purpose of advertising is to build 
relationships and trust between seller and buyer, so positive feelings are included in 
communication, which also is indirect (Watkins and Liu 1996). This is opposed to 
persuasive communication in individualist cultures where the direct purpose of advertising 
is to sell, or change attitudes at short term. Another difference is between the way 
information is sought. In low-context communication information is in the words, in high-
context communication information is in the visuals, the symbols and the associations 
attached to them.  
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 There are significant cross-cultural differences in pictorial perception. Imagery is an 
important element of advertising, yet in research undervalued because of the historical focus 
on verbal communication in the United States. This bias is reflected in the use of the word 
'copy theory' instead of 'advertising theory' (Scott 1994). The words copy research and copy 
testing, used for testing effectiveness of advertising including visuals, demonstrate the bias 
towards thinking in verbal stimuli. As a result of differences in information processing in 
different cultures, specific advertising styles have developed. The culture in which 
individuals are socialized influences the way they communicate and also advertising has 
developed its own particular systems of meaning. These are by no means universal across 
borders, but rather are culturally defined and frequently vary from country to country. 
(Becatelli and Swindells 1998; Gudykunst 1997). Advertising styles vary with respect to the 
way people are addressed. For example, advertising of low context cultures tends to use the 
direct address, in contrast to the indirect approach using more symbols and metaphors 
(Cutler et al. 1997). Although scholars increasingly understand the influence of culture on 
how communication works, the objective of several studies is to prove the universality of 
American models (Aaker and Maheswaran 1997; Papavassiliou and Stathakopoulos 1997). 
 
 
2.4.5.4. Decision-making 
 
 In marketing literature it is generally suggested that the decision making process of 
consumers follows several stages, although not in all cases all consumers pass through all 
stages. Kotler (1994:193) presents a five-stage model. The stages a consumer can pass 
through are: problem recognition, information search, evaluation of alternatives, purchase 
decision, and postpurchase behavior. Such models are based on the (Western) assumption of 
a rational decision process by an informed consumer. With respect to information seeking, 
there is evidence that in Japan and more generally in Asia, different information is sought 
than in the West and it is used in different decision-making processes, one that is more 
intuitive, less scientifically valid (Usunier 1997).  
 
 Several scholars have tried to apply American models to cross-cultural decision making 
studies. Some conclude that searching for a universal instrument that can describe 
consumers’ decision-making styles among a wide domain of cultures is problematic 
(Hafstrom et al. 1992; Lysonski and Durvasula 1996; McDonald 1995). On the consumer 
side national character will be reflected in the consumer decision-making process (Clark 
1990). For several aspects of consumer decision making across cultures differences have 
been identified, for example in the marketing negotiation process and marketing decision-
making characteristics (Hempel 1974; Tse et al. 1988). An important difference in decision 
making is between individualist and collectivist cultures. Whereas an individualist primarily 
has an exchange relationship with a merchant, a collectivist fosters a personal relationship, 
allowing the merchant to learn a great deal in order to arrive at the best decision (Triandis 
1995). 
 
 The fundamental assumption in Western decision making theory is that decisions do 
not "happen", someone "takes them". This is a Western view. The Japanese are more likely 
to prefer events to shape whatever actions are required, to stand back from an event rather 
than attempting to control it by decision making (Stewart 1985). American based decision 
making theory is related to a “master-of-destiny” philosophy. People are in control of their 
own destiny and are fully in charge of their own performance. In many cultures with a more 
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fatalistic approach to life, the idea of controlling individual performance is rather less 
intelligible, since various uncontrollable higher-order forces are assumed to shape our acts 
and future (Usunier 1997). Abe et al. (1996) relate differences in the degree of action 
orientation in decision making to the difference between external-internal locus of control, 
which in turn is influenced by individualism and uncertainty avoidance. In cultures with the 
configuration collectivism and strong uncertainty avoidance, people tend to postpone 
decisions more (“mañana syndrome”) than in cultures of the configuration individualism 
and weak uncertainty avoidance. This influences decision-making. 
 
 “Internal versus external control (see also section 2.3.3.2 on value domains) refers to 
the degree to which persons expect that a reinforcement or an outcome of their behavior is 
contingent on their own behavior or personal characteristics versus the degree to which 
persons expect that the reinforcement or outcome is a function of chance, luck, or fate, is 
under the control of powerful others, or is simply unpredictable” (Rotter 1990:489). “The 
construct has implications for personality, cultural differences and decision making” (Rotter 
and Mulry:598). Internal locus of control is likely to induce taking social action to better 
one’s life conditions and is related to the need for independence (Rotter 1965:598). 
Although the construct is developed in psychology with focus on the individual, it may be 
extended to the level of national culture. Americans are, for example, more likely to be 
guided by internal locus of control than Japanese. As Rotter stated (1975:65), “long 
experiences in our school system must have increased the social desirability of internal 
attitudes”. The implications of the construct are interesting for the study of cultural 
differences. “If it is true that groups who learn to expect change or fate or powerful others to 
control the environment tend also to place value on reinforcements which they see as 
controlled by these outside influences than those which they perceive as a function of their 
own skill, it would imply that they would be less motivated towards an increase in skill or 
achievement” (Rotter and Mulry 1965:603). Understanding how locus of control varies 
across cultures is an important element of cross-cultural understanding of consumer and 
business decision making as well as consumer behavior for which most models were 
developed in the United States. "Internal locus of control is part of the fundamental 
assumptions in many models of consumer behavior. Behavior intention models, for 
example, assume people have: A linear time orientation, an internal locus of control and the 
ability to think in probabilistic terms" (Cote and Tansuhaj 1989:105). 
 
 Western consumer decision-making theory includes roles of reference groups that 
influence a person’s behavior. These tend to be distinguished in groups that have a direct 
(membership groups) or indirect influence (aspirational groups) (Kotler 1994:178). A 
fundamental difference between individualist and collectivist cultures is between decision 
making in the individual or in the group, where the group concept differs from the 
membership groups or aspirational groups of individualist cultures. In collectivist cultures 
one automatically belongs to the group in which one is born and outside groups have a 
different sort of influence than in individualist cultures. Asians are strongly influenced by 
the opinions of others in their reference group and concerned about ‘not losing face’, i.e. 
maintaining their social prestige and standing in the relevant reference group (Schmitt and 
Pan 1994). Sinn et al. (1999:90) state that peer group influence on consumer behavior is an 
area neglected by past cross-cultural studies. “With Hofstede’s framework, it is expected 
that the degree of impact of peer group influence on consumer behavior would vary among 
countries with different levels in the individualism-collectivism dimension.”  
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 In Western decision making theory, specific individuals are assumed to influence the 
decision making process through word-of-mouth communication, generally within a certain 
product category. These are called opinion leaders (Rogers 1962, 1995). Opinion leaders are 
strong, informal sources of product information. Opinion leaders get their status because of 
technical competence, social accessibility and conformance to system norms. They serve as 
role models and play an important role in the process of diffusion of innovations. The roles 
of opinion leaders are likely to vary across cultures. People with technical competence or 
competent people in general, are likely to be favored in strong uncertainty avoidance 
cultures. Masculine cultures have high regard for the successful. Conformance to group 
behavior and group norms will be important in collectivist cultures and opinions of elders 
are more relevant in collectivist than in individualist cultures. In large power distance 
cultures, particularly the power holders may have an important role as opinion leader (De 
Mooij 1998a).  
 
 Comparison of opinion leaders in the US and France demonstrated that roles are indeed 
different. US consumers discussed grocery products significantly more than French 
consumers (Green and Langeard 1975). Rogers’ concept of opinion leadership is basically 
an American concept. The concept as marketers know it today was derived mainly from the 
diffusion of innovation theory developed by Everett Rogers (1962, 1995) in his 
investigation of the speed and pattern of the spread of new farming techniques across the 
United States. Herein lies a trap for non-US practitioners of marketing, for the assumption 
typically made is that the US-developed theory has universal applicability. This is doubly 
dangerous in that foreigners may assume that (at least) the basic theoretical constructs of 
opinion leadership can be applied without adjustment and with impunity in whatever 
cultural milieu they may wish to operate. In a comparative study in eight countries 
worldwide, the roles of opinion leaders were tested. Findings were that some characteristics 
of opinion leaders do appear to vary across cultural borders. Three of eight countries were 
identified where marketers should select opinion leaders from an older age group. All three 
countries where the variation was identified were Asian (Marshall et al. 1995). 
 
 
2.4.6. Consumer behavior domains 
 
 Six consumer behavior domains were found to be covered in literature. Cross-cultural 
differences in product ownership and consumption - an important part of our study - were 
covered least. Studies of the variation between cultures with respect to innovativeness and 
diffusion of innovations are numerous. Complaining behavior is a domain of quality 
management, but we have included it as it is also a form of consumer behavior. Other 
domains covered in literature are brand loyalty, responses to advertising and media usage.  
 
 
2.4.6.1. Consumption, ownership and usage across cultures 
 
 Much of what people consume, own and how they use it is influenced by cultural 
values (De Mooij 1999, 2000). The influence of values on product ownership has mainly 
been studied in a national context. People’s values have a direct and an indirect effect on 
product ownership. When consumers evaluate a product’s utilitarian meaning, values 
influence the evaluation of a product’s tangible attributes that in turn affect product choice. 
When consumers are evaluating a product’s symbolic meaning, making an affective 



  

 

63

judgment, values may influence product choice directly. When a product symbolizes a 
social category, it simultaneously symbolizes the human values that define the category. For 
example, mobile phone means achievement, Pepsi means vitality. This is a direct 
relationship. Human values may influence product choice indirectly via general product 
attitudes or via the importance of product attributes, benefits or consequences (Allen and Ng 
1999). Because people’s values vary by culture, both the direct and indirect effects of values 
will vary by culture. 
 
 Food consumption is assumed to vary with both economic and cultural factors. Food 
carries cultural meanings. There is great variation in the percent expenditure of food and 
beverages of total household expenditures, even within Europe. There are also tremendous 
differences with respect to consumption of specific product categories within the category 
foods and beverages, also between countries of similar income level. Such differences 
indeed point to fundamental differences in the patterns of consumption in the different EU 
countries (Magrabi et al. 1991; Wierenga et al. 1996). Durable products have different 
functions across countries. An example is the television, which has emerged as perhaps the 
most symbolic purchase an individual or couple makes in modern China (Brewer and Doran 
1997). The sale of “pleasure” products and services like travel and cultural events such as 
theater, opera, etc. would be expected to be higher in the individualist countries than 
collectivist countries (Milner et al. 1993). 
 
 Leeflang and Van Raaij (1995:378) review consumption trends in Europe. Because a 
few similar developments are found in different countries, the authors suggest that European 
consumers behave more similarly, buying more of the same products and the same (pan-
European) brands. Another conclusion is that “the same brand names may increasingly be 
turning up in shopping baskets all across Europe, but national tastes are far from vanishing.” 
Several authors contributed to the description of consumption trends in Europe via country-
specific descriptions. Analysis of the separate country articles shows that for each country 
the description focuses on culture-specific developments and values. In the descriptions of 
the UK and Ireland, the importance of private housing and home ownership is mentioned. 
The growing importance of natural and health food and health care is particularly mentioned 
in the descriptions of Belgium, Germany, Italy, Spain and Greece, all strong uncertainty 
avoidance cultures. Increasing importance of “fun” products, technology, entertainment and 
convenience products are mentioned in the descriptions of the Netherlands, Sweden, 
Germany, and the UK, all of small power distance and individualist. The importance of a 
“happy family” is mentioned in Spain and Austria; it is a symbol of stability, of importance 
for strong uncertainty avoidance cultures (Farhangmehr and Veiga 1995; Gijsbrechts et al. 
1995; Grunert et al. 1995; Kouremos and Avlonitis 1995; Laaksonen et al. 1998; Lambkin 
and Bradley 1995; Leeflang and Van Raaij 1993; Mühlbacher et al. 1997; Nilsson and 
Solgaard 1995; Nueno and Bennett 1997; Saunders and Saker 1994; Varaldo and Marbach 
1995; Wikström 1997). 
 
 
2.4.6.2. Diffusion of innovations 
 
 According to Kotler (1994:620), from the marketer’s standpoint, the most relevant area 
of study is the diffusion of new products, particularly those that can be classified as 
innovations. The adoption of new products is a critical question to marketers because new 
product success is linked to profitability.” Rogers (1962, 1995) identified five categories of 
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(American) consumers according to the degree of acceptance of new products. These five 
categories of adopters are often illustrated in a normal distribution curve. They are called 
Innovators, Early adopters, Early majority, Late majority and Laggards. The innovators 
represent 2.5 percent of [American] society, they are described as venturesome individuals 
who are willing to take risks. Early adopters (13.5 percent) are the ones to take up new ideas 
that are taken up by the innovators who serve as role model. Early majority (34 percent) are 
risk avoiders but are relatively deliberate in their purchasing behavior. Late majority (34 
percent) are skeptical and cautious of new ideas. Laggards (16 percent) are very traditional. 
Innovators are able to cope with higher levels of uncertainty about an innovation than are 
other adopter categories. As the first to adopt a new idea in their system, they cannot depend 
upon the subjective evaluations of the innovation from other members of their system. The 
measure of innovativeness and the classification of a system’s members into adopter 
categories are based upon the relative time at which an innovation is adopted. The rate of 
adoption is the relative speed with which an innovation is adopted by members of a social 
system. When the number of individuals adopting a new idea is plotted on a cumulative 
frequency basis over time, the resulting distribution is an S-shaped curve (Rogers 1995:22-
23).  
 
 The percentages of the five categories defined by Rogers are likely to vary by culture, 
and so is the time span of the adoption process. Innovativeness is expected to be related to 
weak uncertainty avoidance. Collectivism plays another role. Particularly in Japan, after 
acceptance, the spreading of new products goes fast. On the one hand change is not 
appreciated so adoption of new ideas and products takes longer. Yet the need for 
conformance leads to faster adoption as soon as an opinion leader has taken the lead (De 
Mooij 1998a). Analysis of adoption rates of Japanese, Chinese, Korean and American 
consumers (Samli 1995:106) shows that the Japanese (of strong uncertainty avoidance) are 
cautious until the facts about a novel product are known, while the Chinese are the least 
cautious (weak uncertainty avoidance). 
 
  Diffusion is the process by which an innovation is communicated through certain 
channels over time among the members of a social system (Rogers 1995:5). The channels 
are the mass media and word-of-mouth communication. A fundamental principle of human 
communication is that the exchange of ideas occurs most frequently between individuals 
who are alike, or homophilous. Communication is also most effective between members of 
similar occupation and education (Rogers 1995:286). Word-of-mouth communication works 
most effectively within homophilous groups, while mass media communications cross 
social systems and geographical boundaries (Ganesh and Kumar 1996). As a theory of 
communications, diffusion theory's special focus is on interpersonal communications within 
social systems (Gatignon and Robertson 1985:849). 
 
  Bass (1969, 1995) calculated the probability of an adoption at a certain time with the 
help of the coefficients of innovation (p) and imitation (q). The coefficient of innovation p 
represents the effects of mass media (advertisements) and is also known as the coefficient of 
external influence. The coefficient of imitation q represents the effect of social interaction 
between prior adopters and potential adopters within a social system. (Ganesh and Kumar 
1996:330). The coefficient of innovation is likely linked with different cultural dimensions 
than the coefficient of imitation. They may also vary by product category. 
 
  According to the adopter categorization by Rogers, the innovators are a very small 
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segment in the market. Furthermore, they play a rather limited role in diffusing the 
innovation to other segments. The imitators in contrast, play the major role in diffusion of 
innovations in the marketplace and are a substantially larger segment. Takada and Jain 
(1992) believe that for cross-country analysis, the coefficient of imitation will represent 
cross-country differences more clearly and distinctly than the coefficient of innovation, 
because the latter represents small parts of populations of any country.  
 
  Because innovativeness, interpersonal communication and media usage vary across 
cultures, the diffusion of new products or services is a culture-specific phenomenon. An 
innovation diffuses differently depending on the sociocultural environment. Penetration of 
new products will be slower in some countries than in others. Some countries, for some 
products will be leaders, while others lag. As a result of global media, a learning effect is 
expected between leading and lagging countries. “Consumers in a lag country can 
potentially learn about the benefits of a product from the experience of adopters in the lead 
country, and this learning can result in a faster diffusion rate in the lag markets” (Ganesh et 
al. 1997:216). For industrial new products, the learning effect is substantial. It took 17 years 
for the adoption of scanners (in retail) to peak in the United States, whereas it peaked much 
faster in the lag markets. Within Europe, the adoption peaked in 9 years in Germany and 
Belgium, where it was introduced in 1980, whereas in Denmark and Spain it peaked within 
4 years, where it was introduced in 1986 (Ganesh and Kumar 1996:334).  
 
  Business or professional media are more global than consumer media. As yet, there is 
no evidence that global consumer media have the same effect. Tellefsen and Takada (1999) 
measured the influence of media availability on multicountry diffusion of consumer 
products. Variables used were numbers of television sets, radios and newspapers. Findings 
were that the number of television receivers per 1,000 inhabitants is significantly correlated 
with internal influence (interpersonal communication within a social system). This fits with 
our findings that members of collectivist cultures read less and rely more on word-of-mouth 
communication (De Mooij 2000). The authors did not report a possible link with culture and 
suggested that newspapers, to some degree, can act as substitutes for interpersonal 
communication. The study would be improved if - instead of media availability - readership 
or viewing time data had been used as variables. TV ownership is not necessarily related to 
TV viewing (Pasquier et al. 1998).  
 
  Barriers to adoption of new products can be incompatibility with prevailing values 
(Lambkin and Day 1989). Several factors are expected to influence the learning process in 
multicountry diffusion of new products: Geographical proximity, cultural similarity, 
economic similarity, time lag between the introduction of an innovation in the lead and lag 
markets, and existence of a technical standard. Ganesh et al. (1997, 1998) found evidence 
that cultural similarity and time lag are the strongest influencing factors, although the 
relative influence of these variables may vary across innovations. Thus, for the introduction 
of new products in several countries, it is important to cluster countries according to cultural 
similarities.  
  
 The measurement and comparison of diffusion across cultures is difficult, because 
diffusion rates must be compared over longer time periods. The most difficult problem of 
time-series research across countries is the availability and accuracy of data. If available at 
all, early data may not be accurate and/or not comparable with later data. Ganesh (1998:37-
39) found data for five product categories (VCRs, microwave ovens, home computers, 
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cellular telephones, and CD players in Euromonitor reports. The earliest of these 
innovations - the VCR - was first introduced to Europe in the 1970s and 1980s; West 
Germany was first in 1970, and Portugal was last in 1982. The other innovations were 
introduced from the mid-1970s to the late 1980s. Annual sales data earlier than 1970 are 
rare. The coefficients of innovation were calculated for five product categories introduced 
after 1970: VCRs, microwave ovens, home computers, cellular phones and CD players. 
Findings were that “the values of the diffusion parameters (coefficients of innovation and 
imitation) for a given country and the variation in the parameters across countries have been 
shown to depend on several country-specific factors (e.g. socio-economic, sociocultural, and 
political variables) and manufacturer strategies (such as price)” (Ganesh 1998:46). 
 
 Several authors have tried to measure cross-cultural differences in the diffusion of 
innovations and find that all sorts of cultural factors play a role. Innovativeness is domain 
specific, that is, consumers who are likely to adopt the latest new product in one field may 
be laggards in another. Adoption of one new product reinforces adoption of others in the 
same category. "New product innovators will be drawn from the heavy users of other 
products within the product category" (Gatignon and Robertson 1985:853). 
 
 An example of a product for which the diffusion process varies across cultures is the 
computer. While in Germany consumers have lots of reservations against the computer, US 
consumers see the computer as mainly a means to success and prestige. Demand for 
durables measured in units follows completely dissimilar patterns in different countries. In 
the case of television receivers, 25 percent of households in Sweden had at least one set 
only five years after the introduction of TV, whereas that percentage was reached in 12 
years in France. It is the culture and communication system that influences the rate of 
adoption. The rate of adoption in countries characterized by high context and homophilous 
communication (e.g. Japan, South Korea, and Taiwan) is higher (higher value for the 
imitation coefficient, i.e. word-of-mouth effect) than the rate of adoption in countries 
characterized by low context and heterophilous communication. In particular, countries 
whose national culture is characterized by low uncertainty avoidance, high individualism, 
and high masculinity are potential attractive targets for the introduction of product 
innovations (Fisher and Price 1992; Goldsmith et al. 1998; Helsen et al. 1993; Lindberg 
1982; Müller 1998; Steenkamp et al. 1999; Takada and Jain 1992).  
 
 Lynn and Gelb (1996) developed an index of national innovativeness based on 
ownership of answering machines, home computers, video cameras, microwaves, compact 
disc players, cordless telephones and satellite dishes in 16 countries in Europe. This index of 
national innovativeness was found to be significantly correlated with national individualism 
(r = .77), uncertainty avoidance (r = -.58) and purchasing power (r = .80). 
 
 National culture is also expected to influence the development of new products. In the 
new product development process, two stages are important: initiation and implementation. 
Cultures whose strengths center on initiation are high in individualism but low in power 
distance, masculinity, and uncertainty avoidance. Cultures whose strengths center on 
implementation are low in individualism but high in power distance, masculinity, and 
uncertainty avoidance (Nakata and Sivakumar 1996). 
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2.4.6.3. Complaining behavior 
 
 The study of complaining behavior is common in quality management. As it is also part 
of consumer behavior, it is pointed at in this section. Related to differences with respect to 
the concept of self, perception of others, and patterns of interaction with their environment, 
consumers across cultures are likely to vary with respect to patterns of response to post-
purchase dissatisfaction. Watkins and Liu (1996) suggested that compared with 
individualists, collectivist consumers are relatively loyal, and are less likely to voice 
complaints when they experience post-purchase problems. In contrast, they are more likely 
to engage in negative word-of-mouth to in-group members, and these negative 
communications are more likely to be attended to by other members of their (in)group(s). 
Moreover, when collectivists do exit, it is likely to be particularly difficult for the offending 
supplier to regain them as customers. Lowe and Corkindale (1998) compared Australians 
and Chinese and found that the Chinese from PRC were less likely to lodge a formal 
complaint for a faulty product, when compared with Australians. 
 
 
2.4.6.4. Brand loyalty 
 
 Brand loyalty represents a favorable attitude toward a brand resulting in consistent 
purchase of the brand over time (Assael 1998:130). Few scholars have studied the 
relationship between culture and brand loyalty. Members of cultures of the configuration 
large power distance and collectivism are expected to be brand loyal because of the need to 
conform to the group: Choosing another brand than the group-members or brand switching 
distinguishes a person from the group. It is preferable to choose the popular or perceived 
popular brands. Large power distance implies respect for the status quo, the 'proper place' of 
the power brand, the brand with the highest market share. In Asia, big market-share brands 
are the kings of their 'brand world' and consumers in Asia believe in them implicitly 
(Robinson 1996). This is the reason why brands like Coca-Cola, Nescafé and San Miguel 
have such high and sustained market shares in a number of Asian countries. Being big 
automatically provides trust. This trust combined with the conformance need of collectivist 
societies leads toward high brand loyalty. This will be reinforced by uncertainty avoidance. 
Consequently it will be very difficult for new entrants to gain market share in these markets 
(De Mooij 1998a).  
 
 A distinction can be made between brand loyalty and store loyalty. Brand loyalty is 
more related to uncertainty avoidance and store loyalty to collectivism (Milner et al. 1993). 
Power distance also is an influencing variable. The Chinese are more willing to buy new 
products if they have a familiar brand name (Lowe and Corkindale 1998). 
 
 The degree of perceived risk (higher in strong uncertainty avoidance cultures) is 
expected to influence brand loyalty. There is a strong positive relationship between 
perceived risk and perceived brand commitment, which not only applies to individuals, but 
also to national cultures (Hoover 1978). Yavas et al. (1992) studied consumers of six 
countries including the United States, Mexico, The Netherlands, Turkey, Thailand and 
Saudi Arabia for intermarket segmentation on the basis of two criteria, perceived risk and 
brand loyalty (for bath soap and toothpaste). Findings were that consumers in the six 
countries vary not only in the degree of risk they perceive but also in the level of brand 
loyalty. This holds true for both products. 
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2.4.6.5. Responses to advertising 
 
 Earlier in this chapter, the influence of culture on communication was reported. 
Responses to advertising or other marketing-communications can, according to Manrai and 
Manrai (1996), be viewed as a consumer behavior domain. Examples of such responses are 
effectiveness of specific appeals in advertising, advertising messages, or in general, how 
advertising works. Other examples are response to brand name and packaging across 
cultures. How advertising works is related to how people process information but also to 
how willingly people are persuaded. Psychological research indicates that people reporting 
an external locus of control are more susceptible to being persuaded, socially influenced, 
and conform more than do internal scorers (Avtgis 1998:900). Similar differences at 
national level are likely to explain differences in general liking of advertising across 
cultures. 
 
 An example of how responses to specific advertisements across cultures vary is of the 
Benetton campaign. In four different national cultures (British, Norwegian, French and 
German) the intended messages that Benetton hoped to convey with the images used in their 
advertisements, have not been interpreted as they had wished (Evans and Riyait 1993).  
 
 Appeals that are effective in one culture, when used in another culture may result in 
different responses. Marketers targeting the ‘old’ Eastern Europe used to select a 
regiocentric approach without differentiating for the various countries in the area, although 
the cultures are very different. While the Polish like to show off, responses by the 
Romanians to status advertising were negative (Lascu et al. 1996). Advertising of one 
culture often is not understood in another one. The way an Asian perceives and evaluates 
writing differs significantly from the way a Westerner views writing. Aesthetic expression is 
different, and so is the use of colors. This is reflected in advertising responses (Schmitt and 
Pan 1994; Zinkhan 1994). 
 
 A consumer’s need to conform to cultural values and norms when evaluating products 
is likely to depend on how the product is used and this will be reflected in responses to 
products. One cannot assume that the same set of values will influence two different groups 
of consumers’ responses for the same marketing stimuli. This is particularly important for 
market research across countries. We cannot assume that causes for behavior in one country 
are the same as in another (Lowe and Corkindale 1998; Zhang and Gelb 1996). 
 
Culture related communication styles influence interpersonal communication and mass 
communication (advertising). They also influence packaging design. Lianne Weitzel (1999) 
demonstrated that there are differences between the packaging of seven different countries, 
from which packaging was analysed (the Netherlands, Germany, UK, Spain, USA, Japan 
and Thailand). They differ both in three-dimensional design and in the way they 
communicate through graphical design. Culture appears to be of great influence on the 
noted differences. Also the category to which a product belongs influences packaging 
design. Deodorant is communicated differently from soup or cigarettes and that is reflected 
in the design of the packaging. All factors resulting from the analysis of the packaging of 
five product categories from seven different countries showed correlations with different 
Hofstede dimensions.  
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2.4.6.6. Media usage 
 
 Differences between cultures with respect to communication modes are related to 
media behavior. Individualist cultures are more verbally oriented and they get their 
information from the press, as opposed to collectivist cultures, being more visually oriented 
who find their information from TV. Newspaper reading is related to confidence in the 
press, which correlates positively with power distance (De Mooij 1999:110; De Mooij 
2000:90). There are also differences with respect to the time spent watching TV. How 
people watch TV, alone, in groups, in the family, is related to culture. Green and Langeard 
(1975) reported large discrepancies in television viewership of two samples of US and 
French consumers, with 36 percent of the French respondents reporting that they watched 
television less than one hour per day, as compared with 9 percent of the US respondents. 
The US sample subscribed to an average of 3.7 magazines per respondent, while the French 
response showed an average of 2.4 magazine subscriptions per respondent. Several authors 
found great variability among the use of television, radio and other media across the 
countries of Europe. Increased variety of media supply (the new media) is likely to lead to 
divergence.  
 
 Differences in newspaper reading are thought to be caused by differences in wealth and 
education by some authors, while others state that the pattern is not very clear. Countries 
like Norway, Finland and Sweden rank much higher in newspaper strength than is to be 
expected by the GNP, whereas in the lower segment Italy, France and Belgium rank lower 
than expected from the economic indicator (Espe and Seiwert 1986; Gustafsson and Weibull 
1997; McCain 1986; Papavassiliou and Stathakopoulos 1997). Krotz and Hasebrink (1998) 
analysed people-meter data from Germany and the three cultural regions of Switzerland and 
found substantial differences in television viewing. Chen and Allmon (1998) found 
noticeable differences between Taiwanese, American and Australian perceptions of the 
informative quality of radio and billboard advertising. 
 
 Domestic use of media by young people is organized according to the family situations 
that vary considerably across cultures. A European comparison of media usage shows that 
media life at home fits into differentiated national and cultural patterns. Although generally 
in all countries children increasingly have television sets in their bedroom, even for those 
who are equipped with a television in their own room, Flemish and French children watched 
it there much less often than young Italian or Swedish children. For example, among those 
26 percent of Flemish children who had a television set in their bedroom, 18 percent often 
watched television there; in Sweden where one child out of two had a television in the 
bedroom, 37 percent always watched it there. In France, watching television still seems very 
much a family activity, highly likely to take place in the living room. Also the degree to 
which parents give freedom to their children with respect to what they watch varied 
enormously (Pasquier et al. 1998). 
 
 
2.5. CONCLUSIONS 
 
 In this chapter we reviewed the literature relevant for our research. First we reviewed 
the discussion on the feasibility and possibility of standardization of advertising. During the 
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past half century nothing much has changed in this discussion. Decisions to standardize 
marketing and/or advertising strategy are producer driven, not consumer driven and are 
based on belief in convergence of consumer values, not on empirical evidence. What 
evidence supplied originates from surveys of managers. However, what managers say about 
what they do often is different from actual practice. In literature we also did not find 
empirical evidence of the existence of so-called global communities with universal values, 
although such groups are referred to as self-evident in many articles and textbooks.  
 
 Convergence theory was reviewed and we discovered that there is no empirical 
evidence to support the convergence thesis for consumer behavior. What evidence of 
convergence available is of convergence of societal variables at the macro level, and mainly 
related to converging incomes in the developed world. 
 
 The third topic to review was culture and values and their importance for advertising 
and consumer behavior. We defined culture, reviewed available dimensional models of 
national culture and discussed various aspects of values. Authors are generally in agreement 
over the fact that values are stable over time. 
 
 Finally, the literature dealing with the various elements of consumer behavior was 
reviewed, as far as relevant for advertising across cultures. Most models and theories of 
consumer behavior are developed in the United States and are presented in text books as 
universal and valid for the world. The classic models of consumer behavior do not integrate 
culture in a way to facilitate understanding of its function. We presented a model of 
consumer behavior that does integrate culture. Our literature review points at various 
elements of consumer behavior - intermediary variables, processes and consumer behavior 
domains - for which evidence is available of variation across cultures. Examples are 
attitudes, lifestyles, the concepts of self and personality, motivation, emotion, information 
processing, decision making, consumption and diffusion of innovations. Little evidence was 
found of culture's influence on variations in product ownership and usage.  
 
 An observation resulting from our literature study is that much has been written and 
researched in the field of global advertising and cross-cultural consumer behavior with little 
result. Assumptions of converging values, lifestyles and consumer behavior were frequently 
found, but they were never supported by empirical evidence. A few consumer behavior 
domains have been studied extensively, while others have been more or less neglected. One 
of these, consumption, usage and ownership of products and services across cultures will be 
subject to our study. 
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CHAPTER 3 
 
 
 

ADOPTING A CROSS-CULTURAL RESEARCH 
METHODOLOGY 

 
 
 Convergence theory proposes that nations along with industrialization and modernization 
are becoming increasingly alike despite different cultural and historical legacies and 
diverse political and economic systems (Giddens 1991; Williamson and Fleming 1996). 
This convergence theory usually is the argument for international companies to 
standardize operations, products, marketing and advertising across national borders. The 
purpose of our study is to test whether the convergence theory is true or false in an 
absolute sense. Convergence may take place at the macro level, but not at the micro level. 
Economic and political systems (macro level) may converge, but consumer behavior 
(micro level) may not converge or may even diverge. If it is proven that there is no 
convergence of consumer behavior, companies should change their decisions for current 
and future strategies. Finding explanations and predictors for the future is one of the 
purposes of our study. Secondary data of a large area of consumption and consumer 
behavior are analysed. The results are presented and discussed in chapter four. In this 
chapter comparative research is reviewed. Methodology and limitations are described. 
We also point at a few specific problems of comparative research and describe methods 
used in our research. 
 
 
3.1. METHODOLOGY 
 
 The theoretical value of cross-cultural research is the generalization of findings and 
constructs across cultures, or the attempts to invalidate a theory or "behavioral law" as 
culture-specific (Van Raaij 1978:693). To understand the problems of cross-cultural 
research we studied various aspects of methodology in literature, which are summarized 
in this section. Discussed are problems of comparative research in general, the level of 
analysis and data types, the macro-micro dichotomy, variables for cross-cultural research 
and the problem of interdependence of variables. 
 
 
3.1.1. Cross-cultural comparative research 
 
 In the academic domain cross-cultural studies of consumer behavior do not have a 
long history. Academic writers tend to point at the lack of structure for understanding 
consumer behavior across cultures. Dunn (1965) is one of the first authors to state that 
there is surprisingly little cross-cultural research by US corporations in view of the 
rapidly mounting promotional budgets in many countries. This lack of perceived need for 
cross-cultural research is likely to be caused by the fact that most studies of consumer 
behavior originated in the United States. In the majority of marketing and consumer 
behavior studies published in North America and Europe, culture is implicitly considered 
to be a constant, and the interpretation and discussion of the studies’ results tend to 
reflect the dominant norms, values and processes of the researchers’ origin (Costa and 
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Bamossy 1995). Methods, scales and constructs developed in a North American or 
European context are adapted where appropriate for use with other samples (Douglas and 
Craig 1997).  
 
 We have found several statements about the lack of theory as an impediment for 
understanding culture's influence. Douglas and Craig (1997) describe different streams of 
research of cross-cultural consumer behavior and point at the lack of a conceptual 
framework. One stream of research, parallel to that in psychology, has focused on 
examining the universality of consumer models. Another has focused on comparison of 
different aspects of consumer attitudes and behavior such as values, attitudes and 
cognitions, information seeking and decision-making in different cultural contexts. A 
third stream of research focuses on comparing similarities and differences of consumer 
attitudes and behavior. For this, a comparative approach has typically been adopted, 
where the country is used as the basic unit of analysis. Some studies have focused on 
identifying global market segments based on demographic characteristics, such as global 
teenagers, women worldwide or elite consumers. Others have examined the extent to 
which behavior patterns are converging in areas such as food consumption, and whether 
panregional segments can be identified based on usage behavior and preferences. Few of 
these studies have, however, developed a conceptual framework to understand the link 
between cultural context and consumer behavior, and hence to interpret findings.  
 
 “Lacking is a strong conceptual framework, clearly articulating how and why one 

might expect to find differences or similarities across countries. This problem is 
common to other social sciences and stems at least in part from the ambiguity 
surrounding the term ‘culture’ as well as the complexity of macro-cultural 
influences. As a result, findings tend to be fragmentary and difficult to generalize 
beyond the immediate scope of a given study. Consequently, it is difficult to 
integrate findings and build them into a coherent body of knowledge relating to 
cross-cultural consumer behavior” (Douglas and Craig 1997: 384). 

 
 Yet another problem is that of the interdisciplinary approach. Psychologists focus on 
the individual as their unit of analysis. In communication we have to study various levels 
of aggregation: Relationships, organizations, institutions, even whole cultures (Rogers 
and Chaffee 1993). Indeed, cross-cultural research spans several social science 
disciplines. Most relevant here are the fields of anthropology, sociology and psychology 
that study respectively cultural, societal and social structural and individual behaviors 
(Venkatesh 1995). In the field of consumer behavior cross-cultural researchers typically 
have followed the approaches of psychologists and to a much lesser extent of 
sociologists. They tend to test monocultural concepts in multicultural settings. Their bias 
in favor of psychology stems from the dominance of consumer psychology in American 
academe.  
 
 The type of studies that cross-cultural consumer researchers undertake can more 
accurately be described as cross-national comparisons. Such studies are common in 
economics and the policy sciences. Examples include standard economic studies 
involving different national economies, World Bank reports and multinational 
investments reports in which the focus may be on such variables as gross national 
product (GNP), sales and turnover, disposable income, and so on. These variables are 
presumably objective measures that need no cross-cultural translation.  
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 Next to the before-mentioned 'objective' data, few studies use data from survey 
research, probably because much of this research is proprietary and not available to 
academic researchers. Criticism on [social] survey research across countries and different 
time periods comes from Scheuch (1996), who states that often percentage points for 
each response possibility are treated as evidence, for example the Reader’s Digest studies 
on consumers in Europe and the Shell International youth studies. Scheuch also states 
that surveys cannot be replicated: “Decades of survey research should have taught the 
social science community that many of the percentages reported cannot be replicated. 
They were the property of a moment in time only.” Our findings do not confirm this 
criticism. Our study demonstrates that data based on samples of both social survey 
research (e.g. Eurobarometer) and commercial survey research (e.g. EMS and Reader's 
Digest) even when executed by different research companies, do show great similarities 
and consistency over time.  
 
 Another warning by Scheuch is not to treat national cultures, representing countries, 
as black boxes. For many differences, particularly with respect to eating habits, other 
than cultural variables may be explanators. Historical aspects often play a role. “One 
needs a great store of descriptive knowledge before one can use nation names as 
explanans in comparative work.” Our argument is that Hofstede and researchers like 
Schwartz have delivered such explanations and so have large value studies such as the 
World Values Survey and the Eurobarometer surveys, also operating at country-level.  
 
 Choosing the relevant unit of analysis in cross-cultural research is often a matter of 
discussion. Douglas and Craig (1997:385) state that “in any research design, a first 
priority is to define the relevant unit of analysis or cultural group to be studied. Here, an 
important consideration is that there should be a high degree of homogeneity in attitudes 
and behavior among members of the group. A unit of analysis can be defined as ‘people 
who are domestic speakers of a domestic common distinct language and belong to the 
same state or contact group. In most studies, nation-states are the units of analysis. 
According to Inkeles (1998:44) nation-states seem the most appropriate sociopolitical 
units of analysis because every aspect of the socio-cultural system is represented in 
nation-states. Nations, whatever their size, are the units used in reporting most social 
data. 
 
 To conclude: In literature, few studies are found measuring convergence or 
divergence of consumption or consumer behavior. Studies found compare countries on 
specific aspects of consumer behavior. Most studies try to find homogeneous target 
groups across borders, or groups of countries clustered according to country 
characteristics assumed to be unifying factors. A possible explanation of the limited 
number of cross-cultural studies of consumer behavior are that (1) focus has been more 
on the similarities than on the differences and the - mostly American and individualist - 
researchers are inclined to perceive more similarities than differences; (2) until recently, 
culture was seen as a 'fuzzy', not quantifiable concept; (3) the lack of consumer behavior 
data in the public domain.  
 
 
3.1.2. Variables in cross-cultural consumer research 
 
 In this section we review literature on methods, criteria and variables used for 
segmenting markets and clustering countries. Because of assumed homogenization and 
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the resulting wish to standardize strategies, much research has focused on the similarities. 
A number of scholars have suggested the possibility of identifying one or more well-
defined customer groups or segments across countries that are similar and thus represent 
a homogeneous market, making standardized marketing and advertising feasible. More 
than one single dimension should then be found to classify countries to single out 
different homogeneous target groups (Helsen et al. 1993; Jain 1989; Papavassiliou and 
Stathakopoulos 1997; Sethi 1970; Sriram and Gopalakrishna 1991).  
 
 The simplest way to cluster countries is by geographic region or by criteria of economic 
development. Sethi (1971) is one of the first to do this. He states that “in international 
marketing, different countries are grouped on the basis of geographical proximity. This 
simple approach is of doubtful value because it assumes that adjoining countries have 
similar cultural, religious, socioeconomic, and political characteristics, as well as similar 
marketing and distribution networks. The approach does not consider different 
determinants of buying decisions and buying processes.” 
 
 The most used variable to cluster countries is national wealth or GNP per capita. Other 
variables used for cross-country analysis generally are indirect measures of societal 
development and wealth: Education, urbanization and composite consumption variables. 
Increasingly cultural variables are used. 
 
 
3.1.2.1. National income 
 
 Already in 1936, McGarry, in the very first issue of the Journal of Marketing (July 
1936) expressed doubts about the explanatory influence of income differences. Yet, most 
cross-cultural consumer research uses macro-economic environmental indicators of 
economic development to find similarities in consumer behavior or explanations for the 
differences. Most characteristics used for comparison are macro-environmental and 
focused on measuring the level of economic development. International segmentation 
approaches either classify countries on a single dimension (e.g. per capita Gross National 
Product) or on multiple socioeconomic, political, and cultural criteria such as those 
available from the World Bank. Thus, countries tend to be clustered according to 
resource development, economic and demographic mobilization and societal 
development such as urbanization and literacy. Other factors are political system and/or 
stability, geographic region and/or proximity, and energy consumption. In some studies, 
these economic development factors are computed by factor analysis from a large 
number of phenomena related to economic development. Examples of variables used are: 
electricity production, urbanization (number of cities with a population over 100,000), 
school enrolment per capita, imports and exports per GNP, number of air passengers/km 
and volume of air cargo, life expectancy, literacy, percentage of population in 
agriculture, average work week, percentage employed in service, age profile, language, 
consumer price index, unemployment, government spending per capita, 
physicians/capita, political stability, manufacturing percentage of GNP, and private 
spending (percentage of GNP) (Craig et al 1996; Goodnow and Hansz 1972; Jaffe 1974; 
Liander et al. 1967; Ramond 1973; Sethi 1971; Sethi and Curry 1973 & 1974; Sheth and 
Lutz 1973). 
 
 Examples of macro-economic development variables measuring consumption 
differences used in comparative studies are per capita ownership of cars, motor gasoline 
consumption, radios, television sets, telephones (owned per 1.000 population), energy 
consumption, hospital beds, foreign visitors per capita, tourists expenditure per capita, 
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newspaper circulation and other aspects of media availability (Helsen et al., 1993; Jaffe 
1974; McLauchlin 1993; Szymanski et al. 1993).  
 
 Not only are most of these measures of consumption highly correlated with each 
other, they also are highly correlated with measures of per capita GNP. So the factors 
mentioned before are basically a function of economic development and they are an 
indirect measurement of national wealth. GNP/capita is a useful measure of purchasing 
power, but a partial one.  
 
 An example of a more refined approach to country segmentation by income is by 
Oyewole (1998) who uses as consumption variables household consumption patterns 
based on the International Comparison Program (ICP), summarized into six main groups, 
namely foods, beverages, tobacco, consumer durable goods, consumer non-durable goods 
and services.  
 
 Our conclusion is that income at country level (GNP/capita), although an important 
variable to measure economic development, by itself does not explain differences in 
consumption or consumer behavior. Most variables used by researchers to measure 
economic development are interdependent and as such do not add much to GNP/capita. 
Sriram and Gopalakrishna (1991) agree and state:  
 
 “While many attempts have been made to unearth groups of homogeneous 

countries, economic characteristics are often used to identify groups of countries 
that are potential candidates for a standardized approach. The underlying premiss of 
many studies is that economic similarity makes standardized approaches possible. 
But other variables also play a role: Huszagh et al (1986 in: Sriram and 
Gopalakrishna 1991) found, for example, that there was a considerable difference in 
product acceptability even between five countries that were the members of the 
same economic cluster. It seems that economic similarity may be a necessary, but 
not sufficient, condition for the application of global strategy” (Sriram and 
Gopalakrishna 1991:140) 

 
 
3.1.2.2. Indirect measures of societal development 
 
 Another aspect of income is that it represents other variables that may be of more 
influence on purchasing power. Different income levels generally also represent different 
education levels and different habits of magazine reading and TV watching, differences 
that are important for marketing communication (Wierenga et al. 1996). Education also 
influences income, yet income cannot be measured by education levels. Abrahamson and 
Inglehart (1995:84) warn against the use of education as a variable for measuring 
economic development: “We need to distinguish between two potential influences of 
education: (1) that education indoctrinates people to learn specific values; (2) that 
education is a strong indicator of whether one was raised by a prosperous or 
underprivileged family.”  
 
 Another macro-environmental variable that cannot be used to measure societal 
development directly is urbanization. Höllinger and Haller (1996) analysed social 
relationships between parents and children, brothers and sisters and friends. They found 
no relationship between urbanization and social ties of kin. A supposed association 
between a higher degree of urbanization and a declining frequency of contact with 
relatives could not be upheld in several cases.  
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 “The size of a settlement, measured by the number of inhabitants of an 

administrative unit, is only one aspect of urbanization. In this context another factor 
seems to be important. Seven countries studied (Australia, US, UK, Germany, 
Austria, Hungary and Italy) differ more in the prevailing types of housing, and thus 
in types of settlement than in the degree of urbanization. Several sources of 
information disclose that approximately 80 percent of Americans, Australians and 
British have their own houses (one-family dwellings or semi-detached houses). In 
Austria this proportion is 57 percent, in West Germany 46 percent, and in Italy only 
36 percent. The housing individualism in Britain and in the countries of the New 
World is an expression of the individualistic lifestyle in general” (Höllinger and 
Haller 1996: 157). 

 
 To measure development or developmental aspects of consumption such as 
materialism, modernity, innovativeness or patterns of media usage, several researchers 
use a combination of consumption variables (e.g. ownership of a number of durable 
products). Composite indicators used to study patterns of media use in Europe by 
McCain (1986) are the following: TV saturation, viewing minutes, daily TV reach, 
access to color TV, more than one TV, VCR penetration, average cost of video cassette, 
VCR index (=cost divided by GNP/cap), foreign TV share, radio reach, listening 
minutes, car radios, telephone access, newspapers, cable penetration, access to Teletext, 
total population in millions, total number of TV households, GNP/cap, license fee for 
radio and TV. Most of these indicators are interdependent and together they basically 
measure economic development. Ger and Belk (1995) measured the degree of 
materialism on scales including 20 products and services (e.g. house, car, air 
conditioning, VCR, color TV, air travel, computer), of which the respondents had to 
indicate whether they thought of each item as a luxury or a necessity. Ownership of the 
combination of TV, stereo, VCR, CD player and PC were considered to be the world 
standard package, used as indicator for the degree of materialism. The variables used for 
calculating modernity by Roth (1995) were GNP/capita, possession of autos, televisions, 
birthrate, population growth, people per dwelling, and percent employed in agriculture. 
The more autos and televisions per capita, the lower the birthrate, population growth, and 
percent employed in agriculture, and the fewer people per dwelling, the higher a region 
was rated on the modernity or socioeconomic level. Lynn and Gelb (1996) used the 
combination of another set of products as indicator of innovativeness: cordless 
telephone, telephone answering machine, home computer, microwave, compact disc 
player, video camera and satellite dish.  
 
 An alternative approach to understand ownership patterns is a study by Medina et al. 
(1996). They found similarities in acquisition patterns between Monterey, Mexico and 
Perth, Australia with the following underlying phenomena. (1) Products are inherently 
associated with each other, and thus follow a certain ‘sensical’ order of acquisition. For 
example, while people buy clothes washers and dryers because they are complementary 
appliances, it makes more sense to buy a washer first, and then a dryer. (2) There also 
may exist an underlying phenomenon unrelated to the inherent association that may exist 
between products. For example, people buy a television set not because they have 
previously acquired a radio but because they commonly enjoy entertainment and/or they 
share the need for being informed. Differences in ownership levels across countries were 
attributed to geographic, economic, demographic and cultural differences such as food 
preparation habits.  
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 Some variables used for comparison or segmentation reflect ethnocentric bias. An 
example is the use of “need for convenience” as a variable. Luqmani et al. (1994) used 
this need for convenience as a variable to segment markets worldwide. A convenience 
orientation was defined as the value placed on and the active search for products and 
services that provide personal comfort and/or save time in performing various activities. 
The authors viewed segmentation of international markets according to the convenience 
orientation as promising because convenience-oriented consumption is on the rise 
worldwide. Product examples were fax machines and food processors. The problem of 
this approach is that the usage environment of the two products selected as indicators 
varies across countries. The authors state that in the United States fax machines used to 
be business machines but were becoming increasingly popular in the homes, assuming 
this to be a universal development. This was much earlier the case in the Scandinavian 
countries, so in fact the United States could be lagging. Compare this with lagging 
computer ownership in Germany, where these machines are mainly perceived to be 
business machines, while in the United States computers are “home PCs”. Another 
example is ownership of food processors. One may wonder if these are real 
‘convenience’ products. In many countries they are used to prepare complicated home 
meals, in contrast to ready-bought meals. 
 
 
3.1.2.3. Cultural values 
 
 Some studies include both economic development variables and variables measuring 
value differences. Dunn (1976) is one of the first to use a mix of those derived from 
factor analysis of environmental variables considered to be applicable to Europe. These 
are (1) Level of education. (2) Attitudes toward risk taking, achievement, work, wealth 
and monetary gain. (3) Experience and competence of personnel in foreign 
agency/subsidiary. (4) Degree of nationalism in country and attitudes toward the United 
States. (5) Rate of economic growth of country, per capita income and distribution of 
income. (6) Eating patterns and customs. (7) Attitudes toward authority and social class 
structure. (8) Independence of media from government control and availability of 
satisfactory media. 
 
 Increasingly variables measuring value differences or cultural variables are included 
in comparative cross-country studies. Usually cultural variables are added to economic 
variables. Sriram and Gopalakrishna (1991) used economic variables, cultural variables 
(e.g. Hofstede’s dimensions of national culture) and media availability/usage variables to 
analyse the possibilities of standardizing advertising. Economic development variables 
used are: Male and female life expectancy, average manufacturing working week, 
telephones in use per 100 inhabitants, percentage urban population, percentage annual 
inflation rate, per capita GNP, percentage literacy (15 years and older), and percentage 
population growth rate. Media variables are: paper circulation/1,000 population, 
televisions/1,000, radios/1,000, television advertising spending per capita, radio 
advertising spending per capita, outdoor advertising spending per capita, and cinema 
advertising spending per capita. In this study four factors emerged from factor analysis. 
These collectively explained over 66 percent of the total variance. Later in our study we 
will see that media use is linked with Hofstede’s cultural dimensions, so the variables 
used are interdependent. 
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 Malhotra et al. (1998) state that “the important role cultural factors play in shaping 
the marketing environment in any market is unquestionable. Cultural influences are 
prime determinants of the consumer’s behavior, lifestyle, and consumption patterns. 
Thus, cultural factors are argued to be excellent grounds for segmenting the market.” The 
authors suggest clustering cultures in Europe and Asia according to Hofstede’s 
dimensions of national culture. Thus, in Europe, three clusters can be distinguished: (1) 
UK, Germany, Ireland, Italy, Switzerland and Austria (PDI-, UAI +/-, MAS +). (2) 
Belgium, France, Greece, Portugal, Spain and Turkey (PDI+, UAI+, IDV +/-, MAS +). 
(3) Denmark, Sweden, Finland, The Netherlands and Norway (PDI-, UAI-, IDV, MAS 
+). What the authors do not say, is that the clusters of dimensions will have to vary 
according to the product category involved, as other authors have pointed out.  
 
 Some authors express concern for the use of Hofstede’s cultural variables, particularly 
when using them with survey results such as of the Reader’s Digest Surveys: “At an 
operational level, the two constructs are measured using data collected with different 
instruments from different samples.” (Lynn and Gelb 1996). Our findings do not support 
this concern. We will see that data from different samples (e.g. EMS of various years) 
deliver similar results when correlated with the cultural variables. Lynn and Gelb (1996) 
expressed themselves positively on the utility of Hofstede’s indices: “Hofstede’s value 
indices have been empirically related to a variety of economic and social variables". 
Milner et al. (1993) argued that Hofstede’s indices may also shed light on national 
differences in consumer behavior. 
 
 Our review of cross-cultural studies shows that most of the measurement variables 
discussed are indirect measures of national income. The underlying assumption is that 
economic developmental variables are the best to measure consumption differences. 
Only recently cultural values are included in comparative studies. We found that many of 
the variables used in cross-cultural research are interdependent. This is one of the 
problems discussed in the following section. 
 
 
3.1.3. Level of analysis and data types 
 
 Interdependence of variables is a core problem in understanding the relationships 
between dependent and independent variables used for measuring differences in 
consumer behavior across nations. We want to understand the factors that influence the 
dependent variables (i.e. consumption and elements of consumer behavior). Composite 
economic development variables that include product ownership data are not useful to 
measure differences in product ownership that may be related to the products of the 
composite variable, so they cannot be used as a country's characteristic to measure 
ownership or usage differences. Composites of media data at macro-level cannot measure 
differences between countries with respect to, for example newspaper reading or TV 
viewing. Economic development of a country as measured by GNP per capita, influences 
infrastructure that in turn influences potential communication behavior. But it does not 
measure variations in communication behavior across nations. Some differences in 
shopping behavior can only indirectly be explained by a country's GNP per capita. 
Economic development is likely to cause similar levels of consumer expenditures but 
differences in preferences for type of distribution and type of products cannot be 
explained by income. For answering the question why in countries of similar 
development levels different distribution structures have developed and preferences for 
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different product types, we need other variables, independent from income. Not only do 
we have to review our variables to be used; we also have to review the level of analysis 
and data types to be used. 
 
 The purpose of our study is to find an explanation for variation of consumer 
behavior across nations, find generalizations and develop a theory. A theory explains and 
predicts social phenomena. Explanations must be logically open to extension to other 
cases to be valid. For this, we will have to understand the factors operating at the level of 
national systems. This defines our study as a cross-national comparative study. The 
comparison problems of such studies were analysed by Przeworski and Teune (1970) and 
Van Raaij (1978 and 1998). We draw from these authors to define levels of analysis and 
data types. 
 
 
3.1.3.1. Level of analysis 
 
 We want to understand what it is about nations, "collectives" or "systems" that 
influences phenomena to be explained. We want to understand the characteristics of the 
systems because of their impact on the behavior of individuals within those systems. An 
example is the effect of an "authoritarian" culture on the degree of authoritarianism of 
individuals.  
 
 Consumer psychologists generally measure individual behavior within systems. 
Their measurements are at the individual level. In economic psychology individual 
behavior is also measured in order to test hypotheses on general phenomena. Individuals 
are sampled from a population in order to reach conclusions on that population (Van 
Raaij 1998). In comparative research, even though individuals are observed within 
systems, their properties, such as age or literacy, are aggregated and treated as system 
level variables. These variables are also called analytical properties, based on individual 
properties of the members of a system (e.g. average income). The findings resulting from 
comparison at system level relate an "average" person within a system to some 
characteristics of the system. Thus, individual characteristics are aggregated to system-
level variables and system means of a dependent variable can be predicted from system 
means of independent variables on the basis of regression between systems (between-
system regression). However, within-system correlations may be different from between-
system correlations. So, inferences about individual-level relationships drawn from 
relationships between aggregated parameters may be fallacious. A classic example was 
the correlation between blacks and illiteracy between states in the United States while 
there was only a very weak correlation between blacks and illiteracy within each 
American state (Przeworski and Teune 1970:59-60).  
 
 Przeworski and Teune (1970) specified three types of systemic factors that can 
explain variation of characteristics of systems: Diffusion patterns, settings and context 
factors. Often, similarities of countries are explained by proximity of countries. If 
similarities are found of countries that are not close to each other (such as between the 
UK and Australia), they are likely to be explained as being based on independent 
phenomena. However, they may be based on the same phenomenon that results from 
diffusion of a cultural pattern. Settings constitute characteristics to which all individuals 
within a system are exposed. Settings may be historical, institutional, external, 
behavioral and physical. Historical factors may not only directly affect the behavior of 
individuals, but may also influence properties of the system that in turn affect individual 
behavior. Properties of a physical nature can be used when a culture is described in terms 
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of the influence of physical environment on individuals (e.g. climate). Context factors 
constitute aggregates of individual characteristics. A distinction among context factors is 
"structural" versus "population" variables. Structural contexts can be viewed as 
aggregates of individual relations within a system. Examples are class structure, division 
of labor or communication flow. Population contexts constitute aggregates of individual 
characteristics, whether they are predispositions or behavioral. For example "Syrian 
students are more authoritarian than American students". Such observations are 
expressed either as means or as proportions of populations in which the individual is the 
unit of measurement. 
 
 In many cases common historical learning is the best factor to explain variance. But 
problems of determining whether what is observed is caused by history or is a functional 
relationship are frequent. The problem is known in anthropology as "Galton's problem". 
A classical controversy of this nature concerns the meaning of the Weberian hypothesis 
relating Protestant values to capitalist orientations. Is it a "functional" relationship 
between protestant values and entrepreneurship or is it based on common historical 
learning? (Przeworski and Teune 1970:51-56). 
 
 Although our unit of analysis is the nation state, the choice of which nations to 
compare can influence the validity of our findings and reduce the possibility to 
generalize our findings and develop a theory. How do we get subclasses of cultures for 
which valid comparison is possible? And if we want to generalize a finding, how do we 
get two or more cultures that are not simply two or more illustrations of the same case? 
Evolutionary theory states that only cultures in the same stage of differentiation can be 
meaningfully compared (Van Raaij 1987:699). Scheuch points at a similar comparison 
problem. “Comparisons that include both modern and developing countries produce 
differences that are very hard to interpret - if they make sense at all. An example: in 
youth surveys one observes young people in developing countries reacting with high 
degrees of optimism that are factually completely inappropriate - such as in India. By 
way of contrast, young people in Sweden or in the Netherlands exude gloom in the wake 
of incomparably greater opportunity. Such examples should not be read as a “no” to 
comparative survey research but it points to a need for intensive consideration of 
intervening and contextual factors before differences between countries can be 
explained” (Scheuch 1996:68). 
 
 Such considerations have influenced our choice of variables and selection of groups 
of countries. We will, for example analyse differences both between countries of similar 
and of dissimilar economic development (see sections 3.2.2 and 3.3). 
 
 
3.1.3.2. Data types 
 
 Van Raaij (1998:337) also analyses the relationship between the individual and the 
collective and adds a time dimension. "In a cross-sectional study we collect data on 
individual or collective properties at one point in time; in a time-series approach we 
collect data at a number of points in time, either at the individual level or at the collective 
level. In a panel study, we monitor a number of individuals or households over a period 
of time. The other time-series approach is to have repeated samples and to develop a 
series of collective properties from these samples”. 
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Van Raaij (1998) distinguishes four types of data.  
 
 Type 1 data are the common type of data collected in economic psychology. In order to 

test a hypothesis, data are collected from a sample of the relevant population or 
collective. The basis characteristic of Type 1 data is the parallel meaning of the 
relationship at the individual and the aggregate level, which allows us to predict.  

 For Type 2 data we need at least to compare two collectives, for instance the degree of 
integration of precincts, with the hypothesis that we expect a higher degree of 
integration in rural precincts as compared with inner-city precincts. Prediction at the 
individual level is no longer possible; we now predict the integration of a precinct 
based on the level of urbanization, in our example.  
The time dimension enters in Type 3 data. Here, we collect data of individuals at 
different points in time. This allows us to study sequential processes, such as vacation 
decision-making or travel behavior. 

 Type 4 data are at the aggregate level, repeated observations over time. The Index of 
Consumer Sentiment (ICS) is an example of this type of data. The ICS is computed 
from quarterly sample data in the USA and used to predict discretionary expenditure, 
credit and saving. Each sample is drawn from the population independent of earlier 
samples. Causal effects can be tested at the aggregate level, for instance an increase of 
unemployment over time (Van Raaij 1998:337). 

 
Van Raaij depicts the four Data Types as follows: 
Level Cross-section Time-series 
 
Individual 1. Survey data 3. Panel data 
(micro)     of individual B     of individual 
     respondents      respondents 
  A  D 
Collective/system 2. Structural  4. Indexes, summary 
(macro)     properties C statistics at different 
   of collectives       time points 
Source: Van Raaij (1998:337) 
 
 Van Raaij states that in aggregate time series measures of attitudes have been found 
to be significant predictors of consumer expenditure for durable goods. He found that 
type 4 data show the predictive value of the expectation. 
 
 Van Raaij's typology fits the data types proposed to use for our study. We use 
analytical properties (GNP/cap) and population properties (cultural values) to compare 
data at the collective (= system) level from repeated samples (e.g. EMS). We use type 2 
and type 4 data of Van Raaij's typology. 
 
 
3.1.3.3. Macro- and micro-level data 
 
 Data can be distinguished between macro- and micro-level. In chapter two (pages 23-24) 
we summarize several descriptions of the macro- and micro dichotomy. Our definition of 
macro-level data is "data representing measurements of advancement of countries at the 
aggregate level, such as GNP per capita, education and measures of technological 
advancement. These are statistical indicators of a country's economical development that 
often are also composites or summaries of other phenomena. Examples are numbers of 
telephone main lines, cars per 1,000 population or Internet hosts per 10,000 population. 
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Our definition of micro-level data is "data reflecting consumer choice or preferences for 
one way of behavior over others." Examples are usage of telephone main lines (e.g. local 
or international calls), numbers of cars per family or use of the Internet for leisure or 
business. Most micro-level data are retrieved from consumer surveys. While most 
analytical properties such as GNP/cap or cars per 1,000 population are viewed as macro-
level data, some are considered to be micro-level data because they reflect choice. An 
example is the percent of household consumption spent on food or leisure. We consider 
these data to be measurements of choice of consumers at the national level. 
 
 
3.2. CHOICE OF METHODOLOGY 
 
 The purpose of our research is to examine whether countries converge or diverge with 
respect to consumer behavior and in case of non-convergence, to find explanations and 
predictors for differences across nations. Multinational and global companies have the 
choice to standardize or differentiate their marketing and/or advertising across nations or 
clusters of nations in regions. Thus, the logical conclusion is to select as units of analysis 
nations and use variables of national income and national culture. Our study targets 
"systems" at national level. We will distinguish between developed and developing 
nations, so various groups of countries will be subject to cross-country comparison. We 
will compare countries in groups that are economically heterogeneous and groups that are 
economically homogeneous, worldwide and of closer proximity (Europe). The best way 
to measure convergence-divergence is to analyse data over time. Another one is to 
analyse the same data both worldwide and in more homogeneous groups.  
 
 In literature we distinguished a number of elements of consumer behavior that are likely 
to be explained by different independent variables. We also assume that different product 
categories are to be explained by different independent variables. Because of the many 
different product categories and elements of consumer behavior we decided not to select 
a few exemplary elements of consumer behavior or sample product categories, but use a 
maximum of available data to find evidence of convergence or divergence. If we would 
focus on only a few consumption domains, according to Inkeles (1998:48) "any single 
instance of alleged convergence may simply represent the workings of chance". 
Consequently, a large volume of data from various sources is analysed. 
 
 As we have to work with data in the public domain, the limitations to depth and width of 
this study are in the availability of the data. Another limitation is in the reliability of the 
data. The further back in time, the less sophisticated data tend to be. Also, databases tend 
to include changes in methods of data collection over time. For example, Euromonitor 
data can only be compared after 1992, because of a change in data collection in that year. 
 
 
3.2.1. Sources 
 
 Data from a number of sources are analysed. The sources can be distinguished in three 
categories:  
1. Comparative statistics on sales of products in units, volume or value per capita, or 

ownership per 1,000 population, worldwide and in Europe (Examples are data from 
Euromonitor reports, data from World Bank Reports and from UN Statistical 
Yearbooks). 

2. Published data on product or media ownership and usage, related to attitudes and 
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values in Europe only, derived from survey data. (Examples are the Reader’s Digest 
Surveys among European consumers and EMS, the European media and Marketing 
Surveys). 

3. Published data of value and attitude studies across nations also derived from survey 
research. (Examples are the World Values Survey and Eurobarometer). 

 
 
3.2.2. Groups of countries 
 
 We compare both countries of varying developmental levels and countries of similar 
development. Because of the assumed convergence in homogeneous areas, if data are 
available, calculations will be done for several areas in order to see if relationships vary 
by area. Four groups of countries are used as samples of countries for calculations.  
 
 Group one (“Worldwide 44”) is a collection of 44 countries worldwide, spread over 
the continents, of which for a number of product areas data are available over time. The 
44 countries are the following: Argentina, Australia, Austria, Belgium, Brazil, Canada, 
Chile, Colombia, Costa Rica, Denmark, Ecuador, El Salvador, Finland, France, 
Germany, Greece, India, Indonesia, Ireland, Israel, Italy, Japan, Korea, Malaysia, 
Mexico, the Netherlands, New Zealand, Norway, Pakistan, Panama, Peru, Philippines, 
Portugal, Singapore, South Africa, Spain, Sweden, Switzerland, Thailand, Turkey, 
Uruguay, United Kingdom, USA, Venezuela. 
 
 Group two (“Developed 26”) consists of 26 developed economies worldwide. 
These are the top 25 economies of 1998 (excluding Liechtenstein, Luxembourg, 
Bermuda, Cayman Islands, Iceland, Monaco, Brunei, Hong Kong, United Arab Emirates, 
Slovenia, Malta, Antigua and Barbuda) plus Venezuela. The 26 countries consist of the 
25 economies with in 1998 a GNP/capita over US$ 7,979 or GNP/capita at PPP up till 
US$ 12,270 (Korea, Rep). This group includes only one country in Latin America 
(Argentina). Venezuela (GNP/cap US$ 3,500 or GNP/capita at PPP = US$ 8,190) is not 
included in the 25 top economies in 1998, but it was until 1988, when Korea took its 
place. So, Venezuela is included for comparison purposes over time. The 26 countries 
are the following: Argentina, Australia, Austria, Belgium, Canada, Denmark, Finland, 
France, Germany, Greece, Ireland, Israel, Italy, Japan, Korea, the Netherlands, New 
Zealand, Norway, Portugal, Singapore, Spain, Sweden, Switzerland, United Kingdom, 
USA, Venezuela. 
 
 Group three (“OECD 20”) is a group of countries that have been part of the OECD 
(Organization for Economic Co-operation and Development) since 1969. The 20 
countries are the following: Austria, Belgium, Canada, Denmark, Finland, France, 
Germany, Greece, Ireland, Italy, Japan, Netherlands, Norway, Portugal, Spain, Sweden, 
Switzerland, Turkey, United Kingdom, USA. This group was mainly used in our test 
phase. 
 
 Group four (“Europe 15”) consists of 13 members of the European Union plus 
Norway and Switzerland. These are the countries covered by the EMS surveys of 1997 
and 1999. The countries are Austria, Belgium, Denmark, Finland, France, Germany, 
Ireland, Italy, Netherlands, Norway, Portugal, Spain, Sweden, Switzerland, and United 
Kingdom. When Eurostat data are used, we can only include the 13 EU countries 
(excluding Norway and Switzerland) of this group. 
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3.2.3. Measuring convergence-divergence 
 
 For measuring convergence or divergence, the coefficients of variation (the ratio of the 
standard deviation to the mean) are computed and compared over time. If no time-series 
are available we compare between heterogeneous and homogeneous economic regions (if 
worldwide data are available). The coefficient of variation (CV) is explained in 
Williamson and Fleming (1996:349-350), who prefer the coefficient of variation rather 
than “the more common alternatives such as the standard deviation or variance because 
the coefficient of variation is adjusted for shifts in the mean (i.e., a 10-point spread is 
likely to have a different interpretation around a mean of 150 than around a mean of 15). 
The greater the decrease in the coefficient of variation over a specified period of time, the 
greater the convergence". When data are available for different time periods, we also 
present a measure of the mean convergence per year. 
 
 Williamson and Fleming (1996:354) express the mean convergence per year 
symbolically as follows:  
   (CVt1 - CVt2)  
MC/year = ------------------ x 100 / (t2 - t1) 
  CVt1 
where MC/year = mean convergence per year, CVt1 = coefficient of variation at the 
earlier date, CVt2 = coefficient of variation at the later date, t1 = the earlier date, and t2 = 
the later date. Implicit in this statistic is the simplifying assumption that any ten-, or 
twenty-, or thirty-year period is equivalent to another. Some such statistic is needed when 
comparing convergence trends for different length time spans, but clearly there will be at 
least some variation in the rate of convergence from one period to another.  
 
 
3.2.4. Measuring relationships  
 
 Pearson product-moment correlation analysis is conducted to show the relationships 
between the independent variables and data on consumption and consumer behavior, all 
at national level.  
Regression analysis is conducted to add information. In all calculations GNP/capita 
("Income" or "INC") and cultural variables (Hofstede's country scores) are used. In some 
cases, if relevant, others are added, such as climate or population density. Correlation 
analysis is one-tailed. Significance levels are indicated by * p < .05; ** p < .01; and *** 
p < .005. In some cases we add ns (nearly significant) when p < .053. 
 
 One remark concerns the fact that surveys tend to use questions with answer categories 
using ordinal scales. In some cases, the information contained in the frequency 
distributions is reduced to a single number. For this, the mean answer scores are used and 
correlated with the independent variables. Statistically this is not correct and results must 
be noted as indicative. Hofstede (1984: 51) also uses mean scores in product moment 
correlations, rather than the median as central tendency “because it loses the least 
information, is easier to compute and plays a role in all parametric statistical calculations, 
such as product moment correlations. However, it formally presupposes interval scales 
that we do not have. The median is the theoretically more correct measure, but for short 
scales with many cases per answer category it approaches the mean closely.” .. “In a 
random sample of 100 five point frequency distributions, the median could be shown 
never to differ more than .10 points from the mean; the mean difference between the two 
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was .02 points (the median lower)” (Hofstede 1980: 89). 
 
 Multiple linear regression analysis is done stepwise. The coefficient of determination or 
R2 is the indicator of the percentage of variance explained. This sample R2 tends to be an 
optimistic estimate of how well the model fits the population. The model usually does not 
fit the population as well as it fits the sample from which it is derived. The statistic 
adjusted R2 attempts to correct R2 to more closely reflect the goodness of fit in the model 
of the population. The adjusted R2 does not necessarily increase as additional variables 
are added to an equation (Norusis 1990: 269). Particularly when numbers of variables are 
increased, analysis of the adjusted R2 is of importance. In our case, the number of 
independent variables is always the same: 5, and only in a few cases a sixth variable is 
introduced. As a result, the differences between R2 and adjusted R2 are always of similar 
magnitude. Analysis of a random sample of 100 calculations (stepwise regression) shows 
that the average difference between adjusted R2 and R2 is .024, with a maximum of .062 
and a minimum of .004. For reasons of consistency and clarity in presentation, it was 
preferred to use non-adjusted R2 in all tables. 
 
 In this section we discussed our choice of methodology: Sources, how to group countries, 
how to measure convergence-divergence and the type of statistical analysis. In the 
following section we discuss our choice of independent variables. 
 
 
3.3. CHOICE OF INDEPENDENT VARIABLES 
 
 The following variables have been considered for inclusion in our analysis: income 
(GNP/capita or GNP/capita at Purchasing Power Parity), Hofstede’s five dimensions of 
national culture (PDI, IDV, UAI, MAS and LTO), climate (CLI), urbanization (URB) 
and population density (PDN). Before defining and discussing the variables, we analyse 
their interdependence. In preliminary statistical analysis, we tested the variables for a few 
product categories. Because of the assumed influence of climate on consumption (Parker 
1997) we tested the role of climate in explaining variance of food products in order to 
decide whether to include this characteristic as an independent variable in all our 
calculations. We also tested the two socio-demographic variables urbanization and 
population density because we considered using them as many other researchers do so. 
The variables are defined in this section and the choice of variables is discussed. In table 
3.13 at the end of this chapter (page 101) we present the data for all variables considered 
for 44 countries. 
 



  

 

87

3.3.1. Interdependence of variables 
 
 In tables 3.1-3.3 the interrelationships between income, the cultural variables, climate 
and the socio-demographic variables are shown for 44 countries worldwide, for the group 
worldwide 26 and for the 15 countries in Europe. The most significant correlations are 
worldwide between PDI and IDV (r = -.66***), PDI and GNP/cap (r = -.60***), and IDV 
and GNP/cap (r = .69***). In the group Developed 26 we see similar interdependence 
between GNP/cap, PDI and IDV. This is not so in the group Europe 15. The only 
important significant correlation in Europe is between PDI and UAI (r = .76***). This 
relationship can be explained historically: the configuration PDI+/UAI+ reflects the values 
of the former Roman empire (Hofstede 1991:135). The effect of this interdependence is 
that in some cases the two dimensions serve alternately as explaining variables. Yet in 
some cases, both dimensions have clearly distinct functions. In Europe, there is no 
significant relationship between individualism and income. This may be caused by the 
diminishing income differences in Europe.  
 
Table 3.1. Interrelationships variables Worldwide 44 (LTO = 27)  
  PDI IDV MAS UAI LTO CLI GNP95 URB PDN 
PDI  -.66***  .11  .21  .33* -.69*** -.60*** -.32*  .14 
IDV -.66***   .05 -.38*** -.35*  .76***  .69***  .40** -.17 
MAS  .11  .05   .05  .18 -.27*  .08 .04  .05 
UAI  .21 -.38***  .05   .16 -.22 -.28* -.13 -.41*** 
LTO  .33* -.35*  .18  .16  -.47** -.14  .02  .21 
CLI -.69***  .76*** -.27* -.22 -.47**   .71***  .35** -.19 
GNP95 -.60***  .69***  .08 -.28* -.14  .71***   .56***  .29 
URB -.32*  .40**  .04 -.13  .02  .35**  .56***   .30 
PDN  .14 -.17  .05 -.41***  .21 -.19  .29  .30 
 
Table 3.2 Interrelationship variables Developed 26 (LTO = 22)   
  PDI IDV MAS UAI LTO CLI GNP95 URB PDN 
PDI  -.58***  .12  .41*  .35 -.52*** -.31  .12  .35* 
IDV -.58***  -.07 -.40* -.53***  .58***  .41*  .06 -.38* 
MAS  .12 -.07   .25  .27 -.49***  .03 -.04 -.01 
UAI  .41* -.40*  .25   .21 -.28 -.34* -.30 -.40* 
LTO  .35 -.53***  .27  .21  -.54*** -.06  .22  .28 
CLI -.52***  .58*** -.49*** -.28 -.54***   .38* -.22 -.42* 
GNP95 -.31  .41*  .03 -.34* -.06  .38*   .01  .16 
URB  .12  .06 -.04 -.30  .22 -.22  .01   .35* 
PDN  .35* -.38* -.01 -.40*  .28 -.42*  .16  .35* 
 
Table 3.3 Interrelationships variables Europe 15    
  PDI IDV MAS UAI LTO CLI GNP95 URB PDN 
PDI  -.23 -.01  .76***  .06 -.51* -.40  .01  .20 
IDV -.23   .05 -.58* -.09  .42  .39  .74***  .41 
MAS -.01  .05   .25  .06 -.54* -.00 -.18  .18 
UAI  .76*** -.58*  .25   .09 -.66*** -.30 -.32  .31 
LTO  .06 -.09  .06  .09  -.32 -.40  .09  .31 
CLI -.51*  .42 -.54* -.66*** -.32   .35  .34 -.26 
GNP95 -.40  .39 -.00 -.30 -.40  .35   .28  .12 
URB  .01  .74*** -.18 -.32  .09  .34  .28   .50* 
PDN  .20  .41  .18  .13  .31 -.26  .12  .50* 
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 The correlations between the cultural variables power distance, individualism and 
income can be explained. Hofstede (1991:31) states that higher education levels lead to 
smaller power distance. As higher education levels are related to income, the logical 
relationship is that small power distance is related to higher income. 
 
 There is a hierarchical relationship between climate, individualism and wealth: in the 
colder climates more individualism is found, individualism leads to wealth and wealth, in 
turn leads to more individualism. (Hofstede 1991; Kim 1994).  
 
 According to Hofstede’s (1991:53) findings nearly all wealthy countries score high on 
individualism while nearly all poor countries score low. There is a causal relationship 
between wealth and individualism: national wealth drives individualism. When a country’s 
wealth increases, its citizens have access to resources which allow them to do their ‘own 
thing’, a characteristic of individualist societies (Hofstede 1991:76).  
 
 
3.3.2. Income 
 
 The assumed strongest influence on consumer behavior is income. The amount of 
disposable income is expected to determine buying behavior once the basic needs are 
fulfilled. This sounds logical, yet what must be considered to be basic needs, is not the 
same all over the world. In affluent societies, basic needs may include television-
watching capability in the own home, in others it is just limited to food and shelter. 
 
 A commonly used measure to compare wealth is the Gross Domestic Product or the 
similar measure Gross National Product. There are however some problems when 
comparing different countries using this information. First, for comparison the data must 
be converted into a common currency. The US$ is commonly used for this purpose. The 
fluctuations in the exchange rates often disturb the picture. A second problem with the 
conventional GDP calculations is that it includes all efforts in a country. That does 
however not necessarily reflect the exact welfare of the community.  
 
 In an effort to improve the comparability, the United Nations and the World Bank 
developed a method to calculate a "real" GDP on an internationally comparable scale. 
Originally this "new" GDP was called "ICP", named after the UN International 
Comparison Program (De Mooij 1994:143). Later it was called “GNP measured at PPP” 
(Purchasing Power Parity). The World Bank publishes the data in the annual World 
Development Reports. The World Bank definition of GNP measured at PPP is GNP 
converted to US dollars by the purchasing power parity (PPP) exchange rate. At the PPP 
rate, one dollar has the same purchasing power over domestic GNP that the US dollar has 
over US GNP; dollars converted by this method are sometimes called international 
dollars (Technical Notes World Development Report 1998/99). 
 
 Because differences between countries with respect to Purchasing Power Parity are 
expected to better explain product consumption than GNP/capita, PPP data of the 
relevant years should ideally be used in this study. However, these data are only available 
from 1990 onwards. Income per capita at PPP and GNP/capita are closely related. This is 
demonstrated by the correlations between GNP and PPP over time, as presented in tables 
3.4 and 3.5. Because of this close relationship, it was decided to use only GNP/capita for 
calculating the relationship between national wealth and consumption. For calculations 
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with data of a specific year, GNP/capita of that year is used and the abbreviation “INC” 
is used for GNP/capita of any relevant year.  
 
Table 3.4: Relationships GNP/capita and PPP/capita by year (44 countries worldwide)  
  GNP97 GNP95 GNP94 GNP93 GNP92 GNP91 GNP90 GNP89 
PPP 97 .95*** 
PPP 95  .95*** 
PPP 94   .96*** 
PPP 93    .95*** 
PPP 92     .95***  
PPP 91      .95*** 
PPP 90       .92*** 
PPP 89        .93*** 
 
Table 3.5: Relationships GNP/capita and PPP/capita by year (15 countries, Europe)  
  GNP97 GNP95 GNP94 GNP93 GNP92 GNP91 GNP90 GNP89 
PPP 97 .94*** 
PPP 95  .94*** 
PPP 94   .95*** 
PPP 93    .94*** 
PPP 92     .90***  
PPP 91      .91*** 
PPP 90       .96*** 
PPP 89        .95*** 
 
 Over time there is also a relationship between the rate of convergence of GNP/capita 
and national income at purchasing power parity, but convergence of GNP/capita at 
purchasing power parity is stronger than of GNP/capita. While in Europe in 1998, the 
coefficient of variation for income at PPP reached .15 as compared with .23 in 1990, the 
lowest coefficient of variation for GNP/capita was .30 in 1998 as compared with .37 in 
1990 and .41 in 1960. 
 
 
3.3.3. Cultural variables and Climate 
 
 As metereological climate is viewed as a control mechanism of culture (Geertz 
1973) and a strong influence on behavior (Parker 1997), in this section we review our 
choice of cultural variables and the relationship between the cultural variables and 
climate.  
 
 There are few studies that have defined and quantified cultural differences in such a 
way that they can be used as cultural variables for comparative analysis of consumer 
behavior. The best available is Hofstede’s model of dimensions of culture. To compare 
national cultures, Hofstede (1991) distinguishes five dimensions: Power Distance (PDI), 
Individualism vs Collectivism (IDV), Masculinity vs Femininity (MAS), Uncertainty 
Avoidance (UAI) and Long Term Orientation (LTO). The model is described in chapter 
2, pages 33-38.  
 
 Although the model originally was used to explain differences in work related values, it 
can be applied to consumption-related values and motives (De Mooij 1998a). Although 
other comparative studies have resulted in dimensions of culture (e.g. Schwartz, 
Trompenaars), the Hofstede dimensions were proved to be the most robust in the 
replications by other scholars. For Europe recent country scores were found by including 
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Hofstede’s Value Questionnaire 1994 in the EMS survey of 1997. Comparison between 
Hofstede’s IBM scores and the EMS scores shows that the similarities are more robust 
than the differences (Hofstede 2001). Table 3.6 compares the results of product moment 
correlations between a number of food/beverages categories and a few data related to 
passenger cars: ownership of one car, new car registrations and car bought new. All data 
are of 1997. Food data are from Euromonitor 1997, in volume per capita. Car data are 
from EMS 97. EIDV, EMAS, EUAI and LTO are the scores for individualism, 
masculinity, uncertainty avoidance and long-term orientation that resulted from 
Hofstede's questions (VSM94) in the questionnaire of EMS 1997 (see table 2.3, page 
37). 
 
Table 3.6: Product moment correlations various products and Hofstede’s IBM/EMS scores 
 PDI IDV EIDV MAS EMAS UAI EUAI LTO 
Ice cream -.57*  .45*  .44 -.49* -.63** -.76*** -.84*** -.20 
Milk  -.40  .06  .22 -.36 -.57* -.51* -.58* -.21 
Jams/preserves  -.31  .09  .23 -.71*** -.63** -.46* -.72*** -.17 
Fish  .51* -.74*** -.18 -.38  .01  .50*  .23  .00 
Frozen Food  -.33  .45*  .72*** -.22 -.23 -.69*** -.57* -.35 
Biscuits  -.03  .57*  .66***  .11  .04 -.44* -.14  .08 
Mineral water  .56* -.10 -.36  .57*  .70***  .73***  .76***  .05 
Soft drinks  .18  .21 -.20  .78***  .57*  .38  .57*  .11 
Fruit juice -.47*  .42 -.04 -.39 -.59** -.48* -.60** -.09 
One car  -.58* -.05  .09 -.63** -.82*** -.53* -.77*** -.04 
New car regs -.08  .10 -.36  .74***  .54  .25  .44*  .06 
Car bought new  .57* -.42 -.45*  .46*  .64***  .80***  .84***  .21 
 
 Our findings are that similar dimensions explain variance and the correlations have 
the same directions. The difference is in the level of significance. From this, it is 
concluded that, for consistency reasons, the best option is to consistently use Hofstede’s 
IBM country-scores. Because there are few IBM scores for Europe for the fifth 
dimension, the EMS LTO scores will be used in correlation analysis. In regression 
analysis, LTO scores will only be included for Europe. For the other country groups not 
all countries are covered, so LTO scores are not included in regression analysis, unless 
our correlation results indicate that LTO may be a strong predictor. In such cases the 
results are only relevant for a smaller number of countries. 
 
 Climate (e.g. tropical, polar, temperature, high-altitude) is typically defined as “average 
meteorological conditions specific to a geographic region over a period of several years 
or decades”. The earth’s climates originate from solar radiation that varies in relation to 
one’s absolute latitude from the equator. No two countries have identical climates. A 
large portion of countries, however, have similar climates across broad classifications: 
e.g. mostly desert or tropical (Parker 1997:32-34). Geographical latitude is an 
unambiguous measure of a country’s geographical position and a crude measure of 
climate. At face value, average temperature may be a better indication, but in some 
countries extreme temperatures may vary widely between low and mountainous 
countries. Another problem is the ‘average’ character of the data, which makes them not 
very credible for large countries like the US, Russia and China. According to Parker, 
solar climate (by us used in the abbreviation “CLI” = absolute latitude squared, to 
account for the earth’s curve), generally explains the largest variances in behavior. Parker 
found that solar climate has statistically equal or greater explanatory power than income 
per capita for a variety of behaviors that are typically thought of as being “development 
driven”. He found significant correlations between climate and for example consumption 
per capita of milk and coffee, percent of households in Europe owning a microwave 
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oven, personal stereo and personal computer, daily newspaper circulation per capita, 
telephones per capita, and percent of homes in Europe owning a video camera.” 
According to Parker, in 1994, solar climate alone explained some 60 percent of the 
variance of income per capita across countries.  
 
 Climate is likely to have a direct and indirect influence on consumption. Directly it 
may influence consumption of beverages, food products and energy consumption. 
Indirectly it is likely to influence other behavior because of the relationship between 
climate and culture. Various definitions of culture include the influence of climate on 
culture. Both Hofstede (1984; 1991) and Geertz (1973:45) include the control mechanism 
of culture in their definitions. Geertz argued that what distinguishes men from nonmen is 
the fact that “a marginal genetic change of some sort rendered him capable of producing 
and carrying culture and thenceforth his form of adaptive response to environmental 
pressures was almost exclusively cultural rather than genetic. As he spread over the 
globe, he wore furs in cold climates and loincloths (or nothing at all) in warm ones; he 
didn’t alter his innate mode of response to environmental temperature. Culture, rather 
than being added on, so to speak, to a finished or virtually finished animal, was 
ingredient, and centrally ingredient, in the production of animal itself.” Geertz (1973:49) 
concluded: “Most bluntly, [the development of mankind] suggests that there is no such 
thing as a human nature independent of culture. We are, in sum, incomplete or unfinished 
animals who complete or finish ourselves through culture - and not through culture in 
general but through highly particular forms of it.” Parker (1997:38) stated that 
physiological factors, and particularly climate are the most influential on behavior. As 
climate varies across the globe it affects differences in behavior. According to Parker 
(1997:14), “climate affects resources and temperature that affect natural vegetation that 
in turn affects dietary preferences and consumption patterns. Although economic, 
demographic and cultural variables, if added together may explain more than 100 percent 
of the variance of certain behaviors, both are driven by unidentified exogenous variables. 
Climate may well be the source of a hierarchy of human generated differences.” 
 
 Hofstede acknowledged the relationship between climate and culture (1991:76) in 
particular with respect to power distance and individualism/collectivism. Geographical 
latitude is the first predictor for power distance and - after national wealth - the predictor 
for individualism. Next to the interdependence with income, worldwide CLI is 
significantly correlated with PDI (r = -.69***) and IDV (r = .76***). In the group 
Developed 26, CLI is also significantly correlated with PDI (r = -.52***) and IDV (r = 
.58***). In Europe significant correlations are with PDI (r = -.52*), MAS (r = -.54*) and 
UAI (r = -.54***), see tables 3.1, 3.2 and 3.3 (page 87). Because of this interdependence, 
solar climate (CLI) is only used as independent variable in this study if relevant for 
specific product categories, such as food. 
 
 Our findings indicate that climate directly influences the quantity and types of certain 
food products people consume. In cold climates people need a higher energy intake and 
in hot climates people need more liquid intake. However, over time, with economic 
development, other variables explain variance better. The relationship between the 
amount of food consumed (calories per day per capita) is more significantly related to 
income than to climate (table 3.7). Equally, INC and IDV play a role. There is a 
significant correlation between calorie intake and urbanization, which may be due to the 
relationship between income and urbanization. In Europe however, only masculinity 
explains variance of calorie intake. 
 
Table 3.7: Product moment correlations calories/day/capita, 8 variables  
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 CLI INC PDN URB PDI IDV MAS UAI LTO Pred. R2 
Worldwide  .71*** .77*** -.03 .44*** -.56*** .75*** .07 -.07 -.17 INC .60 
          IDV .66 
          UAI .72 
Europe 15 -.26 .26  .32 .24  .05 .23 .55* .11 -.12 MAS .30 
 
 Because of the interdependency of the variables, in particular the correlation between 
climate and income worldwide (r = .71***) and between climate and UAI in Europe (r = 
-.66***), climate often is a predictor if included in regression analysis. But often 
relationships with other, related variables explain variance better. Do people consume 
milk or ice cream for energy intake? Pasta or bread? Fresh food or frozen or processed 
food? According to Geertz’s definition of culture climate is one of the influences on the 
development of mankind, but only one, for during the development process, humans have 
adapted in different ways to several other environmental conditions. Different cultures 
have reacted to technological developments in different ways, have developed patterns of 
behavior that cannot be explained directly by climatic differences. If we want to 
understand the differences of today, we must understand the various hierarchies of 
influences resulting from the past that drive our current consumption behavior. 
 
 This hierarchy concept may imply that some consumption habits - such as eating 
and drinking - may be directly related to climate while others may be influenced only 
indirectly. Over time, climatic differences have led to differences in human behavior and 
attitudes that have become part of the society people belong to, which in turn influences 
their consumption patterns. Thus a second phase in the hierarchy is when the social 
environment causes behavioral differences. The further a society is developed with 
respect to industrialization, modernization or globalization, the greater the influence of 
social, psychological or cultural variables will be on national or local behavior. Historical 
learning has caused the influence of climate of the past to remain in the collective 
memory. An example is how, despite the ubiquitous refrigerator, people in warm climates 
still do not trust fresh milk.  
 
 Climate may often explain variance because of its indirect influence on development, but 
income and the cultural factors are more meaningful for explaining variance. This made 
us decide not to include climate in the equations, only if relevant for the product 
category. Examples of such categories are food and energy consumption. 
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3.3.4. Socio-demographic indicators 
 
 According to Inglehart (1990, 1996, 1997), economic development is linked to a 
syndrome of changes that include not only industrialization, but also urbanization, mass 
education, occupational specialization, bureaucratization, and communications 
development that in turn are linked with still broader cultural, social, and political 
changes. These changes tend to be summarized in the concept of modernization with its 
promise of predictive power. Modernization theory implied that once a society entered 
the trajectory of industrialization, certain types of cultural and political change were 
likely to take place. Höllinger and Haller (1996) stated that such variables as 
urbanization, mobility, and sociocultural family patterns can explain international 
differences in social networks, but also that different aspects of family structures do not 
necessarily follow one single pattern.  
 
 Because of the presumed predictive character of variables related to industrialization, and 
their potential use for explaining differences in consumer behavior, we considered 
including two such variables in our calculations: Population density and Urbanization. To 
test the usefulness of the variables, calculations were done for data in the communication 
technology area and a few food categories. For our preliminary analysis data on 
infrastructure of the World Bank Report 1998/1999 were used and applied to two groups: 
45 countries worldwide1, 20 developed countries worldwide (“OECD 20”) and “Europe 
15”. Nine independent variables were used. Income (INC) is GNP per capita at PPP, 
1995. Product moment correlations and predictors derived from stepwise regression 
analysis are presented in table 3.8 and 3.9 Definitions of product data are the following.  
 
1. Telephone main lines /1,000 population, 1996: "all telephone lines that connect a 

customer’s equipment to the public switched telephone network". 
2. Mobile phones /1,000 population, 1996: "refers to users of portable telephones 

subscribing to an automatic public mobile telephone service using cellular technology 
that provides access to the public switched telephone network, per thousand people". 

3. Personal computers /1,000 population, 1996: "self-contained computers designed to be 
used by a single person, per thousand people". 

4. Internet hosts /10,000 population, July 1997: "the number of computers/10,000 
people, directly connected to the worldwide network of interconnected computer 
systems". 

 
 Population density (PDN) is defined as "midyear population divided by land area" 
(Technical Notes World Development Report 1998/99). Population density was expected 
to influence various habits and product ownership, such as housing, the use of cable vs 
satellite television and mobile phones. To test this, PDN was correlated with data of the 
communication technology area, which resulted in only one significant correlation 
between PDN and mobile phone ownership in Europe (r = -.53*), see table 3.8. In the 
food category, significant correlations were found between population density and 
volume sales of milk (r = -.62**) and soft drinks (r = .59**) (table 3.10). However, in 
both examples, correlations with other variables were much more significant.  
 There is interdependence between population density and uncertainty avoidance. 
Worldwide and in the developed group of countries, PDN correlates significantly with 
UAI (r = -.41*** and r = -.40*). Because of the interdependence with other variables, the 
use of population density as an independent variable throughout the study was rejected. 
                                                      
1 In our first experimental calculations we selected 45 countries. Later, Guatemala was dropped as 
too few consumption data are available for this country. 
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Only in a few, specific cases, it is used. 
 
Table 3.8 Telephone main lines and mobile phones      
 CLI INC PDN URB PDI IDV MAS UAI LTO1) Pred. R2 
Telephone main lines /1,000 population 
45 ctr .79*** .94***  .15 .50*** -.67*** .77*** -.10 -.27* -.06 INC .89 
          CLI .92 
20 ctr .51* .76*** -.06 .33 -.47* .61*** -.08 -.54** -.16 INC .57 
          MAS (-) .68 
15 ctr .58* .64*** -.02 .41 -.38 .48 -.40 -.58* -.69*** INC .41 
          MAS (-) .68 
Mobile phones /1,000 population 
45 ctr .66*** .71***  .10 .34* -.60*** .58*** -.22 -.43***  .02 INC .50 
          MAS (-) .56 
          UAI (-) .61 
20 ctr .67*** .36 -.30 .11 -.50* .25 -.31 -.54** -.01 CLI .45 
15 ctr .84*** .12 -.53* .05 -.49* .17 -.61** -.60** -.25 CLI .70 
          PDN (-) .81 
          UAI (-) .73 
1)LTO= Only Hofstede scores: 16 countries in worldwide data, EMS LTO data used for 
Europe15 
Sources: World Bank Report 1998/99 and Hofstede (1991) 
 
Table 3.9 Computers and the Internet        
 CLI INC PDN URB PDI IDV MAS UAI LTO1) Pred. R2 
Personal computers /1,000 population 
45 ctr .65*** .88***  .15 .40*** -.45*** .76*** -.09  .45*** -.20 INC .77 
          UAI (-) .83 
          PDN (-) .84 
20 ctr .49* .81***  .03 .32 -.58*** .67*** -.05  .66*** -.32 INC .66 
          UAI (-) .79 
15 ctr .48* .76***  .12 .30 -.49* .43 -.15 -.56* -.50* INC .58 
          UAI (-) .73 
Internet hosts/10,000 population 
45 ctr .66*** .66***  .06 .30* -.59*** .65*** -.25 -.48*** -.32 CLI .44 
          UAI (-) .55 
20 ctr .76*** .43* -.34 .12 -.51** .44* -.40* -.57*** -.27 CLI .58 
15 ctr .88*** .20 -.34 .07 -.45* .18 -.56* -.47* -.36 CLI .77 
1)LTO= Only Hofstede scores: 16 countries in worldwide data, EMS LTO data used for 
Europe15 
Sources: World Bank Report 1998/99 and Hofstede (1991) 
 
Table 3.10: Product moment correlations food and drinks and 9 variables, Europe  
 CLI INC PDN URB PDI IDV MAS UAI LTO 
Ice cream   .92***  .32 -.36  .25 -.57*  .45* -.49* -.76*** -.20 
Milk   .68*** -.12 -.62** -.09 -.40  .06 -.36 -.51* -.21 
Jams   .85***  .14 -.50*  .19 -.31  .09 -.71*** -.46* -.17 
Min water -.64***  .20  .33 -.02  .56* -.10  .57*  .73***  .05 
Soft drink -.53*  .40  .59**  .18  .18  .21  .78***  .38  .11 
Fr juice  .62**  .49*  .25  .62** -.47*  .42 -.39 -.48* -.09 
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 For urbanization measurements, "urban population as a percent of total population" 
is used. The World Bank annual reports define urban population as “the share of the 
population living in areas defined as urban in each country”. The fact that each different 
country decides on the definition of "urban" doesn't make this variable a very consistent 
one. Yet, urbanization was expected to explain variance of housing, ownership of private 
gardens, pet ownership and food habits. The degree of urbanization changed during the 
past decades, but more in the developing world than in the developed world. In the tables 
3.11 and 3.12 we show the relationships between urbanization, income, climate and 
population density in a thirty-year time period. 
 
Table 3.11: Product moment correlations urbanization, wealth & climate for 46 countries  
  Income 1985 Income1997 Climate  Population density 
URB 1965 .52***  .34* .35** 
URB 1980 .51***  .39*** .32* 
URB 1997  .59*** .34** .30* 
 
Table 3.12: Product moment correlations urbanization, wealth & climate for Europe 15 
 Income 1985 Income 1997 Climate Population density 
URB 1965 .17   .02  .63** 
URB 1980 .35  -.67*** -.18 
URB 1997  .16 -.51*  .05 
 
 Urbanization worldwide is linked with income, climate and population density. 
These relationships appear to be rather stable over time. For the 15 countries in Europe, 
we see different relationships: there is no significant correlation between urbanization 
and income. While in 1965 the most populated countries were also the most urbanized, 
this changed in the next 30 years. During those years, the countries in the South of 
Europe have urbanized more than the North. In the tables 3.1, 3.2, and 3.3 (page 87) we 
presented the interrelationship between urbanization, income and the cultural variables. 
Worldwide, urbanization correlates significantly with individualism, climate and 
GNP/capita. In Europe, the correlation with individualism is very significant. It supports 
the statement by Höllinger and Haller (1996) that the type of housing in Britain and in 
the countries of the New World (leading to high levels of urbanization) is an expression 
of the individualistic lifestyle in general. In our preliminary calculations we did not find 
meaningful significant correlations between urbanization and food consumption (only for 
fruit juice, but the equally significant correlation with climate indicates climate to be a 
better explaining variable). Neither did we find many relationships between urbanization 
and communication technology products. If significant correlations were found, other 
variables were better predictors. Because of the strong interdependence of urbanization 
and climate, income and individualism, urbanization is not used as independent variable 
in this study. 
 
 As a result of our preliminary calculations we decided to use six independent 
variables to reduce the problem of interdependence of variables. Throughout our study 
we use GNP/capita of the relevant year and the five cultural dimensions. Only in a few 
cases other variables are added. Even then, the six variables to be used are interdependent 
in some cases. For understanding the separate roles of each variable, we introduced the 
hierarchy concept. 
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3.4. HIERARCHIES AND PRODUCT CONSTELLATIONS 
 
 In this section the hierarchies of importance of variables are discussed and the 
necessity to add additional variables when products are related. Generally, the use of 
interdependent variables in regression analysis is to be avoided. Some of the six 
independent variables to be used are interdependent, but this varies by region. Because of 
the interdependence of some of the variables, we have to understand the hierarchy in 
which they operate. Also, in some cases, additional variables must be introduced because 
of relationships between or complementarity of products. We call these relationships 
product constellations.  
 
 
3.4.1. Hierarchies 
 
 A few examples serve to explain the hierarchy concept. Data of two food categories and 
two beverages are used to explain the role and hierarchy of the different variables: Milk, 
Ice cream, Mineral water and Soft drinks (table 3.10, page 94). In many cases, the 
correlation between climate and consumption of food & beverages is significant. Apart 
from soft drinks, the correlation with climate is the most significant one of all variables. 
This relationship may in most cases be a historical one. Milk, for example, cannot be kept 
in warm climates. As a result, historically people have not consumed milk to the degree it 
was consumed in cold climates. Also, a fresh milk industry has not developed as compared 
with the countries with a cold climate. In the modern, industrialized world, it now is 
possible to also produce and keep fresh milk in warm climates. However, milk drinking 
has or has not become part of people’s daily habits. In the collective memory of people, an 
attitude towards milk exists based on the belief that it cannot be trusted, because it is so 
perishable. This distrust in food has become a cultural factor, it is linked with uncertainty 
avoidance (see also chapter five page 172). It extends to ice cream and other milk related 
products. In cold climates, milk has been an energy provider, in particular combined with 
sweet food products such as jams and preserves. Related to this is the function of ice 
cream. It basically is sweet milk, and thus has an energy function and not a refreshment 
function.  
 
 If we add climate to our six variables in regression analysis (stepwise) for milk, climate is 
the only explaining variable, it explains 46 percent of variance (table 310, page 94). When 
climate is included in regression analysis for ice cream, climate also explains a large 
percent of variance (84 percent). If we exclude climate, uncertainty avoidance becomes the 
explaining variable, it explains 57 percent of variance. Mineral water can be seen as a 
thirst quencher and should logically be related to climate. It is indeed significantly 
correlated with climate (r = -.64***), but other variables appear to be better predictors. In 
regression analysis, uncertainty avoidance explains 53 percent of variance (r = .73***), 
income explains an additional 22 percent and masculinity explains another 9 percent of 
variance. Climate is correlated with soft drink consumption (r = -.53*). In regression 
analysis including climate, masculinity explains 60 percent of variance, income explains 
an additional 13 percent and climate explains another 10 percent. In chapter four we will 
go into more detail explaining the relationships between cultural variables and the selected 
food and drink products. Here we conclude that for food and drink products there is likely 
to be a hierarchy in explaining variables. Historically climate influences variance in food 
consumption, but this influence is replaced by cultural variables. This sort of analysis will 
help understand unexpected functions of specific food products.  
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 For other product categories we find different hierarchies. An example is the Internet. 
Data in table 3.9 (page 94) show that the main predictor for Internet penetration is 
climate. This asks for more analysis than the conclusion that in cold climates people will 
communicate more via the Internet than in warm climates. Climate only indirectly 
explains variance. In 1997, usage of Internet still largely depended on computer 
ownership. With computer ownership included as variable, worldwide the first predictor 
is personal computers/1,000 (R2 = .61). The second predictor is MAS (-) (R2 = .66). For 
the 20 high-income countries, when computer ownership is included, the predictor 
remains climate. Also for Europe 15, climate remains the predictor. Variance in 
ownership of personal computers in 1996 was mainly explained by income. In Europe 
income explains 58 percent of variance of computer ownership while uncertainty 
avoidance (weak), an indicator of innovativeness, explains an additional 15 percent of 
variance. From these relationships we conclude that the hierarchy for Internet penetration 
is from climate to wealth, to computer ownership to Internet penetration. The 
relationship climate-wealth is one that goes far back in history. Cold climate has 
contributed to smaller power distance and individualism (Hofstede 1991: 44, 76) and the 
combination has historically contributed to wealth. The relationship wealth-computers is 
more recent and the relationship computers-Internet is likely to be temporary. New 
means to access the Internet can replace the computer for this function. 
 
 
3.4.2. Product constellations 
 
 In our example of the Internet hierarchy we found a strong relationship between 
computer ownership and Internet penetration. No Internet without computer (access to 
the Internet by mobile phone may change this link). We use the concept "product 
constellation" for this phenomenon. 
 
 Assael (1998: 446) mentions the concept of product constellations with respect to 
symbolic interactionism. This “recognizes the interaction between individuals and the 
symbols in their environment. It means that consumers buy products for their symbolic 
value in enhancing their self-concept. It also means that consumers tend to buy product 
constellations, that is, complementary groups of products that are related to each other 
because of their symbolic association.” We extend this concept of product constellations 
to products that are related and complementary with respect to usage. Complementary 
products are items that go with other products: A silk necktie goes with an expensive suit 
(Keegan et al. 1992:521). A video recorder goes with a television set. Not only 
complementarity of pure usage is relevant, but also the fact that similar values or value 
domains explain variance of the items of one product constellation. 
 
Mobile phones and main telephone lines belong to one product constellation (see table 
3.8, page 94). Worldwide, penetration of mobile phones is linked with income, low 
masculinity and weak uncertainty avoidance, the combination of cultural dimensions 
reflecting innovativeness. When, additionally, the number of telephone main lines per 
1,000 population is used as a variable, this becomes the main predictor. So a better 
explanation is that people who are already used to telephones, will also want to have a 
mobile phone. Worldwide, the first predictor is telephone lines (R2 = .57); second 
predictor is uncertainty avoidance (weak) (R2 = .63).  
 
 Some products or services belong to specific product constellations. To understand 
differences in consumption, ownership or usage, the related products must be taken into 
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account. Examples are adoption of mobile phones and usage of Internet. Both are linked 
with ownership of other modern technology. Differences in usage of existing 
infrastructure in the developed world may be a matter of culture. To find which cultural 
variables are the best predictors will be subject to our research. 
 
 
3.5. DATA AND DATA SOURCES 
 
 Subject to our research are secondary data of consumption, ownership and usage of 
products and services and elements of consumer behavior including all sorts of values, 
attitudes and behavior, as described in our literature review in chapter two. We have 
searched the Public Domain for this type of data. Data are at the national, aggregate level 
from the following surveys and reports: 
 
The Reader's Digest Surveys, studies of the lifestyles, consumer spending habits and 
attitudes of people of 17 European countries, published in 1970 and 1991. The data of the 
survey 1970 were the results of a probability sample representative of the national 
population aged 18 and over. Comparable sample surveys were conducted in 16 western 
European countries in early 1969. Approximately 24,000 personal interviews were 
involved. Eurodata 1991 was based on comparable sample surveys conducted in the early 
summer (May/June) of 1990. Approximately 22,500 personal interviews were involved. 
The study was commissioned by The Reader's Digest Association, Inc. in co-operation 
with its editions and offices in Europe. With the exception of Sweden it was conducted 
by the Gallup affiliated Companies and Institutes in Europe and was co-ordinated by 
Gallup, London. Probability samples were employed in each of the 17 countries, 
representative of the population aged 18 and over, living in private households. Reader's 
Digest Association Limited, London. 
The European Media and Marketing Survey (EMS) Conducted by InterView 
International, Amsterdam, the Netherlands. A European "industry" survey, which collects 
three broad, types of data in seventeen European countries simultaneously: 1. advertising 
effect data based on corporate and brand management. 2. media data. 3. classification 
data, covering the respondent in both his business and personal environment. 1995, 1997 
and 1999. The data are drawn from random digit dialing samples. The universe is main 
income earners in the top 20% of households by household income within each of the 16 
countries surveyed. An estimated population of almost 40 million people (18 years or 
older) in the EU (excluding Greece) and Switzerland and Norway. EMS 1996 achieved 
16,823 interviews and 8,221 self-completion questionnaires. EMS 1997 achieved 17,844 
telephone interviews and 7,711 postal questionnaires. In total in 1996/1997 (report 1997) 
34,667 telephone interviews and 15,940 postal questionnaires were completed. Reports 
are available to subscribers only. 
Consumer Europe 1997, a compendium of pan-European market information on sales in 
value and volume of a large number of products, and Consumer International 1997, by 
Euromonitor PLC, London. 
Eurobarometer, (1) Reports of 1990, 1993, 1995, 1997, 1998 and 1999, including data on 
attitudes in general and toward the European Union; (2) “Measuring the Information 
Society 1997”; (3) “The Young Europeans 1997”; (4) "Trend Variables 1974-1994", 
November 1994. The standard Eurobarometer reports cover the population of the 
respective nationalities of the European Union Member States, aged 15 years and over, 
resident in each of the Member States. The basic sample design applied in all Member 
States is a multi-stage, random (probability) one. The number of interviews for the 
Report 53 (October 2000) was 16,078. The results of Eurobarometer studies are reported 
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in the form of tables, datafiles and analyses. The results are published on the Internet 
server of the European Commission: http://europa.eu.int/comm/dg10/epo. 
Eurostat Reports: (1) Annual Reports 1995, 1996, 1997, 1998/99, including demographic 
data and data on consumption. Data cover the member states of the European Union. (2) 
Social Indicators report 1960-1978 and (3) Family Budgets 1979 and 1988. Office for 
official publications of the European Communities, Luxembourg. 
OECD Economic Surveys of various years, including socio-economic and demographic 
data and ownership of durables. OECD in Figures. 1996. Internet: www.oecd.org 
World Bank Publications (1) World Development Reports of 1978 - 2000, including 
economic data and data on infrastructure; (2) World Tables, 1979/80 and 1995 
UN Statistical Yearbooks of 1951, 1961, 1970, 1971, 1976, 1977 and 1997, including 
economic data and data on media and car ownership. 
World Values Survey, data in: Inglehart et al. (1998) “Human values and beliefs”: 
comparative data on values. 
“National Cultures of the World, A Statistical Reference” Parker, P (1997): Data on 
climate. 
Food for Thought, provided by Unilever Food and Beverages, Rotterdam. Data on food 
consumption in Europe. 1985, 1990, 1992, 1997. 
M&M Europe: data on TV viewing and press readership worldwide, various years. 
McCann-Erickson. The Insider’s Report by Robert J. Coen. June 1997. Data on adspend 
and media. Internet: www.McCann.com 
WARC Adspend databank: data on advertising expenditures 
Starch INRA Hooper and IAA Worldwide Advertising Expenditures 1989 and 1993 
Asian Marketing and Advertising, media data in Asia. 
 
 Data from the UN Statistical Yearbooks, from the World Bank Development 
Reports and from Eurostat are macro-level statistics. Data of these reports can be 
compared over time. Data of the two Reader’s Digest surveys and EMS are based on 
consumer interviews, as are the Eurobarometer data and the World Values Survey. They 
measure what people say they do. The two Reader’s Digest Surveys have asked similar 
questions in 1970 and 1991. EMS, partly sponsored by the Reader’s Digest, includes 
some of the same questions, but the target is different: only the 20 percent high income 
groups of countries. As a result, not all data can be compared over time. Euromonitor 
measures sales. For most product categories sales volume data per capita (units, 
kilograms or liters) are published, in some cases only in value per capita. Because of 
price fluctuations across markets, the latter data cannot be compared across countries. 
Also, sales data of durables cannot be used, as only sales for one year are measured from 
which no ownership data can be derived. Another limitation of Euromonitor data is the 
fact that for some countries where no data are available, predictions are made based on 
sales in comparable countries. This is not a big problem when the countries compared are 
culturally similar, such as Switzerland and Austria. Yet, this practice is also followed for 
Belgium and the Netherlands, which are culturally different. This results in seemingly 
biased data for some product categories (e.g. cosmetics). Euromonitor data cannot be 
used for time series. A telephone conversation with Euromonitor’s statistician (Ms G. 
Brown) on November 19, 1999, revealed that data earlier than 1992 are statistically not 
comparable with data after 1992 because of a change in measurement system. Another 
limitation to these data is in the high costs and unavailability in public libraries. More 
detailed information on data, such as sources, questions underlying the data, answer 
categories, are included by category in the relevant appendices. 
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3.6. CONCLUSIONS 
 
 This chapter reviews the literature with respect to cross cultural research and 
methodology. The methodological approaches to comparative research are reviewed. 
Levels of analysis and data types are described. The methodology selected for our study 
is described as well as the variables to be used and their interdependence. Several 
problems of analysis are discussed and sources used are listed.  
 
 Conclusions are the following: (1) Differences in consumption between countries can be 
explained and predicted by a number of independent variables. (2) Climate and income 
are powerful predictors for differences in consumption and product ownership 
worldwide, but cultural differences are more meaningful predictors. We decided to 
include income throughout our analysis. Climate is only included if it is assumed to have 
relevance, for example in the analysis of food products and beverages. (3) Urbanization 
and population density are too much interdependent with income and climate to serve as 
proper independent variables. They are not included in further analysis. (4) The variables 
selected for our study are income and Hofstede’s five cultural variables. (5) Although the 
six variables are all relevant, sometimes an additional variable is even more relevant and 
is added to the equation.  
 
 Two concepts relevant for our study are described: Hierarchies of explaining variables 
and product constellations. Because of the interdependence  of some of the variables, the 
hierarchy in which they operate must be understood to use the explanatory power of each 
variable for various product categories. Some products are related to each other with 
respect to usage and product values. We adapted the product constellation concept to 
understand the relationships. 
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Table 3.13 Data of nine independent variables for 44 countries  
Country INC CLI PDN URB PDI IDV MAS UAI LTO 
Argentina (ARG)  8.57 1521 13 89 49 46 56 86  
Australia (AUL) 20.54 784 2 85 36 90 61 51 31 
Austria (AUT) 27.98 2209 97 56 11 55 79 70 30 
Belgium (BEL) 26.42 2601 310 97 65 75 54 94 25 
Brazil (BRA) 4.72 256 19 80 69 38 49 76 65 
Canada (CAN) 19.29 2809 3 77 39 80 52 48 23 
Chile (CHL) 5.02 1296 19 84 63 23 28 86  
Colombia (COL) 2.28 36 35 74 67 13 64 80  
Costa Rica (COS) 2.64 100 66 50 35 15 21 86  
Denmark (DEN)  32.50 3134 123 85 18 74 16 23 46 
Ecuador (ECA) 1.59 4 41 60 78 8 63 67  
El Salvador (SAL) 1.81 169 273 46 66 19 40 94  
Finland (FIN) 24.08 3844 17 64 33 63 26 59 41 
France (FRA) 26.05 2116 106 75 68 71 43 86 39 
Germany (GER) 28.26 2601 234 87 35 67 66 65 31 
Great Britain (GRB) 20.71 2809 243 89 35 89 66 35 25 
Greece (GRE) 12.01 1444 81 60 60 35 57 112  
India (IND) 0.39 441 313 27 77 48 56 40 61 
Indonesia (IDO) 1.11 25 107 37 78 14 46 48  
Ireland (IRE) 18.28 2704 52 58 28 70 68 35 43 
Israel (ISR) 15.81 1024 269 91 13 54 47 81  
Italy (ITA) 20.12 1764 195 67 50 76 70 75 34 
Japan (JPN) 37.85 1369 333 78 54 46 95 92 80 
Korea, Rep. (KOR) 10.55 1296 456 83 60 18 39 85 75 
Malaysia (MAL) 4.68 16 61 55 104 26 50 36  
Mexico (MEX) 3.68 576 48 74 81 30 69 82 
Netherlands (NET) 25.82 2704 456 89 38 80 14 53 44 
New Zealand (NZL) 16.48 1681 13 86 22 79 58 49 30 
Norway (NOR) 36.09 4096 14 74 31 69 8 50 44 
Pakistan (PAK) 0.49 841 169 35 55 14 50 70 0 
Panama (PAN) 3.08 81 35 54 95 11 44 86  
Peru (PER) 2.46 100 19 72 64 16 42 87  
Philippines (PHI) 1.22 121 236 56 94 32 64 44 19 
Portugal (POR) 10.45 1521 108 37 63 27 31 104 30 
Singapore (SIN) 32.94 1 4896 100 74 20 48 8 48 
South Africa (SAF) 3.40 900 30 50 49 65 63 49  
Spain (SPA) 14.51 1600 79 77 57 51 42 86  
Sweden (SWE)  26.22 3481 21 83 31 71 5 29 33 
Switzerland (SWI) 44.32 2209 178 62 34 68 70 58 40 
Thailand (THA) 2.80 169 116 21 64 20 34 64 56 
Turkey (TUR) 3.13 1521 80 72 66 37 20 85  
USA (USA) 28.74 1936 29 77 40 91 62 46 29 
Uruguay (URU) 6.02 1156 18 91 61 36 38 100  
Venezuela (VEN) 3.45 81 25 86 81 12 73 76  
Income = GNP/cap 1997; CLI = squared absolute latitude; PDN = population divided by land 
area; URB = urban population as % of total population. 
Sources: INC, PDN, URB: World Development Report 1998/1999; CLI: Parker, 1997; PDI, IDV, 
MAS, UAI, LTO: Hofstede, G. 1991; LTO scores Countries in Europe: EMS97 
 



CHAPTER 4 
 
 
 

CONVERGENCE - DIVERGENCE 
 
 
 This chapter provides evidence of convergence, stability or divergence. Time-series 
data demonstrate that at macro level and at micro level, both convergence and 
divergence take place, but to varying degrees in different regions. In Europe, nearly as 
many cases of divergence as of convergence are found. If convergence takes place, it 
generally is a slow process. A general finding is that worldwide there is more 
heterogeneity than in Europe, although also in Europe for most aspects of consumption 
variance is found. 
 
 In literature we found that the convergence thesis generally is formulated at the 
macro level, and deals with aspects of national income, infrastructure and education 
levels of countries, facilitating possession of the communication means such as 
telephone lines, television sets, newspapers, computers and passenger cars. We also find 
convergence at the macro level. Penetration of the communication means of the “new 
economy” for example converges, but it is restricted to the developed world. What is 
more interesting to the players in the new economy than penetration of the means of the 
new economy is how they are used, what people do with them. We find that 
convergence of ownership of products does not necessarily mean convergence of usage. 
People may own modern technology, but they do not use it the same way across 
countries. We find that the new media, such as the Internet, - by many assumed to lead 
to convergence of habits and values - are generally adopted for doing the very things 
one is used to do. So, although convergence takes place at macro-level, substantial 
differences exist at micro-level. For example, the total number of cars per 1,000 
population may converge, but the distribution across the population, numbers owned per 
household, or ownership of type of car diverge. Also behavior of the group of business 
people, part of the top 20 percent incomes of Europe, by theorists thought to be a 
homogeneous target group for certain luxury articles, varies considerably across 
countries.  
 
 Such findings are included in this chapter. Examples of socio-economic variables 
are described, and specific (product) areas are covered: communication and technology, 
the media, the structure of private consumption, food and beverages, consumer 
electronics, personal and household products, and finance. The findings of convergence 
or divergence are described by product category and relationships with national income 
and culture are presented. These are in more detail in the tables in the appendix. For 
readability sake we did not include all tables in the text of this chapter, so for detailed 
tables we refer to the appendix. 
 
 
4.1. THE MACRO-LEVEL: SOCIO-ECONOMIC VARIABLES 
 
 Examples of socio-economic variables selected are those mentioned by the various 
authors suggesting convergence (Inkeles 1998; Inglehart 1997; Jain 1987; Kerr et al. 
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1998; Mühlbacher 1999; Peterson and Malhotra 2000): GNP per capita, urbanization, 
education and health. To this we add female share of labor force and housing because 
they are aspects of consumer behavior. 
 
 Convergence-divergence is measured for three groups of countries: worldwide 44, 
developed 26, and Europe 15. National income, measured by GNP per capita, is 
compared from 1960 to 1998 (data UN Statistical Yearbooks and World Bank 
Development Reports). Urbanization is compared from 1965 to 1995 (data World Bank 
Development Reports). Data on education are for the period 1960-1996 (data World 
Bank Development Reports). Other demographic data are on housing and working 
women, drawn from various reports, such as the Eurostat Year Books and the Reader’s 
Digest Reports.  
 
 Table 4.1. presents the percents mean convergence per year for a number of socio-
economic variables per group of countries.  
 
Table 4.1. Mean convergence per year (%) for selected socio-economic variables  
 Worldwide 44 Developed 26 Europe 15 
GNP per capita 0 .73 .96 
Urbanization .98 1.15 1.04 
Secondary education 1.72 1.43 2.27 
Tertiary education 1.05 .99 1.00 
Female share of labor force 1.79 1.79 1.87 
 
 Our findings show that at macro-level convergence takes place in each of the 
country groups, except for income worldwide. The pace of convergence varies between 
regions while for most macro variables, the fastest convergence has taken place in 
Europe. Fastest convergence is of secondary education in Europe. Worldwide education 
converges faster than in the 26 developed countries.  
 
 
4.1.1. National income 
 
 Of the countries in our analysis, in 1998 the country with the highest GNP per 
capita was Switzerland  with US$ 40,080 and the lowest was India with US$ 430. In 
1960 this was US$ 1,560 and US$ 73. The gap has not narrowed. Worldwide there is no 
convergence of GNP per capita, but in the developed world, incomes are converging, 
both among industrialized countries worldwide and in Europe (table A1, page 235). This 
is consistent with findings by Sarkar (1999:504) that economies of the developed world 
are converging, while in the developing areas incomes do not converge, or are even 
diverging.  
 
 For 44 countries worldwide, the coefficient of variation is .83 in 1960 and .84 in 
1998, so the differences are more or less stable. For the group of 26 developed countries 
worldwide, the coefficient of variation is .58 in 1960 and .42 in 1998. Mean convergence 
is .73 percent per year. For Europe 15, the coefficient of variation is .41 in 1960 and .30 
in 1998. Mean convergence is .96 percent per year. Although convergence has taken 
place, and mostly in Europe, there still are differences and these differences are related to 
Hofstede’s cultural dimensions. 
 In the group worldwide 44 (table A2, page 235) the differences in income are 
consistently, negatively correlated with power distance (1960: r = -.59***; 1998: r = -
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.62***), positively with individualism (1960: r = .77***; 1998: r = .72***), and 
negatively with uncertainty avoidance (1960: r = -.35*; 1998: r = -.33*). This is the 
configuration of dimensions of economic development. In the developed world we find 
similar, but weaker correlations (table A3, page 236). In Europe (table A4), the 
correlations have become less significant as the region has become increasingly 
homogeneous with respect to national income. The correlations with individualism 
(1960: r = .59*; 1998: r = .45*) and uncertainty avoidance (1960: r = -.51*; 1998: r = -
.44ns) become less significant over time. In the new millennium, Europe is an area that 
with respect to income can be viewed as increasingly homogeneous. 
 
 
4.1.2. Urbanization 
 
 With respect to urbanization, countries converge faster than with respect to income 
and only worldwide urbanization is related to income. Between 1965 and 1995 (Table 
A5, page 236) the coefficients of variation show a mean decrease per year of .98 percent 
for the group worldwide 44, 1.15 percent for developed 26, and 1.04 percent for Europe. 
For each of our groups of countries, the most significant correlations are with different 
variables (table A6, page 237). Worldwide, between 40 percent (in 1970) and 19 percent 
(in 1995) of variance of urbanization is explained by GNP per capita. In the group 
developed 26, between 1965 and 1980, variance is explained by uncertainty avoidance. 
In 1995, urbanization is not linked with income or culture anymore. In Europe, 
individualism explains between 52 and 63 percent of variance between 1965 and 1995. 
Thus, in Europe, the economically homogeneous area, the degree of urbanization can 
only be explained by culture. 
 
 
4.1.3. Education 
 
 With respect to secondary education, worldwide (44 countries), convergence is 
substantial until 1980, but after that year it stops (table A7, page 237). There still are 
differences between countries, and these remain stable. A threshold of convergence has 
been reached at a coefficient of variation of .35. Between 1960 and 1980 mean 
convergence per year is 1.72 percent.  
 In the group developed 26 mean convergence per year between 1960 and 1980 is lower: 
1.43 percent per year. For this group, the coefficient of variation is .35 in 1960 and .18 in 
1985. It remains at that level until 1996.  
 For Europe 15 convergence continues and the mean convergence per year for the period 
1960-1996 is 2.27 percent. The coefficient of variation is .33 in 1960 and .06 in 1996. In 
the developed areas, as compared with worldwide data, convergence is persistent and 
Europe is a truly homogeneous area.  
 
 Convergence also takes place with respect to tertiary education (table A7, page 237). For 
the group worldwide 44, between 1965 and 1993, mean convergence per year is 1.05 
percent; for the group developed 26 it is .99 percent; for Europe 15, mean convergence 
per year is one percent. 
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 In the three groups of countries, GNP per capita consistently explains variance of 
education levels (tables A8, A9 and A10, page 238-239). Wealth is the driver for 
education. Only in Europe the relationship disappears after 1990. This may imply that in 
the developed world, increased wealth will not necessarily lead to better levels of 
education in all nations.  
 
 
4.1.4. Health 
 
 We had wished to analyse worldwide data on health. Examples of data available are 
numbers of doctors or nurses per population, but data are not consistent over time. Data 
definitions change from “population per physician” to “physicians per 1,000 population” 
and to “percent of total population with access to health care” or “health care 
expenditure”, including both private and government expenditure. Thus comparison over 
time is difficult. If we take the number of doctors per 1,000 people from the OECD 
Economic Surveys (21 developed countries), the coefficient of variation is increasing, 
rather than decreasing over time (in 1969 .25 and in 1995 .33), which suggests 
divergence, with a mean divergence of .93 percent per year (table A11, page 239).  
 
 In the section “structure of consumption”, in this chapter (pages 123-129) we 
present data on the percent of total consumption spent on health care from various 
sources. For the three groups of countries, data from World Bank reports show 
divergence between 1980 and 1998 (table A57, page 258). In Europe, however, 
according to data from Eurostat, between 1986 and 1996, convergence takes place at .98 
percent per year (table A64, page 262)1. But data from the UN Statistical Yearbooks for 
a group of 33 countries worldwide show divergence. For a group of 21 countries 
worldwide a longer time span is available, from 1950 to 1994. In this time span the mean 
divergence is .73 percent per year. In a group of 16 developed countries worldwide, 
between 1950 and 1994, the mean divergence per year is .77 percent (tables A59-A60, 
page 259). In this group, eleven countries in Europe are included. Between 1950 and 
1997 for these eleven countries, the mean divergence is .72 percent per year.  
 
  Other comparative data on health expenditure in Europe, published by Eurostat are 
“Total health expenditure as a proportion of GNP”. Data for the years 1986-1996 
correlate with income only, until 1993 (r varies between .58* and .61*). Over time the 
positive relationship with uncertainty avoidance becomes more significant. In 1995 and 
1996, there is no significant correlation between income and medical care expenditures 
as a percent of GNP, but there are significant positive correlations with UAI (1995: r = 
.47* and 1996: r = .47*). The coefficients of variation are stable during the 10 years, 
they vary between .13 and .11, but the differences between countries represent 
substantial differences in expenditures. While in 1996 in France, the percent of GNP 
spent on health care is 9.6 and in Portugal 8.2, in the UK it is 6.9 and in Denmark 6.4 
percent. 
 
 The various data provide evidence that - in contrast to the other macro variables, 
expenditures on medical care have not converged with converging incomes. The 

                                                      
1 The discrepancy may be due to different measurements. World bank and UN data are of the 
percent expenditure on medical care of total consumption and include private and government 
health expenditures, such as those provided by national health plans, while Eurostat includes only 
private expenditures. For comparison the World bank and UN data give the better picture. 
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differences can only be explained by culture. In the time period of 47 years between 42 
percent and 57 percent of variance is explained by uncertainty avoidance. Expenditure 
on medical care is related to uncertainty avoidance, and so is people’s perceived health. 
Perception of health, and how this relates to consumption and behavior is further 
analysed in chapter five (page 175). 
 
 
4.1.5. Housing 
 
 The type of house people live in and ownership of private gardens, influence sales 
of a number of products. If, for example, in a country people have relatively few private 
gardens, penetration of lawn mowers will be low, but also other habits will vary. The 
differences between countries with respect to type of house people live in, and private 
gardens owned, are relatively stable (table A12, page 240). The coefficient of variation 
for living in a one family house (in 13 countries in Europe) are small (in 1981 .04 and in 
1991 .06), the coefficients of variation for living in a more family house remain large 
(1981: .80; 1991: .84). The latter can be explained by the small differences in 
individualism in this group of 13 countries where only a few countries can be defined as 
collectivist. Homogeneity with respect to people living in one family houses does not 
mean that the type of houses are similar. EMS99 data show that in Europe, variance 
between countries with respect to type of house is large. In particular large differences 
are found between countries with respect to people living in semi-detached houses and 
living in apartments. According to Eurostat, in 1995, in Spain 63 percent, and in Italy 61 
percent of the population lived in flats as compared to 3 percent in Ireland, 10 percent in 
the UK and 14 percent in Belgium. 
 
  Living in a more family house is a characteristic of collectivist cultures; there are 
significant negative correlations with individualism, but the correlations become less 
significant over time (1981: r = -.88***; 1991: r = -.53*) (table A13, page 240). Living 
in an apartment is the urbanized alternative of the more family house. In 1999 
individualism explains 38 percent of variance of living in an apartment.  
 
  The differences in ownership of private gardens are stable. Data that can be 
compared are of the Reader’s Digest surveys of 1970 and 1991. Coefficients of variation 
for ownership of private gardens are .46 in 1970 and .43 in 1991 (table A12, page 240). 
In Europe, ownership of private gardens correlates significantly with individualism 
(1970: r = .74***; 1991: r = .72***). We have not found more recent comparable data. 
EMS99 data on living in detached and semi-detached houses may provide a substitute: 
From the combined data we calculate a coefficient of variation of .26. The combined 
data of detached/semi-detached house also correlate with individualism (r = .45*). 
However, a detached/semi-detached house in a collectivist culture does not necessarily 
have a private garden, in the sense of a private garden in individualist cultures. In Spain, 
for example, the backyard of a one family house often is not used as garden, but for 
storing bicycles and the like. If there are gardens, many are communal gardens, not 
private. If we look at the percent living in an apartment (which definitely does not 
connect to a garden) we see a negative correlation with individualism (r = -.62**), which 
may be evidence of the continuity of the relationship between individualism and 
ownership of private gardens. Having a private garden is part of individualist societies: 
In collectivist cultures people get together in public places such as parks and bars and 
keep the home for the family only. This is confirmed by comparative data on number of 
cafés per million population (data Hotrec 1997, in: Sociaal Cultureel Planbureau 2000), 
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that show a negative correlation with individualism (r = -.55*). 
 
 
4.1.6. Women: Work and Education 
 
 “Housewives” used to be a category to be targeted by companies because of the sole 
involvement in the household by a majority of women. In the developed world, from the 
economic point of view, women could afford to stay home and dedicate themselves 
solely to doing household chores and raising children. In the developing world, working 
was a necessity for women and it was facilitated by the existence of an extended family 
where the children were taken care of. In the developed economies, increased education 
levels made women look for work outside the home. In the old sense, the housewife does 
not exist anymore. Increasingly, women have entered the labor force. The percent 
working women (“female share of labor force”, data World Bank) of countries has 
converged between 1970 and 1995. Mean convergence per year between 1970 and 1998 
is 1.79 percent for the group worldwide 44; in the group developed 26, it also is 1.79 
percent; in Europe, mean convergence per year is highest: 1.87 percent per year. In the 
group worldwide 44, the coefficient of variation decreases from .28 in 1970 to .14 in 
1998. In the group developed 26 the decrease is from .20 in 1970 to .10 in 1998. In 
Europe the decrease is from .21 in 1970 to .10 in 1998 (table A14, page 240). It looks 
like a ceiling has been reached with a maximum homogeneity in Europe.  
 
 If we look at part-time work by women in Europe, the differences are larger. In 
1995, the coefficient of variation is .47 and the mean convergence per year between 
1986 and 1995 is 1.79 percent (table A16, page 241). The differences with respect to 
men working part-time are also large, but decreasing. The coefficient of variation is .74 
in 1986 and .56 in 1995. Mean convergence per year is 2.7 percent. Convergence of 
women’s participation in the labor force may be partly due to convergence of women’s 
education. The differences between the countries of Europe with respect to the percent 
women in higher education are small. The coefficient of variation is .12 in 1986 and only 
.10 in 1995 (table A16, page 241).  
 
 Worldwide, in the developed world, and in Europe, until 1998, variance of women’s 
share of the labor force, is explained by income (table A15, page 241). In order to 
become wealthy, women have to work. In turn, wealth leads to higher levels of education 
that lead to a greater drive for women to enter the labor force. With the turn from 
industrialism to post-industrialism predictors have become low masculinity and 
individualism in the industrialized world. In Europe equality between men and women 
with respect to part-time work and degree of higher education is a characteristic of 
feminine cultures. In general, working part-time is still a luxury for women in Europe: 
GNP per capita explains variance of the degree of part-time work, but between 1986 and 
1995 the percent variance explained decreases (table A17, page 241). Table 4.2 
illustrates the change. 
 
 Working part-time by men appears to be part of the quality of life: Variance is 
explained by low masculinity (1986: R2 = .57; 1995: R2 = .40). In 1996, in the 
Netherlands 17 percent of working males worked part-time and in Denmark 10.8 
percent, as compared to 8,1 percent in the UK and 3,1 percent in Italy. 
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Table 4.2. Europe: Part-time work: males and females  
Year % women working part-time % men working part-time  
 Predictor R2 Predictor 1 R2  Predictor 2 R2  
1986 INC .50 MAS (-) .57 IDV .71  
1991 INC .40 MAS (-) .40  
1995 INC .39 MAS (-) .40 UAI (-) .58 
Source: Eurostat Annual Yearbooks 
 
 Low masculinity also explains variance of the percent women in higher education 
between 1986 and 1991 (1986: R2 = .31; 1991: R2 = .33). In 1995, GNP per capita 
explains variance, but negatively (R2 = .36). Obviously, in the lower income countries in 
Europe, women have started to make up for their lag in higher education (table A17, 
page 241). 
 
 So, initially, the participation of women in the labor force is an economic necessity. 
With increased wealth, it becomes a luxury and finally, in the postindustrial world, it 
becomes a spiritual and economic necessity, part of the quality of life. The predictor now 
is low masculinity. It looks like the feminine cultures have a competitive advantage in 
the post-industrial world, because of the skill to extend their quality of life values to the 
work place, instead of viewing the two as mutually exclusive.  
 
 
4.2. COMMUNICATION AND TECHNOLOGY 
 
  In cross-cultural research the variables used as a developmental characteristic of 
countries tend to be degree of penetration of means of communication and technology, 
next to GNP per capita, although they are strongly related (e.g. Craig et al. 1996; Helsen 
et al 1993; Jaffe 1974; Liander et al. 1967; McLauchlin 1993; Oyewole 1998; Ramond 
1973; Sethi 1971; Sethi and Curry 1973; Sheth and Lutz 1973; Sriram and 
Gopalakrishna 1991; Szymanski et al. 1993).  
 
  A country’s infrastructure for transport, technology and communication depends on 
a country’s wealth. If there is no infrastructure, e.g. roads, cable, telephone 
infrastructure, if there is no penetration of communication means such as television sets 
and newspapers, if there is little travel and communication, distribution of knowledge is 
limited. So it is fair to assume that the number of telephone main lines per 1,000 
population, the number of cars, but also numbers of television sets and newspapers per 
1,000 population, are linked with national income. To a certain point. If eventually every 
family is able to own one television set and one car, the question is what the choices will 
be when one becomes richer. At the macro-level, for four product categories (telephone 
main lines, passenger cars, television sets and newspapers per 1,000 population), for a 
thirty-year period, we calculated convergence, for the groups worldwide 44, Developed 
26 and for Europe 15. We also analyse the relationships between ownership of these 
products and income and the cultural variables, at macro level and at micro level.  
 
  Fastest convergence in Europe is for ownership of television sets, while circulation 
of newspapers slightly diverges. In most cases, if convergence takes place, it is a slow 
process and convergence is strongest for product categories that are related to economic 
development. 
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Table 4.3. Convergence or divergence per year (%), selected variables at macro level  
 Worldwide 44 Developed 26/20 Europe 15 
Telephone main lines/1,000 population 1.34 1.98 2.19 
Passenger cars per 1,000 population 1.17 1.71 1.83 
Television sets per 1,000 population 1.81 1.65 3.18 
Newspapers per 1,000 population .29 .23 - .08 
 
 
4.2.1. Telephone main lines 
 
 In 1966, in Spain, there were 96 telephones per 1,000 people and in 1997 there were 403 
telephone main lines per 1,000 people. In the Netherlands the numbers increased from 
200 per 1,000 people to 564 per 1,000 and in Switzerland, the richest country of Europe, 
the numbers increased from 394 per 1,000 people in 1966 to 661 in 1997. In Bolivia 
there were only 7 telephones per 1,000 people in 1966, which increased to 69 per 1,000 
people in 1997. With converging incomes, infrastructure also converges, which is 
reflected by the convergence of countries with respect to telephone main lines in all three 
country groups between 1966 and 1998 (table A18, page 242). During this time-span, 
national income explains between 90 and 56 percent of variance. In 1980, in all three 
groups, culture emerges as an explaining variable next to income. In the two groups 
worldwide individualism is a second predictor. In Europe, in 1980 weak uncertainty 
avoidance is the second predictor and from 1990 onwards femininity is an additional 
explaining variable. In the feminine cultures, a good infrastructure is viewed as 
important for the quality of life. Both uncertainty avoidance and low masculinity play a 
role in understanding differences in use of telephone lines and new developments in the 
category (table A19, page 242). Table 4.4. illustrates the increasing influence of culture 
over time. 
 
Table 4.4. Telephone main lines per 1,000 inhabitants: Growing influence of culture  
Year  Predictor 1 R2  Predictor 2 R2 Predictor 3 R2 
Worldwide 44  
1970 INC .90 
1980 INC .85 IDV .88 
1990 INC .79 IDV .83 
1996 INC .78 IDV .83 MAS (-) .85 
1998 INC .85 MAS (-) .87 IDV .89 
Developed 26  
1970 INC .83 
1980 INC .69 IDV .75 
1990 INC .72 MAS (-) .79 
1996 INC .47 IDV .59 MAS (-) .68 
1998 INC .63 MAS (-) .72 IDV .76 
Europe 15 
1970 INC .74 
1980 INC .72 UAI (-) .83 
1990 INC .73 MAS (-) .85 
1996 INC .56 MAS (-) .71 
1998 INC .72 MAS (-) .87 
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  Analysis of EMS99 data makes us conclude that in line with telephone main lines, 
also mobile phone ownership is a matter of quality of life (table A20, page 243). In 
Europe low masculinity explains 42 percent of variance. There is a significant 
correlation between penetration of telephone main lines and mobile phones (worldwide 
44: r = .78***; developed 26: r = .49*; Europe: r = .48*, see table A91, page 275). This 
contradicts the general expectation that mobile phones will penetrate faster in countries 
where the infrastructure of main telephone lines is weak. In contrast: New technology 
makes people do more of what they used to do. 
 
  How people use the phone also varies across cultures. From EMS data we find that 
Europe is a homogeneous area with respect to telephone penetration (CV = .03), but 
there is still heterogeneity with respect to ownership of two or three telephone lines (CVs 
are .38 and .63). The degree to which the phone is used, for example for  international 
telephone calls, varies and the differences correlate negatively with uncertainty 
avoidance. Variance between countries with respect to the total number of international 
calls, as reported in EMS99, is explained by weak uncertainty avoidance (R2 = .40). 
GNP per capita explains an additional 18 percent. 
 
  Analysis of the number of telephones owned in the EMS99 population of top 20 
income households in Europe shows that having “only one” telephone correlates 
negatively with income, while ownership of two or three telephones correlates positively 
with income. Income is the predictor.  
 
 
4.2.2. Passenger cars 
 
  In 1960 the numbers of passenger cars per 1,000 population varied from 344 in the 
United States to 160 in Sweden, 45 in the Netherlands, 9 in Spain and 5 in Japan. In 
1997 there were 4891 passenger cars per 1,000 people in the United States, 418 in 
Sweden, 372 in the Netherlands, 389 in Spain and 373 in Japan.  
 
  For the group of 44 countries worldwide the coefficient of variation for passenger 
cars per 1,000 population decreased from 1.39 in 1960 to .79 in 1997. Mean convergence 
is 1.17 percent per year. For the group of 26 developed countries worldwide the 
coefficient of variation decreased from 1.01 in 1960 to .37 in 1997. Mean convergence is 
1.71 percent per year. For Europe 15 the coefficient of variation decreased from 56 
percent in 1960 to 18 percent in 1997. Mean convergence per year is 1.83 percent (table 
A21, page 243).  
 
  Although in Europe convergence has taken place with respect to car ownership at 
national level, in 1997 there still are differences, but they are small and are not related to 
income or culture. Worldwide, GNP per capita is the driver of car ownership (table A22, 
page 243). In the developed world, the influence of income decreases (1960: r = .90***; 
1997: r = .52***). In Europe a significant relationship with income disappears altogether 
after 1990 (1960: r = .89***, 1997: r = .40). Between 1980 and 1997, individualism 
explains between 71% and 80% of variance worldwide and in the group developed 26 
between 62% and 76% (table A22, page 243). In Europe the relationship with 
individualism disappears in 1990 (1960: r = .54*; 1997: r = .26). In 1990, the correlation 
                                                      
1  This number seems low, possibly because many utility cars may not be registered as passenger 
cars. 
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with uncertainty avoidance turns from negative (innovatorship) to positive. While the 
adoption of new technology is first driven by weak uncertainty avoidance, later different 
cultural loadings become manifest. With respect to cars, it is high masculinity, combined 
with strong uncertainty avoidance. 
 
  When ownership of a passenger car changes from a luxury to a commodity, its 
cultural loading becomes more manifest. This is demonstrated by the differences at 
micro-level in Europe. While at macro-level (cars per 1,000 population), Europe has 
become more or less homogeneous, the same region appears to be quite heterogeneous 
with respect to data at micro level, such as the number of cars owned by families, the 
type of car owned, preference for new versus second hand cars, and attitudes and 
behavior with respect to cars, such as interest in the technological aspects of cars and 
buying decision making. Of the respondents of EMS 1999, 12.4 percent of the Italians 
and 8.5 percent of the British say they own three cars, as compared to 2.3 percent of the 
Danes, 2 percent of the Finns and 2.4 percent of the Dutch.  
 
  The coefficients of variation for ownership of one car, calculated from data of the 
Reader’s Digest surveys, have become smaller between 1970 and 1991 (1970 .24 and 
1991 .14) (table A23, page 244). Mean convergence per year between 1970 and 1991 is 
1.98 percent. Mean convergence per year of ownership of two cars in the same time-span 
is smaller: 1.04 percent. Data for ownership of three or more cars are available from 
EMS, representing the top 20 percent income levels. Among these groups, between 1995 
and 1999, ownership of one car and three cars diverge, while the differences between 
countries with respect to ownership of two cars are stable (table A23). Ownership of four 
cars converges, but differences remain: In 1999, the coefficient of variation is .55. Table 
4.5 shows the means of convergence and divergence per year for passenger cars at micro 
level for the period 1970-1991 and 1995-1999. The changes are explained by correlation 
and regression analysis with income and the cultural variables (tables A25 and A26, page 
245). 
 
Table 4.5. Convergence and divergence passenger cars at micro level, Europe 15  
  1970-1991 1995-1999 
  Convergence (%) Divergence (%) Convergence (%) Divergence (%) 
One car 1.98   2.00 
Two cars 1.04  0 
Three cars    1.74 
Four cars   2.54 
Saloon type  2.52 8.37 
Station wagon 1.00   0.74 
Sports car  1.84 3.72 
Main car bought new 0.99 0.10 
Second car bought new   0 
No knowledge engine size 0.33  0 
Partner involved   0 
 
  In 1970, the predictor for ownership of one car and two cars is GNP per capita (R2 = 
.80 and R2 = .32). But this relationship is only temporary. When cars are introduced, 
income and individualism are the major drivers. Initially, mainly people in the richer 
countries can afford to own a car. The more developed a country becomes, the more cars 
per 1,000 population. In 1994 there is a turning point: Income does not influence car 
ownership anymore. The relationship between individualism and car ownership becomes 
weaker over time. The negative relationship with uncertainty avoidance is stable over 
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time (1970: r = -.63**; 1991: r = -.45*; 1999: r = -.50*). Weak uncertainty avoidance 
goes with innovativeness, the inclination to embrace new products. Cars at that time 
were a relatively new phenomenon. Eventually, when everybody has a car, economic 
influences disappear for car ownership in general, but cultural influences become more 
manifest. At the micro level these are the predictors for differences in preferences and 
usage of cars. 
 
 
4.2.2.1. Number of cars owned 
 
 When in all countries most families own one or more cars, cultural values explain 
the differences in numbers of cars owned. In the masculine cultures, for example Italy, 
Germany and the UK, there are more families with two cars than in the feminine cultures 
such as the Netherlands and the Scandinavian countries. It may well be that in such 
cultures people think one car is enough, although one can afford to own two. Two 
calculations from EMS data give evidence of the negative correlation between ownership 
of “only” one car and masculinity. The percent answers “one car owned” (1995: r = -
.52*; 1997: r = -.63**; 1999: r = -.61**), and the percent answers “no second car” to the 
question which type of second car owned in 1997 (r = -.63**), 40 percent of variance is 
explained by femininity and an additional 35 percent by small power distance (table 
A24, page 244). This is the configuration of dimensions related to low status needs. 
Another explanation may be that families are smaller or there may be more one person 
households. This appears not to be of influence. The correlation between the percent one 
person households and ownership of (only) one car (EMS99) is negative (-.63**). 
According to the positive relationship with both masculinity and power distance, 
ownership of more than one car is a matter of status. This is confirmed by the 
relationship with masculinity. There is a significant correlation between masculinity and 
new car registrations, as reported by Euromonitor (r = .74***), 55 percent of variance is 
explained by masculinity (table A24, page 244). 
 
 Another striking difference between ownership of one car versus two or three cars is 
the change of direction of the correlation with uncertainty avoidance. While ownership 
of one car is negatively correlated with uncertainty avoidance (1997: r = -.50*), 
ownership of three cars is positively correlated with uncertainty avoidance (1997: r = 
.63**). Surprisingly, ownership of four cars is negatively correlated with income (1997: 
r = -.61**). This may be explained by the fact that the target of EMS is the top 20 
income group of countries. In the countries with a lower GNP per capita, income 
differences may be larger and the wealthy group of people is likely to be wealthier than 
the same group in countries of higher GNP per capita. This is explained by the 
correlation between GNP per capita and low power distance, making cultures more 
egalitarian. 
 
 
4.2.2.2. Type of car owned 
 
 Ownership of the saloon type car diverges between 1970 and 1991. The mean 
divergence per year is 2.52 percent. Also sports car ownership diverges between 1970 
and 1991. The coefficient of variation is .59 in 1970 and .96 in 1991 (table A23, page 
244). Mean divergence per year is 1.84 percent. For the period 1995-1999 the 
coefficients of variation derived from the EMS data show more convergence than 
divergence for the different car types. Ownership of the saloon type converges at 8.37 
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percent per year, ownership of the station wagon type diverges slightly at .74 percent per 
year, and ownership of sports cars converges at 3.72 percent per year. Ownership of the 
hatchback type converges at 4.65 percent per year. Table A27, (page 246) shows the 
results of correlation and regression analysis of types of cars, income and the cultural 
variables. No clear pattern can be derived from the results, except the relationship 
between national wealth and ownership of the modern station wagon/estate car. 
 
 
4.2.2.3. Preference of new cars over second hand cars 
 
 A difference that regardless of income has been consistent during the past 30 years, 
is whether people prefer to buy their car new or second hand. Of the respondents of EMS 
1999, 42.4 percent of the Italians, 33.8 percent of the Spanish and 36.9 percent of the 
Belgians report having bought their car new, as compared with only 7.5 percent of the 
Swedes and 13.6 percent of the Dutch. Consistently, the cultures of strong uncertainty 
avoidance prefer to buy their car new, while members of weak uncertainty avoidance 
cultures buy second hand cars.  
 

Figure 4.1. Preference of new cars, Europe 15. Sources: Reader's Digest and EMS 
 
 Between 1970 and 1991, preference of new cars diverges. The coefficient of 
variation is .23 in 1970 and .29 in 1991. Data from EMS confirm the pattern. The 
coefficients of variation are stable between 1995 and 1999, both for the main car bought 
new and the second car bought new. And the correlations with uncertainty avoidance 
have remained the same. For the main car bought new, the percents variance explained 
by uncertainty avoidance are 63 percent in 1970 and 73 percent in 1991. In 1995 66 
percent is explained by uncertainty avoidance, in 1997 63 percent and in 1999 53 percent 
(table A26, page 245). Figure 4.1 is a visual correlation of new car preference against 
uncertainty avoidance and demonstrates the stable pattern of this relationship. In this 
figure the X-axis shows the countries, the Y-axis the position of countries on the 
uncertainty avoidance index.  
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4.2.2.4. Attitudes to technology and buying influence   
 
  To complete the evidence of stability in attitudes to cars, two findings are described 
with respect to attitudes to technology and influence on buying cars: knowledge of the 
engine size of cars and involvement of the partner in choice of model and make of car.  
 
  Both the Reader’s Digest surveys and EMS ask questions about the engine size of 
the car owned by respondents. The answers “don’t know” can be viewed as a 
measurement of little interest in the engine size. The differences between countries to 
this respect are large. Of the respondents of EMS 1999, 30.6 percent of the Swedes don't 
know the engine size of their car as compared with 2.6 percent of the British. The 
coefficients of variation between countries with respect to “no knowledge of the engine 
size of the main car” are .87 in 1970, .81 in 1991, .80 in 1995, .87 in 1997 and .80 in 
1999. From 1995 onwards there are significant, negative correlations between “no 
knowledge of engine size” and masculinity (1995: r = -.51*; 1997: r = -.57*; 1999: r = -
.50*). In the feminine cultures there is less interest in technology than in the masculine 
cultures (table A26, page 245).  
 
  Also in the feminine cultures the decision-making process for car buying is different 
from the masculine cultures. The EMS surveys ask who was involved in choosing the 
make and model to buy of the main and second car. Answer categories are “you”, “your 
partner”, “another household member”, “your employer/business partner”, “someone 
else”. The answers “your partner” correlate negatively with masculinity. The coefficients 
of variation are stable in the period 1995-1999 (.26). The three years show significant, 
negative correlations between influence of the partner in the choice of car and 
masculinity, and variance is explained by low masculinity (1995: R2 = .50; 1997: R2 = 
.37; 1999: R2 = .35) (table A26, page 245). 
 
 
4.2.3. Television 
 
 In 1960 Spain had 8 TV sets and 90 radio receivers per 1,000 population. Portugal 
had 5 TV sets and 95 radios. In 1995, both in Spain and Portugal the number of TV sets 
exceeded the number of radios. In 1960 Sweden had 156 TV sets and 367 radios per 
1,000 population and Germany 83 TV sets and 287 radios. In 1995, both in Sweden and 
Germany the number of radios was nearly double the number of TV sets. In Sweden, the 
number of radios per 1,000 population was 882 and the number of TV sets per 1,000 
population was 478. In Germany the number of radios was 944 against 564 TV sets. In 
Europe, countries had converged with respect to ownership of TV sets and diverged with 
respect to ownership of radio receivers. 
 
 The number of television sets per 1,000 population has converged both worldwide 
and in the developed world (table A28, page 246). For 44 countries worldwide the 
coefficient of variation decreased from 1.51 in 1960 to .50 in 1998. For the group of 26 
developed countries worldwide the coefficient of variation decreased from 1.21 in 1960 
to .28 in 1998. For Europe 15 the coefficient of variation decreased from 1.00 in 1960 to 
.11 in 1998. Worldwide mean convergence per year is 1.76 percent. In the group 
developed 26 mean convergence per year is 2.02 percent and in Europe it is 2.43 percent. 
With a coefficient of variation of only .11, Europe can be considered to be homogenous 
with respect to television sets per 1,000 inhabitants. This homogeneity at macro level 



  115

masks heterogeneity at micro level, where with respect to numbers of televisions in 
households, type of television set or viewing time, there is much more variance.  
 
 EMS provides data on number of television sets and wide screen TV sets owned. 
The data concern the wealthy 20 percent of populations in Europe but may be indicative 
for national differences. In 1999 the coefficient of variation for ownership of one TV set 
is .33; for two TV sets it is .18; for three TV sets it is .43. The coefficient of variation for 
wide screen TV is .42 (table A30, page 247). Income and culture explain variance. 
 
 
4.2.3.1. Income and culture to explain variance 
 
  First the influence of income and culture data is analysed at macro level: The 
number of television sets per 1,000 population (table A29, page 247). Both in the group 
worldwide 44 and developed 26 the number of television sets per 1,000 population is 
related to income. In 1960 this relationship is not as strong as after 1970. In the group 
worldwide 44 between 1970 and 1998 a large percent of variance is explained by GNP 
per capita (1970: R2 = .88; 1998: R2 = .59). The second predictor is individualism, which 
in 1970 adds only 2% to the percent variance explained, but this increases over time. In 
1998 also uncertainty avoidance adds to the explanation. In the group Developed 26 the 
relationship with GNP per capita is weaker, but the influence of individualism remains 
strong. In 1998 the correlation between TV sets per 1,000 population and GNP per capita 
is less significant (r = .57***) than the correlation with individualism (r = .67***). 
Individualism is the only predictor and explains nearly half of variance (R2 = .45). In 
Europe, the more homogeneous region with respect to individualism, GNP per capita is 
the variable that explains the differences, but the relationship disappears in 1994. After 
that year there are no more relationships with income or culture. 
 
  From the relationships at macro level we conclude that a television set first is an 
object for the rich world. When eventually, everyone can afford to own a TV set, no 
more relationships with either income of culture are found. Television has become an 
integral part of life everywhere. But it has not brought the predicted global village 
(McLuhan 1964) and usage has not homogenized. The frequency of watching, and the 
programs are culture bound. The role of television in social life varies, as described in 
chapter 2 (page 71). In 1997 (EMS data), 30 percent of the (20 percent wealthy) 
Europeans did not understand any foreign language well enough to watch TV-news in 
another language and 70 percent use only one language at work. EMS reports that in 
1997, 54 percent of Europeans rarely or never watch the news in a foreign language and 
75 percent rarely or never watch soaps in a foreign language. 
 
4.2.3.2. Numbers of TV sets and VCR penetration 
 
  TV ownership may have converged at macro level, but analysis at micro level 
shows a different picture. Although Europe is economically a relatively homogeneous 
area, countries still vary with respect to wealth. In Europe in 1999, among EMS 
respondents (top 20 percent income households), in the richer countries people think one 
television set is enough, while in the lower income countries they own more television 
sets per family. With respect to ownership of one TV set, 55 percent of variance is 
explained by GNP per capita, while the relationship between ownership of two and three 
or more TV sets is reverse: 44 percent of variance of two TV sets owned and 40 percent 
of variance of three or more TV sets owned is explained by lower levels of GNP per 
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capita (table A31, page 248). An explanation may be conspicuous consumption of the 20 
percent wealthy people in the lower income countries. This does not explain the 
differences in ownership of wide screen television sets. Of respondents of EMS in 1999, 
16.5 percent of the French, 13 percent of the Spanish, 6.7 percent of the Dutch and only 
4.6 percent of the Danish report to have a wide screen television set. The differences do 
not correlate with income, but they correlate positively with uncertainty avoidance (r = 
.63**) and with masculinity (r = .45*). Strong uncertainty avoidance includes values 
related to the need for quality. The configuration uncertainty avoidance-masculinity is 
similar to the configuration that explains heavy viewing in a group of 19 countries 
worldwide1 (table A33, page 248). Naturally, heavy viewers benefit more from higher 
quality viewing than light viewers and this works also at the country-level.  
 
  An example of another culture-related aspect of television in Europe, is access to 
television channels at work, which appears to be part of the quality of life, as concluded 
from the negative correlation with masculinity (1997: r = -.75***; 1999: r = -.74***). A 
similar correlation is found with VCR penetration. Also VCRs are used to improve the 
quality of life by controlling one’s time. Worldwide, 40 percent of variance of VCR 
penetration is explained by income. In the group developed 26, 29 percent of variance is 
explained by long term orientation. An additional 22 percent is explained by low 
masculinity. In Europe 39 percent of variance is explained by low masculinity (table 
A29, page 247). 
 
 
4.2.3.3. Viewing time 
 
  There have been and still are differences in viewing time between countries, and 
these are related to income and culture. Data on viewing time across countries are not 
abundant. Some have been published in the Journal “Media and Marketing Europe” in 
the past years, some in other publications, such as data by the IP International Media 
Committee, for 19 countries worldwide for 1993, 1994, 1995 and 1999. For Europe, the 
earliest data are of the Reader’s Digest Surveys of 1970 and 1991. The measurement is 
viewing time per day in minutes (“daily viewing minutes”). Between 1993 and 1995, the 
differences between the 19 countries converge (table A32, page 248). The coefficient of 
variation is .21 in 1993, in 1994 it is .20 and in 1995 it is .19. Also in Europe there is 
some convergence. Between 1970 and 1991 convergence takes place, with a mean 
convergence per year of 1.97 percent. After 1993 the differences are stable or diverge 
slightly (table A32). The coefficients of variation are .17 in 1994, 1995 and 1996, in 
1997 and 1998 they are .18. Heavy viewing at national level is related to the 
configuration of high masculinity and large power distance, which can be concluded 
from data for 19 countries between 1993 and 1995. In 1993, masculinity explains 40 
percent of variance of daily viewing minutes. An additional 25 percent is explained by 
large power distance. In 1994, 24 percent of variance is explained by large power 
distance, an additional 20 percent by masculinity, while weak uncertainty avoidance 
explains another additional 19 percent. Similar results are found for 1995 (table A33, 
page 248). In Europe, in 1970 and 1991, the cultural connection with daily viewing 
minutes is individualism. From 1993 onwards, the configuration of dimensions to 
explain viewing is first the configuration high masculinity and large power distance (as 
in the group of 19 countries worldwide). Later, around 40 percent of variance is 

                                                      
1 The configuration is masculinity/large power distance. In Europe, power distance is strongly 
correlated to uncertainty avoidance. 
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explained by lower GNP per capita. In Europe, TV viewing is the poorer countries’ 
entertainment.  
 
  There also are differences between countries with respect to the percents “heavy 
viewing”. Both the Reader’s Digest surveys and EMS compare heavy and light viewing. 
For 1970 we selected as characteristic of heavy viewing “adults watching TV 21-28 hrs 
per week”. In 1991 the measure is viewing 21-27 hrs per week, and in 1999, it is 21-30 
average hours per week. The coefficient of variation in 1970 is .69; in 1991 and 1999 it 
is .36. So, with respect to heavy viewing, differences between countries are larger than 
for total viewing minutes. This measure of heavy viewing is mainly related to lower 
GNP per capita. So the lower income countries have a relatively higher share of heavy 
viewers. Data from EMS 1999 demonstrate that Portugal has a relatively large percent of 
heavy viewers: 49.4 percent watches between 11 and 30 hours per week. The percents in 
countries with a masculine culture are also higher: In the United Kingdom 57.9 percent 
and in Germany: 46.2 percent, as compared to the feminine cultures Sweden with 35.9 
percent and the Netherlands with 38.8 percent. 
 
 
4.2.4. Radio 
 
 Between 1960 and 1997 the numbers of radio receivers per 1,000 population in the group 
of countries worldwide 44 have converged by .82 percent per year and in the group 
developed 26 by 1.03 percent per year (table A34, page 249). In Europe a slight 
divergence is found: 22 percent per year. Until 1985 income is the explaining variable 
for differences in radios per 1,000 population. In all three groups around 1985 this 
influence of income disappears and individualism becomes the explaining variable (table 
A35, page 249).  
 
  In individualist cultures everybody has his/her own radio or even more than one, 
while in collectivist cultures one radio per household may be enough. In the individualist 
cultures people want to listen to their own music and programs, alone. In the collectivist 
cultures television may have replaced radios. In Spain and Portugal there are nearly 
twice as many TV sets as radios. The best explanation is the difference between 
individualist and collectivist cultures with respect to verbal and visual orientation. 
Television is more visual and radio is verbal. Figure 4.2. illustrates the increasing 
relationship between radio ownership and individualism for 18 countries worldwide. For 
these 18 countries, the significance of the correlation between radio ownership increases 
between 1960 and 1995. In 1960 r = .57**, in 1980 r = .64*** and in 1995 r = .68***. 
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Figure 4.2: Radio penetration and individualism. 
 
 
4.2.5. The press 
 
 In this section on the press, newspapers and books are covered. For magazine 
consumption no time series are available, although data on advertising expenditure in 
magazines, in section 4.2.6, are indicative. 
 
 
4.2.5.1. Newspapers 
 
 Data on newspaper circulation (copies/1,000 population) are available for a long time 
period (United Nations Statistical Yearbooks and World Bank Development Reports). 
The availability of newspapers and press worldwide is a function of wealth: The richer 
countries are, the more press media available. When we look at circulation data of (daily) 
newspapers, the coefficients of variation show stable differences between countries, but 
this varies across the three country clusters. Table A36 (page 250) includes data from 
1950 to 1996. In the worldwide 44 group the coefficients of variation converge between 
1950 and 1960, but remain around .78 after 1960. In the group developed 26, after 1960, 
differences in newspaper circulation also remain similar and the coefficients of variation 
vary between .48 and .51. In the group Europe 15 newspaper circulation across countries 
diverges slightly, with a mean divergence per year of .08 percent. The changes in 
newspaper circulation over the years are influenced by two developments: (1) increased 
wealth leads to more newspapers in the developing countries; (2) increased importance 
of television leads to a decrease of newspapers in the developed countries. 
 
 A few examples of numbers of newspapers per 1,000 population of 1950, 1980 and 
1996, are presented in table 4.6. We see that in some countries (e.g. Belgium), the 
number of newspapers is steadily decreasing, while in others, it first increases, and (with 
increased television availability) decreases (e.g. Mexico). In other countries (e.g. 
Norway), there is a steady increase.  
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Table 4.6. Numbers of newspapers per 1,000 people in selected countries, 1950-1996  
  1950 1980 1996 
Australia 455 323 297 
USA 357 273 212 
Belgium 331 232 160 
Denmark 414 366 311 
Mexico 46 124 97 
Norway 415 463 593 
 
 Increasing numbers of television channels, which had the same impact in all 
countries, likely caused a general decline in newspaper circulation in the period 1980-
1985. After that period, the normal pattern resumes. Figure 4.3. illustrates the stability of 
newspaper circulation over time. In this figure the rankings of twenty-five countries 
worldwide follows the differences in 1994. The lines of the earlier years follow the same 
trend. The chart visualizes the fact that in some countries (e.g. Venezuela and 
Singapore), economic development has increased newspaper circulation. All over, 
newspaper readership may have declined as a result of television, but the differences 
between countries have remained the same. 
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Figure 4.3. Daily newspaper circulation 1950 - 1994 
 
  Correlations between income, culture and circulation of daily newspapers 
worldwide demonstrate the relationship between newspapers and national income. 
Worldwide this relationship is stable (table A37, page 250). This stability of income’s 
influence is also found in the group Developed 26 (table A38, page 250). In the more 
homogeneous group of countries of Europe, the influence of income is decreasing, and 
we see an increasing influence of culture. In Europe, already in 1960, weak uncertainty 
avoidance starts to explain part of the variance between countries (table A39, page 251). 
In 1975, 51 percent of variance is explained by weak uncertainty avoidance. In 1980, 49 
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percent is explained by weak uncertainty avoidance, and in 1996 34 percent1. 
 
  More important to advertisers than circulation is readership, because circulation data 
are generally provided by the publishers and tend to be biased. Comparative readership 
data are not easy to collect. We use two producer independent measures, both data of 
1996: Number of copies sold in 1996, published by Euromonitor (36 countries 
worldwide) and the measurement “read yesterday”, published by McCann Erickson (31 
countries worldwide). The coefficient of variation for copies sold worldwide, is .72 and 
for the group developed 26 it is .54. The coefficient of variation for “read yesterday” for 
the group of 31 countries worldwide is .38 and for 25 developed countries it is .31 (table 
A40, page 251). So, although data are from different sources and based on different 
measurements, they are indicative for considerable differences across countries, also 
across the developed countries. The cultural explanation is by the degree of power 
distance and uncertainty avoidance: In the cultures of small power distance and/or weak 
uncertainty avoidance people tend to read more newspapers than in the large power 
distance/strong uncertainty avoidance cultures (tables A41 and A42, page 251). Figure 
4.4. illustrates the correlation between newspaper readership and power distance for 20 
countries worldwide. 
 

Figure 4.4. Newspaper readership and power distance 
 
  Newspaper readership is related to the degree of trust in the press, which is 
positively correlated with power distance. High levels of trust in authorities and the press 
go along with lower levels of newspaper consumption. See also chapter 5, page 174. 
 
  For Europe more data are available: Data of press consumption of 1993, 1994 and 
1996 and measurements of “read yesterday” of 1991 (Reader’s Digest) and 1996 
(McCann). Examples of differences in percents "read a newspaper yesterday" in 1997 are 
Finland: 87 percent, Germany: 80.6 percent, the Netherlands: 74.5 percent, Italy: 42.5 
percent and Spain: 37.6 percent. Press (newspapers and magazines) consumption 
diverges between 1993 and 1996. Mean divergence per year is 4.08 percent. Mean 
                                                      
1 In Europe, uncertainty avoidance is strongly correlated with power distance, which is the 
variable to explain differences in Newspaper readership. Alternating correlations are found 
between newspapers and power distance or uncertainty avoidance.  
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divergence per year of newspaper reading between 1991 and 1996 is 3.03 percent (table 
A43, page 252). Other data to calculate convergence-divergence of newspaper readership 
are by Eurobarometer: The percents of people who read the news in the newspaper 
everyday. In 1999 the percents respondents who say they read the news in the newspaper 
everyday vary enormously: Finland: 74 percent, Sweden: 73 percent, the Netherlands: 59 
percent, Germany: 58 percent, France and Italy: 33 percent, Spain: 26 percent and 
Portugal: 18 percent. The coefficients of variation for this measurement remain more or 
less the same between 1995 and 1998: .37 and .38 (table A44, page 252). The three types 
of data measuring newspaper readership in Europe consistently demonstrate the 
relationship between newspaper readership and power distance. The percent variance 
explained varies between 44 percent and 69 percent (table A45, page 252). 
 
 As the differences in newspaper readership between countries in Europe have existed for 
more than half a century, they are unlikely to disappear. Television is likely to remain a 
more important medium in the collectivist cultures than the press. Newspapers are only 
one type of press media. Differences with respect to the other printed media, magazines 
and books, are mainly related to individualism-collectivism.  
 
 
4.2.5.2. Book readership 
 
 Also book and magazine readership is related to culture. Data from the Reader’s 
Digest Surveys show that heavy book reading diverges between 1970 and 1991 (table 
A46, page 252). Mean divergence per year is 1.12 percent. The cultural explanation is 
individualism, which explains 33 percent of variance in 1970 and 52 percent in 1991 
(table A47, page 253). Unfortunately, we were unable to find more recent data on book 
readership. Table 4.7 summarizes the means of divergence for print consumption and 
readership.  
 
Table 4.7. Print consumption and readership in Europe: divergence  
  Mean divergence per year (%) 
Press consumption, Europe 15 (1991-1996) 4.08 
Newspapers “read yesterday”, Europe 15 (1991-1996) 3.03 
Reading the news in the newspapers every day, Europe 13 (1995-1998) 0.66 
Heavy book reading, Europe 15 (1970-1991) 1.12 
 
 Eurobarometer also provides data on book reading (percents answers "read book 
last week") for Europe in 1992, that correlate with IDV (r = .81***). IDV explains 65% 
of variance (table A47, page 253). Readership of magazines is combined with newspaper 
readership. The percent answers "read magazine or newspaper last week" correlates with 
IDV (r = .73**) and negatively with UAI (r = -.78***), UAI (-) explains 60 percent of 
variance. Separate data on magazine readership are not available, but differences with 
respect to advertising expenditures in magazines are indicative. Between 1988 and 1998, 
in Europe, variance in advertising expenditures in magazines is explained by 
individualism (table A54, page 256).  
 
 
4.2.6. Advertising expenditures 
 
  Total advertising expenditure per capita is an indicator of wealth. With converging 
incomes, advertising expenditures also converge. Between 1981 and 1995 (table A48, 
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page 253) in the group worldwide 44 mean convergence per year is 1.72 percent, in the 
group developed 26 mean convergence per year is 2.59 percent, and in Europe mean 
convergence per year is 2.04 percent. Correlations between GNP/capita and 
adspend/capita demonstrate that advertising expenditures are mainly related to GNP per 
capita, which explains worldwide between 74 and 88 percent of variance, in the group 
developed 26 between 55 and 72 percent, and in Europe between 56 and 77 percent 
(table A49, page 253). 
 
  Convergence of total advertising expenditures per capita is a macro phenomenon. 
At the micro level, the distribution of advertising expenditures over the media, there is 
more variety in convergence-divergence. If we look at the percents distribution of 
measured media, there is convergence with respect to advertising on television, but much 
less with respect to advertising in magazines and newspapers. Worldwide, differences 
between countries with respect to adspend in newspapers are more or less stable between 
1988 and 1998. Adspend in magazines, television and radio converges. Mean 
convergence per year for the three media is .84 percent for magazines, 2.44 percent for 
television and 1.74 percent for radio (table A50, page 254). In the group developed 26, 
we see a similar development: The percent adspend in newspapers varies by year and 
diverges slightly. Adspend in magazines, television and radio converges. Mean 
convergence per year is 1.23 percent for magazines, 3.32 percent for television and 2.53 
percent for radio (table A51, page 254). In Europe differences in adspend in newspapers 
are more or less stable. Adspend in magazines, television and radio converges. Mean 
convergence per year for magazines is 2.48 percent, for television it is 3.96 percent and 
for radio it is 4.49 percent (table A52, page 254). Overall, adspend on television 
converges fastest. Adspend in newspapers varies by year and convergence or divergence 
rates are so small that differences may be considered to be stable. In table 4.8 the 
convergence rates are summarized. 
 
Table 4.8. Mean convergence - divergence per year (%) of adspend and by media. 1988-1998  
  Worldwide 44 Developed 26 Europe 15 
Total adspend/capita: convergence  1.72  2.59  2.04 
Newspapers:stability   0.84  0.93  0.23 
Magazines: convergence  0.84  1.23  2.48 
Television: convergence  2.44  3.32  3.96 
Radio: convergence  1.74  2.53  4.49 
 
  The shares of total display advertising expenditure in newspapers, in magazines, 
and on television for the groups worldwide 44, developed 26, and Europe 15, reflect the 
differences in media usage and confirm findings of reading and viewing of newspapers 
and television. For calculation of convergence we used data between 1988 and 1998 of 
one source only. For understanding relationships with income and culture we also 
include earlier data for newspapers and television. So for newspapers and television, data 
of 1981 (Starch Inra Hooper) are included, which is not done for magazines and radio as 
these are not available.  
 
  Variance of adspend in newspapers in the three country groups is mostly explained 
by weak uncertainty avoidance (R2 varies between a highest 73 percent in Europe and a 
lowest 37 percent worldwide) (table A53, page 255). This is consistent with our findings 
of readership of newspapers. Worldwide and in the group developed 26 a share of 
variance is also explained by low masculinity. This seems logical, as it is opposed to the 
relationship between viewing time and masculinity. People can spend their time only 
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once: Reading or viewing. 
 
  Worldwide between 23 and 40 percent of variance of adspend in magazines is 
explained by individualism. We have no comparative data on magazine reading, but it is 
likely to be similar to book reading, which also is correlated with individualism. In the 
group developed 26 no meaningful relationships are found between adspend in 
magazines and culture or income. In Europe positive correlations are found between 
adspend in magazines, power distance and uncertainty avoidance. In Europe the two 
dimensions are correlated with each other, which explains the alternating influence of the 
one or the other dimension. Between 28 and 50 percent of variance is explained by either 
power distance or uncertainty avoidance (table A54, page 256).  
 
  In line with TV viewing, adspend on television correlates negatively with GNP per 
capita, and a large share of variance is explained by lower incomes. Also in line with 
findings of TV viewing, an additional share of variance is explained by masculinity 
(table A55, page 257). Finally, radio is the most culture-free and not income related 
medium. Only in Europe (table A56, page 258), we find a negative correlation with 
individualism, but this is decreasing. 
 
  A few conclusions from the findings are that in the developed world along with 
converging incomes, the influence of income on newspaper circulation decreases much 
stronger than worldwide. The influence of culture increases with the decrease of the 
influence of income. While worldwide, adspend in magazines is correlated with 
individualism, in Europe, individualism plays a secondary role from 1993 onwards. At 
that time in Europe commercial television became important. In the more collectivist 
cultures television may have taken over the role of magazines while the individualist 
cultures remained more loyal to magazines. Television is also likely to have taken over 
the role of radio, in view of the disappearing influence of individualism. Interestingly, 
adspend on television and in magazines is positively correlated with power distance. 
Both media are ‘people media’. Many magazines discuss people, particularly important 
people such as stars and politicians, those who have an outstanding role in society 
("proper place in society"). 
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4.3. THE STRUCTURE OF PRIVATE CONSUMPTION 
 
  Various publications1 include data on the breakdown by purpose of private 
household consumption, or “structure of private consumption”. Published data are the 
percentages of total private consumption of a number of categories: Food; 
clothing/footwear; fuel & power; health care; transport & communications; leisure; 
furniture & household equipment. “Food” includes all food purchases for household 
consumption as well as alcohol and tobacco. “Clothing and footwear” include purchases 
of new and used clothing and footwear and repair services. “Fuel and power” include 
gross rents, fuel and electricity. “Health care” or "medical care" includes private medical 
and health expenses2. “Transport and communications” cover all personal costs of 
transport, telephones, and the like. “Leisure” includes entertainment, recreational and 
cultural services, but not eating out. The category “furniture, furnishings and household 
equipment" is only available for Europe (Eurostat). 
 
  From the World Bank reports we use data of 1980 and 1998 for 37 countries 
worldwide3, developed 26 and Europe 15. These data are used for convergence-
divergence calculations only (table A57, page 258). Correlation and regression analysis 
delivers similar results as from the UN data. From the UN Statistical Yearbook 1997, 
data for 33 countries4 worldwide can be compared for 1986 and 1994. For only 21 
countries5 worldwide, data can be compared for a period of nearly 45 years (1950-1994). 
From these 21 countries worldwide, a group of 16 developed countries6 is derived. For 
Europe, time-series from the Eurostat Yearbooks 1997 and 1998/99 are used for the 
period 1986-1996, for 13 countries7. Table 4.9 presents an inventory of the rates of 
convergence or divergence per year of the various categories. 
 
  The summary of convergence-divergence in table 4.9. demonstrates that data of the 
different sources vary. World Bank data result in convergence only for food worldwide 
and divergence of all other categories in all three country groups. The other sources 
show more variety in convergence-divergence, but in several cases the percents are so 
small, that we better can conclude that there is stability. The percents of household 
consumption spent on transport and communications of the UN data converge in all 
regions.  
 

                                                      
1  Among others: Eurostat reports, World Bank Development and Economic Indicators Reports; 
UN Statistical Yearbooks. 
2  In section 4.1.4. we already noted that the data on medical or health care vary in different 
sources. Eurostat only includes private expenditures, while other sources also include government 
sponsored national health care expenditures. 
3 Worldwide 44 minus Colombia, Costa Rica, El Salvador, India, Malaysia, South Africa, 
Thailand. 
4 Australia, Austria, Belgium, Canada, Colombia, Denmark, Ecuador, Finland, France, Germany, 
Greece, India, Ireland, Israel, Italy, Japan, Korea, Mexico, Netherlands, Norway, New Zealand, 
Peru, Philippines, Portugal, South Africa, Singapore, Spain, Sweden, Switzerland, Thailand, UK, 
USA, Venezuela. 
5Australia, Austria, Belgium, Canada, Denmark, Ecuador, Finland, France, Greece, Ireland, Italy, 
Japan, Korea, Netherlands, Norway, Peru, South Africa, Sweden, Thailand, UK, USA. 
6  Australia, Austria, Belgium, Canada, Denmark, Finland, France, Ireland, Italy, Japan, Korea, 
Netherlands, Norway, Seden, UK, USA 
7  Europe 15 minus Norway and Switzerland 
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Table 4.9. Structure of consumption: mean convergence or divergence per year (%)  
  Worldwide 37 Developed 26 Europe 15 
  1980-1998 1980-1998 1980-1998 
  Conv. Diverg. Conv. Diverg. Conv. Div. 
Data World Bank Development Reports 
Food 1.90  0.72    0.99 
Clothing & Footw.  Stability  1.68   Stability 
Fuel & Power  4.40  4.82   4.58 
Health  3.27  4.66   5.16 
Transport & Com.  2.87  3.85   4.62 
Education  3.03  3.55   5.17 
Data UN Statistical Yearbooks and Eurostat (Europe 13) 
  Worldwide 33 Worldwide 21 Developed 16 Europe 13 
  1986-1994 1950-1994 1950-1994 1986-1996 
  Conv. Diverg. Conv. Diverg. Conv. Diverg. Conv. Div. 
Food & Drink  1.59  0.91  0.59 0.76 
Clothing & Footw.  2.02  0.23 0.10   0.87 
Fuel & Power  1.77  0.27 0.44   0.88 
Health care 0.20   0.73  0.77 0.98 
Transport & Com. 0.44  1.48  1.60  0.70 
Leisure 0.35   1.71 1)  0.65 1)  1.35 
Furniture & Hsh. Eq        0.57 
1) 1986-1994 
 
  We did correlation and regression analysis only on the UN and Eurostat data. 
Climate is included in the calculations with food and fuel & power, because of the 
assumption that in cold climates people spend more on food (as energy provider) and 
energy than in warmer climates. According to Engel's law, with increased wealth the 
percent spent on food is expected to decrease: The lower the income, the higher the 
percent spent on food. Generally speaking this appears to be true. What is not included in 
the theory is the fact that the differences remain stable, so there is no convergence 
between countries. With respect to fuel & power, both income and climate are expected 
to have explaining power. In cold climates the percent spent on fuel and power is 
expected to be higher, thus leading to variance between countries in a group with very 
different climates. There is indeed, a relationship with climate, but in most cases income 
is overriding. The percent spent on fuel & power was expected to converge with 
converging incomes. This assumption is not correct. With increased wealth, people buy 
more energy consuming machinery, so with increased wealth, energy consumption 
diverges. The developments are described and explained by category. 
 
 
4.3.1. Food 
 
 Engel's laws (Czinkota and Ronkainen 1988:72) provide some generalizations about 
consumers' spending patterns. They state that as a family's income increases, the 
percentage spent on housing will be roughly constant and the amount saved or spent on 
other purchases will increase. Thus, with increased wealth, the percent of food 
expenditure of total household budget should become smaller, and along with 
converging incomes, convergence should take place with respect to the percent of 
consumption spent on food. Our findings provide contradictory evidence. The results of 
the calculations with data from the World Bank demonstrate convergence worldwide and 
divergence in Europe. The UN data result in divergence worldwide and convergence in 
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Europe. Time series of Eurostat show convergence in Europe, but only at a small rate 
and the relationship between food expenditures as percent of private expenditures remain 
strongly correlated with collectivism. This is illustrated in figure 4.5. It reflects the 
cultural habit of collectivist cultures, where sharing of food is important. For the 
collectivist cultures, such as Spain, food has an important function in people's lives. It is 
an important aspect of socializing. 
 
 Even when convergence has taken place, differences remain. In 1994, the 
coefficients of variation are .42 for the group worldwide 33, .35 for the group worldwide 
21 and .31 for the group developed 16 (tables A58-A60, page 259). In Europe, in 1996, 
the coefficient of variation is .22 (table A64, page 262) and the difference is explained 
by culture: 62 percent of variance is explained by collectivism (table A65, page 262). In 
Europe the percent spent on food decreases over time, with increased incomes, but 
countries vary with respect to the pace of change. Examples are the percents for 1986 
and 1995 for selected countries: Denmark: 15.4-14.3; Italy: 20.8-16.3; Finland: 19.3-
14.1; UK: 13-10.4. 

 
Figure 4.5. The relationship between individualism and food expenditure. 
 
  The change in percent of household expenditure on food follows a pattern. Initially, 
the percent spent on food of total private expenditures is large. With increased wealth, 
this percent decreases. Over time the influence of collectivism becomes stronger. In the 
individualist cultures, the percent spent on food decreases. When collectivist cultures 
become richer, they retain their habits. In the collectivist cultures, food is a more 
important part of household expenditures than in individualist cultures, because of the 
important role of food in society. Always having enough food in the home and spending 
time on cooking is an important value. So, the differences between countries with respect 
to expenditure on food are expected to remain related to collectivism. From the very 
slow pace of change, it may be concluded that it will take a long time - if ever - for fast 
food to be accepted as the main meal in collectivist cultures. Although McDonald’s has 
entered nearly every country in the world, it is not used in the same way everywhere.  
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4.3.2. Clothing and footwear 
 
  The percents of household expenditures on clothing & footwear diverge or are 
stable in all groups of countries. We conclude that in the developed world the differences 
are stable over time (tables 4.9 and A58-A60, page 259). Worldwide the percent 
household expenditure on clothing and footwear is negatively correlated with income 
(tables A61 and A62, page 260). Not so in Europe, where in the period 1986-1996, 
between 31 and 44 percent of variance is explained by uncertainty avoidance (table A66, 
page 263). In Europe the percent household expenditure on clothing and footwear also 
decreases little over time.  
 
  The relationship between uncertainty avoidance and the stable percent of household 
expenditure on clothing and footwear confirms findings from cross-cultural observations 
and content analysis of advertising (De Mooij 1998a). In strong uncertainty avoidance 
cultures, being well groomed, or well dressed, is one way of confronting a threatening 
world. Expenditures on clothing and footwear were expected to be positively correlated 
with uncertainty avoidance. This is found to be true by the consistent positive 
relationship between uncertainty avoidance and the percent expenditure of total private 
consumption on clothing and footwear. In Europe, also significant negative correlations 
are found with individualism. This explains that being well dressed also means one 
wants to reflect well on one’s environment and does not want to make one’s in-group 
lose face by being badly dressed (Roland 1988:123). The percent of household 
expenditure spent on clothing and footwear in 1996 was 7.4 percent both in Spain and in 
Austria, in the Netherlands  it was 5.9 percent and in Sweden 5.3 percent. 
 
 
4.3.3. Fuel and power 
 
  The percent of household consumption spent on fuel and power diverges in all 
regions except in the group of 16 developed countries, where it can be described as 
stable (table 4.9 and tables A57-A60 and A64, pages 258/59 and 262). Figure 4.6 
illustrates divergence for 14 countries worldwide. For this group of 14 countries 
worldwide, in 1994 climate explains 67 percent of variance and income explains an 
additional 17 percent. In 1985, 60 percent of variance is explained by income and in 
1950 and 1960 there are no relationships with income or culture. As climate is a constant 
factor, it cannot be the explaining variable for divergence: climates are not becoming 
colder. The divergence we see is likely to be the reflection of the increasing gap between 
the technologically privileged part of the world versus the technologically deprived part, 
which is mainly related to the increasing income gap.  
 
  In Europe the percent spent on rent, fuel and electricity increases over time. Next to 
income, over time two cultural dimensions become additional explaining variables: 
Weak uncertainty avoidance and low masculinity (table A68, page 263). This 
configuration also explains variance of ownership of the electronic means of the new 
economy (see table A94, page 276). New technology drives energy consumption. 
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Figure 4.6. Divergence of energy consumption as percent of private consumption. 
 
 
4.3.4. Health and medical care expenditures 
 
  Worldwide, in the time period 1986-1994 the percent of private consumption spent 
on medical and health care is more or less stable: Mean convergence per year is only .22 
percent. Over the longer time period 1950-1994, worldwide and in the group of 16 
developed countries worldwide, the percent private expenditure on health care diverges 
by .77 percent per year. The World Bank data show even stronger divergence between 
1980 and 1998: Worldwide 3.27 percent per year, in the group developed 26 4.66 
percent per year and in Europe 5.16 percent per year. In Europe, in the shorter period of 
1986-1996, we find instead convergence at nearly one percent per year (table 4.9 and 
tables A57-A60 and A64, pages 258/59 and 262).  
 
  Worldwide a weak relationship is found with income. In the groups worldwide no 
significant relationships are found with culture, but in the group developed 16 we find an 
increasingly significant relationship with uncertainty avoidance. The correlation 
coefficient r varies from .45 to .47* (table A63, page 261). For Europe the results of 
calculations with the Eurostat data on health care as a percent of private consumption 
also show relationships with uncertainty avoidance, but of less significance. As the 
countries in Europe vary widely with respect to the contribution to health care by public 
health services, the data probably do not express the true differences. For the long time 
period 1950-1997 strong and stable positive relationships between the percent health 
care expenditure of private consumption and uncertainty avoidance are found for eleven 
European countries1 of the group developed 16 (data UN Statistical Yearbooks and the 
World Bank World Development Indicators report 1999). The percent of variance 
explained varies between 42 and 57 percent. In 1997, the percent of variance explained 
by uncertainty avoidance is 53 (table A67, page 263). 

                                                      
1  Europe 15 minus Germany, Spain, Portugal and Switzerland 
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4.3.5. Transport and communications 
 
  The percent of private consumption spent on transport and communications 
converges in all four groups of countries analysed, be it stronger in the developed world 
than in the groups worldwide (table 4.9). In the time period 1950-1994, worldwide, there 
is a consistent negative correlation with uncertainty avoidance, which explains around 30 
percent of variance (table A62, page 260). In the group developed 16, in the early years 
the correlation with income is strongest, while this influence disappears after 1986. In 
1994, 35 percent of variance is explained by weak uncertainty avoidance (table A63, 
page 261). In Europe, only in the early years relationships exist between income/culture 
and the percent expenditures on transport and communications. The Eurostat data on 
travel and communications show only a significant correlation with income in 1970 (r = 
.69*) and significant negative correlations with long term orientation until 1985. 
Spending one’s money on traveling may contrast with values of thrift. In the later years, 
there are no significant correlations between income and/or the cultural dimensions and 
the share of expenditure on transport and communications. The lack of meaningful 
relationships is likely due to the fact that the data combine travel and telecommunication.  
 
 
4.3.6. Leisure and entertainment 
 
  Worldwide, in the period 1986-1994, the percent of private consumption spent on 
leisure and entertainment is more or less stable over time (table A58, page 259). In the 
same period, it diverges in the group worldwide 21 and both in the developed group 
worldwide 16 and in Europe (table 4.9). In the group worldwide 33, variance is 
explained by income (26 percent in 1986 and 16 percent in 1994) (table A61, page 260). 
No significant relationships were found between the percent expenditures on leisure and 
income or culture for the long-term period in the groups worldwide 21 and developed 16. 
In Europe, spending money on leisure and entertainment activities is related to small 
power distance. Consistently, between 48 and 56 percent of variance is explained by 
small power distance (table A69, page 264). The heavy spenders are Sweden and the 
United Kingdom with 3.6 percent. The low spenders are Spain and Belgium with 1,7 
percent. In cultures of large power distance people are likely to spend more leisure time 
visiting family and relatives. 
 
 
4.3.7. Furniture, furnishing and household equipment 
 
  Time series data for the percent of private consumption on furniture, furnishing and 
household equipment are only available for Europe (data Eurostat). Between 1986 and 
1996, the percents diverge, with a mean divergence per year of 57 percent (table A64, 
page 262). Only between 1970 and 1976, a relationship between income and the percent 
of private consumption spent on furniture is found. With converging incomes, this 
relationship disappears. Instead, strong uncertainty avoidance explains between 40 
percent and 65 percent of variance (table A70, page 264).  
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Figure 4.7. Uncertainty avoidance, clothing & footwear and furniture. 
 
  In the strong uncertainty avoidance cultures people spend more on furnishings, 
furniture and household equipment. This relationship is stable over time. In the later 
years, after 1994, also significant correlations are found with masculinity. Expensive 
furniture and design household equipment has become a matter of status. This finding 
explains the Italian and German (strong uncertainty avoidance and masculine cultures) 
design furniture such as by Rolf Benz, as opposed to the no-nonsense values reflected by 
the Swedish (weak uncertainty avoidance and feminine culture) IKEA. Figure 4.7 
illustrates the relationships between uncertainty avoidance and furniture and with 
clothing as percent expenditure of private consumption in Europe. 
 
 
4.4. FOOD, BEVERAGES, ALCOHOL AND CIGARETTES 
 
  Too few consistent time series data on food consumption are available in the public 
domain, to be able to measure convergence or divergence. Only for areas of concern to 
governments (cigarette and alcohol consumption) time series were found. For some food 
and beverage categories data from different time periods are available, but the data are 
from different sources and measured by different methods, so the results of convergence-
divergence calculations should only be viewed as indicative. They do, however, give an 
indication of convergence, stability or divergence. In the food and beverages category 
there is much less convergence than in the technology category. Even in Europe, the 
differences with respect to food and beverages are considerable. 
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4.4.1. Food 
 
  Coefficients of variation are calculated for a group of 39 countries worldwide, for 
the group developed 26 and for Europe 15 (Euromonitor, data of 1996) for eighteen food 
categories, including staples, such as rice, fish, vegetables and processed food such as ice 
cream, frozen foods and soup (table A71, page 265). Of all eighteen food categories, the 
coefficients of variation are smallest in Europe, which demonstrates relative 
homogeneity as compared with the group of 39 countries worldwide and the group 
developed 26 worldwide. The average coefficients of variation for the three groups of 
countries are: Worldwide 39: .92; developed 26: .76; Europe 15: .57. Even in Europe 
some coefficients of variation are quite large, they vary from .34 for bread and .37 for 
meat consumption, to 1.22 for chilled desserts.  
 
  To understand the role of climatic differences, climate is included in the correlation 
and regression analysis for all food products. Regression analysis is done with and 
without climate (see appendix for description of the calculations and tables A72-A81, 
pages 266-270).  
 
  Worldwide (table A72, page 266) climate explains between 20 and 52 percent of 
variance of consumption of seven of the eighteen food products. It explains variance of 
consumption of meat (20 percent), liquid milk (49 percent), yogurt (36 percent), cheese 
(45 percent), canned foods (49 percent), chocolate confectionery (49 percent) and sugar 
confectionery (52 percent). The direction of the correlations between climate and the 
seven categories are positive, so more is consumed in the cold climates than in the warm 
climates. Five of the seven categories can be considered to be energy providers as they 
contain sugar or milk: Liquid milk, yogurt, cheese, chocolate confectionery and sugar 
confectionery. When climate is excluded from the equation, individualism (positive) or 
power distance (negative) tend to become the cultural variables to explain variance. The 
main cause is probably the strong correlations between climate and individualism (r = -
.73***) and climate and power distance (r = -.71***) for this group of 39 countries. 
Income and cultural variables explain most of the differences with respect to processed 
foods. Income explains 13 percent of variance of consumption of chilled desserts and 37 
percent of soup. Individualism explains 49 percent of variance of frozen foods, 50 
percent of variance of biscuits, and 32 percent of variance of savory snacks. The 
configuration of small power distance and weak uncertainty avoidance explains variance 
of ice cream consumption (55 percent and 62 percent). 
 
  In the group of 26 developed countries (table A73, page 267) climate plays a lesser 
role, it explains variance for four categories: Negatively climate explains variance of 
consumption of fruit (19 percent) and positively liquid milk (35 percent), cheese (28 
percent) and sugar confectionery (30 percent). Fruit grows more abundantly in warm 
climates, which explains high consumption. Milk, cheese and sugar confectioneries are 
energy providers, which explains high consumption in cold climates. Individualism 
explains variance of consumption of frozen foods (32 percent), canned foods (18 
percent), biscuits (44 percent) and savory snacks (16 percent). Consumption of fish and 
rice is negatively correlated with individualism, which explains 31 percent of variance of 
fish consumption and 39 percent of rice consumption. Frozen foods, canned food and 
savory snacks are the early examples of fast food and eating in-between meals, fitting in 
the food habits of the individualist world. Variance of ice cream consumption is, as in 
the group worldwide, explained by small power distance and weak uncertainty 
avoidance. Small power distance explains 39 percent of variance and weak uncertainty 
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avoidance explains an additional 15 percent. 
 
  In Europe (table A74, page 267) climate explains variance of fruit consumption 
negatively (32 percent), and positively of liquid milk (46 percent) and ice cream (84 
percent). So the colder the climate, the more ice cream consumed. In the 15 countries of 
Europe there is a significant, negative correlation between climate and uncertainty 
avoidance (r = -.66***) and significant negative correlations between climate and power 
distance (r = -.51*) and masculinity (r = -.54*). This does not facilitate explanations of 
variance. The strong influence of climate on ice cream consumption can be explained by 
viewing ice cream as an energy provider (instead of a cooling mechanism) in cold 
climates. It is basically sweet milk. Both liquid milk and sugar confectionery are found 
to be energy providers, as concluded from the relationship with cold climate. Ice cream 
also is processed food, which may explain the relationship with weak uncertainty 
avoidance, a cultural dimension that is linked with the need for purity in food. In the 
group Europe 15 for two categories of processed food, weak uncertainty avoidance 
explains variance if climate is excluded from regression analysis: Frozen foods (R2 = 
.48) and savory snacks (R2 = .32). 
 
 
4.4.1.1. Processed food 
 
  For Europe, a few processed food categories are further analysed, compared with 
non-processed food and compared over time: Liquid milk and ice cream, all sorts of 
frozen foods, fresh fruit, fish, jams/preserves and packaged biscuits. For these categories, 
data of different time periods are available. If data are from different sources, 
convergence cannot be properly calculated and conclusions derived from comparison of 
coefficients of variation are tentative. 
 
  In 1996, the Swedes drank 132 liters of milk per capita, which is twice the volume 
of the Italians who drank 58.9 liters per capita. The Norwegians, with 141 liters per 
capita drank twice as much milk as the Belgians who consumed 70.5 liters per capita. 
For milk, convergence-divergence is calculated from data of the same sources in two 
different time periods for eight countries in Europe1. For 1970-1977 data of Eurostat are 
used and for the period 1985-1997 data from Food for Thought. Milk consumption 
converges in the period 1970-1977, with a mean convergence per year of 2.74 percent 
(table A75, page 268). Between 1985 and 1997, in the same eight countries, 
consumption of milk diverges. Mean divergence per year is .49 percent. Between 1985 
and 1997, in the same eight countries, ice cream consumption also diverges at 1.54 
percent per year.  
 
  Correlation and regression analysis shows a consistent relationship between milk 
consumption and weak uncertainty avoidance (table A76, page 269). For milk, in the 
eight countries, between 58 and 77 percent of variance is explained by weak uncertainty 
avoidance. The fact that fresh milk keeps better in cold climates than in warm ones may 
be one of the explanations of the relationship with climate, next to the fact that milk 
provides energy. The fact that milk perishes easily, can be one of the causes for the 

                                                      
1  Belgium, Denmark, France, Germany, Ireland, Italy, Netherlands, and the UK 
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relationship with uncertainty avoidance1. In the warm climates, even now that people 
have refrigerators that make liquid milk less perishable, public memory is that milk 
cannot be trusted. This is consistent with the finding that confidence in milk correlates 
negatively with uncertainty avoidance. Eurobarometer asks questions about confidence 
in food products, asking whether respondents think food is safe. Food categories 
included in the question are bread, fresh milk, cheese, canned foods, frozen foods, pre-
cooked meals, and other prepackaged products. The percents answer “not safe” correlate 
positively with uncertainty avoidance. For fresh milk, r = .71***, and for frozen foods, r 
= .75*** (this is further discussed in chapter 5, page 172). This attitude to milk may be 
extended to ice cream, thus explaining the correlations between weak uncertainty 
avoidance and ice cream consumption. 
 
  Consumption of frozen foods also varies considerably across countries in Europe 
and is negatively correlated with uncertainty avoidance. Although data are from different 
sources and the results must be viewed as indicative, coefficients of variation were 
calculated for various types of frozen foods, from the Reader’s Digest surveys, Food for 
Thought, and Euromonitor, all for 15 countries in Europe. In 1970, coefficients of 
variation are .67 for frozen fish or meat and .85 for frozen vegetables. The latter 
decreases to .37 in 1991. The coefficient of variation for “all frozen food” is .33 in 1992 
and .31 in 1997. The coefficient of variation for frozen ready meals is .40 in 1991 and 
1.06 in 1997 (table A77, page 269). The measurement of 1991 is what people say they 
buy and in 1997 it is volume sales. In 1996 in Denmark, sales volume of frozen food was 
10.4 kilograms per capita, in the United Kingdom it was 30.6, it was 14.5 kilograms in 
the Netherlands and 10.3 in Spain.  
 
  Between 1991 and 1997 consumption of all sorts of frozen food is negatively 
correlated with uncertainty avoidance. Between 38 and 60 percent of variance is 
explained by weak uncertainty avoidance (table A78, page 269). We concluded that low 
confidence in frozen foods is related to the need for purity, a value included in the 
dimension uncertainty avoidance. This becomes manifest with wealth. Originally 
consumption of frozen food is related to penetration of deep freezers but this relationship 
has disappeared. While in 1970 and 1991, significant correlations are found between 
ownership of deep freezers and consumption of frozen foods, in 1997 we do not find 
such a correlation (table A79, page 269). 
 
 
4.4.1.2. Fresh fruit and groceries 
 
  In Europe, in 1996, most fresh fruit is consumed in Italy (98 kilograms per capita), 
Austria is next with 96.8 kilograms per capita and Spain with 78.5. The Danes consume 
only 54.3 kilograms and in the United Kingdom even less fresh fruit was eaten: 37.7 
kilograms per capita. Also fish consumption varies enormously: In Spain 22.3 kilograms 
per capita and in Austria only 2.7 kilograms per capita. In warm climates, more fresh 
fruit is consumed than in cold climates. Modern distribution systems may have caused 
some convergence, but there still are considerable differences. There is relatively little 
variance of consumption of fresh apples and oranges in 1970, but these data do not 
represent consumption in volume. Variance is much larger for total fresh fruit 

                                                      
1  The correlations between ice cream consumption and uncertainty avoidance as presented in 
table A76 (sourced from Food for Thought), are not very significant, in contrast to the findings 
from data by Euromonitor in table A74. This may be due to differences in data collection. 
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consumption in 1992 and 1997. The coefficients of variation for fresh fruit consumption 
are .42 in 1992 and .37 in 1997, which represent considerable differences (table A80, 
page 270). In Europe also the coefficients of variation for some grocery products and 
fish are quite large: Fish: .46; packaged biscuits: .42 in 1992 and .39 in 1997; jams and 
preserves: .37 in 1992 and .36 in 1997 (table A80, page 270).  
 
  Fish consumption is correlated with the cultural configuration of the Mediterranean 
region: Large power distance, low individualism and strong uncertainty avoidance. 
Consumption of jams and preserves is correlated with the configuration of dimensions of 
the northern countries of Europe: small power distance, individualism and weak 
uncertainty avoidance (table A81, page 270). These consumption habits have been 
established during the past centuries and are not likely to change fast, if they will ever 
change. Packaged biscuits represent a type of processed food that varies across countries 
because of consumption habits. The relationships with the cultural dimensions explain 
the different habits with respect to biscuit consumption: In the individualist, masculine, 
strong uncertainty avoidance cultures (Germany, United Kingdom) consumed as in-
between meal snacks, while biscuits are consumed as breakfast items in the large power 
distance cultures. 
 
 
4.4.2. Beverages 
 
  For 38 countries worldwide, developed 26 and Europe 15, consumption data 
(Euromonitor) are for all soft drinks, carbonated drinks, fruit juices, mineral water, tea, 
coffee and beer. The coefficients of variation worldwide vary between .58 for soft drinks 
and 1.34 for tea, the average coefficient of variation is .90. The coefficients of variation 
in the group developed 26 vary between .37 for soft drinks and 1.32 for tea, the average 
coefficient of variation is .74. Also in Europe, the coefficient of variation for soft drinks 
is lowest (.29) and for tea is highest (1.60), the average coefficient of variation is .66 
(table A82, page 270). In all three country groups the coefficient of variation for soft 
drinks is smallest.  
 
  In 1996 Americans consumed 273 liters per capita of soft drinks. This is twice as 
much as the Dutch who drank 133 liters per capita. Germans drank 164 liters per capita, 
nearly twice as much as the Norwegians who consumed 86.1 liters per capita. The soft 
drink market is dominated by a small number of global players. It is the most 
homogenized market with respect to sales volume in the developed world. The soft drink 
market is dominated by players of Anglo-American origin who during the past 50 years 
also have dominated the advertising scene in the developed world. While advertising for 
global brands like Coca-Cola, Pepsi Cola, Fanta, Sprite and 7Up tends to be adapted to 
local conditions in the developing markets, the developed regions were expected to 
homogenize and advertising was increasingly standardized in Europe in the past 
decades1. Although the differences that have remained in Europe are small, these 
differences, stable during the past decade, may well be caused by the reflection of 

                                                      
1  In March 2000, Coca-Cola has changed its strategy from global standardization to local 
autonomy and decentalized management to place them closer to their local markets. In the 
Financial Times (WWW.FT.com, 28.03.2000), Douglas Daft, Coca-Cola’s CEO was quoted 
“The world was moving in one direction, and we were moving in another. .. the very forces that 
were making the world more connected and homogeneous were simultaneously triggering a 
powerful desire for local autonomy and preservation of unique cultural identity”. 
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masculine values in advertising for the leading soft drink brands. This can be concluded 
from the correlation between total soft drink consumption and masculinity, which in 
Europe explains 60 percent of variance (table A83, page 271). Figure 4.8. illustrates the 
relationship between soft drinks consumption and masculinity in Europe. 
 

Soft drinks consumption
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Figure 4.8: Soft drinks consumption in Europe and masculinity 
 
  Fruit juice serves as an energy drink (positive relationship with cold climate). Tea is 
a drink of weak uncertainty avoidance cultures. Worldwide, uncertainty avoidance 
explains 15 percent of variance; in the group developed 26, it explains 18 percent, and in 
Europe 29 percent. Although coffee is consumed in the warmer climates, the high 
volume coffee drinkers are in the cold climates, with the higher incomes (table A83, 
page 271).  
 
  Mineral water consumption varies along with climate and uncertainty avoidance. 
Mineral water serves as a thirst quencher (negative relationship with climate), but the 
relationship with culture is stronger. For mineral water consumption worldwide 28 
percent of variance is explained by income and an additional 21 percent by strong 
uncertainty avoidance. The relationships are similar in the group developed 26, but not 
as significant. In Europe 53 percent of variance is explained by uncertainty avoidance, an 
additional 22 percent by income and another additional 9 percent by masculinity (table 
A83, page 271). Soft drinks and mineral water are further analysed in the following 
sections. Figure 4.9 illustrates the relationship between uncertainty avoidance and 
consumption of mineral water for 17 countries worldwide.  
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Figure 4.9. Mineral water consumption and uncertainty avoidance. 
 
 
4.4.2.1. Mineral water and soft drinks in Europe 
 
  For mineral water and soft drink consumption in Europe several data are available 
from different sources. Data from the Reader’s Digest surveys and from EMS ask 
questions about consumption of beverages (“drink taken in the past 7 days” or “normally 
having in the home”). Answers to these questions lead to smaller variation than volume 
sales data. Calculations with data from Euromonitor and Food for Thought demonstrate 
that there are considerable differences in Europe with respect to volumes of mineral water 
consumed. Coefficients of variation for mineral water consumption vary between .84 and 
.88 between 1992 and 1997 (table A84, page 272). 
 
 The Belgians drink 10 times as much mineral water as the British and 6 times as 
much as the Dutch, their neighbors in Europe. Although consumption of mineral water 
has increased everywhere in Europe, our findings indicate that the differences between 
countries have remained similar since 1970 or have become even stronger. Between 44 
and 53 percent of variance is explained by strong uncertainty avoidance. In France, 
Germany, Italy and Belgium, of strong uncertainty avoidance, people drink increasing 
volumes of mineral water, as compared to the United Kingdom and Scandinavia, cultures 
of weak uncertainty avoidance, where people have lesser needs for purity and have 
different perceptions of what is necessary for their health. These differences cannot be 
explained by differences in income or quality of tap water. Correlation analysis shows 
that already in 1970 the need for purity, a value included in Hofstede’s dimension 
uncertainty avoidance, is positively related to mineral water consumption. In 1970, the 
correlation is significant, but not strong enough to predict differences. In 1991, the 
relationship becomes stronger. In 1996, the cultural variables become strong predictors, 
explaining over 50 percent of variance (table A85, page 272). There also is a positive 
relationship between mineral water drinking and masculinity. This can be explained by 
the fact that data on total consumption of mineral water include sparkling mineral water 
and still mineral water. Data from EMS in 1997 show that consumption of sparkling 
mineral water correlates positively with masculinity, as is the case with soft drinks. There 

Mineral Water Sales 1996 and Uncertainty Avoidance

0

20

40

60

80

100

120

B
EL

FR
A

IT
A

A
U

T

G
ER SW

I

N
ET

A
U

L

N
O

R

N
ZL

C
A

N

U
SA IR

E

U
K

SW
E

D
EN SI
N

UAI

Mineral water consumption
liters/capita
r = .84***

Sources: Euromonitor 
            and Hofstede 91



  137

is no such correlation between still mineral water and masculinity. Sparkling mineral 
water probably has the same function as soft drinks. 
 
 
4.4.3. Cigarettes and alcohol 
 
  For cigarette consumption in 1996 (Euromonitor data), the coefficient of variation is 
much larger worldwide (.52) than in Europe (.31). The coefficient of variation for the 
group developed 26 is .37 (table A118, page 285). Worldwide 34 percent of variance of 
cigarette consumption is explained by GNP per capita and an additional 13 percent by 
strong uncertainty avoidance. In the group developed 26, 28 percent of variance is 
explained by masculinity. In Europe, 45 percent of variance is explained by masculinity 
and an additional 19 percent by large power distance (table A120, page 286; see also 
section 4.6.2.1, page 148). The relationship with uncertainty avoidance suggests that 
smoking is a stress reduction mechanism. The relationships with masculinity and power 
distance suggest that smoking expresses status. Figure 4.10 illustrates the combined 
relationship of masculinity and uncertainty avoidance with cigarette smoking for 16 
developed countries worldwide. The multiple correlation R2 is .74. 
 

Figure 4.10. Cigarette smoking, masculinity and uncertainty avoidance. 
 
  For Europe time series are available from Eurostat. Convergence-divergence is 
calculated for cigarette and alcohol consumption for 15 countries in Europe, between 
1983 and 1996 (table A86, page 273). In Europe the differences between countries with 
respect to cigarette smoking decrease in the early nineties. They are increasing again 
towards the end of the millennium. During these 15 years, there is a consistent significant 
correlation with masculinity; between 30 and 63 percent of variance is explained by 
masculinity (table A87, page 273). This is consistent with the findings from Euromonitor 
(table A120, page 286). From the relationship between masculinity and cigarette 
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smoking, we conclude that cigarette smoking is linked to masculine values1. In the early 
eighties, the direction of the correlation with individualism is positive. In 1984 the 
direction changes to collectivism, although not significant. Because of group processes, 
in collectivist cultures, cigarette smoking is likely to be more difficult to control. There 
also is a positive relationship between cigarette smoking and uncertainty avoidance. 
Cigarettes are likely to be a means for stress-reduction. Over time this relationship may 
become stronger.  
 
  Another point of view is from the trend to reduce smoking: The data show that a 
number of feminine cultures are most successful in this strategy. During the reported 15 
years cigarette consumption has declined in some countries but not in all. The champions 
of cigarette reduction were three feminine cultures: The Finns reduced smoking by 649 
cigarettes per person per year in the 15 year period, the Swedes were second with a 
reduction by 554 per person per year and the Dutch third with 465 per person per year. In 
Spain and Portugal smoking increased with 249 and 265 per person per year, although 
they are feminine cultures. Their high scores on uncertainty avoidance are probably the 
explanation. In 1983 the heaviest smokers were the Swiss with 2,568 cigarettes per 
person per year, while the Norwegians were the lightest smokers with 428. In 1997 the 
Swiss (masculine and of strong uncertainty avoidance) still were the heaviest smokers 
with 2,061 cigarettes per person per year as compared with the Norwegians who then 
smoked 619 cigarettes per person.  
 
  Alcohol consumption converges in Europe (table A86, page 273). This is due to 
decreased consumption of wine in the wine growing countries. For example, Portugal and 
France decreased alcohol consumption from 17.7 liters per person in 1983 to 13.4 and 
14.1 in 1995, while the northern countries did not increase consumption. The most 
significant correlations are with climate: In the warmer countries wine is grown more 
abundantly than in northern countries (table A.88, page 273). The correlations with 
climate are presented in the table, but not included in regression analysis. Doing so will 
obscure other interesting relationships. Strong uncertainty explains between 29 and 53 
percent of variance, as in Europe uncertainty avoidance is significantly correlated with 
climate (r = -.66***). Over time, the percent explained by uncertainty avoidance 
decreases from 53 to 29 and from 1995 onwards uncertainty avoidance is not a predictor. 
More interesting is the increasingly significant correlation with masculinity, which may 
indicate that alcohol consumption is a matter of status. Income does not play a role in 
explaining differences in alcohol consumption. 
 
 
4.5. CONSUMER ELECTRONICS 
 
 In this section a number of products are analysed for which no time series are 
available, but that can be compared between the groups worldwide, developed 26 and 
Europe 15. Products covered are (1) The communication means of the new economy: Fax 
machines, mobile phones, personal computers, and the Internet. (2) Audio: CD players, 

                                                      
1  This added value is likely to be linked to the category by the cowboy symbol of the leading 
cigarette brand Marlboro. The past decades, the Marlboro cowboy has been a ubiquitous symbol 
of cigarette smoking worldwide. This may have conveyed masculine values to the whole category. 
Also advertising for another global cigarette brand, Camel, reflects masculine values.  
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Hi-fi systems, and personal stereo or mini disc. (3) Household appliances: Deep freezers, 
dish washers, and microwave ovens (table 89, page 274). 
 
 
4.5.1. The communication means of the new economy 
 
  The “new economy” is synonymous with economic development in postindustrial 
societies. The means of the new economy are concentrated in the developed world. In the 
United States, in 1998, there were 459 personal computers per 1,000 population, in the 
Netherlands 318, in Spain 145, and in India 2.7. The total number of computers per 1,000 
population for our group worldwide 441 in 1998 was 7,385. Of this group, 22 countries 
had more than 100 computers per 1,000 population and in 11 countries there were more 
than 300 computers per 1,000 population. This means that 90 percent of personal 
computers is owned by half of our group of 44 countries worldwide and 56 percent is 
owned by 25 percent of this group. Personal computers are only one of the means, for the 
others we see the same phenomenon. All new communication means belong to one 
product constellation which is the driver of the new economy: Main telephone lines, 
mobile phones, personal computers and the Internet, they are all very significantly 
correlated between each other (table A91, page 275). 
 
  The coefficients of variation for the group of countries worldwide vary between .88 
for personal computers in 1998 and 1.53 for Internet hosts per 10,000 population. The 
average coefficient of variation for the five product categories in 1998 is 1.04 worldwide, 
.64 in the group developed 26, and .54 in Europe. We find that countries converge with 
respect to mobile phones and computers between 1996 and 1998. With respect to the 
Internet convergence is only found in Europe. Worldwide and in the group developed 26 
we find divergence (table A90, page 274).  
 
  Worldwide income explains between 45 and 84 percent of variance of faxes, mobile 
phones, cable penetration, PC ownership and the Internet (table A92, page 275). In the 
group developed 26 income is also the main driver for most of the means of the new 
economy, but cultural variables also play a role in explaining variance, in particular 
uncertainty avoidance which explains the degree of innovativeness in accepting new 
technology (table A93, page 276). In Europe uncertainty avoidance explains variance of 
ownership of PCs and mobile phones while for the Internet, both uncertainty avoidance 
and low masculinity explain much of variance (table A94, page 276). Figure 4.11 
illustrates the relationship between uncertainty avoidance, computer ownership and the 
Internet for 18 countries worldwide. 
 
 
4.5.1.1. The Internet in Europe 
 
 The Internet is such a new medium, that time series for a longer period than a few 
years are not available. In Europe the coefficient of variation for the number of Internet 
hosts per 10,000 population was .80 in 2000, so with respect to the new economy, Europe 
is certainly not a homogeneous area (table A90, page 274). The number of Internet hosts 
per 10,000 population in 2000 correlates negatively with masculinity (r = -. 59**), low 
masculinity explains 35 percent of variance (table A94, page 276). Likewise, Internet 
                                                      
1  Actually 43, data El Salvador not available. 
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penetration, or “percent access in the Internet in past few weeks”, data by Initiative 
Media, as published in M&M Europe, also correlates negatively with masculinity, with 
49 percent of variance explained (table A95, page 277). 
 

Figure 4.11. PC and Internet penetration and uncertainty avoidance. 
 
 The Internet can be used for various applications: For e-mail and communication, for 
educational and scientific reasons, for business purposes, for leisure and other personal 
reasons, for banking, for e-commerce and many others. These differences in usage are 
culture-bound. Eurobarometer measures the information society by asking people their 
willingness to pay 10 ECU’s per month for eleven Internet applications. Six of these are 
significantly related to the cultural variables: To contact a politician on-line in view of 
participating in political activities, distance learning applications, information for travel, 
electronic newspaper, e-mail access, and home banking. The coefficients of variation for 
these six applications vary between 30 percent for distance learning and 62 percent for e-
mail access (table A96, page 277). Of the percents answers to the answer category to 
contact a politician on-line, 31 percent of variance is explained by low individualism, 
which fits the need for personal contacts of collectivist cultures. Of the distance learning 
application 39 percent of variance is explained by weak uncertainty avoidance (table 
A97, page 277). Low masculinity explains variance of the applications electronic 
newspaper (R2 = .36), e-mail access (R2 = .54) and home banking (R2 = .42).  
 
 Also EMS data on the various applications of the Internet for 1997 and 1999 show 
that use of the Internet converges, but also that the various applications of the Internet are 
related to culture. The coefficient of variation for daily use of the Internet for business 
was 1.28 in 1997 and .55 in 1999. The coefficients of variation for daily use of the 
Internet for at least one purpose are .42 in 1997 and .41 in 1999 (table A98, page 278). 
The coefficient of variation for daily use for purchases in 1999 is .951. Use of the Internet 
for three purposes and heavy usage still varies strongly in Europe. Of the EMS 
respondents, 45.4 percent of the Danes said they used the Internet for three purposes; 
33.4 percent of the British and the Dutch and only 16.9 percent of the Spanish gave that 

                                                      
1  1999 was the first year when use of the Internet of e-commerce was measured. 
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same answer. Variance of Internet use for business purposes is explained by power 
distance and uncertainty avoidance. In 1997, 41 percent of variance is explained by small 
power distance and in 1999, 76 percent of variance is explained by weak uncertainty 
avoidance. Small power distance means that values of equality are strong. That is what 
the Internet stands for: It does not allow for values related to inequality, such as status, 
power play, settled positions, rigid structures, authority, and the like. In 1997, 57 percent 
of variance of daily use for leisure is explained by low masculinity, with an additional 14 
percent explained by weak uncertainty avoidance. In 1999, 45 percent of variance is 
explained by low masculinity and an additional 26 percent by weak uncertainty 
avoidance. Variance of daily use of the Internet for education in 1997 is explained by low 
masculinity (39 percent) and in 1999 by weak uncertainty avoidance (31 percent). This 
confirms our findings for use of the Internet for distance learning from Eurobarometer. 
Between 49 and 78 percent of variance of use of the Internet for e-mail, both daily, once a 
week and once per month in 1997 and 1999, is explained by uncertainty avoidance. Use 
of the Internet for e-commerce is in its infancy. GNP per capita explains 34 percent of 
variance of use for purchases a few times a week while 41 percent of variance of use for 
that purpose a few times a month, is explained by power distance. 
 
 Table 4.10 presents the percents of variance explained by the different dimensions of 
the various applications of the Internet in 1997 and 1999. If we look at use of the Internet 
almost daily for the four different purposes in 1997 and 1999, findings are that the 
predictors for daily use for business are small power distance and weak uncertainty 
avoidance, the predictors for daily use for education and science are low masculinity and 
weak uncertainty avoidance, for use for e-mail it is weak uncertainty avoidance and the 
predictors for use for leisure and personal purposes are low masculinity and weak 
uncertainty avoidance (tables A99-A104, pages 278-279). In table 4.10 we present for 
each year the percent explained by the main predictor and the dimension that explains an 
additional percent of variance (marked by a + sign). If computer ownership is included in 
the calculations, this is often an explaining variable (see page 275). This demonstrates the 
dependence of the Internet on computers. 
 
Table 4.10. Use of the Internet for four different purposes; Europe 15, 1997-1999  
  Percents explained: Use of the Internet almost daily for 
 business education/science e-mail leisure, personal reasons 
 1997 1999 1997 1999 1997 1999 1997 1999 
Power distance (-) 41%  
Masculinity (-)   39%  +13% 57% 45% 
Uncertainty Avoidance (-)+31% 76% 31% 49% 62% +14% +26% 
 
 Thus, after only a decade of Internet existence, in Europe the way it is used 
appears to vary across countries and variance is only explained by cultural differences. 
Understanding the differences will make companies more successful in using the Internet. 
 
 Because of egalitarian values implicit in the Internet, its use basically does not fit 
business practices of cultures of large power distance and strong uncertainty avoidance. It 
does not fit with centralized control, unless a company finds ways to control the Internet, 
which will be in conflict with its basic philosophy. The Internet also is a basically 
unstructured means of communications. This is difficult to accept in cultures of strong 
uncertainty avoidance. The latter will be late adopters of the Internet for regular 
communication and mail purposes. This explains a relatively low daily use of e-mail in 
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France and Germany, as compared with the United Kingdom and the Scandinavian 
countries. Education/science and leisure purposes can be pulled together with respect to 
the relationship with the configuration low masculinity/weak uncertainty avoidance. The 
key here is quality of life. In the feminine cultures, people do not restrict their need for 
quality of life to the private realm of the home. Both time spent in the home and in the 
office must be quality time as opposed to the performance oriented masculine cultures 
with a stricter task-orientation in working life. This is reflected in the use of Internet for 
leisure and personal purposes in the (feminine) Scandinavian countries. In the feminine 
cultures people also tend to have access to television and Teletext in the office as opposed 
to the masculine cultures (EMS97). With respect to access to TV channels at work, 56 
percent of variance is explained by low masculinity and of the variance of use of Teletext 
at work, 66 percent is explained by low masculinity. Quality of life is one of the value 
domains discussed in chapter 5 (page 180/81). That use of the internet appeals more to 
feminine than to masculine values is supported by the information that in the United 
States more women than men surf the Internet (Otten 2000). 
 
 The cultural relationships found also explain the relatively low penetration of home 
computers in Japan, high on both masculinity and uncertainty avoidance, but also 
collectivist, where the private and public domains are more strictly divided than in 
individualist cultures. Because of low penetration of personal computers in Japan, access 
to the Internet lagged. In such countries, the Internet is likely to become more 
representative by introducing new carriers for it, like introducing web technology to the 
television (Schlegelmilch and Sinkovics 1998) or by offering Internet services by cell 
phone. When in Japan Netphones (WAP phones) were introduced, the cell phone became 
the tool of access to the Internet (Kunii 1999:41). 
 
 
4.5.2. Consumer electronics: Audio 
 
 In Europe product ownership of the category audio, for example CD players and hi-fi 
systems, has converged. The coefficients of variation in 1999 are .14 for CD players and 
.08 for hi-fi systems (table A105, page 280). Although variance of hi-fi systems is small, 
the differences are related to income in 1991 and 1995. In 1999 35 percent of variance is 
explained by masculinity. Also variance of CD players is small, but among the EMS 
target in Europe even the small differences are related to culture. In 1997, 60 percent of 
variance and in 1999, 42 percent of variance is explained by low masculinity. Ownership 
and sales of personal stereos, in 1991 first represented by the "Walkman", and later by the 
mini disc, varies across Europe and is related to the configuration of weak uncertainty 
avoidance and small power distance (table A106, page 280). In 1996, 66.1 personal 
stereos per 1.000 population were sold in the United Kingdom, 61.6 in Germany, 56.7 in 
the Netherlands and 33.7 in Spain. In 1991 (Reader’s Digest), 42 percent of variance of 
the personal stereo is explained by weak uncertainty avoidance. In 1995 (EMS), 30 
percent of variance of the mini disc is explained by small power distance. In 1996 
(Euromonitor), 40 percent of variance of sales of personal stereo’s, is explained by weak 
uncertainty avoidance. In 1997 and 1999 (EMS), 33 and 40 percent of variance of 
ownership of mini discs is explained by small power distance. Between 1991 and 1996, 
ownership and sales of the personal stereo are related to individualism. Indeed, listening 
to music all by yourself, is an individualist habit. 
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4.5.3. Household appliances 
 
 Products selected for analysis of ownership of household appliances are electric 
dishwashers, deep freezers, food processors, microwave ovens, electric irons, and electric 
hair dryers. Between 1970 and 1991, ownership (Reader’s Digest) of electric 
dishwashers, deep freezers, end electric hair dryers, has converged (table A107, page 
280). Levels of variation of sales data cannot be compared with ownership data from 
surveys. But sales data for various electrical appliances can be compared and we find that 
they show different levels of variation. Sales data of food processors (Euromonitor) of 
1996, show a higher level of variation than other appliances. The coefficient of variation 
for food processors is .71, as compared with .30 for sales of electric irons and .52 for sales 
of electric hair dryers. The latter two are correlated with masculinity. For sales of electric 
irons, r = .71***, for sales of electric hair dryers, r = .52*. An interesting topic for further 
research is analysis of sales of other small electrical appliances, to find if the relationship 
with masculinity can be used to explain differences.  
 
 Variance of ownership of electric dishwashers has been influenced by income since 
1970. GNP per capita explains between 42 and 53 percent of variance between 1970 and 
1999, even for the higher-level income groups on which EMS reports (table A108, page 
281). Electric dishwashers are still a luxury, and mainly increasing incomes will stimulate 
penetration. The same is true for deep freezers, although to a lesser extent. In 1970, 41 
percent of variance is explained by GNP per capita, and in 1991 38 percent, while an 
additional 24 percent is explained by low masculinity. In 1997, 34 percent is explained by 
low masculinity. In Europe, deep freezers can be viewed as instruments that improve the 
quality of life (table A108, page 281).  
 
 Ownership of food processors (as well as mixers) is not related to income and there are 
few relationships with culture. A problem with respect to measurement is the great variety 
of such machines and lack of clear definitions. Also ownership of microwave ovens is not 
culture-bound. There is no correlation with income either (data 1991, 1997, and 1999). 
Unit sales of food processors as measured by Euromonitor for 1996, however, do 
correlate negatively with individualism and positively with long-term orientation: 39 
percent of variance is explained by collectivism, an additional 19 percent is explained by 
low masculinity, and another additional 14 percent by long term orientation. The link 
with collectivism relates to the relationship between food and collectivism. From the 
relationship with long term orientation, it may also be concluded that food processors do 
not have a function of time saving machines, as suggested by Luqmani et al. (1994), who 
use the need for convenience as a variable to segment markets and use ownership of food 
processors as a measurement of a convenience orientation (see also chapter 5, section 
5.1.4.1, page 188).  
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4.6. PERSONAL AND HOUSEHOLD PRODUCTS 
 
 The categories covered in this section are (1) Personal products, such as watches and 
cameras. (2) Personal care products such as cosmetics, perfume and toothpaste. (3) 
Household cleaning products: soaps and cleaning products. 
 
 
4.6.1. Personal products: Watches and Cameras  
 
 Watches and cameras belong to the product category generally taken as examples of 
high touch, culture-free products. The wealthy, global target groups of travelers and 
business people are assumed to be homogeneous in their buying behavior, ownership of 
and preference for such products. Data used for analysis of the categories watches and 
cameras are from the Reader’s Digest surveys and from EMS. 
 
 
4.6.1.1. Watches 
 
 In 1970 the coefficient of variation for the measurement “bought wrist watch in past 
year” (Reader’s Digest) is .19, while in 1996, the coefficient of variation for sales of 
wristwatches is .26. This suggests divergence, but the different measurements should not 
be compared. We can compare the differences with respect to the value of watches bought 
or sold. Variance of buying cheap watches may be a better measurement of differences 
between countries with respect to the affordability of watches, thus measuring 
convergence-divergence. While the coefficient of variation for buying cheap watches (in 
1970 less than £ 5, in 1995-1999 less than £100), is .57 in 1970, in 1999, it is .17 (table 
A109, page 282). The differences between countries with respect to ownership of 
expensive watches are much larger and there is no convergence. In 1991, the coefficient 
of variation for ownership of a watch over US$ 300, is .70. In 1999, the coefficient of 
variation for ownership of a watch over £1,000 is also .70 (table A109, page 282). Most 
aspects of watch ownership and buying are either related to income or to the cultural 
variables. Variance of “watch bought in the past year” in 1970 is explained by GNP per 
capita (R2 = .57). In 1996, 33 percent of variance of number of units sold is explained by 
collectivism. Variance of what in 1970 is viewed as expensive watches (over £20), is 
explained by GNP per capita (R2 = .35), not so after 1991. Only in 1997, income explains 
part of variance. In 1995, 1997 and 1999, masculinity explains variance.  
 
 In the wealthy 20 percent of populations, measured by EMS (the target group, in 
literature considered to be universal in their behavior with respect to this type of 
product!), the value of watches owned, the number of watches owned and the brands are 
related to culture. Ownership of cheap watches (under £100) correlates negatively with 
GNP per capita, positively with power distance, and negatively with masculinity. In 1999 
52.1 percent of the Swedish respondents of EMS and 54.8 percent of the Dutch report that 
the value of their main watch is under £100, as compared with 34.3 percent of the 
Austrians and 39 percent of the Italians. In 1995 and 1997, 49 and 50 percent of variance 
is explained by low GNP per capita and an additional 25 and 26 percent by low 
masculinity. The relationship between cheap watches and low income is a logical one. 
Low status needs and a no-nonsense attitude in the feminine cultures explain high 
ownership of cheap watches. In contrast, masculinity is the predictor for sales of 
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expensive watches (over £1,000). In 1999, 11.9 percent of the Italian respondents of EMS 
report that the value of their main watch is over £1,000 as compared with only 2.1 percent 
of the Swedes. In 1995, 32 percent of variance is explained by masculinity, in 1997 31 
percent, and in 1999 29 percent (table A110, page 282). 
 
 
4.6.1.1.1. Number of watches owned 
 
 EMS asks questions about the numbers of watches owned in 1995, 1997 and 1999. 
Obviously, everybody in the EMS target owns at least one watch. The coefficients of 
variation for two watches owned are lowest: Between .11 and .12. The coefficients of 
variation for owning “only one” watch are larger: Between .20 and .23. Ownership of 
three and more than four watches converges: For three watches from .42 to .29 and for 
four plus watches from .68 to .55 (table A111, page 282). In 1995, 1997 and 1999, we see 
the same relationships between numbers of watches owned and the cultural variables, 
although significance varies (table A112, page 282). Ownership of one watch is 
negatively correlated with masculinity, uncertainty avoidance and long-term orientation. 
In 1997 and 1999, 34 and 37 percent of variance is explained by short-term orientation. 
Obviously, owning only one watch is short-term thinking. If it fails, you don’t have 
another. In contrast, ownership of two watches is correlated with long-term orientation. In 
1997 and 1999, 54 and 44 percent is explained by long-term orientation, which can mean 
that in the long-term orientation cultures people generally have a second watch in case the 
first one fails. The most significant relationship with ownership of three watches and with 
four plus in 1999 is collectivism, for which we have no explanation. It may mean catching 
up with the modern world. In 1995, 28 percent of ownership of four plus watches is 
explained by masculinity, thus status needs. In 1997, 38 percent of ownership of four plus 
watches is explained by uncertainty avoidance. In 1999, 36 percent of variance is 
explained by low individualism and an additional 29 percent by masculinity. Owning four 
or more watches means anxiety, risk reduction and status. 
 
 
4.6.1.1.2. Watch brands 
 
  In EMS questions are also asked about ownership of specific watch brands ("brand 
name of main watch"). For four brands (Rolex, Seiko, Swatch and Omega), meaningful 
relationships with culture are found (table A114, page 283). In 1997 coefficients of 
variation vary between .93 for Swatch and .43 for Omega (table A113, page 283). For 
other brands the reported percents are too small to do meaningful calculations. For Rolex, 
Seiko, Swatch and Omega, calculations result in significant correlations with the cultural 
variables. These are also the brands with a global positioning based on global advertising. 
We find no relationship with income for any of these brands of expensive watches. 
 
  Rolex is a watch for those who want to distinguish themselves from others. In 1997 
it correlates with individualism (r = .47*). It is positively, though not significantly 
correlated with masculinity. The message of the advertising campaign for Rolex is that it 
is a brand for distinguished people, referring to professionals, people (singers, musicians, 
scientists, sports people etc.) who have distinguished themselves in their profession. So, 
the values included in advertising for Rolex, are not plain status, but more individualist, 
how the brand distinguishes the dedicated professional from ordinary people.  
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  Seiko appears to be a no-nonsense brand for those who don’t need status. Ownership 
of a Seiko as main watch, in 1995 correlates negatively with uncertainty avoidance (r = -
.66***) and in 1997 negatively with masculinity (r = -.61**) and with uncertainty 
avoidance (r = -.50*). In 1995 44 percent of variance is explained by weak uncertainty 
avoidance and in 1997, 38 percent of variance is explained by low masculinity. 
 
  Swatch, although a cheap watch, has become a status brand. Both in 1995 and in 
1999, variance is explained by masculinity (in 1995, R2 = .56 and in 1997, R2 .47). 
Wearing a Swatch, but, more important, having the latest model, is a sort of snobbery. 
Omega has no strong cultural position. In 1995, 34 percent is explained by collectivism. 
 
 
4.6.1.2. Cameras 
 
  Ownership of a (still) camera in Europe, has converged between 1970 and 1999. 
Mean convergence per year is 2.54 percent. With respect to ownership of two or three 
cameras, countries have diverged. For the various types of cameras, convergence has 
taken place (table A115, page 283). With respect to ownership of a few specific camera 
types, the differences are still pretty strong. For example, in 1999, the coefficient of 
variation for Polaroid cameras is .41.  
 
  Only in 1970 and 1991, camera ownership is linked with income. In 1970 GNP per 
capita explains 70 percent of variance. In 1991 GNP per capita explains 58 percent of 
variance, individualism explains an additional 24 percent and low masculinity another 
additional 13 percent. In later years, among the top-20 income groups in Europe, only 
ownership of expensive compact cameras (over £100) is linked with income: GNP per 
capita explains around 56 percent. Variance of ownership of the cheaper compact 
cameras (less than £100) is explained by individualism in 1995 (R2 = .38), and by weak 
uncertainty avoidance in 1997 (R2 = .38) and in 1999 (R2 = .42). Ownership of a 35-mm 
camera in 1997 and 1999 is related to income. GNP per capita explains 43 and 45 percent 
of variance. The Polaroid (instant) camera is a status symbol. It is correlated with 
masculinity in 1991 (r = .55*), in 1995 (r = .63**), in 1997 (r = .50*), and in 1999 (r = 
.51*) (table A116, page 284). Of the EMS respondents in 1999, 19.1 percent of Italians 
report to own an instant (Polaroid) camera as compared with only 5 percent of the Dutch. 
 
  How people use their cameras also varies. Heavy usage is in the masculine, short-
term oriented cultures. In the no-nonsense and thrifty cultures, people may own cameras, 
but they use them less frequently. The number of films used in the past year can measure 
usage of cameras. This correlates with income in 1991 and 1999, but heavy usage also 
correlates with masculinity in 1995, 1997 and 1999. In 1995, 37 percent of variance is 
explained by masculinity. In 1997, 35 percent of heavy film usage is explained by short-
term orientation (= no thrift), and an additional 29 percent is explained by masculinity. In 
1999, 42 percent of variance is explained by GNP per capita, an additional 36 percent by 
masculinity and another additional 8 percent by short-term orientation (table A117, page 
284). 
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4.6.2. Personal products 
 
 In this section we cover (1) Personal care products and miscellaneous personal 
products for three regions: real jewelry, cigarettes and pet foods. (2) Personal care 
products in Europe. 
 
 
4.6.2.1. Personal (care) products 
 
 Comparison of eight product categories in the personal care category worldwide, in 
the group developed 26 and in Europe shows that the coefficients of variation worldwide 
are larger than in the developed world and in Europe. So, the developed regions are more 
homogeneous, but there still are considerable differences. For eight product categories 
(all perfumes and fragrances, women’s fragrances, all color cosmetics, all skin care 
products, all hair care products, all bath and shower products, toilet soaps and toothpaste), 
the average coefficient of variation worldwide is .73. For the group developed 26 the 
average coefficient of variation is .53 and in Europe the average coefficient of variation is 
.42 (table A118, page 285). 
 
 For a few other products we also find heterogeneity versus homogeneity. Worldwide 
there are large differences with respect to OTC health care products. The coefficient of 
variation is .95, while in the group developed 26 it is .57 and in Europe .44. Sales of real 
jewelry varies strongly both worldwide (CV = .72), in the developed world (CV = .66) 
and in Europe (CV = .66). The coefficients of variations for cigarette consumption are 
smallest: Worldwide .52, in the group developed 26 it is .37, and in Europe .31. Variance 
of pet foods is largest worldwide: The coefficient of variation is 1.01. In the group 
developed 26 the coefficient of variation is .74 and in Europe it is .54 (table A118, page 
285). 
 
  Worldwide, in the group developed 26 and in Europe, much of the personal care 
product category is related to income. For the eight products in the category personal 
care, between 60 percent (toilet soaps) and 30 percent (all hair care products) of variance 
is explained by GNP per capita (table A119, page 286). From this finding, one may be 
tempted to conclude that the richer people become, the more they will spend on these 
products. However, when we analyse the category at micro level, we find relationships 
with culture, which demonstrates that not necessarily all cultures, when becoming richer, 
will spend more on skin care and cosmetics. 
 
  Toilet soaps as a category, in the three country groups, is neither linked with income, 
nor with the cultural variables. Only in the group worldwide, 16 percent of variance is 
explained by small power distance. Although toilet soap may have become a global 
commodity, thanks to successful global advertising campaigns such as for Lux toilet 
soap, the relationship with small power distance may indicate that even this commodity 
has remained part of Western culture. 
 
  The four miscellaneous personal products show relationships with income and 
culture (table A120, page 286). Over-the-counter (OTC) health care sales in all three 
regions is a matter of wealth. Sales of real jewelry are not correlated with income, but 
with masculinity. Worldwide, 20 percent, and in the group developed 26, 37 percent is 
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explained by masculinity. In Europe, the relationship is weaker, but the correlation is 
significant (r = .51*).  
 
  In each country group cigarettes have different relationships with income or culture. 
Worldwide cigarette smoking is linked with income (R2 = .34), but in the developed 
world smoking obviously is a matter of status, in view of the correlations with 
masculinity and power distance. In the group developed 26, 28 percent of variance is 
explained by masculinity. In Europe, 45 percent of variance is explained by masculinity 
and an additional 19 percent by large power distance (table A120, page 286).  
 
 Pet food (processed) sales are a function of individualism. Worldwide, 35 percent of 
variance is explained by individualism. In the group developed 26, 59 percent of variance 
is explained by individualism and in Europe, 52 percent (table A120, page 286). In 
collectivist cultures pets eat from the leftovers of humans and take food from everywhere 
in the environment where they live. They roam about more freely.  
 
 
4.6.2.2. Personal care products in Europe 
 
 For most products in the personal care category in Europe, the coefficients of 
variation decrease. For a few they increase (table A121, page 287). Divergence such as of 
face powder, may be due to changes in cosmetics fashion. As the data do not cover 
exactly the same products in different time periods, no means of convergence are 
calculated. Differences in use may become smaller, but differences with respect to how 
much people spend, remain relatively large. Moisturizing creams, all skin care sales and 
sales of medicated skin care, are all related to income. Between 41 and 50 percent of 
variance is explained by GNP per capita. In 1991, 70 percent of variance of body creams, 
is explained by weak uncertainty avoidance (table A122, page 288). 
 
 Because of changes in what is fashionable, types of cosmetics change, but the trend 
of culture’s influence remains the same. The individualist cultures are the ones where 
people want to distinguish themselves from others. Color cosmetics are a means to do 
this. But also weak uncertainty avoidance explains variance, as cosmetics are artificial, 
not pure. For all products in the category the direction of the relationship with 
individualism is positive and with uncertainty avoidance negative, which demonstrates 
that the two cultural dimensions are meaningful for explaining differences with respect to 
cosmetics and personal care products. In 1970 and 1991, 48 and 82 percent of variance of 
lipstick is explained by weak uncertainty avoidance.  
 
 Of variance of sales of lip products in 1996, 53 percent is explained by income, and 
an additional 17 percent by short-term orientation. In 1970 uncertainty avoidance 
explains 52 percent and in 1991 40 percent of variance for eye cosmetics. Individualism 
explains 48 percent of variance of make up liquid in 1970 and 50 percent of variance of 
rouge in 1991. Table 4.11 provides an inventory of the correlations between personal care 
products and power distance, individualism and uncertainty avoidance. 
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Table 4.11. Cosmetics and personal care products, Europe 15. 1970 - 1996  
 Power distance Individualism Uncertainty avoidance 
 1970 1991 1996 1970 1991 1996 1970 1991 1996 
Lip products -.27 -.60** -.29 .65*** .71*** .38 -.69*** -.90*** -.32 
Eye cosmetics -.50* -.34 -.55* .49* .63** .37 -.72*** -.63*** -.48* 
Deodorants -.46* -.47* -.40 .46* .56* .54* -.74*** -.84*** -.64***  
 
  The coefficients of variation for hair care products also decrease in time (table A123, 
page 288). There also is a relationship between weak uncertainty avoidance and hair care 
products, although with varying significance. While in 1970 the frequent visits to the 
hairdresser took more place in the masculine cultures than in the feminine cultures, self-
usage of hair care products was related to wealth. In 1996, 35 percent of variance of sales 
of all hair care products, is explained by GNP per capita. However, 39 percent of 
variance of the volume of shampoo used, is explained by low masculinity, which may 
indicate that in the feminine cultures women wash their hair more frequently than in the 
masculine cultures. In view of the relationship with individualism, hair coloring is a 
product used to demonstrate one’s individuality, see for example the extreme colors used 
by the young, even in Japan (table A124, page 289).  
 
  The coefficients of variation for sales of toothpaste and deodorants in Europe are 
relatively large: .35 for toothpaste and .43 for deodorants. For these products weak 
uncertainty avoidance is the explaining variable. In 1996, 51 percent of variance of sales 
of toothpaste is explained by weak uncertainty avoidance. Use of toothpaste is originally 
linked with wealth, but in 1996 more with weak uncertainty avoidance, 51 percent of 
variance of toothpaste sales is explained by weak uncertainty avoidance and an additional 
16 percent is explained by GNP per capita. This may indicate that in weak uncertainty 
avoidance cultures people use more toothpaste or spend more money on toothpaste (table 
A124, page 289). 
 
  Also variance of use of deodorants by women in 1970 and 1991 is also explained by 
weak uncertainty avoidance (1970: 55 percent and 1991: 70 percent). In 1996, GNP per 
capita explains 46 percent of variance of sales of deodorants, but an additional 20 percent 
is explained by weak uncertainty avoidance (table A124, page 289). The need for purity 
obviously is important for sales of cosmetics, hair care, toothpaste and deodorants. 
 
 Finally, in this section we summarize data on men’s shaving products. In Europe 
shaving methods have not changed much over time. Although dry and wet shaving have 
converged between 1970 and 1991 (Readers Digest Survey data), use of shaving lotion 
has diverged and the coefficient of variation of sales of men’s shaving products in 1996 is 
still considerable: .44 (table A125, page 289). Since 1970, dry, or electrical shaving has 
been a matter of wealth. In 1970, 44 percent of variance of dry shaving, and in 1991, 50 
percent, is explained by GNP per capita. In reverse, variance of wet shaving is explained 
by low income (table A126, page 289). 
 
 
4.6.3. Luxury products 
 
  Ownership of and expenditures on luxury products are not culture-free, according to 
findings from data for a number of luxury articles. EMS99 asks questions about the 
amount of money spent on a range of luxury products and the value of luxury articles 
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owned. These belong to the category “high touch”, generally labeled as “culture-free” by 
authors of global marketing. Two groups of products are covered. (1) Ownership of 
luxury articles: Answers to the answer categories “Jewelry over £500”; “Suit or dress 
over £500”; “Briefcase or handbag over £200”; “Shoes over £100”. (2) Annual spending 
on perfumes, skin care, cosmetics, for oneself or as a gift. Answer categories are: “Less 
than £20”; “Between £50 and £99”; “Between £100 and £249”; “Never buy”. 
 
  The coefficients of variation for the various answer categories vary between a high 
.59 for ownership of expensive suits or dresses and a low .21 for annual spending 
between £50 and £99 on perfumes (table A127, page 290). So, the greatest similarity of 
Europeans of the higher 20 percent income levels is with respect to their relatively low 
expenditures on perfumes. 
 
  High expenditures of jewelry, expensive suits or dresses and briefcases, correlate 
with masculinity. For expensive clothing, 46 percent of variance is explained by 
masculinity, and for expensive handbags or briefcases, 27 percent is explained by 
masculinity (table A128, page 290). In EMS 1999, 38.4 percent of Italians and 34.6 
percent of Austrians report they own an expensive suit or dress as compared with only 
8.4 percent of the Swedes and Danes and 12.4 percent of the Dutch. The relationship 
between masculinity and jewelry is a bit weaker, but significant (r = .49*). In correlation 
and regression analysis we also included the answers don’t know, to questions on the 
value of their possessions. These are likely to represent people who don't care if they own 
expensive products or brands. The answers correlate negatively with masculinity (r = -
.49*). In the feminine cultures people may in fact own luxury articles, but are not 
interested in the value per se, because status needs are low. 
 
  With respect to annual spending on perfumes, the most significant finding is the 
negative correlation between high spending on perfume and long-term orientation (r = -
.46*) and the positive correlation between the answer “never buy” and long-term 
orientation (r = .47*) (table A128, page 290). Values of thrift do indeed influence 
expenditures on luxury articles. 
 
  Annual spending on cosmetics and skin care correlates negatively with 
individualism, which suggests that in collectivist cultures people spend more on 
cosmetics. This is in contrast to earlier findings of a positive relationship between 
cosmetics and skin care and individualism. With respect to expenditures between £50 and 
£99 on cosmetics and skin care, 49 and 36 percent of variance is explained by low 
individualism, while of cosmetics, an additional 17 percent is explained by short-term 
orientation. With respect to expenditures between £100 and £249 on cosmetics and skin 
care, 28 and 27 percent of variance is explained by low individualism. In contrast, 39 
percent of the answer category “never buy” of cosmetics and 46 percent of this answer 
for skin care, is explained by high individualism. An additional 24 percent of variance of 
the answer “never buy” for skin care, is explained by long-term orientation (table A128, 
page 290). So, skin care and cosmetics are most bought by collectivists. As 68 percent of 
the respondents to EMS are males, it is likely that most of the items of the second group, 
such as cosmetics and perfumes are purchased as gifts. People in collectivist culture bring 
presents, are more generous than individualists. Indeed, only 5.4 percent of the Dutch 
respondents spend between £50 and £99 annually on cosmetics as compared with 14.6 
percent by the Spanish. A conclusion to be drawn from these findings is that the 
configuration individualism and long-term orientation, including values of thrift, is a 
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strong negative predictor for sales of the type of luxury articles that are sold on-board by 
airlines. 
 
 
4.6.4. Household cleaning products 
 
 For three household product categories: “all household cleaning products” (in value 
per capita), “all soaps and detergents” (in volume per capita), and “all disposable paper 
products” (in value per capita), variance can be compared between the group of countries 
worldwide, the group developed 26, and Europe 15. With respect to these products, both 
the group developed countries and Europe are far more homogeneous than the group of 
countries worldwide. The differences between the groups of countries are largest for 
disposable products. The coefficient of variation for the group worldwide is 60 percent, in 
the group developed 26 it is 42 percent and in Europe 20 percent (table A129, page 291). 
 
 Worldwide, 54 percent of variance of household cleaning products and 59 percent of 
variance of disposable products is explained by GNP per capita. For soaps and detergents, 
no relationships with either income or culture are found. In the group of developed 
countries, income also explains variance: 17 percent of household cleaning products and 
34 percent of disposable products. However, in the developed countries income does not 
explain variance and 24 percent of variance of soaps and detergents, is explained by 
uncertainty avoidance. Figure 4.12 illustrates this for 15 countries worldwide. In 1996 the 
Spanish used 37.7 kilograms per capita and the French 24.5 kilograms, as compared with 
17 kilograms by the Dutch and 9.8 kilograms by the Swedes. 
 

Figure 4.12. Soaps & detergents and uncertainty avoidance. 
 
 In Europe both household cleaning products and soaps and detergents are 
significantly correlated with uncertainty avoidance, but variance is explained by power 
distance (for soaps and detergents: R2 = .46, household cleaning products: R2 = .53) (table 
A130, page 291). This has a similar meaning as uncertainty avoidance, as in Europe, the 
two are interchangeable. So, the differences in use of cleaning products can best be 
explained by the degree of uncertainty avoidance. From our analysis of food and 
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beverage products and personal care products, we already found that the dimension 
uncertainty avoidance includes values related to the need for purity. The findings of 
cleaning products confirm this. 
 
 The values related to use of disposable products are different. In Europe, use of 
disposable products is correlated positively with individualism (r = .61**) and negatively 
with uncertainty avoidance (r = -.66***), and 43 percent of variance is explained by weak 
uncertainty avoidance (table A130, page 291).  
 
 
4.7. FINANCE 
 
 This section includes findings of calculations for several financial products: credit 
cards, insurance products and financial investments. Data are available for Europe only. 
 
4.7.1. Credit cards 
 
  Differences between countries in Europe with respect to ownership of credit cards 
have remained more or less stable. The coefficient of variation for households with credit 
card (Reader’s Digest surveys) in 1970 is 1.08 and in 1991 it is 1.12. EMS also asks 
questions about ownership and usage of credit cards. The coefficients of variation for 
having a credit card, are .13 in both years, so we may consider Europe to be quite 
homogeneous with respect to ownership of credit cards in general. But the type of card 
owned and the frequency of use vary across countries, and are culture-bound. 
Coefficients of variation for having a corporate credit card are larger: .33 in 1997 and .34 
in 1999 (table A131, page 292). How people use their credit card varies widely across the 
countries of Europe. The coefficients of variation for daily use are .76 in 1995, .78 in 
1997, and .71 in 1999. Europe is most homogeneous with respect to use of credit card 
“once a week or more”, for which the coefficient of variation is .27, both in 1997 and in 
1999 (table A131, page 292).  
 
  In 1970, credit cards were not mainstream means of payment, and were adopted first 
by the weak uncertainty avoidance cultures: 45 percent of variance is explained by weak 
uncertainty avoidance. In contrast, in 1991, 43 percent of variance of debit card 
ownership, is explained by GNP per capita. In Europe, the individualist/low masculine 
cultures were the front runners for modern electronic payment systems, as demonstrated 
by the early use of the auto cash dispensers: 28 percent of variance is explained by low 
masculinity and an additional 32 percent by individualism. While in 1997, penetration of 
credit cards in the top 20 high-income countries has become high, this is not the case with 
ownership of corporate credit cards. For corporate credit cards, in 1997, 43 percent of 
variance is explained by uncertainty avoidance. In 1999, 53 percent of variance is 
explained by uncertainty avoidance, with an additional 15 percent explained by low 
masculinity, and another additional 10 percent by GNP per capita. For companies to give 
a corporate credit card to people, trust is necessary. This is higher in the weak uncertainty 
avoidance cultures, than in strong uncertainty avoidance cultures (table 132, page 292). 
 
  When there is full penetration of credit cards in Europe, it is more interesting to 
know what explains the differences in use. There is no relationship whatsoever with 
income. “Daily use” is part of short-term orientation cultures: Between 41 and 47 percent 
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of variance is explained by short-term orientation. In EMS 1999, 26.5 percent of the 
French respondents claim to use their credit card daily and 18.5 percent of the British do 
so. Only 7.6 percent of the Spanish, 3.2 percent of the Dutch and 2.2 percent of the 
Germans claim to use their credit card daily. “Use once a week” is related to large power 
distance and to short-term orientation. “Use a few times a month” is the answer that is 
relatively more given in the masculine cultures. Once a month or less is related to long-
term orientation, thrift. In 1997, 27 percent of variance of use once a month is explained 
by long-term orientation, in 1999, 43 percent of variance is explained by long-term 
orientation. In 1995, 50 percent of answers saying “use less than once a month”, is 
explained by long-term orientation (table A132, page 292). 
 
4.7.2. Insurance and investments 
 
  For 1970 and 1991, ownership of life insurance and building and home insurance 
can be compared. Although there is convergence, differences between countries are still 
considerable (table 133, page 293). Taking a building insurance is an individualist habit. 
In collectivist cultures the family tends to serve as a safety net. But there is a stronger 
relationship with weak uncertainty avoidance, which explains 54 percent of variance of 
life insurance ownership in 1970 and 45 percent in 1991. In 1991, for private pension 
funds, 33 percent of variance is explained by weak uncertainty avoidance (table A134, 
page 293). 
 
 At face value, one would expect that individuals of strong uncertainty avoidance 
cultures would own more insurance products than members of weak uncertainty 
avoidance cultures, while it appears to be the opposite with respect to private insurance 
and ownership of private pension savings plans. This implies that individuals of strong 
uncertainty avoidance cultures tend to buy less insurance and pension related investments 
personally. This demonstrates that uncertainty avoidance is not the same as risk 
avoidance. Insurance products eliminate risk. Members of weak uncertainty avoidance 
cultures may make a cool calculation of risk and insure themselves, for members of 
strong uncertainty avoidance cultures it is a more emotional reaction. Ownership of 
stocks and shares, private pension plans and savings accounts, are all related to weak 
uncertainty avoidance. In strong uncertainty avoidance cultures people will expect the 
government or their company to take care of their pension plans. This is confirmed by 
1995 OECD data for 15 European countries on public pension spending as a per cent of 
GNP which correlate positively with uncertainty avoidance (.66***). This phenomenon is 
related to citizen competence or internal locus of control, the degree to which people tend 
to organize their lives themselves or wait for the authorities to organize it for them. A 
similar correlation is found between uncertainty avoidance and the answer 'strongly agree' 
to the Eurodata 91 question 'welfare is the responsibility of government' (r = .46*). The 
phenomenon “locus of control” is one of the value domains to be described in more detail 
in chapter 5 (pages 173-175). 
 
  With respect to private investments, there are considerable differences between 
countries. The coefficient of variation for ownership of mutual funds in 1999 is .78, for 
investing in precious metals or gems, it is .51 (table A133, page 293). Countries have 
converged with respect to stocks and shares and mutual funds, but between 1995 and 
1997 they have diverged with respect to precious metals and gems. 
 
  In 1970 and 1991 owning stocks and shares is a characteristic of wealthy societies, 
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not anymore so in 1995, when it relates to weak uncertainty avoidance. Between 29 and 
47 percent of variation of stocks and shares as investments is explained by weak 
uncertainty avoidance. Variance of unit trusts/mutual funds is explained by long-term 
orientation: 54 percent in 1995, 61 percent in 1997, and 67 percent in 1999. Stocks and 
shares give short-term results, while mutual funds are a longer-term investment. Indeed, 
one does not do short term trading with mutual funds, one keeps them for some time. 
Variance of investments in precious metals is explained by masculinity (34 percent). This 
confirms the relationship between sales of real jewelry and masculinity. Variance of 
collections as investment, is related to collectivism: In 1997 38 percent, and in 1999 28 
percent of variance is explained by low individualism (table A134, page 293). 
 
  Another interesting financial aspect is terms of payment between companies, which 
also vary across cultures. To explain variance, we use data of 19961, comparing the 
average agreed number of payment days and the average actual payment days. For both, 
variance is explained by large power distance (47 and 54 percent). Late payment in large 
power distance cultures may be related to centralization and low degree of delegation: 
The boss must see everything and sign payments himself. 
 
 
4.8. VALUES 
 
  The final section of this chapter gives an example of stability or divergence of values 
and comparison of values worldwide and in Europe. With respect to values, we find that 
Europe is not more homogeneous than a group of countries worldwide. In chapter 5, 
value domains are described, including values relevant for consumption and consumer 
behavior.  
 
4.8.1. General life satisfaction 
 
  One example of strong evidence of stability or even divergence of values, is of 
general life satisfaction of people. From 1973 onwards, Eurobarometer has asked 
questions about people’s general life satisfaction. The question asked is: “On the whole, 
are you very satisfied, fairly satisfied, not very satisfied or not at all satisfied with the life 
you lead?” The percent answers “very satisfied” are used for calculations. For three 
different numbers of countries and time spans, the coefficients of variation are calculated. 
In the group of 8 countries, between 1973 and 1984, there is no change. Between 1985 
and 1994, for 10 countries, values diverge: mean divergence per year is 1.03 percent. 
Between 1996 and 1998, for 13 countries, mean divergence per year is 1.06 percent. 
Also, the young Europeans are not different from the general population. This is 
confirmed by the correlations between culture and data on life satisfaction as measured 
among young Europeans (Table A135, page 294). 

This consistent difference between countries with respect to people’s perception 
of well being is reflected in all questions referring to people’s satisfaction and 
expectations. Over time these differences are not disappearing. From 1982 onwards, there 
is a consistent relationship with uncertainty avoidance. In cultures of weak uncertainty 
avoidance people are more satisfied with life than in cultures of strong uncertainty 
avoidance. In most years, over 60 percent of variance are explained by uncertainty 

                                                      
1  As published in NRC Handelsblad, May 8, 1997 



  155

avoidance (table A136, page 295). Other data confirm this relationship. From the Eurostat 
Annual Report 1996 data are used measuring people’s satisfaction with work, free time, 
financial situation, housing and perceived health (10 countries). Although income 
explains satisfaction with free time, financial situation and housing, these elements of life 
satisfaction are also negatively correlated with weak uncertainty avoidance (free time: r = 
-.59*; financial situation: r = -.67*; housing: r = -.56*), and 72 percent of perceived 
health, an aspect of general life satisfaction, is explained by uncertainty avoidance (table 
137-138, page 295). When perceived health is not good, people will also spend more on 
health care. Health care expenditures also correlate with uncertainty avoidance (see page 
128). 

 
 
4.8.2. World Values Survey 
 
 From the World Values Survey, a study of values conducted in 43 societies between 
1990 and 1993, and reported by Inglehart et al. (1998), we selected a total number of 49 
values thought to be relevant for consumer behavior in order to compare the coefficients 
of variation worldwide and in Europe (the value statements are described in the appendix, 
pages 296-298). Worldwide for only 26 countries all values are available. The 49 values 
are grouped as feelings/attitudes, motives/needs, norms/morals and values related to the 
environment. For each group the coefficients of variation are averaged for 26 countries 
worldwide and Europe 15. Comparison shows that variance in the group of countries 
worldwide is similar to variance in Europe. Table 4.12 presents the averages. CVs of 
separate values to be found in tables A139-A142, pages 298-299. 
 
Table 4.12. Average CVs for four types of values worldwide and Europe 15  
 Worldwide 26 Europe 15 
Feelings/attitudes (18 values) .31 .28 
Motives/needs (12 values) .30 .26 
Norms/morals (15 values) .29 .29 
Attitudes to environment (4 values) .20 .23 
 
 Worldwide, of the 49 values, 40 are significantly correlated with one or more of 
Hofstede's cultural dimensions. Regression analysis shows that for 35 values one or more 
cultural dimensions are predictors. For Europe, 38 values are significantly correlated with 
one or more of the cultural dimensions while the cultural dimensions are predictors for 33 
values (tables A143 - A150, pages 299-302). 
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4.9. SUMMARY OF FINDINGS 
 
 Our findings are summarized in several ways. (1) For each of the three country 
groups, the results of time series calculations are presented by convergence, stability and 
divergence. (2) The three country groups are compared with respect to the degree of 
homogeneity of product categories. (3) The influence of time on convergence-divergence 
is analysed. (4) Several patterns of convergence and divergence are distinguished and 
discussed. (5) A few conclusions and phenomena are presented. 
 
4.9.1. Convergence-stability-divergence 
 
 In the tables 4.13, 4.14, and 4.15, the areas of convergence and divergence are 
summarized for the three groups of countries. As for Europe more data for more areas are 
available than for the groups worldwide and developed 26, table 4.13, for Europe, is more 
comprehensive than the other tables. We see that in some cases convergence takes place 
in all groups, in other cases groups vary. While in one group convergence is found, in 
another we find stability or divergence. The areas that vary are in Italics. 
 
Table 4.13. Worldwide: Convergence, stability and divergence  
Convergence Stability Divergence  
Urbanization GNP/capita  
Education   
Female share of labor force   
Passenger cars/1,000 pop   
Telephone main lines/1,000 pop   
TV sets/1,000 pop Newspaper circulation  
Radios/1,000 pop Share adspend newspapers  
Total adspend per capita   
Share adspend magazines  Food, % HH spend 
Share adspend TV  Clothing, % HH spend 
Share adspend radio  Fuel & power, % HH spend 
Transport & com % HH sp  Health, % HH spend 
 
Table 4.14. Worldwide, developed countries: Convergence, stability and divergence  
Convergence Stability Divergence  
GNP/capita   
Urbanization   
Education   
Female share of labor force   
Passenger cars/1,000 pop   
Telephone main lines/1,000 pop   
TV sets/1,000 pop Newspaper circulation  
Radios/1,000 pop   
Total adspend per capita  Internet hosts/10,000 pop 
Share adspend magazines Share adspend newspapers  
Share adspend TV   
Share adspend radio   
Transport & com % HH sp Clothing, % HH spend Food, % HH spend 
Fuel & power, % HH spend  Health, % HH spend 
  Leisure, % HH spend 
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 Although worldwide incomes do not converge, in the developed world they do. 
Converging incomes are the cause of all instances of convergence at macro level except 
expenditure on health and medical care. With wealth comes technological advancement, 
causing penetration of transport and communication infrastructure in all three groups of 
countries: Convergence of cars, telephone main lines, TV sets, the percent of private 
consumption spent on transport and communications and adspend. For the other product 
areas, not directly linked with economic development, the three country groups vary with 
respect to convergence, stability or divergence. The pattern fits the macro-micro 
dichotomy: At macro level convergence takes place, but at micro level we find 
divergence. Our findings also confirm the phenomenon that convergence at macro level 
masks divergence (Inkeles 1998:41).  
 
Table 4.15. Europe: convergence, stability, divergence 
Convergence Stability Divergence  
GNP/capita   
Urbanization Housing  
Education   
Female share of labor force   
Passenger cars/1,000 pop Car bought new Three cars owned 
 Knowledge engine size  
  Newspaper circulation 
  Press consumption 
  Book readership 
Telephone main lines/1,000 pop 
TV sets/1,000 pop  Viewing time 
  Radios/1,000 pop 
Total adspend per capita   
Share adspend magazines Share adspend newspapers  
Share adspend TV   
Share adspend radio   
Consumer electronics-audio   
Electrical household appliances   
Camera owned  One, two or three cameras 
Frequent use of camera   
Three plus watches owned One or two watches owned  
Stocks & shares Use frequency of credit card Savings  
Mutual funds  Invest in precious metals 
Private pension plans   
Food, % HH spend  Clothing, % HH spend 
Transport & com, % HH sp  Fuel & power, % HH spend 
Health, % HH spend  Leisure, % HH spend 
  Furniture, % HH spend 
Alcohol consumption Fish consumption Cigarette consumption 
 Jams & preserves Milk consumption 
 Soft drinks Ice cream consumption 
 Mineral water  
  General life satisfaction 
 
 Examples of convergence are in particular in the technology category. Ownership of 
technological goods and services is linked with income, and in the developed world it 
converges with converging incomes. How people use technology varies. These 
differences are stable or they diverge. So, although socio-economic variables, durables 
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and technology at macro level as well as some aspects of consumption of non-durables at 
macro level are converging, much of consumption at micro level is not converging or 
even diverging. The cause of this is the fact that peoples values are not converging, and 
values influence consumption.  
 
4.9.2. Heterogeneity versus Homogeneity. 
 
 With respect to the macro variables, there is more homogeneity, both worldwide and 
in Europe, than with respect to the micro variables. Generally, it can be concluded that 
there is greater homogeneity in Europe than worldwide, but the differences vary by 
category. With respect to the product constellation of the means of the new economy, the 
gap between the developing world and the developed world is increasing along with 
stable income differences. Table 4.16 summarizes the differences between the groups of 
countries worldwide, developed 26 and Europe 15, by presenting the average coefficients 
of variation for a number of categories.  
Table 4.16. Worldwide heterogeneity versus regional homogeneity.  
Categories Average coefficients of variation  
 Worldwide Developed 26 Europe 15 
Macro socio-economic variables  .43  .26  .18 
Telephone main lines/1,000  .64  .26  .17 
Passenger cars/1,000  .79  .37  .18 
TV sets/1,000  .50  .28  .11 
Newspapers/1,000  .78  .50  .53 
Radios/1,000  .64  .42  .36 
Communication means new economy  1.12  .70  .62 
Adspend, total and distribution by media  .57  .44  .40 
Structure of private consumption  .53  .50  .46 
Food, 18 categories  .92  .76  .57 
Soft drinks  .58  .37  .29 
Beverages, 6 categories  .95  .80  .72 
Personal care products, 8 categories  .73  .53  .42 
Household cleaning products, 3 categories  .51  .36  .24 
All OTC health care products  .95  .57  .44 
Real jewelry  .72  .66  .66 
Cigarettes  .52  .37  .31 
Pet foods  1.01  .74  .54 
Values World Values Survey 
Feelings/attitudes (18)  .31    .28 
Motives/needs (12)  .30    .26 
Norms/morals (15)  .29    .29 
Attitudes toward environment (4)  .20    .23 
 For all categories, the most recent years are used, varying between 1994 and 19981.  

                                                      
1 The macro variables of table 4.1. are pulled together. Telephone main lines, passenger cars, TV 
sets, radios and newspapers per 1,000 are taken separately. The communication means of the new 
economy (five categories) are pulled together (table A89). Adspend and distribution by media are 
pulled together (tables A48 - A52). The various percents of structure of consumption are pulled 
together (table A57). The food categories are of table A71 and the beverage categories are of table 
A82. Household cleaning products are of table A129. The personal care category and other 
separate categories are of table A118. A number of values, from the World values Survey could 
be compared worldwide and for Europe. These are from tables A139 to A142. 
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 Comparison of the average CVs in table 4.16 makes us conclude that Europe is the 
most homogeneous of the three groups of countries. In line with our convergence 
findings, greatest homogeneity is at the macro level, for the socio-economic variables and 
telephone main lines, passenger cars and TV sets. These are the variables that are directly 
related to income. It looks like for these variables a ceiling of convergence has been 
reached at CV levels between .11 and .18. For only one category, Europe's average CV is 
the same as of developed countries worldwide: Real jewelry. For newspapers, Europe is 
less homogeneous than the group developed 26. With respect to values, variance 
worldwide is not much larger than in Europe. 
 
 The next greatest homogeneity in Europe is for household cleaning products (.24), 
soft drinks (.29) and cigarettes (.31). Soaps, soft drinks and cigarettes are obviously the 
most globalized product categories. These categories are the ones dominated by the oldest 
and largest US multinational companies who have pioneered global marketing and 
advertising: Procter & Gamble, Coca-Cola and Marlboro. 
 
 For several categories that have relative homogeneity in Europe, the convergence 
trend has changed into a divergence trend. Examples are radios per 1,000 population and 
numbers of cigarettes consumed. Radio ownership converged until 1970 and diverged 
after that year. Cigarette consumption in Europe converged until 1992 and then diverged.  
 
 From our analysis  we also conclude that several ceilings of convergence exist. In 
Europe, the most economically homogeneous area, there is a ceiling of convergence for 
technology between .11 and .18, which parallels the lowest CV of GNP per capita at PPP, 
reflecting spending power. CVs of GNP per capita at PPP in Europe were .19 in 1991 and 
.15 in 1998. The lowest CV for any other product category is .24 (household cleaning 
products), while the highest CV is .72 (beverages).  
 
 
4.9.3. The time factor 
 
 For many products, in the economically advanced countries a ceiling of convergence 
is reached with a certain level of wealth at a certain point in time. For the "old" products, 
most advanced countries reached such ceilings long ago, leaving no room for further 
convergence. Examples are milk and mineral water consumption and the "old" media 
radio and newspapers.  
 
 For international marketing, the challenge will be to calculate the ceiling of 
convergence for new products. This is expected to run more or less parallel to the point 
where income stops to be a predictor for variance and cultural factors become predictors 
instead. In Europe, for cars it took approximately 40 years for income to disappear as a 
predictor, taking 1950 as the year when cars started to penetrate in Europe. For cars, for 
TV sets as well as for newspapers, 1990 was the last year when income was the predictor. 
So for penetration of TV sets in Europe, it took 30 years if we take 1960 as a starting 
year1. For radios, also 1990 was the year when income was no predictor anymore. For 
newspapers in Europe, already in 1960, cultural factors were predictors, but only in 1996, 
income did not play a role anymore.  
 
                                                      
1  In the Netherlands only in 1965 did two thirds of households have black and white television. 
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 Table 4.18 presents for Europe ceilings (lowest c.v. and year of lowest c.v.) and 
thresholds (threshold year when income stops to be a predictor and point in time when 
cultural variables start to contribute to explain variance, either as first predictor or 
additional to income) for selected categories. Various time spans are involved. If the year 
when cultural factors first contribute also is the first year of the time span used for the 
category, it is marked with a *. In cases where income is the predictor through all years, 
we mark "income all years". In cases where income never is a predictor, we mark 
"income never". 
 
Table 4.18. Ceilings of convergence and thresholds of income influence in Europe   
 Ceiling Threshold of income's influence 
 CV Year Year income no pred. Year cultural predictors 
Telephone main lines .17 1998 Income all years 1980 
Passenger cars .18 1990 1990 1970 
TV sets .11 1998 1990 1960* 
TV share adspend .44 1998 Income (-) all years 1981* 
Radio's .33 1985 1985 1960* 
Radio share adspend .45 1998 Income never 1988* 
Newspapers .45 1975 1975/1996 1) 1960 
Newspaper share adspend .36 1995 1988 1981* 
Structure of private consumption, percentages 
 Food .21 1991 1983 1983 
 Clothing/footwear .19 1990 Income never 1970* 
 Fuel/power .26 1989 Income all years 1983 
 Medical care .65 1995 Income never 1950* 
 Transport & Com. .11 1992 1976 1976 
 Leisure .23 1986 Income never 1970* 
 Furniture .14 1987 1983 1983 
Consumption of milk .31 1990 Income never 1970* 
 ice cream .22 1985 Income never 1985 
 cigarettes .23 1989 Income never 1983* 
 alcohol .24 1990 Income never 1983* 
1) For newspapers, income stops explaining variance in two time periods (see table A4.39). 
 
 
4.9.4. Patterns of convergence and divergence 
 
 Table 4.16 shows that there is not one pattern of convergence or divergence, but 
there are various patterns. The forms distinguished by Inkeles (1998:38-43) are reflected 
in the various patterns found in our study.  
 
4.9.4.1. Convergence masks diversity or divergence  
 
 In many cases, most of all convergence at the macro-level, convergence masks 
diversity. As Przeworski and Teune (1970:55) state: "Institutional-setting variables are 
deceptional easy to assess, and this often leads to misleading inferences from institutions 
to behaviors, either of systems or individuals within them". While many researchers find 
convergence from macro-institutional data, our calculations demonstrate many instances 
of convergence masking stable differences or divergence. Penetration of telephone main 
lines converges, but in Europe, even among the wealthy groups, variance with respect to 
numbers of telephone lines per family, numbers of international calls and ownership of 
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mobile phones still are considerable (table A20, page 243). While the numbers of cars per 
1,000 inhabitants converge across Europe, differences between countries with respect to 
numbers of cars per family, preferences of new or second hand cars or make and model of 
car are stable or diverge. With respect to the media, TV ownership converges, while 
convergence of viewing time stops at a certain point in time, and differences remain 
stable, as illustrated in figure 4.13.  
 

Figure 4.13. Viewing minutes in Europe: Convergence and stability 
 
 
4.9.4.2. Convergence 
 
 While viewing time does not converge, penetration of television sets is a strong 
example of convergence. Convergence means moving from different positions toward 
some common point. Over time, patterns of convergence may change in divergence and 
return to convergence. There are various levels of convergence and in many cases 
convergence stops at a certain point in time.  
 
 The year a lowest CV is reached, is not necessarily also the year when income 
differences stop explaining variance. Also, in some cases cultural factors, next to income 
start explaining variance very early in time. Examples are ownership of passenger cars, 
radios and TV sets. Figure 4.14 illustrates convergence of TV sets per 1,000 population in 
Europe between 1960 and 1997.1.  
 

                                                      
1 The graph in figure 4.4. suggests - in contradiction to the c.v.'s over time - convergence-
divergence-convergence instead of contineous convergence. This is because the diagram shows 
absolute numbers whereas the CV is a relative measure. 

Viewing minutes Europe 1991-1997

100

150

200

250

yr91 yr93 yr94 yr96 yr97

AUT
BEL
DEN
FIN
FRA
GER
IRE
ITA
NET
NOR
POR
SPA
SWE
SWI
UK



  Chapter 4. Convergence - Divergence 162 

Figure 4.14. TV sets per 1,000 population in Europe 
 
 
4.9.4.3. Convergence, stability, divergence and crossover 
 
 Convergence does not always mean movement in the same direction and crossover 
effects may take place, causing stability or change from convergence to divergence or the 
other way round. Alcohol consumption and cigarette consumption are examples of 
convergence with crossover effects.  
 
 Convergence of alcohol consumption in Europe is largely influenced by changes in 
wine consumption. While the countries in the south of Europe have decreased wine 
consumption, in the north, consumption increases. This is the result of improved 
distribution systems and harmonization effects of the European Union. When a balance is 
reached, differences in alcohol consumption can remain stable or diverge.  
 
 Change in cigarette consumption, as illustrated for six countries in Europe in figure 
4.15. is an example of crossover. Between 1983 and 1997 the main trend was a decrease 
of cigarette consumption, except for a few countries, such as Spain, where cigarette 
consumption increased. In 1987/1988 the pattern changed. In some countries, between 
1987 and 1997 cigarette consumption increased, while in others it decreased.  
 
 Consumption increased in Belgium from 1328 to 1568 cigarettes per person per year 
and in the Netherlands from 1042 to 1245 cigarettes per person per year. In Sweden 
consumption decreased from 1431 to 893 cigarettes per person per year and in Finland 
from 1562 to 817 cigarettes per person per year. 
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Figure 4.15. Cigarette consumption in six countries in Europe: Crossover 
 
 
4.9.4.4. Thresholds of convergence 
 
 There may be thresholds that are more important than absolute differences. For food 
and beverages, the threshold is relatively high. For technology at macro level we found a 
threshold as low as .11. Newspaper readership, which may have converged a century ago, 
has reached a level of no further convergence at .45 and during the past half-century the 
differences have remained stable with some instances of crossover.  
 

Figure 4.16. Newspapers: Stability and crossover 
 
 The chart in figure 4.16. shows crossover around 1980-1985. In Europe newspapers 
converged until 1980 after which year there is stability or divergence. This is likely 
caused by the growth of commercial television at that time. In the - at that time - still 
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relatively poor countries such as Portugal and Spain, television became a strong medium 
at the cost of newspapers, more than in the more wealthy area of Europe. More than 
newspapers, television is (negatively) related to income. For newspapers the relationship 
with income disappears altogether and the cultural variables become the only predictors. 
 
 
4.9.4.5. Parallel change 
 
 Parallel change happens when movement is in one direction but differences remain 
more or less the same. This phenomenon is mostly found in the food category, but also in 
buying motives and attitudes.  
 

Figure 4.17. Percent expenditure on food: Parallel change 
 
 Many examples of this phenomenon are found in Europe, at the micro level. 
Examples are mineral water consumption and preferences for new or second hand cars. In 
such cases, cultural factors are the constant predictors for differences between countries. 
Figure 4.17. illustrates the differences between countries with respect to the percent of 
private consumption spent on food. 
 
 According to Engel's law, with increased wealth, the percent spent on food 
decreases. We see indeed that this is happening in all countries, but the differences 
between countries remain stable. They are related to the degree of individualism. A clear 
case of how Engel's law works is Ireland where national income grew fast in the past 
years and the percent decreased faster than in Portugal, Italy and Spain (collectivist). The 
percent spent on food of Ireland converged with the other individualist cultures while the 
development in the collectivist cultures remained parallel. A conclusion can be that 
Engel's law applies better to the individualist cultures than to the collectivist cultures, 
where the percent spent on food is likely to remain at a higher ceiling than in the 
individualist cultures. 
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4.9.4.6. Divergence 
 
 Pure divergence, meaning continuous movement away from a common point at the 
start is a rare phenomenon. More often convergent trends are followed by divergence. 
Examples of pure, consistent divergence in Europe are radio ownership, the percents of 
private consumption spent on fuel & power and on leisure between 1985 and 1996. 
Examples of divergence are illustrated in figure 4.18 (radios per 1,000 population) and 
4.19 (percent expenditure of private consumption on leisure). 
 

Figure 4.18. Radios: Divergence 
 

Figure 4.19. Expenditure leisure and culture: Divergence 
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 Change patterns are likely to vary by subsystem and within subsystems. Some 
products or sub-categories may converge, while this is not representative for the category. 
The example mentioned before is soft drinks. Some types of food (hamburgers and 
pizza's) and some types of clothing (jeans and trainers) may serve as examples. The 
strategic fallacy is interpreting these examples as representative for the category. 
Although convergence takes place for some clothing categories, such as for sports and 
leisure, general tastes for clothing styles are not converging as C&A discovered. A few 
years after having standardized their clothing following continental European fashion 
styles, they had to close all shops in the United Kingdom (NRC Handelsblad June 15, 
2000). Some food types such as pizzas may diffuse fast, but most food habits change 
more slowly or not at all. 
 
4.9.5. What is newest changes fastest 
 
 At the macro level, what is newest converges fastest, what is old does not converge 
and if it changes at all, it changes slowly, too slow to be visible during a lifetime of 
human beings. This is best demonstrated by stability or divergence of the distribution of 
private consumption over the various activities and food consumption. This is consistent 
with the "duration-of-usage" phenomenon as described by Van Mesdag (2000). The 
longer the duration of usage of products, the more specific customs and styles of 
countries are, the larger the differences and the longer it takes to change them. According 
to Van Mesdag, this duration-of-usage phenomenon is not confined to food. It is clearly 
recognizable in things like the visual arts, music, architecture, in language, social 
behavior and modes of dress. In common with eating and drinking habits all these things 
have evolved over very long periods of time. Products with a long duration-of-usage, like 
bread, vegetables and fish still have widely divergent consumption patterns, while 
consumption of some recent industrial food types may converge (Van Mesdag 2000:82-
83). 
 
 Examples of this phenomenon are in the media - how radio ownership and press 
consumption diverge after years of convergence, as compared with the consistent trend of 
convergence of penetration of television sets. Trends of the old media can be used to 
predict the future for the new media such as the Internet and WAP technology. They may 
temporarily cannibalize the old media, but over time, balance is likely. The various 
technological products of the new economy are still in the process of convergence, but 
time spans may become shorter and with emerging new technology, a ceiling of 
convergence is likely to be reached at shorter time spans.  
 
 Food products are an example of products with longer time spans operating and for 
many products the differences are stable, even in economically advanced societies. For 
many food products, most countries reached a threshold long ago and the differences 
remained more or less the same. This stability may be explained by collective memory. 
While there are no objective economic or climatic explanations for differences in milk 
consumption in Europe (penetration of refrigerators is high), collective memory is that 
milk is a perishable product and trust in food products like milk is lower in climates of 
higher temperatures. This distrust translates to other milk-based products such as ice 
cream. So values related to staples serving as basic ingredients of modern processed food, 
are extended to modern processed food products. New products related to old ones are 
likely to follow similar patterns as the "old" ones, unless a completely new usage domain 
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is found. Over time, climate as explaining variable is replaced by cultural variables that 
may be derived from climate. 
 
 Although there is not one pattern for all consumption, but varying patterns for 
different product categories, we conclude that at longer or shorter time spans, there are 
periods of convergence that stop at a certain ceiling, and are likely to be followed by 
periods of divergence. We have demonstrated that there are a number of variables, such 
as income, culture, degree of homogeneity of countries and category, which may be 
included in a mathematical model to predict the moment of convergence or divergence of 
new products1.  
 
4.9.6. No value change 
 
 Values do not change with changing circumstances or with the movement from 
modern to postmodern or postmaterialist societies, as Inglehart (1997) postulates. 
According to Inglehart, postmaterialism emerges with economic security and includes the 
rise of new values and lifestyles with greater tolerance of ethnic, cultural and sexual 
diversity and individual choice concerning the kind of life one wants to lead and rejection 
of modernity including science and technology, in short: Substitution of material goals by 
expression of psychological goals.  
 
 Inglehart (1997:359) lists countries on a scale of postmaterialist values, on which 
China is lowest (7) and Finland is highest (33). When his country scores on this 
dimension (Europe 15) are correlated with Hofstede's cultural dimensions and 
GNP/capita, only one significant correlation is found with individualism (r = .47*). One 
would expect that postmaterialist values would correlate negatively with ownership and 
buying of all sorts of technology and luxury goods such as cars, internet usage, luxury 
drinks, jewelry, expensive watches and the like. Correlation analysis between 
postmaterialist values and 104 of such items delivered only eleven significant 
correlations, which may be due to chance. Of these eleven, six negative correlations were 
items that are also negatively correlated with individualism2. Only one negative 
correlation that may be meaningful is a negative correlation between Inglehart's 
postmaterialist values and responses to the question on potential use of e-commerce, by 
EMS respondents (r = -.72***). This exercise demonstrates that the label 
"postmaterialist" is not useful for our purposes, so we prefer the term "postscarcity 
society" (Giddens 1991:798), as it demonstrates the decreasing influence of income on 
consumption and consumer behavior.  
 
 Our findings confirm that there are no new values. With changing circumstances 
"old" values are expressed in different ways. In the new post-scarcity society, the "old" 
values become manifest in consumption and consumer behavior. An example is shopping 
behavior. The degree of role differentiation are expected to influence shopping behavior: 
In the masculine cultures, males will be less involved in daily food shopping than in the 
feminine cultures. With urbanization and increased wealth daily food shopping will be 

                                                      
1 A challenge for econometricians would be to calculate a formula for the time factor, ceilings and 
thresholds for convergence-divergence of new products. The ability to calculate patterns of 
convergence and divergence of consumer behavior across cultures would be an asset to 
international marketing. Unfortunately this is beyond the scope of our study.  
2 Heavy spending on cosmetics, skin care and perfume by the mostly male target of EMS. 
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shared more between men and women in the feminine cultures than in the masculine 
cultures. For 15 countries in Europe (Eurodata 91) there is a significant correlation 
between percent ‘main food shoppers are women’ and masculinity (r = .55*). When the 
more traditional countries Spain and Portugal were excluded from the calculation, 
significance becomes much stronger (r = .77***). Thus, along with modernization and 
economic development, latent cultural differences become manifest. 
 
 People's values, attitudes and behavior are surprisingly stable in time. Also the new 
means/new media are used to continue doing what people are used to do and what they 
like most, as is demonstrated by the influence of culture on the use of the Internet. When 
new media emerge, be it the Internet or mobile phones, they will be adopted for the type 
of activity people are used to and like most. These activities vary by culture. The stability 
of cultural values is in contrast to what economists expect that with converging incomes, 
cultural values and habits will also converge. The opposite is true, cultural values are 
stable and with converging incomes they will become more manifest. When people 
possess more or less enough of everything, they will spend their incremental income on 
what most fits their value pattern. Americans will buy more cars, the Dutch will buy more 
luxurious caravans and the Spanish will eat out even more than they do now.  
 
 
4.9.7. Hierarchies of explaining variables 
 
 According to Parker (1997), climatic differences are the prime explaining factor for 
most of human consumption. But climate includes direct and indirect effects. Without 
understanding the difference between this direct and indirect effect, climate is not a useful 
variable for explaining consumption differences. 
 
 We found that worldwide (table A72, page 266) climatic differences explain 
between 20 and 52 percent of variance in consumption of seven out of eighteen food 
products. These are not necessarily the "old" food products such as meat, rice and milk. 
Also for confectionery, climate is the predictor. In such cases climate has a direct 
function as explaining variable: It explains differences in the need for energy. Climatic 
differences also have caused economic and cultural differences (Geertz 1973; Hofstede 
1991). There is a hierarchy between the three types of variables. Climate drives culture, 
which in turn drives wealth, which in its turn drives culture in circular causation. For the 
purpose of understanding consumption differences, this hierarchy must be taken into 
account. Differences between countries with respect to some food categories can be 
directly related to climate (e.g. consumption of milk and fruit juice), while others can 
only be indirectly explained by climate. The direct effects of climate on food 
consumption have disappeared in postindustrial societies, where food that was perishable 
(e.g. milk) can be kept in refrigerators and food that was only available in the warm 
climates (fresh fruit) can be distributed to areas where it was not available. Over time, the 
cultural variables have become better predictors than climate. The cultural variables are 
more useful for explaining the differences than climate.  
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4.10. Conclusions 
 
 Our analysis of the previous sections can be summarized in a few law-like 
generalizations, which have consequences for theory and practice of international 
marketing and advertising. We will further discuss these generalizations in chapter 5. 
 
1. Worldwide as well as in the developed world there are large differences in 
consumption, usage and ownership of products as well as in motives for using or buying 
them. The lowest variance is found at a coefficient of variation of .11. In economically 
homogeneous areas (e.g. Europe) variance of consumption of many product categories is 
smaller than in economically heterogeneous areas. Even in economically homogeneous 
areas, the differences are large enough to pay attention to. In Europe, variance of 
ownership of the communication means of the new economy at macro-level is large, the 
coefficient of variation is .62. In the homogeneous areas the differences often can not be 
explained by income. In most cases variance can be explained by cultural factors.  
 
2. Convergence masks divergence. Convergence data at macro level mask diversity or 
divergence at micro level. Macro-level convergence of product ownership and 
consumption is an income-related phenomenon. With increased wealth, penetration of 
income related product categories converges across advanced economies. At the same 
time, increased wealth leads to divergence of consumption at the micro level.  
 
3. What is new changes fastest, what is old changes slowest. Variance of consumption of 
"old" products is not likely to change during our lifetime. New technology converges fast, 
but only at the macro level. At micro level soon after introduction of new products, usage 
starts to differentiate and can mainly be explained by values of national culture. The new 
media are used to continue doing what people are used to do and what they like most. 
Modern processed food keeps carrying the values of the "old" generic food ingredients. 
 
4. A few global products are not representative for globalization. A few homogeneous 
product categories are not representative for all other product categories and a few global 
brands are not representative for the product category. Three product categories have 
homogenized most: soft drinks, soaps and cigarettes. These are the three categories that 
have been dominated by three large American multinationals.  
 
5. Global advertising does not lead to homogeneity because there are no global values. As 
global advertising reflects the values of the culture where it is developed, it will work 
better in cultures with similar values and thus global advertising causes differences in 
consumption between cultures. 
 
6. There are no "new values". With changing circumstances "old" values are expressed in 
different ways. In the postscarcity societies, the "old" values become manifest. New 
technology does not change people's values. New means of technology and media only 
make people do more of what they used to do.  
 
7. Explaining variables operate in hierarchies. Climate is an indirect explaining variable 
for consumption of food products and ownership of technology. Other, related variables, 
lower in a hierarchy are better predictors for differences in consumption. 



CHAPTER 5  
 
 
 

CONSEQUENCES FOR THEORY AND 
PRACTICE 

 
 
  Consumer behavior is the most important area of study for marketing and 
advertising. Those who want to sell to or communicate with consumers must know what 
moves them. During the 20th century plenty of theories have been developed on what 
moves consumers within their cultural environment. Little has been done to compare 
consumer behavior across cultures. Advertisers take great pains to try to understand 
certain subcultures such as youth culture, knowing that they can only appeal to the young 
if they address them in the right way. When it comes to addressing adult women or men 
of different national cultures, many advertisers think one standard message is sufficient. 
They forget that markets are people and become product-oriented. One of the causes can 
be that in consumer behavior theory, culture is merely viewed as an environmental 
influence on consumer behavior, although culture influences the central values of people. 
Modern marketing uses these central values for developing effective marketing and 
advertising programs. When developing programs for global markets, marketers don't 
realize that programs reflecting their own values are likely to be less effective in markets 
where people have different values. 
 
  In chapter four we have demonstrated that value differences across nations are stable 
and that they influence consumption and buying motives. Our findings are based on 
empirical evidence. This was described in chapter four. In this chapter we review the 
consequences of our findings for theory and practice. Doing this we follow the structure 
of chapter two. We follow the framework of cross-cultural consumer behavior by Manrai 
and Manrai that we present in chapter two (page 52-53). We describe six value domains 
that can be used to segment markets. We describe how our findings help improve 
understanding of theories of consumer behavior. Finally we give a few example of the 
consequences for practice. 
 
 
5.1. CONSEQUENCES FOR CONSUMER BEHAVIOR THEORY 
 
 In the framework of cross-cultural consumer behavior (figure 5.1 = figure 2.2. from 
chapter 2) that we used for structuring our discussion of culture's consequences for 
consumer behavior, the central influences on consumer behavior are values, culture and 
the economic environment. They are located at the top in the model. They are also the 
core elements of consumer behavior in explaining variance between countries. We have 
delineated domains of culture-bound values that can be used to segment markets. These 
are described in this section. 
 
 Consumer behavior theory covers the elements in our framework: The intermediary 
variables, the processes and consumer behavior domains. Culture's influence on these 
elements is reviewed in this section. Our findings also demonstrate the non-universality 
of consumer behavior theories.  
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Figure 5.1. A framework of cross-cultural consumer behavior   
 
 Values  
 Culture 
Intermediary variables   Processes 
 (Page 183-186)  (Page 186-190) 
 Economic Page Learning 
 Attitude environment 182-183 Motivation 
 Lifestyle  Emotion 
 Personality & Page Information processing 
 Self-concept Value domains 171-182 Decision making 
 
  
 
 
 Consumer behavior domains 
 
 (Page 190-194) 
 Product ownership and usage  
 Adoption/ diffusion of innovations 
 Complaining behavior 
 Brand loyalty 
 Responses to advertising 
 Media usage  
Source: Adapted from Manrai and Manrai (1996) 
 
 
5.1.1. Culture and values: Value domains 
 
 We define value domains as clusters or configurations of values that apply to 
domains of consumer behavior and that are related to specific product categories or 
consumer activities. When economic and demographic systems converge, income and 
demographic variables are not the best criteria for segmenting international markets and 
value domains are likely to be more useful. Groups of countries can be formed according 
to cultural values that influence consumption of specific products. One or a configuration 
of dimensions can define a value domain. In chapter two, we give examples of value 
domains found in literature. In the following sections we describe six examples of value 
domains derived from our research findings. The purpose is to make our findings 
applicable to daily marketing and advertising practice. Further research must find 
empirical evidence to support the specific configurations of cultural dimensions that 
define the various value domains. 
 
 
5.1.1.1. Purity 
 
 In chapter four we describe how variance of consumption of various food products is 
consistently explained by uncertainty avoidance. We find for example that consumption of 
milk, ice cream and all sorts of frozen foods are negatively correlated with uncertainty 
avoidance, while consumption of mineral water is positively correlated with uncertainty 
avoidance. We concluded that uncertainty avoidance includes values of purity.  
 
 There is a relationship between purity need and the degree of confidence people have 



 Chapter 5. Consequences for theory and practice 172 

in various food products. Eurobarometer (1998) asks questions about confidence in food 
products. The question asked is: “For each of the following food products, please tell me if 
you think it is safe or not safe?” Products are bread and bakery products, fresh fruit, fresh 
vegetables, fresh fish, fresh meat, fresh milk, cheese, eggs, canned foods, frozen foods, pre-
cooked meals and other pre-packed food. The average coefficient of variation for the 
answers "not safe" is .56, so variance between the 13 countries of the European Union is 
large. For seven of the twelve categories, variance is explained by uncertainty avoidance. 
Table 5.1. shows for the answers "not safe" for seven food categories the correlation 
coefficients with the cultural variables and the percents variance explained in regression 
analysis. 
 
Table 5.1. No confidence in food (European Union: 13 countries). Answers "not safe" 
 PDI IDV MAS UAI LTO Pred. 1 R2  
Bread  .54* -.41  .15  .60* -.78 UAI .36 
Fresh milk  .72*** -.31  .17  .71*** -.28 PDI .51 
Cheese  .58* -.34  .30  .64** -.28 UAI .42 
Canned foods  .30 -.47ns  .41  .64** -.24 UAI .41 
Frozen foods  .54* -.60*  .31  .75*** -.29 UAI .56 
Pre-cooked meals  .43 -.50*  .40  .67** -.33 UAI .45 
Other pre-packed  .49* -.45  .29  .64** -.46 UAI .40 
 
 We find that the need for purity explains variance of many food products. Generally 
speaking, consumption of processed food is negatively correlated with uncertainty 
avoidance. In Europe, the correlation coefficients with uncertainty avoidance for a few 
categories are (in volume per capita, data Euromonitor 1996, 15 countries): Frozen food: 
r = -.77***; Frozen ready meals: r = -.62**; Ice cream: -.76***.  
 
 In chapter 3 (page 96) we describe the concept of a hierarchy of effects of culture. 
Historically, meteorological climate influenced food consumption. We would expect that 
effect to disappear in industrial and postindustrial societies where modern food 
processing and distribution systems eliminate the effect of climate. Modern technology 
should allow people to change habits and modify their attitudes. This is not so. Collective 
memory is so strong that attitudes and values are persistent. They have become part of 
national culture. They can explain persistent variance of attitudes toward modern 
processed food. This difference between countries with respect to the need for purity 
explains the aversion from genetically modified food in the strong uncertainty avoidance 
cultures. The strong protests against GMF originated in France, a culture of strong 
uncertainty avoidance. In the case of France it is reinforced by low masculinity that is 
related to care for the environment. 
 
 This value domain is of particular importance for food retailers and for producers of 
processed food. In retail, availability of fresh food will be more important in the cultures 
of strong uncertainty avoidance, while in cultures of weak uncertainty avoidance, focus 
can be more on fast food or convenience food products.  
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5.1.1.2. Locus of control  
 
 In chapter two (pages 47 and 63) we define locus of control as the degree of an 
individual's perception of control over his or her own life and world. Persons measuring 
low, or "externals", view themselves as having little control of outcomes in life. 
"Internals", measuring high, view themselves as being in control of outcomes in life. We 
extend this concept to the national level, suggesting that in some cultures people are more 
inclined to take social action to better one's life's conditions, while in other cultures 
people are more dependent on institutions such as authorities and governments. Triandis 
(1995) reported on a study among American and Soviet students in 1985, who were asked 
their opinion on two opposing statements: "Human beings are unable to rule themselves 
and their government should rule them" versus "Human beings should rule themselves, 
best government is least government". The Soviet students, high on power distance and 
uncertainty avoidance chose for the first statement, while the American students of low 
power distance and uncertainty avoidance chose for the second statement. We suggest 
that internal locus of control is more found in cultures of the configuration high 
individualism/small power distance/weak uncertainty avoidance. External locus of 
control would be more found in cultures of the configuration low individualism/large 
power distance/strong uncertainty avoidance.  
 
  Several findings support this suggestion. One supporting finding is the relationship 
between the degree of confidence in institutions and the configuration of power distance 
and uncertainty avoidance. The World Values Survey 1990 measures confidence in 
institutions (Inglehart et al. 1998)1. The question is: “For each item listed, how much 
confidence do you have in them, is it a great deal, quite a lot, not very much, or not at 
all?” The percents answers published are of “a great deal” or “quite a lot”. We use 
findings of confidence in the church, the press and the legal system. Similar questions 
about the degree of trust in institutions are asked in the Eurobarometer Surveys of 1997 
and 1999. For Europe we add data on the same topics from Eurodata 1991 and EMS 
1997. We also include answers to questions about the responsibility for the environment. 
Do people refer to the government as the responsible institution for caring for the 
environment, or do they think they should pay for the environment themselves and do not 
mind higher taxes for this purpose. Tables 5.2. (25 countries worldwide) and 5.3 (Europe) 
show the correlation coefficients with the cultural variables and the percents variance 
explained in regression analysis. 
 
Table 5.2. Confidence in institutions worldwide (25 countries); LTO = 20 countries  
 PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 
WVS 1990 
Church  .42* -.25  .10 -.07 -.01 PDI .18 UAI (-) .34 
The press  .61*** -.39*  .06  .22  .59*** PDI .37 
Legal system -.29  .17 -.28 -.46* -.08 UAI (-) .21 
Environment resp. govt.  .33 -.26  .37*  .61*** -.05 UAI .37 
Environment paid by taxes  .09 -.26 -.61*** -.29  .17 MAS (-) .38 
 
 Worldwide, in the cultures of large power distance the church and the press are 
trusted. These are the moral authorities. Trust in the legal system is negatively correlated 
with uncertainty avoidance and in Europe also negatively with power distance. The law 

                                                      
1  Countries are: Argentina, Austria, Belgium, Brazil, Canada, Chile, Denmark, Finland, France, 
Germany, India, Ireland, Italy, Japan, Korea, Mexico, Netherlands, Norway, Portugal, South 
Africa, Spain, Sweden, Turkey, UK, USA 



 Chapter 5. Consequences for theory and practice 174 

is (should be) independent of authorities. In Europe different or no relationship between 
culture and confidence in the church is probably due to secularization. 
 
 If people trust the authorities, they are likely to accept and expect more from their 
authorities than if people rely on the legal system. Locus of control also is about 
expectations of authority versus the ability of people to rule themselves. Thus, we find 
that reliance on the government for welfare (Eurodata 91) is positively correlated with 
uncertainty avoidance, which explains 32 percent of variance. In the external locus of 
control cultures, care for the environment should be laid in the hands of the government 
while in the internal locus of control cultures people feel personally responsible. In the 
feminine cultures people even want to pay for it themselves, via higher taxes. We find 
that in some cases also masculinity-femininity contributes to the distinction. 
 
Table 5.3. Confidence in institutions: Europe 15 or EU 13 (97 & 99)    
 PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 
Church 90  .16 -.18  .53*  .18 -.22 MAS .28 
Church 97 -.54* -.27 -.28 -.45 -.25 None 
Church 99 -.19 -.31 -.34 -.23 -.23 None 
The press 90  .56* -.22 -.35  .41 -.14 PDI .32 
Legal system 90 -.56*  .23 -.52* -.53* -.43 PDI (-) .31  MAS (-) .58 
Legal system 97 -.86***  .03 -.17 -.71*** -.12 PDI (-) .74 
Legal system 99 -.86***  .05 -.33 -.68*** -.01 PDI (-) .74 MAS (-) .87 
Welfare gvt 91  .53* -.45*  .40  .57*   .37  UAI .32 
Environment gvt. 90  .61* -.56*  .54*  .75*** -.07  UAI .56 
Environment taxes 90 -.30  .08 -.71*** -.54*    .03  MAS (-) .51 
 
 This distinction between external and internal locus of control can be applied to 
understand differences in attitudes and behavior. An example is variance in acceptance of 
the European single currency (Euro). Over time various surveys have measured the 
acceptance of a single European currency. The relationships with culture demonstrate that 
being for a single currency in the past decade has been a matter of external locus of 
control. In 1970, when the idea of a single currency was still an abstract concept, 
individualism explained variance. After 1990, being for a single currency was related to 
large power distance and/or strong uncertainty avoidance (the dimensions are interrelated 
in Europe). Large power distance means that people are used to others (e.g. government) 
making decisions for them. The opposite, small power distance includes the need for 
independence. The idea that the single currency is introduced over the heads of the people 
is something that is more difficult to accept in small power distance cultures than in large 
power distance cultures. This explains the strong opposition against the Euro in Denmark, 
a culture of small power distance and weak uncertainty avoidance. It is noticed that 
neither the young Europeans nor the wealthy target of EMS are very different from the 
mainstream in Europe in their attitudes to the single currency. Table 5.4. shows the 
correlation coefficients between the cultural variables and acceptance and non-acceptance 
of a single currency and the percents of variance explained. The data are from various 
sources and show similar relationships.  
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Table 5.4. For or against a single European currency  
 INC PDI IDV MAS UAI LTO Predictor R2   

For a single currency 
Reader's Digest 1970  .37 -.02  .78***  .04 -.38  .07 IDV .60 
Reader's Digest 1991 -.34  .66* -.03  .20  .58*  .42 PDI .44 
Eurobarometer 1996 -.44  .57* -.10  .12  .47ns  .21 PDI .32 
Eurobarometer 1998 -.33  .50* -.04  .21  .53*  .14 None 
EB Young Europeans 97 -.46  .37 -.37  .43  .56*  .10 UAI .32 
EMS 1997 -.48*  .56* -.08  .40  .48*  .18 PDI .31 
Against a single currency 
EB 1996  .54* -.54*  .16 -.38 -.57* -.23 UAI (-) .32 
EB 1998  .58* -.56*  .28 -.35 -.67** -.19 UAI (-) .44 
EB Young Europeans 97  .47 -.31  .41 -.48* -.54* -.11 None 
EMS 1997  .64*** -.54*  .38 -.59** -.66*** -.27 UAI (-) .44 
       MAS (-) .63 
       INC .79 
 
  Probably also related to locus of control are people's perceptions of their own 
influence on their health. Eurobarometer (1997) asks questions about people’s opinions on 
the possibility of cancer prevention. There are large, and culture-bound differences 
between the European countries with respect to belief in prevention. The questions are: 
“Do you personally think that cancer can be prevented, or not?” We selected the answer 
category “No”. “How can it be prevented?” Answer possibilities “by a better balanced diet 
and a healthy lifestyle”, “by regular medical check-ups”.  
Externals, those who are dependent on and believe in experts and authorities think that 
cancer can be prevented. This belief is based on trust in experts as they also believe in the 
use of regular check-ups. Internals believe they are able to influence their health 
themselves. Table 5.5 shows the correlation coefficients with the cultural variables and the 
percents of variance explained in regression analysis. 
 
Table 5.5. Belief in cancer prevention in 1997, Europe 13      
 PDI IDV MAS UAI LTO Pred. 1 R2  
No prevention possible -.34  .57*  .01 -.43  .09 IDV .33 
Medical check-ups   .68*** -.45  .19  .75*** -.03 UAI .57 
Better diet  -.59* -.11 -.41 -.50* -.21 PDI (-) .34 
 
  The distinction internal - external locus of control can explain variance in attitudes 
and behavior of consumers with respect to a variety of products and services. Insurance 
products may serve as example. External locus of control is likely to make people prefer 
government or company pension funds while internal locus of control is likely to make 
people prefer individual pension insurance. In Great Britain, 75 percent of men of 
working age have some private-pension provision, far more than in continental Europe 
(Economist September 4, 1999:37). Internal versus external locus of control can also be 
an instrument to explain differences in social and political attitudes between countries. 
Figure 5.1. shows how countries can be clustered according to internal-external locus of 
control. This is a two-dimensional map of power distance and uncertainty avoidance. The 
countries in the left two quadrants are mostly individualist and the countries in the right 
hand quadrants are mostly collectivist, except France and Belgium that are individualist. 
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Figure 5.1. Internal-External locus of control. 
 
 
5.1.1.3. Status  
 
 Because luxury articles can be used as manifestations of one's success, they are 
likely to be more attractive to members of masculine cultures than to members of 
feminine cultures. They serve as status symbols to express achievement. Table 5.6. gives 
an overview of the correlation coefficients between masculinity, income and a few luxury 
articles. EMS asks questions about ownership of various luxury articles, and asks the 
value of watches owned by respondents. Euromonitor provides sales data of real jewelry. 
We use data worldwide and for Europe. 
 
Table 5.6. Status needs and masculinity, Europe (15 countries)  
  GNP/capita Mas/Fem 
Watches owned (EMS95) 
Value main watch under £ 100 -.70*** -.50* 
Value main watch over £ 1,000  .38  .56* 
More than four watches in use -.01  .53* 
Main watch is branded Swatch  .47*  .75*** 
Sales real jewelry (in value, Euromonitor 1996) 
Worldwide 44 countries  .34  .44* 
26 developed countries worldwide (GNP/cap > $8,000)  .25  .61*** 
Europe 15 countries  .18  .51* 
Ownership of: 
Instant camera (EMS95)  .20  .63*** 
Suit or dress over £ 500 (EMS99)  .01  .68*** 
 
 Logically, a predictor for ownership of cheap watches is income. In lower income 
countries people will have less money to spend on watches than in higher income 
countries. But there also is a negative relationship with masculinity. In the feminine 
cultures there is less need to own expensive watches for demonstrating one's success. 
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Ownership of really expensive watches (> £ 1,000) is not related to national wealth, it is 
only correlated with masculinity (r = .56*). Having more than four watches in use also is 
a matter of status, in view of the correlation with masculinity (r = .53*).  
Using a Swatch branded watch surprisingly is very significantly correlated with 
masculinity (r = .75***), although a Swatch is not a very expensive watch. It must be 
inverted snobbery to say that one's main watch is a Swatch.  
 
 Other items that serve as status symbols are instant cameras and expensive clothes. 
While the need to be well groomed is related to strong uncertainty avoidance, this does 
not necessarily mean expensive clothes or the latest fashion. The latter is a matter of 
status. Already in 1970 (Reader's Digest Survey), the percent answers "wholly true" to 
the statement "I dress as far as possible according to the latest fashion", correlates 
positively with masculinity (r = .53*). Variance of sales or real jewelry (gold and 
diamonds) also is explained by masculinity, worldwide, in a group of 26 developed 
countries and in Europe. There is no relationship with national wealth. Jewelry has strong 
status value.  
 

Figure 5.2. Status needs and motives 
 
 We find that variance of all sorts of luxury articles and beverages is explained by 
status needs to demonstrate one's success. In the United States, a masculine culture, this 
need for success and the search for status symbols is described by Robert Samuelson 
(1999) as a national mania: "a bigger house, a more exotic vacation, a niftier bike, a faster 
computer that separates us from the crowd". In the United States it is ambition that drives 
this need for status symbols. It is based on the idea that people can write their own life 
stories. In a 1996 survey asking people whether anyone starting poor could become rich, 
78 percent of Americans thought so. And social standing is fluid (Samuelson 1999:4). 
This idea of mobility of social standing is related to small power distance. In the large 
power distance cultures positions and social status are less fluid, people have their 
rightful place in society. Related to this is another status need, to demonstrate one's 
position in society. An example of a luxury product that fulfills the desire for the latter 
type of status is Scotch whisky. For thirteen countries in Europe (United Kingdom, the 
home country, not included), there is a significant correlation between "regular 
consumption of Scotch whisky" as measured by EMS 1997 and power distance (r = 
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.74***). In Europe we also find significant correlations between power distance and 
regular consumption of vermouth or aperitifs (r = .62**), and champagne (r = .80***). 
Drinking aperitifs and champagne are obviously status reinforcing habits. Figure 5.2. 
shows how countries can be clustered according to the two status needs. 
 
 
5.1.1.4. Active-passive in leisure: Sports and Art orientation 
 
 Leisure activities vary by culture and we find that the same configuration of 
dimensions that distinguishes internal and external locus of control is related to the 
difference between active and passive leisure. In various surveys questions are asked 
about leisure activities and interest in the arts. This provides insight in how people spend 
their leisure time.  
 
 We have found a relationship between expenditures on leisure as percent of private 
expenditure in Europe and small power distance (page 129). We suggest as a possible 
explanation that in large power distance cultures more leisure time is spent visiting family 
and relations than in cultures of small power distance. But there is more variation. There 
is a pattern across cultures that is related to the configuration of power distance and 
uncertainty avoidance. In the small power distance/weak uncertainty avoidance cultures 
sports and fitness activities are a more important leisure activity as compared to the large 
power distance/strong uncertainty avoidance cultures where people show relatively more 
interest in the arts. All sorts of activities are related to this "art-orientation", varying from 
interest in interior design and painting and buying books about it, to regular visits to the 
cinema and doing a cultural tour as holiday activity. Art-orientation goes together with 
less physical activity. These conclusions are based on findings of the Reader's Digest 
1991 report and EMS 1997. We use the following answer categories of EMS1997: 
"Interest in interior design and home decoration and bought book", "interest in painting 
and drawing and bought book", "holidays in the past 12 months spent on cultural tour", 
"visited museum in own country 6-10 times in the past 12 months" and "more than eleven 
times in the past 12 months", "visit to the cinema in past 7 days", "actively involved in 
sports", "jogging, keeping fit, aerobics", "play golf" and Reader's Digest 1991: "Adults 
who exercise regularly", "adults who neither sport nor exercise". Table 5.7. shows the 
relationships with culture and the percents of variance explained.  
 
Table 5.7. “Active (sports) - Passive (art) orientation” Europe 15     
 PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 
Int. design 97  .46* -.15  .38  .40  .37 None 
Painting 97  .56* -.25  .38  .54* -.05 PDI .32 
Cultural tour 97  .47* -.19  .32  .52*  .13 UAI .27 
Visit museum 6-10 times  .25 -.51*  .17  .57*  .07 UAI .32 
Visit museum 11+ times  .59** -.31  .20  .57*  .32 PDI .35 
Visit cinema 97  .77*** -.40  .22  .64***  .10 PDI .59 
No exercise 91  .54* -.48*  .26  .69***  .42 UAI .48 
Reg. exercise 91 -.38  .18 -.49* -.59** -.52* UAI (-) .35 LTO (-) .57 
Active sports 97 -.61**  .07  .50* -.30  .12 PDI (-) .37 MAS .62 
Keep fit 97 -.52* -.05 -.22 -.40  .05 PDI (-) .27 
Play golf 97 -.38  .43  .11 -.68***  .10 UAI (-) .47 
 
 The existence of museums is not related to this art orientation, but to long-term 
orientation. The number of museums per million population (data UNESCO 1992, 
Europe, 12 countries) is negatively correlated with long-term orientation (r = -.57*). An 
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important value of short-term orientation is tradition and what museums generally do is 
preservation of the past.  
 
 This art orientation is related to a complex of interests in the arts. In the large power 
distance and strong uncertainty avoidance cultures people acquire an art-orientation 
probably because schools pay more attention to the arts. This results in more interest in 
design, art and fashion than in the cultures of small power distance and weak uncertainty 
avoidance where children acquire a more active physical orientation. The art-orientation 
of the large power distance/strong uncertainty avoidance cultures is recognized in 
advertising styles (De Mooij 1998a). It also explains motives for all sorts of products 
related to design. An example is the importance of design as a buying motive for 
passenger cars (see table 5.11, page 187).  
 
 
5.1.1.5. Dependence and harmony 
 
  Dependence needs (related to large power distance) and need for harmony (related to 
collectivism) are likely to influence much of consumer behavior because they influence 
the perception of self. Both influence the degree to which people rely on appearances. 
Strong uncertainty avoidance makes people want to be well groomed when they go out 
into the streets. It helps facing a threatening world. This is confirmed by the relationship 
between uncertainty avoidance and the percent of private consumption spent on clothing 
and footwear. In collectivist cultures people dress well in order to preserve harmony. 
Particularly for social occasions - and there are many in collectivist cultures - people buy 
new clothes. It is not a necessity to be dressed according to the latest fashion, which is 
related to status needs. This is confirmed by answers to statements in the Reader's Digest 
report of 1970 and in EMS. Both surveys try to measure interest in fashion by asking 
positive or negative confirmation to the statement "I like to dress according to the latest 
fashion". Other statements are "I like to be well-dressed" and "an international image of 
products is important". In table 5.8. we show the correlations with the answers "no" to the 
questions on fashion and "yes" to the need to be well dressed and international image 
with the cultural variables and the percents of variance explained in regression analysis.  
 
 The importance of an international image of products is also related to dependence needs 
in collectivist cultures. This is not only important for products in general, but also for 
specific products such as for cars (see also pages 186-187).  
 
Table 5.8. Dependence and Harmony. Europe 15        
  PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 
No to latest fashion 70  .57* -.56*  .11  .59**  .06 UAI .35 
No to latest fashion 97  .22 -.51* -.49*  .22 -.05 IDV (-) .26 MAS (-) .48 
Well-dressed 97  .39 -.60** -.13  .48*  .16 IDV (-) .36 
Int’l image products 97  .10 -.82***  .19  .42 -.26 IDV (-) .67 LTO (-) .78 
 
 Both dependence and harmony needs influence the perception of self. Variance of 
self-perception explains variance of buying motives for self-enhancing products. 
Independence goes along with a "me" orientation and enhancement of the self. There is 
concern for what the product does for the self-image. This is in contrast with dependence 
needs that make people buy or use products to avoid offending the social group (Woods 
et al. 1985). Social influence on consumption behavior is likely to vary with dependence 
and harmony needs. Dependence makes people identify their own self relative to those 
around them rather than independently, which is likely to slow down innovative behavior 
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of individuals. Independence means greater self-reliance and includes dynamism, 
seeking-out of people and openness to new things (Douglas and Urban 1977). 
 
 Variance in dependence and harmony needs is likely to explain variance of all sorts 
of buying motives for products involving self-image. This value domain can be applied 
to cluster countries for clothing, furniture, fashion, lifestyle magazines and other lifestyle 
products and brands. Figure 5.3. shows how countries in Europe can be clustered 
according to this value domain. 
 

Figure 5.3. Dependence and harmony. 
 
 
5.1.1.6. Quality of life 
 
  Any definition of quality of life is likely to be subjective. An objective definition 
relates quality of life to the material conditions of life or the objective quality of life (QoL), 
including possession of all sorts of material objects (Peterson and Malhotra 2000). Our 
definition of quality of life refers to the opposing ethos of "work in order to live" as 
opposed to "live in order to work" (Hofstede 1984 and 1991:93). Our "quality of life" 
values do not necessarily include or exclude the need for possessing material objects. It is 
not possession per se that counts, but the purpose and way of use. Our definition of quality 
of life is related to feminine values including the wish to make time spent at home as well 
as time spent working into "quality time". This need explains the relationship between all 
sorts of new technology and low masculinity and the use of the personal computer at home 
as measured by Eurobarometer. Weak uncertainty avoidance (53 percent) and low 
masculinity (an additional 18 percent) explain variance of the latter. Other indicators are 
access to television channels and teletext in the office, ownership of CD players and the 
number of nights spent in hotels, as measured by EMS. The question in EMS is “how 
many nights have you spent in a hotel in the past 12 months, either in your own country or 
abroad, mainly for personal reasons?” The answer categories are “1-5 nights”, “6-10 
nights”, “11-20 nights”, “21-30 nights”, “31+ nights” or “no nights”. We find that 6-10 
nights is the time span to stay in a hotel with the least variance. It is not related to income 
or to cultural factors. All other categories are related to cultural factors. We find that 
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between 1995 and 1999 the relationships with the cultural variables are very consistent. In 
table 5.9 we show the correlation coefficients between the various time periods spent in 
hotels from 1995-1999 and the cultural variables and the percents of variance explained in 
regression analysis. 
 
Table 5.9. Number of nights spent in hotel for pleasure/personal reasons. Europe 15    
# of nights INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 Pred. 3 R2 

None 1995 -.45*  .45* -.22 -.49*  .20  .30 None 
None 1997 -.38  .30 -.51* -.58*  .22  .16 MAS (-) .34 IDV (-) .57 
None 1999 -.48*  .33 -.50* -.50*  .30  .25 None 
1-5 1995 -.06 -.05 -.12 -.85*** -.23 -.29 MAS (-) .72 
1-5 1997 -.27  .06 -.00 -.52* -.20 -.15 MAS (-) .27 
1-5 1999 -.13  .08  .11 -.58* -.24 -.16 MAS (-) .34 
11-20 1995  .19 -.16  .26  .86***  .01  .16 MAS .74 
11-20 1997  .09  .04  .13  .84***  .29  .25 MAS .71 
11-20 1999  .14 -.19  .09  .81***  .08  .18 MAS .65 
21-30 1995  .29 -.18  .00  .61**  .08  .10 MAS .38 
21-30 1997  .37 -.14  .20  .65***  .13  .27 MAS .42 
21-30 1999  .30 -.21  .19  .75***  .09  .25 MAS .56 INC .70 LTO .89 
31+ 1995  .47* -.13 .15  .66***  .23  .15 MAS .44 INC .66 
31+ 1997  .52* -.24  .13  .61**  .11  .21 MAS .37 INC .67 LTO .88  
       Pred. 4  UAI .93 
31+ 1999  .46* -.29  .11  .64***  .04  .16 MAS .42 INC .69 LTO .86 
       Pred. 4  IDV (-) .92 
 
  From the data we conclude that in the feminine cultures people think up to 10 nights 
is enough nights away from home. Spending much time in hotels, away from home is 
related to masculinity. Between 37 and 74 percent of variance of over eleven nights 
sleeping in hotels is explained by masculinity. The negative correlations between 
individualism and no nights spent in hotels probably demonstrate that in collectivist 
cultures people spend little time in hotels for personal reasons. Collectivists prefer to stay 
with family or friends.  
 
  In our definition quality of life relates to low masculinity which includes valuing an 
enjoyable home, an enjoyable work environment and little need to separate the two. This 
explains the adoption of all sorts of new technology to all aspects of daily life.  
 
 Although people in feminine cultures are less competitive than in masculine cultures 
this is not necessarily a competitive disadvantage, because of the skill to extend their 
quality of life values to the work place, instead of viewing the two as mutually exclusive. 
The competitiveness of the masculine cultures does not necessarily always result in long-
term success. Bernstein (2000:112) writes that the success of the winners in Silicon 
Valley has also led to gross inequality between the skilled winners and the blue-collar 
workers, who are also needed to run business. This is not a stimulating environment for 
long term development. This vision is in line with findings by Van de Vliert (2000:158), 
that cooperativeness and other forms of non-competitiveness, rather than 
competitiveness, can produce competitive advantage and make nations economically 
successful. 
 
 The value domain quality of life, based on one single cultural dimension, 
masculinity-femininity, can be used to cluster countries for the adoption of all sorts of 
new technology and new media used to enhance both work, home and leisure time.  
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5.1.2. The economic environment 
 
 Converging incomes are expected to cause better-educated and more informed 
consumers. Better informed consumers are assumed to make better buying decisions. 
This concept of a rational consumer  - if it ever was a valid concept - is becoming 
obsolete with increased information and increased wealth. Increased availability of 
information does not necessarily make people take better decisions. In the next sections 
we discuss the concept of the rational consumer and Engel's law, a generalization that can 
be modified by including the effect of culture. 
 
 
5.1.2.1. The concept of the rational consumer 
 
 Western, individualist economists tend to believe in the concept of a rational 
consumer or "homo economicus", who wants to maximize profits and aims to maximize 
his well being. Liberal philosophy assumes that individuals are rational and able to use 
reason to make personal choices (Kim et al. 1994:7). Better-educated consumers are 
assumed to be better informed. The Internet enhances this possibility. But there is a limit 
to the amount of information people can handle. An increased overload of information 
will not make consumers better decision-makers.  
 
 When observing the relationship between income and some new products, one may 
be tempted to conclude that the richer people become, the more they will spend on these 
products. We have seen that for some products for which investments must be made, 
income in the developed world is the initial explaining variable but analysis at micro 
level often only points at relationships with culture. For other products only cultural 
variables can explain variance. So greater wealth will not make people equally spend 
more in all countries. Even in the poorer, developing countries, possession of luxury 
articles is not necessarily related to wealth as they are bought because of their status 
value. In postscarcity societies the concept of the rational consumer is obsolete. With 
converging incomes across countries, the influence of income on buying decisions 
decreases and so does the importance of rationality in decision making. Values are the 
main variable to explain consumer behavior.  
 



  

 

183

5.1.2.2. Engel's law's 
 
 Engel's laws (Czinkota and Ronkainen 1988:72) have tried to generalize consumer's 
spending patterns. They state that as a family's income increases, the percentage spent on 
housing will be roughly constant and the amount saved or spent on other purchases will 
increase. Similarly, the percent of private consumption spent on food is assumed to 
decrease with increasing incomes. For single countries the theory is true, but it does not 
explain differences between countries. In chapter four (pages 125-130) we describe how 
the percents spent on various elements of household consumption vary by culture and 
that the differences are stable over time. In the collectivist cultures, consistently people 
spent more on food. In the strong uncertainty avoidance cultures the percent spent on 
clothing and footwear as well as furniture is consistently higher than in the weak 
uncertainty avoidance cultures. The percent of private consumption spent on leisure 
diverges and is related to small power distance. The percent spent on energy diverges 
even more and is related to national wealth. The implication is that the gap between the 
rich and poor countries is becoming wider, which is likely to lead to more divergence, 
not to convergence. So, for cross-cultural application, Engel's laws need to be modified. 
 
 
5.1.3. The intermediary variables 
 
 Our framework of cross-cultural consumer behavior includes attitude, lifestyle, 
personality and the self-concept as intermediary variables. We have met the self-concept 
in the description of the value domain dependence and harmony. In this chapter we 
review a few examples of how some attitudes vary across cultures and we discuss 
lifestyle. Such differences in attitudes can help explain variance in consumption and 
consumer behavior. 
 
 
5.1.3.1. Attitude 
 
 As people's attitudes are guided by their values, they vary with culture. Differences 
in attitudes explain differences in behavior. We have found several instances of attitudes 
driving behavior and vice versa. An earlier discussed example is how differences in 
confidence in food products parallel consumption differences (page 172). Also the degree 
of confidence in institutions is related to behavior, as discussed in the description of the 
value domain "locus of control" (page 174). Here we discuss how confidence in the press 
drives newspaper readership and how attitudes to advertising change with economic 
development. We also analyse materialism to see if this is an attitude to consumption that 
is universal or culture-bound. 
 
 Inglehart et al. (1998) published data of the World Values Survey on confidence of 
the public in institutions, among others, confidence in the press. For 23 countries 
worldwide, the positive responses to confidence in the press correlated with power 
distance (r = .61***), see also table 5.3. This finding explains the negative correlation 
between press readership and power distance. If one does not trust the press, one needs to 
read more. For Europe, data from the Reader's Digest report 1991 and Eurobarometer 
confirm this relationship. Trust in the press is related to large power distance or strong 
uncertainty avoidance (closely related for the countries in Europe). There is no 
relationship between the Eurobarometer data on trust in the press and power distance, but 
there is a relationship between weak uncertainty avoidance and no trust. Both in the early 
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and late nineties there is no relationship between national wealth and trust in the media. 
We also compare the results of trust in the press with EMS (1997) data on light reading: 
"read 0-2 newspapers in last interval". These correlate positively with power distance. 
Table 5.10 shows the correlation coefficients of various press readership measurements 
with the cultural variables and the percents of variance explained in regression analysis.  
 
Table 5.10. Attitudes to the press and advertising. Europe     
 PDI IDV MAS UAI LTO Pred. 1 R2  Pred. 2 R2 

RD70 (Europe 15) 
Adv. essential -.52*  .28 -.05 -.67*** -.44 UAI (-) .45 
Adv. informs -.14  .62**  .06 -.41  .07 IDV .39 
RD91 (Europe15) 
Trust in press  .52* -.66*** -.11  .71*** -.18 UAI .50 
WVS90 (Europe15) 
Trust in press  .56* -.22 -.35  .41 -.14 PDI .32 
Eurobarometer (EU13) 
No trust 1997 -.32  .47ns  .39 -.56* -.11 UAI (-) .31 MAS .60 
EMS97 
Att adv newsp -.46*  .62** -.29 -.75*** -.17 UAI (-) .56 
Att adv mags -.42  .58* -.29 -.66*** -.33 UAI (-) .44 
Att adv onTV  .24 -.64***  .18  .36  .03 IDV (-) .44 
 
 The table also shows data on attitudes to advertising. In 1970 (Reader's Digest 
Survey) attitudes to advertising were positive (advertising is essential and advertising 
informs) in the individualist/weak uncertainty avoidance cultures that constituted the 
developed part of Europe. A conclusion could be that appreciation of advertising is 
related to wealth. However, in 1997 (EMS), when the countries in Europe have 
converged with respect to wealth, we see similar relationships between positive attitudes 
to advertising and the cultural variables. The answers "strongly agree" to the statement 
"advertising in (newspapers/magazines/television) is a source of information on new 
products" correlate for newspapers and magazines with small power distance, 
individualism and weak uncertainty avoidance. It is also in the cultures of this 
configuration that people are heavy readers. A positive attitude to advertising on 
television correlates negatively with income (r = -.74***). This confirms the negative 
relationship between television viewing and income (table A33, page 248). If we only 
include the cultural variables, the predictor is low individualism. For the more textual 
oriented individualist cultures the press has an informative role and for the more visually 
oriented collectivist cultures television has an informative role, in general and for 
advertising. Our conclusion is that if people prefer using specific media, they also 
attribute an informative role to advertising in these media.  
 
 With these examples we demonstrate that across cultures differences in attitudes are 
related to differences in behavior. A more general attitude to consumption is materialism 
that includes various aspects that are culture-bound. 
 
  Materialism, as a consumption orientation (Ger and Belk 1996:56) is the importance 
a consumer attaches to worldly possessions. At the highest levels of materialism such 
possessions assume a central place in a person's life. A materialistic person is defined as 
"a person who is consumption-oriented and places strong emphasis on worldly 
possessions as sources of satisfaction in life". A central value found in definitions of 
materialism is the role of possessions in defining success. Materialism is a competitive 
striving to have more than others. Possessions make people happy. Things are more 
valued than people. Materialistic people display an excessive desire to acquire and keep 
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possessions, including objects, people and memories (photographs). 
 
  A logical assumption is that with increased wealth, materialism increases. Inglehart, 
however, assumes that after a certain level of affluence is reached, materialism declines as 
consumers turn to higher order needs. Postmaterialist values become more important. Our 
findings shed doubt on this assumption. Inglehart (1997:359) developed a scale with 
country-scores for postmaterialist values. When these are correlated with the cultural 
variables for the 15 countries in Europe, they appear to be related to individualism (r = 
.47*). We also correlate the country scores for Inglehart's postmaterialist values with a 
large number of data on ownership of luxury articles, such as watches, faxes, PCs, cars 
(three or four owned), expensive clothes, shoes and handbags and spending on cosmetics, 
skincare and perfume (EMS). Only the latter three categories are related to postmaterialist 
values. Positive correlations with postmaterialist values are found with "never buy 
cosmetics (r = .60**) and skincare (r = .43)". Negative correlations are found with high 
expenditure (£ 100-249) on cosmetics (r = -.78***), skincare (r = -.66***) and perfume (r 
= -.74***). The logical conclusion is that postmaterialism is related to low usage of 
personal products such as perfume, cosmetics and skincare. In view of the relationship 
between postmaterialist values and individualism, we prefer the explanation mentioned in 
chapter 4 (page 150). Of the respondents of EMS, 68 percent are males. The answers are 
likely to refer to buying perfume, cosmetics and skin care as presents and in the 
collectivist cultures people tend to bring more presents than in individualist cultures. We 
conclude that at national level there are no relationship between Inglehart's 
postmaterialist values and ownership of luxury articles. Instead, the relationship between 
individualism and postmaterialist values makes us conclude that Inglehart's definitions of 
postmaterialism and materialism are part of the individualist world. 
 
  A question is whether materialism as an attitude is a driver of consumption. If so, the 
question is if it is universal or related to wealth or culture. Ger and Belk (1995, 1996) use 
scales to measure various aspects of materialism and compare materialism across 
nations1. The scales are labeled “nongenerosity”, “possessiveness”, “envy” and 
“preservation”. Preservation involves the conservation of events, experiences, and 
memories in material form. The four together are thought to be the underlying views of 
materialism. When the country scores of the four scales (factors) are correlated with the 
cultural variables2, we find that nongenerosity correlates with individualism (r = .60*) 
and envy correlates with power distance (r = .54*). We had expected preservation to be 
related to masculinity because an element of preservation is collecting objects and 
memories and we find that the number of films used relates to masculinity (table A117, 
page 284). However, preservation correlates with income (r = .63*), small power distance 
(r = -.69*), individualism (r = .64*) and short-term orientation (r = -.86**), a 
configuration of dimensions which fits a large part of the Western world. Thus we tend to 
conclude that materialism is part of the Western world, although the various elements of 
materialism are related to different cultural dimensions.  
 
  An interesting finding is that both postmaterialist values and two elements of 
materialism (nongenerosity and preservation) are correlated with individualism. Perhaps 
materialism and postmaterialism do not, as their names suggest, include opposing 
attitudes to life. 
 

                                                      
1 Romania, United States, New Zealand, Ukraine, Germany, Turkey, Israel, Thailand, India, 
United Kingdom, France and Sweden. 
2 Romania and Ukraine excluded as no cultural variables available. 
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5.1.3.2. Lifestyle 
 
 Lifestyle is described in terms of shared values or tastes as reflected in consumption 
patterns. Lifestyle groups are people grouped on the basis of the things they like to do, 
how they like to spend their leisure time and how they choose to spend their disposable 
income (Solomon 1992:492). The concept is also defined as a mental construct that 
explains behavior, thus it is not identical to behavior (Grunert et al. 1997:343). Lifestyle 
is likely to be specific for a product class, e.g. food-related lifestyle, housing-related 
lifestyle. Within cultures lifestyle segmentation is useful, as it adds value to economic 
and demographic segmentation. For cross-national marketing the concept is less 
applicable because value differences of national culture are overriding (Eshgi and Sheth 
1985). Even if across cultures certain groups of people can be defined with respect to 
ownership of specific products, the motives for buying these products vary so strongly, 
that for developing advertising, these lifestyle groups are not useful.  
 
 
5.1.4. Processes 
 
 Our framework of cross-cultural consumer behavior includes learning, motivation, 
emotion, information processing and decision making as processes. We have covered 
learning, emotion and information processing in chapter 2 and have no additional 
findings to confirm relations with culture. Related to learning and information processing 
is the difference between verbal and visual orientation. We have touched this in the 
description of attitude. Those who are part of more visually oriented cultures will find 
their information in the visual media (television) and those who have learned to process 
verbal textual information will find more information in the press. The culture-boundness 
of Maslow's theory is described in chapter two. Here we focus on motives for choosing 
or buying specific products. We have plenty of evidence of the influence of culture on 
buying motives. We summarize a few in the following section. We also present findings 
of the influence of culture on decision making. 
 
 
5.1.4.1. Motivation 
 
 Advertising appeals generally include motives for buying products. In surveys such 
as the European Media and Marketing Survey advertisers try to find what motivates 
people to buy products and prefer specific brands. In our cultural analysis we find that 
even products that are assumed to be culture-free are bought for different reasons in 
different cultures. In the developed world consumers do not buy products or services for 
utility or price reasons. They buy them for such non-functional reasons as novelty or 
status. This is in contrast to what some authors keep saying, that there are universal 
products with universal motivations. 
 

"Some consumer products (such as cars, computers, dishwashers, and laundry detergents) 
have universal motivations and product use, so they could be considered relatively culture-
free” (Snyder et al. 1991: 443-444).  

 
 If authors admit that there is a relationship with culture, it is said that the primary 
function of products is universal, but that the benefits are imputed by the values and 
customs within a culture (Cateora 1990:408). So the primary function of a car 
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(movement) may be universal (but people may prefer other means of transport for 
movement), but the psychological features vary by culture. Motives for buying cars may 
serve as examples. EMS asks respondents to answer the question “which of the following 
factors are the most important in choosing your main car?”. Four factors asked in 1997 
are "safety", "fuel economy", "enjoyment to drive" and "distinctive design". Another four 
factors asked in 1999 are “car interior”, "environmentally friendly", "importance of an 
international image" of a car and “I would always choose a European make of car". Table 
5.11 shows the correlation coefficients of the cultural variables with the eight factors to 
choose a car and the percents variance explained in regression analysis. 
 
Table 5.11. Factors of importance for the choice of car, Europe 15  
 INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 
Factor to choose car (1997) 
Safety  .02 -.29 -.59* -.39  .03  .14 IDV (-) .34 PDI (-) .54 
Fuel economy -.47* -.08 -.57*  .06  .14  .33 IDV (-) .33 
Joy to drive  .36 -.22  .48*  .16 -.18 -.23 None 
Design -.50*  .51*  .24  .15  .10  .24 None 
Factor to choose car (1999) 
Car interior  .38  .15  .12  .49*  .36 -.20 None 
Environm. fr.  .37 -.55* -.17  .03 -.20  .17 PDI (-) .30 
European make  .27  .24 -.11  .51*  .53* -.03 UAI .28 
Int’l image -.56*  .49* -.84***  .11  .70*** -.01 IDV (-) .70 PDI .79 
 
  The factors are all related to culture. Individualism explains variance of the factors 
safety, fuel economy and international image. Enjoyment to drive also is related to low 
individualism. Safety generally is viewed to be a universal attribute, but we find that as a 
motive it is culture-bound. In other surveys we have found a negative correlation with 
masculinity. Here we find a negative correlation with individualism. The function of 
safety is likely to be more to protect the loved ones than to protect oneself. European 
make of the car probably has status value in view of its relationship with masculinity. 
Design and international image are correlated with power distance and low individualism 
which implies dependence on status to demonstrate one's position in society. 
Environmentally friendliness is a motive for small power distance cultures. This fits our 
finding that internal locus of control makes people want to take care of and pay for the 
environment themselves.  
 
 Like motives, often product functions are not universal across countries. The fallacy 
to think that product functions are universal leads to the wrong predictions of market 
penetration and hypotheses in comparative studies. Luqmani et al. (1994) suggest to 
predict penetration of microwave ovens and food processors according to the need for 
convenience. We find that unit sales of food processors in Europe (Euromonitor 1996) 
correlate negatively with individualism and positively with long-term orientation. From 
the relationship with collectivism we conclude that food processors are used even more 
in collectivist than in individualist cultures, which reflects the importance of food in 
collectivist cultures. From the relationship with long term orientation, it may also be 
concluded that the prime function of food processors is not time saving, but facilitating 
preparation of sophisticated meals. 
 
 Also in Czinkota and Ronkainen (1988:72) an example is given of the explanation 
that lower penetration of microwave ovens in traditional societies is caused by its time 
saving feature. This is an example of ethnocentric reasoning. It may well be the other 
way round. Similar to food processors, the microwave oven is a device that enables 
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people in cultures where food consumption is considered to be a social event (generally 
called "traditional societies") to prepare even more refined dishes and thus spend more 
time on cooking traditional meals. Unit sales of food processors as measured by 
Euromonitor for 1996, correlate negatively with individualism (r = -.63**) and positively 
with long-term orientation (r = .46*). This confirms that in Europe, such machines are 
not viewed as convenience products, although they are viewed as convenience products 
in the United States. 
 
 We conclude that differences in sensitivity to certain product attributes and 
advertising appeals can be explained by motives and their underlying cultural values. For 
each product category the important motives vary. For mineral water, it is purity, for soft 
drinks it is status. For cars, motives vary between safety, design and environmentally 
friendly, that are all related to different cultural values.  
 
 
5.1.4.2. Decision making 
 
 Decision making behavior is not universal. Even business decision making varies 
across cultures. We found various cultural influences: (1) Group influence, defined by 
individualism/collectivism. (2) Influence of the partner in marriage, defined by 
masculinity/femininity. (3) Business decision making, influenced by power distance. 
 
 The influence of the group on the self-concept and behavior is complicated because 
the value paradox plays a role. In individualist cultures, where the identity is in the 
person alone, one has to do an effort to belong, resulting in membership of formal 
organizations. This is a phenomenon typical for individualist cultures because in 
collectivist cultures one automatically belongs to the group in which one is born. This is 
confirmed in a study by Green and Langeard (1975) who found differences in opinion 
leadership between US and French consumers that are related to differences in group 
membership. The US sample indicated a significantly higher level of group membership 
than the French sample. Thirty-two percent of the members of the US sample belonged to 
more than three formal organizations, as compared with only three percent of the 
members of the French sample. Conversely, only twenty-two percent of the US 
respondents said they did not belong to any formal organizations, as compared with fifty-
six percent of the French respondents. This difference in the amount of social influence 
exerted on buying behavior influences decision making. Social influence is likely to vary 
with power distance (i.e. dependence - independence) and individualism-collectivism. 
 
  The degree of role differentiation influences the involvement of partners in decision 
making. An example is for buying cars. The EMS surveys ask who was involved in 
choosing the make and model to buy of one's main and second car. The answer categories 
are: you, your partner, another household member, your employer/business partner, 
someone else. The answers “your partner” were negatively correlated with masculinity 
(EMS1995: r = -.71***) and fifty percent of variance is explained by low masculinity. In 
the feminine cultures, partners decide on this sort of purchase together, while in the 
masculine cultures selection of the make and model of car is likely to be the task of the 
male in the relationship. This influence is likely to be noticeable in the decision making 
process for many household durables. 
 
  Business people are generally considered to be a "culture-free group" because their 
decision making process is assumed to be rational, as compared with consumer decision 
making. We have found evidence that even decision making by business people is 
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culture-bound. EMS asks question to measure the degree of involvement in decision 
making. The question is: "When decisions are made for business purchases several 
people may have responsibility for different aspects of the decision. Please indicate for 
each of the product or service areas below whether you have (a) responsibility (this could 
be for determining needs, choosing brands and suppliers, or authorizing purchase or 
finance); (b) some involvement (assisting in these decisions) or (c) no involvement". The 
questions referred to 26 product categories. Table 5.12 shows the correlation coefficients 
for 21 categories with the cultural variables and the percents variance explained in 
regression analysis. 
 
Table 5.12. Involvement in corporate decision making, EMS 97 - Europe 15   
 INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 
Notebook computer  .50* -.64***  .49*  .26 -.59**  .04 PDI (-) .41 
Desktop computer  .41 -.26  .70***  .09 -.48*  .29 IDV .49 
Network systems  .47* -.54*  .34  .32 -.35  .25 PDI (-) .29 
Compuer peripherals  .58* -.58*  .61**  .13 -.53*  .16 IDV .37 PDI (-) .58 
Computer software  .58* -.48*  .65***  .03 -.55* -.03 IDV .42 
Photocopiers  .23 -.46* -.21  .50* -.12  .00 None 
Facsimile equipment  .49* -.26 -.04  .46*  .02  .09 None 
Telecom systems  .34 -.36  .20  .47* -.19 -.10 None 
Other office equipment .46* -.55*  .07  .52* -.27 -.15 PDI (-) .30 MAS .56 
Company car fleets  .21 -.44ns  .16  .22 -.25 -.29 None 
Construction equipm.  .43 -.59**  .06  .45* -.13  .01 PDI (-) .35 UAI .59 
Advertising services  .62** -.71***  .14  .19 -.40 -.09 PDI (-) .50 
Marketing & research  .71*** -.70***  .26 -.26 -.55* -.21 INC .50 PDI (-) .70 
Exhibits/trade fairs  .69*** -.43 -.19  .01 -.13 -.34 INC .47 IDV (-) .74 
International banking  .10 -.19 -.13  .62**  .15  .38 MAS .38 
Domestic banking -.57*  .02 -.21  .39  .08  .38 INC (-) .33 
Corporate finance  .61** -.41  .10 -.30 -.35 -.79*** LTO (-) .62 PDI (-) .76 
Corporate investment  .50* -.59*  .11  .09 -.41 -.58* PDI (-) .35 LTO (-) .64 
Corporate relocation  .25 -.45*  .13  .18 -.19 -.01 None 
Corporate travel  .50* -.48* -.05  .26 -.05  .22 None 
Int’l freight & courier  .40 -.24  .49*  .42 -.13  .03 None 
 
  Correlation and regression analysis of the mean scores of percent answers with the 
cultural variables show that for 21 out of 26 categories the degree to which respondents 
state they are involved in the decision making process is related to culture. For twelve of 
26 categories there is a significant negative correlation with power distance, for four 
categories the correlations are nearly significant (p = .055 or less). For all, except one 
(domestic banking), the direction of the correlation with power distance is negative. For 
five categories no significant correlations with either income or culture are found: 
Accountancy/management consultancy, insurance, mini/mainframe computer, printer, 
raw materials/chemicals. Of these five, two show correlations that are nearly significant: 
Accountancy with income (r = .43, p = .053) and mini/mainframe computer, with income 
(r = .43, p = .055) and with power distance (r = -.43, p = .055).  
 
  Our conclusion is that the degree of involvement in business decision making is 
related to culture and that the dimensions involved vary by product category. In addition, 
there is a consistent relationship between the degree of involvement and power distance. 
In the small power distance cultures more people are involved or think they are involved 
in decision making on corporate buying aspects than in de large power distance cultures. 
While in Denmark (small power distance) a secretary who assists her boss in gathering 
information on products to buy may view this as involvement in decision making, a 
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secretary in France, giving the same assistance probably will not view this as 
involvement in decision making as the boss takes all decisions. Wealth has an influence 
too, in particular with respect to marketing and advertising. Obviously, marketing and 
advertising are functions of the rich world where everyone is involved. Also involvement 
in decision making on corporate finance and buying of computers is an aspect of wealth. 
 
 
5.1.5. Consumer behavior domains 
 
 Consumer behavior domains mentioned in our framework of cross-cultural 
consumer behavior are product ownership and usage, adoption and diffusion of 
innovations, complaining behavior, brand loyalty, responses to advertising and media 
usage. Product ownership and usage is the most extensively covered consumer behavior 
domain in our study. In chapter four we describe the whole gamut of relationships 
between consumption and culture. The influence of culture on diffusion of innovations is 
a well-covered topic in literature. In this chapter we add a few of our findings. We do not 
add findings on complaining behavior and brand loyalty, but we do add information on 
culture's influence on media usage. 
 
 
5.1.5.1. Diffusion of innovations 
 
 The diffusion process (see also chapter 2, pages 65-69) is not universal. Rogers' 
(1962) theory was developed in the United States and in its concept may be valid for 
other cultures, not in its application. Rogers identified five categories of (American) 
consumers according to the degree of acceptance of new products. They are called 
Innovators, Early adopters, Early majority, Late majority and Laggards. The first adopter 
group is also called innovators, and the followers are also called imitators. Innovations 
are communicated through the mass media and through personal communication. In 
chapter two we write that the percentages of the five categories as well as the time span 
of the adoption process are likely to vary by culture. The weak uncertainty avoidance 
cultures are expected to have a larger percentage of early adopters than the strong 
uncertainty avoidance cultures. Collectivism is also involved. Particularly in Japan, after 
acceptance, the spreading of new products goes fast.  
 
 The concept of innovativeness has a long and rich history in consumer behavior, 
where innovativeness is the tendency of individual consumers to adopt new products 
before large numbers of others do. However, the  idea that nations may also differ in 
innovativeness is relatively new. In a study by Lynn and Gelb (1996) individualism and 
uncertainty avoidance were expected to be predictors for national innovativeness. The 
more individualist a country is, the more willing its people would be to try a new product 
before others do, but the less quickly its people would be to model other’s adoption of an 
innovation. Uncertainty avoidance should affect national differences in new product 
diffusion in a straightforward manner. Purchasing innovative new products involves 
making changes, taking risks and accepting uncertainty. National innovativeness tends to 
be measured by the per-capita number of innovative new products owned or by the 
percentage of individuals or households who own innovative new products. An index of 
national innovativeness was developed based on ownership of answering machines, 
home computers, video cameras, microwaves, compact disc players, cordless telephones 
and satellite dishes (data from Reader’s Digest Eurodata 1991, 16 countries). This index 
of national innovativeness was found to be significantly correlated with individualism (r 
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= .77), uncertainty avoidance (r = -.58) and purchasing power (r = .80). The separate 
products gave different results, for example, there was no significant correlation between 
individualism and ownership of microwave ovens and video cameras.  
 
 Also Lindberg (1982) found that for durables individualism explains early 
penetration. Across cultures, demand for durables measured in units follows dissimilar 
patterns. In the case of television receivers, 25 percent of households in Sweden had at 
least one set only five years after the introduction of television, whereas that percentage 
was reached in only 12 years in France. For television sets the early adopter countries are 
the wealthy individualist cultures. 
 
 Takada and Jain (1992) found that both the influence of the media in the process and 
the strength of the innovation or imitation aspects vary across cultures. In countries with 
homophilous communication [collectivist cultures], the diffusion goes faster than in 
countries with heterophilous communication [individualist cultures]. Takada and Jain 
(1992) believed that the coefficient of imitation would represent cross-country 
differences more clearly and distinctly than the coefficient of innovation, because the 
latter represents small parts of populations of any country. The innovators are a very 
small segment in the market. Furthermore, they play a rather limited role in diffusing the 
innovation to other segments. The imitators, in contrast, play the major role in diffusion 
of innovations in the marketplace and are a substantially larger segment. Ganesh 
(1998:39) assumed the coefficient of innovation to be linked with different cultural 
dimensions than the coefficient of imitation. His article presents the coefficients of 
innovation for five product categories introduced after 1970: VCRs, microwave ovens, 
home computers, cellular phones and CD players.  
 
 Our analysis of the coefficients of innovation and imitation by Ganesh shows that there are 
large differences between countries. Correlation of the coefficients of innovation and 
imitation with the cultural dimensions shows no relationship with culture for VCRs and 
microwave ovens, but it does for home computers, mobile phones and CD players. Table 
5.13. shows the correlation coefficients with the cultural variables and the percents of 
variance explained in regression analysis. The results do not show a consistent pattern. 
 
Table 5.13. Diffusion of new products; coefficients of innovation and imitation  
 PDI IDV MAS UAI LTO Predictor  R2 
Coefficients of innovation 
Home computers (12 ctrs) -.42 .07 -.53* -.38 -.09 none 
Mobile phones (8 ctrs)  .52 .46  .05  .24 -.53 none 
CD players (9 ctrs) -.54 .20 -.45 -.60* -.39 none 
Coefficients of imitation 
Home computers (12 ctrs)  .21 -.82*** -.02  .42 -.00 IDV (-) .67 
Mobile phones (8 ctrs)  .64*  .37  .85***  .62ns  .35 MAS .72 
CD players (9 ctrs)  .05  .19 -.16 -.38 -.61* none   
Source data: Ganesh (1998) 
 
 Innovation for home computers is related to low masculinity. Innovation for CD 
players is related to weak uncertainty avoidance. Imitation for home computers is related to 
low individualism. Imitation for mobile phones is related to masculinity1. Imitation for CD 
players is related to short-term orientation. Only the imitation coefficients for home 
computers support the assumption that in collectivist cultures imitation will be faster than 
                                                      
1  The mobile phone data are for “cellular phones” in the time period 1970-1980. At that time, the 
majority of cellular phones used to be car phones. This may explain the link with masculinity. 
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in individualist cultures, while innovation will be slower. 
 
 We conclude that there are differences in diffusion patterns between countries, and 
that they can be explained by culture. A conclusion to make from the findings is also that 
the type of relationship between innovativeness and culture varies by product category. 
 
 
5.1.5.2. Media behavior  
 
 Chapter four covers culture and media (page 114-121) and we demonstrate stable 
relationships between newspaper readership and power distance. In this section we add a 
few aspects of newspaper readership and we discuss findings of children's media 
behavior. 
 
 Gustafsson and Weibull (1997) described the structure and development of European 
newspaper readership. They found considerable differences between countries with 
respect to newspaper readership, magazine readership and television viewing and 
attribute these differences to economic, political or socio-cultural characteristics of 
countries, as well as to the responses to these factors by the newspaper industry itself. 
They did not relate differences to specific cultural factors. We find that approximate 
newspaper exposure data presented by the authors correlate negatively with power 
distance (r = -.77***) and with uncertainty avoidance (r = -.66***). This confirms our 
findings from other data. According to the authors one of the aspects influencing 
newspaper readership is the distribution. The Nordic countries are characterized by a very 
efficient distribution of newspapers. Most of the morning newspapers are subscribed to 
and home delivered and for single copy sales there is a large number of outlets. Home 
delivery of daily newspapers is an almost unknown concept in countries with low 
newspaper consumption. In France at most one-fourth of its newspaper circulation is 
home delivered. In Belgium only one third of the newspapers are sold by subscription. 
So, in the low readership countries not only home delivery is low, but also number of 
points of sale is low. For seven countries the number of inhabitants per point-of-sale 
correlates positively with power distance (r = .71*) and masculinity (r = .73*). This link 
between distribution of newspapers and readership is often made. However, the weak 
distribution may not be the cause of low readership, but rather the result. Weak demand 
causes weak distribution.  
 
 In chapter four we demonstrate that time spent viewing television is related to 
culture. In literature we found a study that analyses how and in which company children 
watch television. Secondary analysis of the data shows how culture influences the way 
people use media. 
 
 Pasquier et al. (1998) analysed patterns of media use by Flemish, French, Italian and 
Swedish children. They found that domestic use of media by young people is organized 
according to the family situations that characterize the various countries concerned. In the 
survey, a large majority of children appear to live with both their parents, but figures vary 
from country by country. There also is a wide diversity of bedtime habits among the pre-
adolescents. The survey also shows that in the four countries considered, 
intergenerational conflict varies considerably. It is lowest in Flanders and in France and 
greatest in Sweden. Although in all countries, children increasingly have television sets in 
their bedroom, the survey shows that even for those who are equipped with a television 
set in their own room, Flemish and French children watch it there much less often than 
young Italian or Swedish children. For example, among those 26 percent of Flemish 
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children who have a television set in their bedroom, 18 percent often watch television 
there. In Sweden where one child out of two has a television in the bedroom, 37 percent 
always watch it there. In France, watching television still seems very much a family 
activity, highly likely to take place in the living room.” 
 
 The authors did not make the link between culture and children's media use. The 
dimensions expected to play a role in explaining the differences are power distance and 
individualism for watching television in the family or for watching alone, although also 
low masculinity is likely to be a factor influencing watching together because of 
affiliation needs. Other comparisons made in the study, expected to be related to culture 
were viewing television alone or with friends, video or computer games played alone or 
with friends, chatting about different media with mother or father, chatting about playing 
with/using computer with mother or father and restriction of media access by mother or 
father. Correlations between the percents answers presented in the article and the cultural 
dimensions result in relationships that explain the differences. Table 5.14 shows the 
correlation coefficients. As data are only available for four countries, few correlations are 
significant, but in general our findings confirm the relationship between culture and 
media behavior of children.  
 
Table 5.14. How young people use the media (Pasquier et al. 1998)  
  PDI IDV MAS UAI  
Boys view alone   -1.00*** 
Girls view alone   -.95 
Boys view with friends  -.98*  -.996* -.999*** 
Girls view with friends  -.99* 
Video & computer games alone    .87 
Video & computer games with friends  -.96*  -.999*** 
TV: Chatting with mother   .88  .97*  .84 
Computer: Girls chat with mother   .86  .87 
Media restrictions by mother     .83  .83  
 
 The authors concluded that despite increasing equipment in children’s bedrooms, 
media are still a shared experience with their family members. Private equipment in the 
bedroom leads to more individual use, but it does not lead to only individual use. Young 
people, even when they have a high rate of private equipment, still watch a lot of 
television with their parents or siblings. This European comparison shows that media life 
at home fits into differentiated national and cultural patterns (Pasquier et al. 1998). This 
cultural pattern can be explained by culture analysis. In the masculine cultures, role 
differentiation leads to a relatively strong role of the mother in media usage by children. 
This is demonstrated by the positive relationship between masculinity and "chatting with 
mother about television and computers" and media restrictions by mother. The 
differences between playing video and computer games alone or with friends is explained 
by individualism/collectivism. Viewing television with friends is related to small power 
distance. Independence values of small power distance are the explanation of this. 
Interestingly, in the collectivist cultures both boys and girls watch alone. Our 
interpretation is that in collectivist cultures children either watch television in the family, 
or their own programs alone, and less with friends. 
 
 Our conclusion is that culturally defined socializing patterns are reflected in 
differences in media use of children. The differences in media use are stable over time, 
they can be explained and predicted. 
 



 Chapter 5. Consequences for theory and practice 194 

 
5.2. CONSEQUENCES FOR PRACTICE 
 
 Knowledge of the long-term effects of culture on consumer behavior should improve 
marketing and advertising strategy. Understanding culture's influence is likely to be of 
particular use for predictions of international market development, for branding strategy 
and for segmenting international markets. For each product category countries can be 
clustered and mapped according to the cultural dimensions and value domains. This is a 
more meaningful and effective way to cluster countries than using regions, closeness of 
countries, language or income. Finally, understanding the consequence of cultural 
differences can also be used for national public policy. For policy making, governments 
tend to review how other countries organize public life. If the examples used are of 
culturally different countries, it is not a wise decision to follow such examples. 
 
 
5.2.1. Stages of global market development 
 
 Few authors have described phases of international market development that can be 
used to embed our findings. We mention two. 
 
 Cateora (1990:291) describes the classification of countries by Walt W. Rostow 
(1971). Rostow classifies countries by five stages of development: (1) Traditional 
society. (2) Preconditions for take-off, including advance of science and infrastructure. 
(3) Take-off, including economic growth and steady development. (4) Drive to maturity 
including sustained progress and modern technology. (5) Age of high mass consumption 
including a shift toward durable consumer goods and services, where income per capita 
rises to a point where a very large number of people have significant amounts of 
discretionary income. This last phase is what we have named postscarcity society.  
 
 Another approach is to distinguish two stages of market evolution as described by 
Baker (1995:261), from markets for generic need with low differentiation and 
homogeneous customer needs to higher differentiation with heterogeneous customer 
needs. Our findings of increased heterogeneity at micro level along with convergence and 
homogeneity at macro level can be viewed as an extension of this theory.  
 
 For all sorts of durables and technology, but also for advanced food products income 
is the main driver for market penetration of the generic product. After markets have 
become saturated with a generic commodity, differentiation takes place. This 
generalization can be applied within national markets and between national markets. 
Between-market differentiation is driven by national wealth and cultural factors. In 
economically homogeneous regions (e.g. Europe), market penetration of the generic good 
is likely to go faster than in economically heterogeneous region and differentiation 
between markets takes place earlier in the process, as cultural differences are manifest 
because of economic similarity of markets in the region.  
 
 We suggest three stages of international market development with different 
consequences for international marketing communications in each stage.  
 
 Stage 1: Global products, global marketing-communications 
 The degree of market penetration of the generic product will be related to national 
wealth and - depending on the degree of innovativeness of the generic product - the 
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degree of uncertainty avoidance. An example was the penetration of television sets when 
they were introduced as a generic product. Another example is penetration of mobile 
phones. In this stage marketing-communications can be based on product attributes and 
can be relatively standard. The success of Coca-Cola was in this first stage, when there 
was relatively little competition and their global advertising was very effective. 
 
 Stage 2: Global products, adapted marketing-communications  
 When markets become saturated, differentiation takes place within and between 
markets. Differentiation within markets is likely to follow a different pattern than 
between markets. The same differentiated products are sold everywhere, but some are 
sold better in some cultures than in others. Following the example of the television set, 
we see that in the strong uncertainty avoidance cultures more wide-screen televisions are 
bought and in the individualist cultures teletext is more used. The mobile phone is 
offered for different usage, such as for electronic banking or special rates for mothers to 
communicate with their children. In this stage marketing-communications must be 
adapted and this can be done according to culture-clusters. When Coca-Cola entered this 
stage, they continued their strategy of stage one, resulting in losses. 
 
 Stage 3: Local products, local marketing-communications  
 This is a stage when strong competition forces companies to further differentiate. It 
is likely to be profitable to develop product extensions for specific applications to comply 
with cultural differences in usage and motives in national markets. These can be single 
markets or clusters of markets, following the product-relevant cultural values. In the 
television category the example is interactive television versus broadcasting by computer 
and Internet. The mobile phone is not yet in this stage. Coca-Cola, with its recent strategy 
of local product development (see also chapter 6, page 205). has entered this stage. In 
stage three, marketing-communications is local. 
 
 
5.2.2. Branding strategies  
 
 Although no hard data are available of brand types being cultural phenomena, our 
perception is that in Asia there are more company brands while the product brand is a 
more Western, individualist phenomenon. Product brands are developed for positioning 
purposes, both against the competition and against other brands of the company's brand 
portfolio. Differentiation and positioning strategies are a Western phenomenon. In Asian, 
collectivist cultures the company brand is a more frequent phenomenon, because an 
important aspect of marketing in collectivist cultures is to build relationships between 
companies and consumers. Western companies, when marketing in collectivist cultures 
focus their marketing communications on building relationships between the company 
and consumers rather than on strong positions of their individual product brands.  
 
 Another culture-bound phenomenon is the private retail brand. Batra and Sinha 
(2000:177) describe how some consumer characteristics are likely to influence 
consumers' propensity to purchase private labels. One of them is the degree of reliance by 
the consumers on extrinsic cues (those more reliant on such cues preferring national 
brands). Extension of this characteristic to the national level suggests that people in 
collectivist cultures are likely to prefer national brands to private labels. The private label 
phenomenon is indeed typical for individualist cultures, but it is also related to short term 
orientation. The percents market share of private label in value for 21 countries 
worldwide correlate positively with individualism (r = .43*) and negatively with LTO (r 
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= -.55**)1. In collectivist cultures there are two reasons for preferring national or global 
brands to private labels. (1) National brands with added value are used to demonstrate 
one's status in society. (2) The need for harmony makes people more brand loyal. Long 
term orientation adds to this by building long-term relationships between customers and 
brands. 
 
 
5.2.3. Market research 
 
 Increasingly global companies rely on global surveys. Often questionnaires are 
developed in the home country and translated for use in many other countries. If the 
questions refer to values, it is increasingly understood that for many cultural concepts 
there are no linguistic equivalents. If questions are asked about usage or ownership, there 
should be fewer problems, unless the way the question is formulated causes biased 
response. This is an undervalued problem in international market research. 
 
 The problem of extreme response style is increasingly understood. Differences in 
response style and tendencies to use extreme points on verbal rating scales, as well as 
yea-saying and nay-saying biases have been found to differ from country to country 
(Douglas and Craig 1983:192). There is little empirical evidence of the relationship with 
the cultural dimensions, but the degree of external locus of control is expected to explain 
these differences. 
 
 We found specific answer types that can induce biased responses. One example is in 
the section on decision making (pages 189-190), where we discus the measurement of the 
degree of involvement in decision making in business. We have seen that the answer 
category "somewhat involved" correlates with small power distance because in cultures 
of small power distance more people think they are involved in decision making, because 
there is much more discussion about decisions. What are measured by such questions are 
cultural differences, not the degree of influence on decisions. In large power distance 
cultures people, who assist in decision making likely to say they are "not involved". 
Those in small power distance cultures who say they are somewhat involved may in fact 
be as much involved as those who say they are not involved in large power distance 
cultures. But the latter will not say so because they know that formally the boss takes all 
decisions. 
 
 Another influence is the need for status or lack of status need that can influence 
response behavior. Variance of the responses to the answer category of "consume 
occasionally" for various drinks is more related to culture than to actual consumption 
differences. The three answer categories used by EMS 1999 for measuring consumption 
of alcoholic beverages are "drinks you normally have in the home", "drinks you consume 
regularly" and "drinks you consume occasionally". Our findings are that the answers 
"have in the home" and "consume regularly" are more representative of actual 
consumption than the answers to the category "consume occasionally". For several 
beverages, the answers "consume occasionally" correlate negatively with masculinity, 
while a different dimension explains regular use.  
                                                      
1 The 21 countries are Australia, Austria, Belgium, Brazil, Canada, Denmark, Finland, France, 
Germany, Italy, Japan, Mexico, Netherlands, New Zealand, Portugal, South Africa, Spain, 
Sweden, Switzerland, UK and USA. caluclations with LTO are only for 19 countries, as no data 
for LTO are available for Mexico and South Africa. Data are from Nielsen. 
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 In table 5.19 we show the correlation coefficients between the cultural variables and 
two answer categories (consume regularly and consume occasionally) for five alcoholic 
beverages and mineral water (total and sparkling). Regular consumption of gin, liqueur, 
premium beer, Scotch whisky and vodka is correlated with various cultural dimensions. 
What these beverages have in common is that occasional drinking is related to low 
masculinity. A conclusion can be that in the feminine cultures there are more occasional 
drinkers than regular drinkers. Analysis of the responses to mineral water makes us think 
of another conclusion. From other sources we know that in Europe total consumption of 
mineral water and of sparkling mineral water correlates with masculinity (table A83, page 
271). If the heavy consumers of mineral water are in the masculine cultures, low 
consumption in the feminine cultures may be due to occasional drinking drinking only. 
For luxury drinks like Scotch whisky, gin or liqueurs, we don't find this reverse 
relationship. A tentative conclusion is that the response category "consume occasionally" 
is more attractive to members of feminine cultures than to members of masculine cultures 
because of modesty. 
 
Table 5.19. Response behavior drinking EMS 99. Europe 15    
Consumption INC PDI IDV MAS UAI LTO  
Mineral water  
 Regular   .23  .29 -.18  .40  .49* -.13 
 Occasional  .08 -.28 -.12 -.60** -.32 -.30 
Sparkling mineral water  
 Regular   .73*** -.38  .13  .17 -.12 -.25 
 Occasional   .16 -.28 -.16 -.64*** -.25 -.35 
Gin  
 Regular  -.22 -.15  .33 -.16 -.56*  .09 
 Occasional   .16 -.18  .02 -.46* -.46* -.15 
Liqueur 
 Regular  -.44*  .16  .02 -.29 -.01  .52* 
 Occasional   .05 -.02 -.26 -.68*** -.08  .05 
Premium beer 
 Regular  -.18  .08  .52* -.08 -.29  .50* 
 Occasional   .01  .17  .24 -.41 -.08  .31 
Scotch whisky blended  
 Regular  -.33  .22  .01 -.43 -.17  .40 
 Occasional  -.06 -.17 -.14 -.49* -.35  .02 
Vodka 
 Regular -.16 -.17  .18 -.45* -.54*  .26 
 Occasional   .30 -.39  .11 -.52* -.53* -.29 
 
 The examples make us conclude that international research is hazardous. Not only do 
response styles vary with culture, also answer categories to usage and attitudes are 
culture-bound. This can result in biased responses. International marketing strategies that 
rely on international research using culture-bound questions and answer categories can 
easily fail. 
 
 
5.2.4. Market segmentation by cultural values 
 
  In chapter three we review the variables generally used to segment international 
markets. Most used variables are national income and related criteria. Our findings of the 
influence of culture on consumption demonstrate the usefulness of cultural variables for 
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the segmentation of markets. Clustering countries according to cultural variables is useful 
for differentiation of sales strategy and advertising. For advertising, the application is to 
cluster countries according to culture-bound motives. Because nearly all product 
categories are related to one or more dimensions, for each product category a culture map 
can be made. We give two examples, for the product categories cosmetics and passenger 
cars. 
 
 
5.2.4.1. Cosmetics 
 

Cosmetics satisfy the need to look young and to differentiate oneself from others. 
Cosmetics also are not "natural", they are artificial. This is why usage of all sorts of 
cosmetics correlates negatively with uncertainty avoidance. This expresses the need for 
purity and distrust of the artificial. To accept the artificial, in strong uncertainty 
avoidance cultures scientific values are added to cosmetics brands. This explains the use 
of scientific data and arguments in advertising for hair care, toothpaste and personal care 
products in Germany and the existence of ‘scientific’ brands such as Laboratoire Garnier 
in France. Scientific data and arguments are likely to be more effective in strong 
uncertainty avoidance cultures than in weak uncertainty avoidance cultures. The 
preoccupation with purity related to cosmetic products has also been recognized in 
Japanese society, which is very high on the uncertainty avoidance Index (Becker 1997). 
 
 The diagram in Figure 5.4. depicts four culture clusters for cosmetics involving 
power distance, uncertainty avoidance and individualism.  

 
Figure 5.4. Cultural map for cosmetics 
 
 Heavy usage of cosmetics is found in the cultures of the configuration small power 
distance/weak uncertainty avoidance, in the lower left-hand corner. In small power 
distance cultures people want to look young and in weak uncertainty avoidance cultures 
people don't mind the artificial. This also is a cluster of individualist cultures.  
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 Medium to heavy usage will be found in the culture cluster of large power 
distance/weak uncertainty avoidance in the lower right-hand corner. Cultures in this 
cluster are also collectivist. Status brands will be important in this cluster and brand 
loyalty will be strong. Singapore and Hong Kong would fit in this cluster. 
 Medium usage is found in the culture cluster of the configuration small power 
distance/strong uncertainty avoidance in the upper left-hand corner. This cluster includes 
medium individualist cultures. Small power distance means people will use cosmetics to 
look young, whereas strong uncertainty avoidance limits acceptance of some types of 
cosmetics. Products or brands focusing on the natural and purity, preferably scientifically 
controlled, will sell best in this cluster of cultures.  
 In the culture cluster of the configuration large power distance/strong uncertainty 
avoidance in the upper right-hand corner, sales will have to be stimulated more than in 
the other clusters and both the scientific approach and status brands are expected to sell 
best. This cluster includes individualist and collectivist cultures, so the approach will 
have to be differentiated for the two sub-clusters. This map for cosmetics is equally 
applicable to hair care products.  
 
 
5.2.4.2. Passenger cars 
 
 Our findings have demonstrated that in the developed world penetration of 
passenger cars has converged. We also demonstrate that the number of cars per family, 
how people use cars, and what motivates people for preferring one type of car to another, 
varies by culture. Countries can be clustered according to motives for passenger cars. 
Figure 5.5 illustrates this.  
 

Figure 5.5. Car buying motives 
 
 The lower left-hand quadrant shows the configuration low masculinity/weak 
uncertainty avoidance. In this culture cluster people have a preference for safety to 
protect the family. There is no interest in the size of the engine or other technical aspects. 
Volvo the Swedish car brand with its long-time safety claim fits this description.  
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 The upper left-hand quadrant shows a cluster of cultures of the configuration 
masculinity/weak uncertainty avoidance. People in these cultures tend to have status 
needs to show success. They also are interested in technology. There is preference for 
cars with big, powerful engines.  
 The upper right hand quadrant shows the cluster of cultures of the configuration 
masculinity/strong uncertainty avoidance. People of strong uncertainty avoidance 
cultures are fast drivers and they prefer cars with fast acceleration. This seems 
paradoxical, as one would expect to see risk aversion translated into a safety motive. Not 
so, the explanation is that people of strong uncertainty avoidance cultures build up stress, 
which they also want to release. Fast driving functions as an emotional safety valve. A 
high score on the masculinity dimension adds the need to also drive aggressively. And 
cars must be technologically advanced, well designed and well tested. In this quadrant 
fits Volkswagen claim "Vorsprung durch Technik". Basically, there are two clusters 
when we include power distance. The cluster at the left is of small power distance and the 
cluster at the right is of large power distance, so we have combined the countries with 
those of the cluster in the lower right hand quadrant.  
 In the lower right hand quadrant with the configuration low masculinity/strong 
uncertainty avoidance, one sees the need for ‘sporty’ driving, fast acceleration, but not so 
aggressive. This is combined with a preference for design, but more in the art/fashion 
sphere, pleasure and enjoyment. Both right hand quadrants include cultures of large 
power distance, which reinforces the appeal of the design of a car, a status function. 
 
 
5.2.5. Public policy and culture analysis  
 
  Finally, we suggest that our findings are not only useful for marketing, but also for 
government policy makers. When confronted with the need for behavioral change, 
governments tend to take other countries as examples of successful change programs. A 
program however, that is successful in one culture is not necessarily successful in others. 
We give three examples. 
 
  In the Netherlands, traffic congestion has become such a severe problem that people 
must be persuaded to change their travel behavior. Various proposals have been done to 
do this. One program was to make people share cars and develop carpooling systems. It 
never really worked. The Netherlands is such an individualist culture that people rather 
stand still in traffic jams doing their own thing than share a car. Once we read in the 
newspaper that Singapore was supposed to be a good example of how people were 
demotivated to use their cars and it was suggested to follow the example of Singapore. 
That would be unwise. The Singapore systems are based on expected behavior of citizens 
that are obedient to authorities. The Dutch are a very anti-authoritarian people. Programs 
effective in Singapore will not work in the Netherlands. 
 
  Another example is of Spain, where in May 2000, in a newspaper article the 
numbers of doctors (physicians) per 1,000 population were compared with other 
countries. Spain has a much higher number of doctors per population than for example 
the United Kingdom, and it was suggested to follow the example of the United Kingdom. 
We found that variance of doctors per population in the developed world is increasing 
and that expenditures on health care are related to strong uncertainty avoidance. The 
general practitioner in Spain has moreover a much more social role than in the United 
Kingdom. The effect of decreasing the number of doctors in Spain would be much more 
negative than it would be in a country of weak uncertainty avoidance.  
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  Comparison of the degree of locus of control of populations will help predict the 
success of approaches to change public behavior and attitudes. Motivation programs by 
governments to reduce cigarette smoking are likely to be more effective in cultures where 
external locus of control is strong. In such cultures government advice is much more 
accepted than in cultures with populations with internal locus of control. This implies, 
that if the Spanish government would be really motivated to improve the health of their 
people, they should have a good chance of success if they started a government 
motivation program against smoking. In the Netherlands, where internal locus of control 
operates, motivation programs steered by the government would be less effective. 
 
 
5.3. CONCLUSIONS 
 
 Our study has provided evidence that consumer behavior across countries is not 
converging with converging incomes. Consumer behavior varies across cultures and the 
differences are likely to remain stable over time. Consumption is related to culture. 
Consumption differences between countries can be understood by culture-analysis with 
Hofstede's cultural dimensions. Different cultural values are attached to different product 
categories. Value differences related to specific consumption activities can be defined by 
value domains. These can be used to segment markets. Value domains vary by product 
category. 
 
 Consumer behavior theories are mainly valid for understanding the behavior of 
consumers in the country where the theories are developed. There are generalizations that 
are applicable in concept, such as the diffusion of innovations, but for application in other 
countries, they must be reviewed with respect to their cultural relevance. Engel's laws 
need to be modified when applied internationally. Variance of attitudes across cultures 
can also explain variance of behavior. Lifestyle segmentation is less relevant for cross-
cultural purposes than it is within cultures. Buying motives and decision making are 
culture-bound, even in the business-to-business domain. 
 
 The findings of our study can be generalized for international market development 
theory and can be applied to strategy development. Branding strategies are cultural 
phenomena and so are market research methods. For efficiency purposes, cultures can be 
clustered according to cultural values. Finally, our findings can be used for understanding 
the effectiveness of public policy measures. 



CHAPTER 6  
 
 
 

CONCLUSIONS 
 
 
 As recent as November 20, 2000, we could read in Newsweek that "in many vital ways, 
the trend [in Europe] is towards convergence, not divergence" and "A single youth 
culture is forming across Europe, even if it often mimics a kind of American model" 
(Rossant 2000). This quotation is representative of many others, in particular in Anglo-
American publications.  
 
 We have demonstrated that across nations many aspects of consumer behavior and related 
values are not converging. This should be the end of global advertising. Modern 
marketing uses values for developing effective marketing and advertising programs. 
When developing programs for global markets, marketers don't realize that programs 
reflecting their own values are likely to be less effective in markets where people have 
different values. 
 
 There are four reasons why international marketing and advertising people are 
reluctant to accept this (De Mooij 2000:105).  
 
1. What unites marketing and advertising people worldwide is the wish for change. 

Change and trends, preferably every year new ones, are what the marketing and 
advertising world thrives on. New trends mean new business. This preoccupation with 
change makes it difficult to understand the stability of cultural values.  

2. Most global advertising agencies and many multinational companies have Anglo-
American management, with individualist values. Individualism implies universalism, 
thinking that the rest of the world is like oneself or will become like oneself. For 
individualists it is difficult to understand that others may be different, and will remain 
so in the foreseeable future. Their focus is on global markets, on similarities, not on 
the differences (Holden 1998). 

3. Those who preach the importance of cultural differences in the global market place 
until recently did not have much empirical evidence to refer to. The few results of 
cross-cultural academic research trickle down slowly.  

4. The problem of cultural values is that they are difficult to vocalize. Cross-cultural 
studies that can be applied to marketing and advertising are few and far between. 

 
 We found empirical evidence that value differences across nations influence consumption 
and consumer behavior. We also have demonstrated that the application of simple 
statistical methods to public domain data can delineate the influence of culture on all 
aspects of consumer behavior. In this chapter we present our conclusions. First we 
summarize how our findings take the edge off a few persistent myths of globalization in 
marketing and advertising. Further conclusions are on the effects of culture on 
consumption and consumer behavior and the consequences for practice. Finally we give 
recommendations for further research. 
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6.1. THE MYTHS OF GLOBAL MARKETING  
 
 Nearly every day we can read in the newspapers about globalization and the assumed 
harmful effects. People feel dominated by the large multinational corporations more than 
by their local and national governments. One of the results is increased protest against 
global trade and organizations such as the WTO and the IMF, viewed as representing 
MNCs. Globalization is largely visualized by a few ubiquitous global brands such as Coca-
Cola, McDonald's, Marlboro and Levi's. In the protests these brands are frequently targeted 
because of their symbolic function. With respect to globalization they are, as we have 
demonstrated, not representative for the total consumption package. They have become the 
symbols of globalization and "cultural imperialism". They also are the pioneers of global 
advertising. Their global advertising campaigns, thought by the designers to be based on 
universal values, are in fact based on Anglo-American values. From our findings we 
conclude that, although meant to be global, they actually have targeted the Anglo-
American cultures, at the same time causing waste in the rest of the world. The global 
advertising campaigns for a number of leading global brands obviously have appealed 
more to cultures of similar values and appealed less to cultures with different values. In the 
latter cultures they may even have caused negative feelings. Thus, the role of global 
advertising in the globalization process is different than intended. There are no universal 
values. This is one of the myths of global marketing and advertising. Our findings have 
also defied the myth of convergence of consumer behavior. There are more myths: The 
myth of global communities, the myth of culture-free products and the myth of the new 
media.  
 
 
6.1.1. The myth of convergence 
 
 Values of national cultures are stable. This is in contrast to expectations that with 
converging incomes and technology people's needs and wants homogenize (Levitt 1983). 
In Europe, neither cross-border media, nor disappearing borders have diminished cultural 
differences. The English language cross-border channel CNN is only used for corporate 
advertising by a limited number of companies. MTV increasingly localizes its content 
across Europe. Understanding of the English language still varies widely and few 
continental Europeans regularly watch English language television without translation or 
subtitles (data EMS). Although there is evidence of convergence of economic systems in 
the developed world, and in particular in Europe, there is no evidence of convergence of 
peoples’ value systems.  
 
 Only at system level we found convergence: Convergence of the economic and 
demographic environment. We found little convergence of consumer behavior at the 
micro level. In many cases, convergence at the macro-level masks divergence at the 
micro-level or periods of convergence are followed by periods of divergence. Often there 
is parallel change and the differences remain similar over time. The reason is that values 
are stable. We did not find evidence of value change. Instead, with increased wealth, 
"old" values become manifest. Our findings have provided abundant evidence of how 
values influence consumption and the stability of such influence over time.  
 
 We also could not find support for the argument that increased global mobility for 
business and vacations will cause people to homogenize. People do not travel to an extent 
that they are frequently confronted with other cultures. Even if all people would have 
enough money to travel abroad, they would not all do this to the same extent. Of the 
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high-income groups of Europe, covered by EMS in 1997, 54,3 percent did not travel 
outside Europe. If this wealthy part of the European populations travels so little, what 
about the total population? Foreign travel is culture-bound. Uncertainty avoidance 
explained 64 percent of variance of the percent answers "no air trips made at all" in 1997. 
In the strong Uncertainty avoidance cultures people do not like traveling as much as in 
the weak uncertainty avoidance cultures. Strong uncertainty avoidance includes the need 
for stability and travelling includes a lot of change. White (2000) adds to this that 
“people on vacation are not in a mood that has much to do with their domestic purchasing 
behavior, so the relevance of any advertising they see is limited.” 
 
 Globalization is a fact, but global competition is mistaken for global markets. The 
success of multinational companies is probably due to factors other than emerging 
universality of consumer needs and wants (Sheth 1986). The assumption of cultural 
homogeneity is most found in writings by American textbook authors. What they refer to 
is the success of a few American brands in a specific time period. In marketing, 
Americanization is mistaken for globalization. When other countries are becoming 
wealthy and sophisticated in marketing their own products and brands this effect is likely 
to become less pronounced. In the 1990s large multinationals standardized operations and 
brands. Procter & Gamble slashed the number of products and brands and in the year 
2000, Unilever is following this trend and aims to concentrate on 400 instead of 1,600 
brands (Economist February 26, 2000). This will offer new opportunities for local brands. 
 
 Large multinationals have seen their profits decline because centralized control lacks 
local sensitivity. In the mid-'90s, Ford centralized global management. "That move, Ford 
execs now say, took Ford of Europe's focus off local strategy. As a result it lacks 
competitive offerings in segments that make up 35 percent of the European market" 
(Welch and Terney 2000:29). In contrast, Toyota's success is said to be due to 
decentralization of product development and marketing strategies (Oude Weernink 2000). 
The clothing retailer C&A in Europe standardized buying and advertising in Europe in 
1997. In June 2000 the company decided to close all 109 shops in the United Kingdom 
and Ireland because of substantial losses. The taste of the British and Irish consumers is 
different from continental Europeans (NRC Handelsblad, June 15, 2000). Also 
continental Europeans vary in taste, so at the end of the year 2000, C&A had re-localized 
both buying and advertising.  
 
 In the year 2000 the Coca-Cola Company decided to get closer to local markets 
because of declining profitability. Coca-Cola's new CEO Douglas Daft was quoted in the 
Financial Times (March 27, 2000): "We kept standardizing our practices, while local 
sensitivity had become absolutely essential to success". Coca-Cola's local managers and 
bottlers now have more leeway to set pricing, tailor ad campaigns and even introduce 
new brands (Foust et al. 2000:33). The Coca-Cola Company launched a series of 
"innovation centers around the world, where scientists work directly with marketing 
executives to develop, package, and sell new drinks for local markets". Coca-Cola's 
marketing chief Stephen C. Jones states that the "big successes have come from markets 
where we read the consumer psyche every day and adjust the marketing model every 
day" (Byrnes 2000:126). Coca-Cola clearly follows a contrasting strategy to the one by 
Procter & Gamble and Unilever. Instead of slashing products and brands, Douglas Daft, 
Coca-Cola's chairman "envisions a day when Coke will offer 2,000 [different local 
products] or more, many of which will be new juices, teas and hybrid products such as 
carbonated tea" (Foust and Rubin 2000:86).  
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 Our findings not only demonstrate that people's habits do not converge, they also 
indicate that with converging incomes, people’s habits diverge. This is reflected in 
ownership and usage of many products over time, which follows a common pattern. For 
many new commodities initially income differences explain differences in ownership. At 
some point in time, ownership across countries has reached maximum convergence. 
When that point is reached, ownership and usage start to diverge. The differences can be 
explained by culture. In Europe, around 1990, both ownership of television sets and cars 
per 1,000 inhabitants had converged. At the end of the century countries had diverged 
with respect to the numbers of television sets owned per family, ownership of wide screen 
TVs, viewing time and numbers of cars owned per family. The patterns followed by "old" 
technology can be used to predict the pattern of "new" technology. New technology (e.g. 
computers) has not reached the point of convergence, so differences between countries 
are mainly related to national income, but its future can be predicted. We have found that 
the older the product category, the stronger the influence of culture. This explains why 
food products are persistently culture-bound.  
 
 The wealthier countries become, the more manifest the influence of culture on 
consumption. When people possess more or less enough of everything, they will spend 
their incremental income on what most fits their value pattern. Americans will buy more 
cars, the Dutch will buy more luxurious caravans (holiday trailers) and the Spanish will 
eat out even more than they do now.  
 
 
6.1.2. The myth of global advertising  
 
 Soft drinks, soaps and cigarettes are the most globalized product categories. In 
chapter four we suggested that this might be due to the dominance of a few early 
multinationals and their global brands such as Coca-Cola, soap brands by Procter & 
Gamble and Unilever and Marlboro. Their products and brands have converged with 
converging incomes in Europe, but convergence has stopped at a threshold, a point where 
cultural factors explain the remaining differences. While worldwide income is the 
primary factor explaining variance of these products, in Europe cultural factors explain 
variance. It is likely that initially the early global brands have caused convergence of 
their categories because of their advanced marketing. With increased global competition 
the companies of these global brands searched for efficiency in operations including 
globalization of their advertising. These global, standardized advertising campaigns in 
turn are likely to have stopped the process of convergence and even have caused the now 
existing differences between countries. Global campaigns are generally based on added 
value. These values are a reflection of the values of the culture of the country of origin of 
the advertising campaign, the culture of company management and advertising agency 
people who created the ads. These values appeal most to people of cultures of similar 
values and less to people of different values.  
 
 
 Most advertising for soft drinks1 and cigarettes includes Anglo-American 
(masculine) values, the national culture of the dominant players in the market. The only 
variable explaining variance of soft drinks is masculinity. We have found no other 
variables that can explain variance. So there is a strong case for the suggestion that the 
                                                      
1 Leading Anglo-American soft drink brands are Coca-Cola, Pepsi-Cola, Sprite, Fanta, Seven-Up, 
Schweppes, Liptonice. Advertising for these brands frequently reflects the need for success, often 
focusing on male success with women. 
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total of advertising for soft drinks, including Anglo-American values has added 
masculine values to the category. Variance of cigarette sales is explained by uncertainty 
avoidance and by masculinity. The explanation of the influence of uncertainty avoidance 
is that cigarette smoking reduces stress. The global brand Marlboro with its ubiquitous 
cowboy symbol is likely to have associated smoking with masculine values. Other 
examples of how a global advertising approach is likely to have caused differences 
instead of similarities with respect to ownership of brands, is branding and advertising for 
branded wrist watches. Examples are Rolex and Swatch. In Europe, ownership of Rolex 
correlates with individualism, values central in the global advertising campaign1. Swatch 
ownership correlates with masculinity. Status values are central to the brand positioning 
of Swatch, which has become a collector's item. Ownership of - preferably the latest 
model - appeals to inverted snobbery.  
 
 If status symbols are used in global campaigns, the result will be that highest market 
shares are in the countries where status symbols are most appealing. So global 
advertising has not led to global homogeneity. It is likely to have caused differences 
because of the values of the company and advertising agency being reflected in global 
advertising. A similar effect can be expected from global advertising for the various ice 
cream brands (Magnum, Mars etc.), all reflecting strong individualist values (even 
egoism)2. It will not lead to homogeneity, but rather to heterogeneity. 
 
 So the paradox is that global advertising has not led to harmonization, it has worked 
in the opposite way: It is likely to have caused differences in consumption across 
countries. 
 
 
6.1.3. The myth of global communities 
 
 One of the preconditions of global advertising is the existence of homogenous 
global segments across borders with similar values. The young urban professional in 
Milan is supposed to have more in common with his counterpart in London than he/she 
has with his peer in the nearest village and the teenager in Germany is not different from 
the teenager in Hoboken. Focus on similarities or marketing universals rather than the 
differences has led international marketers to search for market segments of people with 
similar lifestyles and values across countries.  
 
 Business travelers and teenagers are most often cited as examples of such 
homogeneous groups. These are the people who are expected to watch CNN and MTV, 
and increasingly use the Internet, a habit also expected to homogenize people's values. 
                                                      
1 The global advertising campaign for Rolex associates the brand with people who have 
distinguished themselves from others. These are professionals of all sorts: Musicians, scientists or 
sports people. Examples are the ballet dancer Sylvie Guillem, the opera singer Cecilia Bartoli, the 
conductor Lorin Maazel, the cello player Yo-Yo Ma, the golfer Anika Sorenstam, the 
oceanographer Dr. Sylvia Earle or the anonymous Sirius Sledge patrols in Greenland. The Rolex 
brand is not associated with plain success, it is associated with how these people distinguish 
themselves professionally from others. 
2 Television advertising for many of these brands focuses on "not-sharing", suggesting the product 
is so good one prefers not to share it with others. The pay-off by Magnum is "Life is all about 
priorities". One example of a commercial for the after dinner Magnums (the small ones in a box 
of eight) is a commercial referring to the fairy tale "Snowwhite" where the latter eats all eight 
magnums herself, not wanting to share them with the dwarfs. This approach is likely to be 
effective in the Netherlands, but not in Spain. 
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According to Assael (1998), author of one of the leading textbooks on consumer 
behavior, exposure to global youth media such as MTV has encouraged the development 
of a global teenager with common norms and values. However, several value studies 
show that between countries young people vary as much as grown-ups. White (2000) 
adds to this that “an Italian teenager may be just like a Dutch teenager when he or she is 
listening to music or wondering which brand of shoes to buy, but most of the time, and in 
most purchasing situations, a teenager is distinctively and differently Italian or Dutch.” 
Because there are no global teenagers the music channel MTV, originally meant to be a 
global music channel for the young, had to localize its content. "MTV launched a Pan-
European channel in 1987. German veejays peppered their speech with English and 
Italian. Content was the same from market to market. By the early 1990s, local 
competition had forced MTV to revamp its strategy. Now the German channel has local 
veejays who show German videos" (Dogar 2000:66). Music has become local. In 
Germany, the world's third-largest music market after the United States and Japan, local 
performers account for 48 percent of the $3.5 billion in yearly sales (Economist, 
September 12, 1998). Also the drivers for Asian youth vary. "Young Asians may be 
typically Western on the surface, but when you scratch beneath traditional values hold 
strong. .. The main drivers of Asian young reflect Asian core values such as hard work, 
aspiration towards money and display of success via branded goods, status symbols and 
showing off" (Cooper 1997:19). 
 
 Global communities with similar values do not exist. Global homogeneous markets 
exist only in the minds of international marketing managers and advertising people. Even 
people with similar lifestyles do not behave as a consistent group of purchasers because 
they do not share the same values. Yes, there are young people and Yuppies and greying 
populations everywhere in Europe, but marketing communications cannot use similar 
motives and arguments because they do not have similar values. This is demonstrated by 
the EMS findings of ownership of luxury products. More than any other findings, the 
results of the calculations of data on luxury articles demonstrate that the high-income 
target, consisting of people who read international media, is not one homogeneous cross-
border target group for high-touch and high-tech luxury articles, as so often assumed. For 
expenditures on expensive luxury articles by this high-income group in Europe, the 
coefficients of variation vary between .34 and .59. The average coefficient of variation 
for ownership of expensive jewelry and suit or dress (> £500), briefcase or handbag (> 
£200) and shoes (> £100) in 1999 was .47. Ownership of both expensive and cheap 
watches is culture-bound and so is consumption and usage of many other luxury articles 
and drinks. In the developed world, variance of ownership of luxury articles can only be 
explained by cultural factors. This implies that for these products global advertising will 
be less effective than culturally adapted advertising. 
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6.1.4. The myth of culture-free products 
 
 In the early 1980s, when there were relatively few global brands of luxury articles 
such as watches and fashion clothing, these luxury goods were viewed as more or less 
culture-free, because global advertising for these brands was relatively successful. 
However, twenty years later there is an abundance of luxury brands and some of these 
brands appeal more to some cultures than to others. Standardized global advertising has 
partly caused this, as it is never culture-free. Any advertisement reflects the values of the 
culture where it originated and thus will be most appealing to members of cultures with 
similar values. An example is the global advertising campaign for Rolex, described 
before. Because of the success of the global campaign for Coca-Cola in the past, the soft 
drink category has been considered to be culture-free. Our findings demonstrate the 
opposite. 
 
 
6.1.5. The myth of the new media 
 
 Differences in media use across countries are persistent because media are part of 
peoples’ culture. A strong example is newspaper readership. Since 1950 the differences 
in circulation of daily newspapers worldwide have been stable. In economically 
homogeneous areas, such as Europe, the differences are related to culture. Ownership of 
television sets at the national level may have converged, but differences in viewing time 
have not converged and are culture-bound.  
 
 Access to the Internet and how it is used are also culture-bound. The Internet has 
first been adopted by the more innovative cultures (United States, Scandinavia) and 
differences in usage are largely explained by uncertainty avoidance. The Internet can be 
used for different purposes, such as for e-mail, for educational and scientific reasons, for 
business purposes or for leisure (EMS 1999). In Europe the different purposes are related 
to cultural differences. Thus, after only a decade of Internet existence in Europe, the way 
it is used varies across cultures. The Internet does not change people's habits or values. It 
confirms and enhances existing values, habits and practices. "The Internet is by its nature 
subversive: It gets information to people who don't have it. That's why [in Latin America, 
large power distance cultures] officials are loath to give up control" (Smith 1999:37). 
While in the Western world, the adoption of the Internet is bottom-up, in Asian countries 
it is pushed and controlled by governments. "Governments intent on boosting 
competitiveness are a driving force. Taiwan wants 50,000 companies to be online by 
2001, Thailand [in 1999] passed a law requiring all export and import documents to go 
online before 2000 (Moore and Einhorn 1999:30).  
 
 The Internet is a new medium and it is adopted by people for doing things they are 
used to do. In Europe, surveys measuring the applications of the Internet1 basically 
measure variance of existing preferences for which the Internet is used. In the collectivist 
cultures, where personal contacts are appreciated, people say they will adopt the Internet 
to contact a politician. In the feminine cultures, where people adopt new media to 
enhance the quality of life, people say they will adopt the Internet for e-mail access, 
home banking and electronic newspapers and they prefer to get their information on the 

                                                      
1 General bi-annual Eurobarometer surveys and the Eurobarometer report "Measuring Information 
Society 1997". Eurobarometer asks people's preferences for method and source of information 
about the EU and the Euro. 
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EU and the Euro by Internet or computer terminal. The Internet and computers have 
become part of the total set of media including the "old ones". If people are used to 
reading newspapers to be informed they will prefer their newspapers also to provide 
information about the EU and they will also adopt electronic newspapers. Thus, 
preference of the press for information about the EU is correlated with small power 
distance (58 percent of variance is explained by power distance). Preference of the 
Internet for information about the EU is correlated with low masculinity (57 percent is 
explained by masculinity). 
 
 An Asian example of adoption of the Internet for a culture-specific activity is the 
Bandai i-service in Japan. In Japan, cartoon magazines have always been very popular. 
One of the first, most popular services to the subscribers of NTT DoCoMo’s i-service 
(Internet by mobile phone) was by Bandai, allowing subscribers to download cartoon 
characters to their mobile phones (Nikkei Trendy, March 2000).  
 
 The conclusion from this is that the people who have integrated the Internet in their 
daily life will use it to enhance current activities. They will use it for all things they have 
been doing before, but the new media will enhance these activities. We see the same 
phenomenon for mobile phones. People who are used to have long talks on the telephone 
will even talk more frequently when they have a mobile phone. People who like to 
communicate frequently with their loved ones will do this even more when they have a 
mobile phone. In Spain, in May 2000, an ad for mother's day offered a telephone for 
children, so that their mother could stay in touch with them all the time. Such an offer 
would not be popular in small power distance cultures where children want to be 
independent from their mothers. In Italy, in 2000 there are five times as many mobile 
phones as PCs. The high penetration and frequent use of the mobile phone in Italy can be 
explained by the weblike nature of the family, where everybody wants to talk to 
everybody else. "Seventy percent of unmarried men aged up to 30 still live with their 
mothers. Of those who do not live with their mothers, 70 percent ring her every day" 
(Economist April 1, 2000:24). Moslems in the Netherlands, wanting to conform to the 
strict rules of Ramadan in November 2000, could apply to an SMS service by 
Maghreb.nl, a Moroccan Internet lifestyle magazine that sends a daily list of standard 
times for prayer and eating. 
 
 People will use the new media for the interests and habits they acquired in the 
country where they grew up. These habits are part of their national culture and they are 
persistent. McLuhan's (1964) philosophy of the new media innovations, that they are 
merely enhancements or extensions of ourselves, is still valid. The consequence of this 
philosophy is that new media like the Internet will not lead to convergence. The leading 
article in the Economist of August 19th 2000 says: "As new gizmos come and go, human 
nature seems to remain stubbornly unchanged". The new media may even lead to 
divergence in Europe and probably more worldwide. Oliver Cleaver (2000), Media 
Director at Kimberly Clark Europe, subscribes to this point of view and is even 
pessimistic about it. He states: “The new media belong to global business and to a 
minority of consumers who are affluent, smart and wired enough to be able to use its 
potential to make themselves more affluent, smarter and better wired. .. The new media 
are not creating a global village, they are helping to destroy it.”  
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6.2. CULTURE AND CONSUMPTION 
 
 When differences between countries remain stable or become larger, companies will 
want to understand the differences. Our research covered over 35 product, service and 
media categories and business areas: Housing, telephony, television, newspapers, radio, 
passenger cars, advertising expenditures, various fresh food products and processed food, 
cigarette and alcohol consumption, clothing and footwear, energy consumption, health 
and medical care expenditures, transport and communications, leisure, furniture, soft 
drinks, mineral water and other beverages, the communication means of the new 
economy, including the Internet, computers, faxes and mobile phones, consumer 
electronics, luxury goods, such as wrist watches and cameras, household appliances, 
personal care products, soaps and household products, travel, credit cards, insurance and 
investments. While at macro level convergence was found, at micro level we found many 
examples of divergence or stable differences between countries. In most cases these 
differences can be explained by Hofstede's dimensions of national culture. The 
dimensions that explain variance vary by product category. Specific product categories 
tend to have specific cultural loadings. For example, purity is a cultural variable for food 
and luxury articles tend to have status value.  
 
 
6.2.1. Product categories are culture-specific 
 
 Not only are specific cultural values attached to product categories, over time 
different dimensions can explain variance. Variance of telephone main lines in Europe is 
initially explained by income and individualism, while at the end of the century low 
masculinity is the explaining variable. Over time, one dimension can be a predictor but 
the direction can change. While, for example the adoption of new technology is first 
driven by weak uncertainty avoidance, when it becomes a commodity, different cultural 
loadings become manifest. In some cases the direction of a correlation with a specific 
dimension may turn from negative to positive or the other way round. An example is car 
ownership. Until 1980 car ownership correlated negatively with uncertainty avoidance. 
Cars were still a relatively new technology. In 1997 ownership of three cars was 
positively correlated with uncertainty avoidance. When ownership of passenger cars 
changes from a luxury to a commodity, its cultural loading becomes more manifest. This 
is demonstrated by the differences at micro-level in Europe. While at macro-level (cars 
per 1,000 population), Europe has become more or less homogeneous, the same region 
appears to be quite heterogeneous with respect to data at micro level, such as the number 
of cars owned by families, the type of car owned, preference of new over second hand 
cars, and attitudes and behavior with respect to cars, such as interest in the technological 
aspects of cars and buying decision making. Masculinity and strong uncertainty 
avoidance predict ownership of (new) cars.  
 
 
6.2.2. Explaining variables operate in hierarchies 
 
 We found that explaining variables operate in hierarchies. Some consumption habits 
- such as eating and drinking - are directly related to climate while others are only 
influenced indirectly via culture, or collective memory. Over time, climatic differences 
have led to differences in human behavior and attitudes that have become part of the 
society people belong to, which in turn influence their consumption patterns. Thus, while 
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climate can be viewed as a first stage in the hierarchy, the second stage in the hierarchy is 
when the social environment causes behavioral differences. The further a society is 
developed with respect to industrialization, modernization or globalization, the greater the 
influence of social, psychological or cultural variables are on national or local behavior. 
Historical learning has caused the influence of climate of the past to remain in the public 
memory. An example is how, despite the ubiquitous refrigerator, people in warm climates 
still do not trust fresh milk as well as other food products. Climatic differences are an 
indirect explaining variable for consumption differences, but other variables, lower in the 
hierarchy are better predictors for differences in consumption.  
 
 
6.2.3. Value domains 
 
 Specific product categories and/or consumption domains are related to specific value 
domains. We have defined value domains as clusters or configurations of cultural values 
that apply to domains of consumer behavior and that are related to specific product 
categories or consumer activities. When economic and demographic systems converge, 
income and demographic variables are no longer useful criteria for segmenting 
international markets and value domains are likely to be more useful. Groups of countries 
can be formed according to value domains that explain consumption differences. A value 
domain can be defined by one or a configuration of dimensions. We have described six 
examples of value domains derived from our research findings: Purity in food, locus of 
control, status, active-passive orientation in leisure, dependence and harmony, and 
quality of life. The purpose is to make our findings applicable to international marketing 
and advertising practice.  
 
 
6.3. CULTURE AND CONSUMER BEHAVIOR 
 
 Cultural dimensions not only have specific influence on various product categories, 
they also influence consumer behavior in different ways. We found lack of insight of the 
role of culture in consumer behavior theory, which may be due to the fact that generally 
culture is viewed as an environmental factor although culture influences the central 
values of consumers and thus most of consumer behavior. We adapted a model to 
structure consumer behavior theory and culture's consequences by Manrai and Manrai 
(1996). In this model culture plays a central role. We examined a few consumer behavior 
concepts and theories cross-culturally. 
 
 
6.3.1. The rational consumer and the role of income 
 
 Our findings that values of national culture influence consumer behavior defy the 
concept of a rational consumer. If consumer decisions would be based on rational 
arguments such as price, consumption across countries would be much more 
homogeneous. Rationality in consumer behavior also presumes the influence of 
information. The Internet enhances the possibility of information gathering. But there is a 
limit to the amount of information people can handle. An increased overload of 
information will not make consumers better decision-makers.  
 
 When observing the relationship between income and some new products, one may 
be tempted to conclude that the richer people become, the more they will spend on these 
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products. We have seen that for some products for which investments must be made, in 
the developed world income is the initial explaining variable but analysis at micro level 
often only points at relationships with culture. For other products only cultural variables 
can explain variance. So greater wealth will not make people equally spend more in all 
countries. In postscarcity societies the concept of the rational consumer is obsolete. With 
converging incomes across countries, the influence of income on buying decisions 
decreases and so does the importance of ratio in decision making. Values are the main 
variable to explain consumer behavior.  
 
 Engel's laws, saying that the percent of private consumption spent on food is 
assumed to decrease with increasing incomes, need some modification. For single 
countries the theory is true, but it does not explain differences between countries. In the 
collectivist cultures, consistently people spend more on food. A conclusion is that Engel's 
law applies better to the individualist cultures than to the collectivist cultures. 
 
 
6.3.2. Attitudes, motives, lifestyle and culture 
 
 As people's attitudes are guided by their values, also attitudes vary with culture. 
Differences in attitudes explain differences in behavior. We have found several instances 
of attitudes driving behavior and vice versa. Examples are how confidence in the press 
drives newspaper readership and how attitudes to advertising change with economic 
development. Materialism is an attitude to consumption that is culture-bound. 
 
 Differences in sensitivity to certain product attributes and advertising appeals can be 
explained by motives and their underlying cultural values. For each product category the 
important motives vary. For mineral water it is purity, for soft drinks it is status. For cars, 
motives vary between safety, design and environmentally friendly, that are all related to 
different cultural values.  
 
 Within cultures lifestyle segmentation is useful, as it adds value to economic and 
demographic segmentation. For cross-national marketing the concept is less applicable 
because value differences of national culture are overriding. Even if across countries 
certain groups of people can be defined with respect to ownership of specific products, 
the motives for buying these products vary so strongly, that for developing advertising 
across countries these lifestyle groups are not useful. Yuppies exist both in Spain and in 
the Netherlands, but their consumption behavior is very different. Even if they have a 
computer and access to the Internet just like Yuppies in the Netherlands, they will use it 
for different purposes and they will use it less because they prefer to get together with 
family and friends instead of sitting behind a computer.  
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6.3.3. Decision making behavior is not universal.  
 
 Both consumer and business decision making varies by culture. The difference in 
the amount of social influence exerted on buying behavior influences decision making of 
consumers. Social influence varies with culture. The degree of role differentiation 
influences the involvement of partners in decision making. 
 
 Business people are generally considered to be a "culture-free group" because their 
decision making process is assumed to be rational, as compared with consumer decision 
making. We have found evidence that even decision making by business people is 
culture-bound.  
 
 
6.3.4. Diffusion of innovations 
 
 Diffusion is the process by which an innovation is communicated through certain 
channels over time among the members of social systems (Rogers 1962). The diffusion 
process is not universal. The theory was developed in the United States and its concept 
may be valid for other cultures, not its application. We conclude that diffusion patterns 
vary across countries, and that the differences can be explained by culture. Also the type 
of relationship between innovativeness and culture varies by product category. The 
varying influences of culture on consumption are reflected in the diffusion of innovations. 
Although for new technology weak uncertainty avoidance is the general predictor, the 
speed of adoption is likely to vary by product category and the category related 
dimensions are the explaining variables of variance in adoption. 
 
 
6.3.5. Media and advertising  
 
 We have demonstrated stable relationships between culture and media behavior. An 
example of a long-term relationship with culture is between newspaper readership and 
power distance. People adopt the new media for similar activities as the old media. For 
the more textual oriented individualist cultures the press has an informative role and for 
the more visually oriented collectivist cultures television has an informative role, in 
general and for advertising. If people prefer using specific media, they also attribute an 
informative role to advertising in these media. 
 
 Differences in total advertising expenditures per capita across countries are related to 
national wealth. The differences in distribution of advertising expenditures across media 
types follow the relationships between culture and media use. 
 
 
6.4. CONSEQUENCES FOR PRACTICE 
 
 The international marketing and advertising industry should take advantage of knowledge 
of the long-term effects of culture on consumer behavior. Understanding culture's 
influence is likely to be of particular use for predictions of international market 
development, international branding, marketing and advertising strategy.  
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6.4.1. Consequences for strategy 
 
 Differentiation and positioning strategies are a Western phenomenon. In Asian, 
collectivist cultures the company brand is a more frequent phenomenon, because an 
important aspect of marketing in collectivist cultures is to build relationships between 
companies and consumers. Western companies, when marketing in collectivist cultures 
should focus their marketing communications more on building relationships between the 
company and consumers than on strong positions of their individual product brands. 
 
 We suggest three stages of international market development with varying 
consequences for marketing communications. (1) For all sorts of durables and 
technology, but also for advanced new food products income is the main driver for 
market penetration of the generic product. Products and marketing-communications can 
be global. (2) After markets have become saturated with a generic product, differentiation 
takes place. Between-market differentiation is driven by national wealth and cultural 
factors. Products can be standard, marketing-communications strategy must be adapted. 
(3) In economically homogeneous areas only cultural factors distinguish usage between 
countries. Both products and marketing-communications must be adapted. 
 
  Our findings of the influence of culture on consumption demonstrate the usefulness 
of cultural variables for the segmentation of markets. Clustering countries according to 
cultural variables is useful for differentiation of marketing and sales strategy as well as 
advertising. For advertising, the application is to cluster countries according to culture-
bound motives. Because nearly all product categories are related to one or more 
dimensions, for each product category a culture map can be made.  
 
 As consumer behavior varies across cultures, global standardized advertising is not 
equally effective in all markets. It is likely to be wasted in markets where consumer 
values are different from the values of the advertising campaign. 
 
 
6.4.2. Consequences for market research 
 
 Our findings have consequences for marketing and advertising research. In a 
discussion on global advertising at www.aef.com (Advertising Education Foundation) on 
December 6, 2000, Denis Budniewski, SVP, Managing Director of Saatchi and Saatchi, 
stated: "You can't test everywhere. You need to be choiceful and representative. For 
example, you may decide to only test in two European countries versus all fifteen". Our 
findings demonstrate that two countries in Europe are not representative for all fifteen.  
 
 Global companies tend to rely on global surveys. Often questionnaires are developed 
in the home country and translated for use in many other countries. Cultural differences 
can cause biased response. Not only do response styles vary by culture, also answer 
categories to measure usage and attitudes are culture-bound. Answer categories like 
"somewhat involved" for measuring involvement in decision making or "drink 
occasionally" for measuring consumption of luxury drinks can result in biased response. 
International marketing strategies that rely on international research using culture-bound 
questions and answer categories can easily fail. 
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6.5. RECOMMENDATIONS FOR FURTHER RESEARCH 
 
 Throughout our study we have pointed at the need for further research. In this 
section we summarize four areas of further research. 
 
 We described six value domains relating to consumption domains and related 
product categories. The descriptions were derived from findings of consumption 
differences for various products and related values. The six value domains should be 
validated by factor analysis including values and consumption data. By including more 
values and consumption data, more different value domains are likely to be discovered. 
 
 We concluded that global advertising does not include universal global values. 
Instead, the values of the designers of global advertising campaigns are recognized. As a 
result these global advertising campaigns are more effective in cultures of similar values. 
To further validate our finding of how global advertising works, content analysis of 
global advertising campaigns should be done. Ideally this should be accompanied by 
effectiveness mesurements. 
 
 We pointed at the non-universality of various consumer behavior theories and 
concepts. In this study we only pursued theories found in literature. There are a few 
consumer behavior domains that are not covered, in particular brand loyalty and 
complaining behavior. These domains should be subject to further research. Also the 
topic of diffusion of innovations, although covered most widely in literature, should be 
further analyzed, in particular with respect to the effect of culture on innovation and 
imitation. 
 
 We have described patterns of convergence and divergence including a time factor. 
With variations by product category, at longer or shorter time spans, there are periods of 
convergence that stop at a certain ceiling, and are followed by periods or divergence. A 
number of variables such as national income, cultural factors, degree of homogeneity and 
product category, if included in a mathematical model, could predict moments of 
convergence or divergence of new products. A challenge for econometricians would be to 
calculate a formula for the time factor, ceilings and thresholds of convergence-divergence 
for various new products. 
 



 

APPENDIX: TABLES 
 
 
 
A1. THE MACRO LEVEL: SOCIO-ECONOMIC VARIABLES 
 
The macro-level socio-economic variables in this section are income, urbanization, 
education, health, housing and work and education of women.  
 
 
A1.1. Income 
 
The measurement used for income comparisons across countries is GNP per capita. CV = 
coefficient of variation. Divergence is marked by -, for clarity sake in some tables 
convergence is marked by +.  
Data on GNP/capita are from UN Statistical Yearbooks (1960-1974) and World Bank 
Development Reports (1977-1998) 
 
Table A.1. GNP/capita: CVs for three country clusters    
Year Worldwide 44 Developed 26 Europe 15  
1960 .83 .58 .41 
1966 .84 .52 .38 
1970 .84 .50 .39 
1974 .84 .46 .39 
1977 .87 .50 .40 
1980 .88 .52 .41 
1985 .89 .51 .41 
1989 .93 .50 .37 
1991 .91 .47 .34 
1993 .86 .43 .30 
1995 .87 .45 .33 
1997 .86 .43 .33 
1998 .84 .42 .30  
Mean convergence-divergence per year - .03 + .73 + .96  
 
Table A.2. Correlation Coefficients Cultural dimensions and GNP/cap, Worldwide 44 (LTO = 27) 
GNP/cap PDI IDV MAS UAI LTO  

1960 -.59*** .77***  .01 -.35** -.45** 
1966 -.63*** .83*** -.03 -.35** -.39* 
1970 -.64*** .83*** -.04 -.33* -.35* 
1976 -.63*** .80*** -.07 -.31* -.36* 
1980 -.61*** .78*** -.04 -.29* -.32* 
1985 -.61*** .78***  .02 -.38** -.29 
1990 -.63*** .73*** -.02 -.27* -.26 
1995 -.60*** .70***  .08 -.28* -.14 
1998 -.62*** .72***  .02 -.33* -.25 
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Table A.3. Correlation coefficients Cultural dimensions and GNP/cap, Developed 26 (LTO = 22) 
GNP/cap PDI IDV MAS UAI LTO  

1960 -.37* .71*** -.06 -.45** -.42* 
1966 -.44* .78*** -.14 -.46** -.44* 
1970 -.44* .76*** -.17 -.44* -.40* 
1976 -.42* .67*** -.22 -.39* -.44* 
1980 -.38* .65*** -.17 -.34* -.39* 
1985 -.40* .65*** -.08 -.48** -.32 
1990 -.45* .61*** -.07 -.37* -.26 
1995 -.31 .41*  .03 -.34* -.06 
1998 -.35* .48** -.08 -.47** -.26 
 
Table A.4. Correlation coefficients Cultural dimensions and GNP/cap, Europe 15  
GNP/cap PDI IDV MAS UAI LTO  

1960 -.30 .59** -.20 -.51* -.18 
1966 -.30 .58* -.29 -.52* -.20 
1970 -.31 .54* -.31 -.50* -.14 
1976 -.30 .41 -.30 -.36 -.22 
1980 -.28 .44* -.19 -.28 -.22 
1985 -.45* .45* -.19 -.46* -.37 
1990 -.43ns .40 -.10 -.40 -.28 
1995 -.40 .39 -.00 -.30 -.40 
1998 -.48* .45* -.09 -.44ns -.47* 
 
 
A1.2. Urbanization 
 
Data are from the World bank Development reports. Urbanization is defined as “Urban 
population as percent of total population” The World Bank (World Development Report 
1999/2000) defines urban population as “the share of the population living in areas 
defined as urban in each country”. Table A5 presents the CVs. Table A6 presents 
correlation coefficients and percents variance explains (R2). 
 
Table A.5. CVs Urbanization for three country clusters   
Year Worldwide44 Developed26 Europe15 
1965 .41 .29 .32  
1970 .38 .25 .27  
1980 .34 .21 .24  
1985 .33 .20 .24  
1990 .30 .19 .23  
1995 .29 .19 .22  
Mean convergence per year .98  1.15    1.04 
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Table A.6. Urbanization: Income and cultural variables 1965-1995  
 INC PDI IDV MAS UAI LTO Predictor R2  

Worldwide 
1965  .60*** -.40*** .54***  .11 -.14 -.08 INC .36 
1970  .63*** -.42*** .56***  .04 -.14 -.11 INC .40 
1980  .58*** -.43*** .53***  .04 -.10 -.06 INC .34 
1985  .51*** -.39*** .49***  .03 -.08 -.03 INC .26 
1990  .48*** -.36** .46***  .01 -.06  .00 INC .23 
1995  .44*** -.27* .38**  .01 -.03  .02 INC .19 
Developed 26 
1965  .33* -.01 .34*  .12 -.41*  .03 UAI (-) .17 
1970  .36* -.05 .37* -.00 -.46** -.02 UAI (-) .21 
1980  .27 -.06 .27 -.01 -.42*  .05 UAI (-) .18 
1985  .14  .02 .22 -.05 -.39*  .08 None1 
1990 -.00  .03 .18 -.07 -.36*  .14 None 
1995  .01  .12 .06 -.04 -.30  .22 None 
Europe 15 
1965  .45*  .04 .72***  .04 -.25  .29 IDV .52 
1970  .57* -.00 .79*** -.12 -.33  .12 IDV .63 
1980  .53* -.09 .76*** -.13 -.34  .11 IDV .58 
1985  .33 -.03 .76*** -.17 -.36  .10 IDV .58 
1990  .24 -.01 .75*** -.19 -.32  .08 IDV .56 
1995  .28  .01 .74*** -.18 -.32  .09 IDV .54 
 
 
A1.3. Education 
 
“Percent of age group enrolled in secondary/tertiary education” (World Bank 
Development Reports 1978, 1988, 1993, 1998/99 & 1999/2000) 
 
Table A.7. CVs Education three country clusters    
Year Worldwide44 Developed26 Europe15  
Secondary education 
1960 .58 .35 .33 
1965 .51 .30 .25 
1970 .49 .25 .17 
1975 .41 .22 .16 
19802 .38 .25 .21 
1985 .35 .18 .17 
1990 .35 .19 .15 
1996 .35 .19 .06   
Mean convergence per year  1.72  1.43  2.27  
Tertiary education 
1965 .75 .54 .32 
1985 .45 .33 .22 
1993 .53 .39 .23   
Mean convergence per year  1.05 .99  1.00 

                                                      
1 Although there is a significant zero-order correlation with UAI, the contribution in stepwise 
multiple regression is too small to give explaining power to this variable. 
2 A few data are lacking for this year. Worldwide 44 = 29 countries; Developed 26 = 18 countries; 
Europe15 = 11 countries. 
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Table A.8 Secondary and tertiary education Worldwide 441: Income and cultural variables  
 INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 
Secondary education 
1960 .80*** -.62*** .77***  .04 -.22 -.18 INC .64 IDV .68 
1965 .77*** -.56*** .73*** -.06 -.23 -.22 INC .59 
1970 .81*** -.60*** .77*** -.09 -.17 -.31 INC .66 
1975 .71*** -.49*** .72***  .06 -.13 -.24 IDV .52 INC .57 
1980 .78*** -.59*** .74*** -.00 -.26 -.38 INC .62 
1985 .78*** -.53*** .74*** -.00 -.22  .19 INC .61 
1990 .79*** -.53*** .73*** -.05 -.16 -.10 INC .63 
1996 .80*** -.59*** .72*** -.04 -.29 -.18 INC .64 
Tertiary education 
1965 .76*** -.42*** .67***  .08 -.24 -.24 INC .58 
1985 .58*** -.41*** .56***  .05 -.14 -.07 INC .33 
1993 .57*** -.49*** .60*** -.06 -.32* -.31 INC .36 
 
 
Table A.9. Secondary and tertiary education Developed 26: Income and cultural variables  
 INC PDI IDV MAS UAI LTO Pred.  R2  
Secondary education 
1960 .56*** -.46** .64*** -.02 -.26 -.07 IDV .36 
1965 .48* -.40 .59*** -.18 -.30 -.14 IDV .31 
1970 .59*** -.51** .70*** -.23 -.25 -.36 IDV .44 
1975 .50*** -.09 .50*** -.10  .05 -.13 INC .25 
1980 .64*** -.58** .65*** -.18 -.30 -.15 IDV .42 
1985 .59*** -.37* .62*** -.18 -.30 -.15 IDV .42 
1990 .60*** -.40* .55*** -.30 -.09 -.27 INC .36 
1996 .54** -.44* .54** -.23 -.14  .31 IDV .30 
Tertiary education 
1965 .71*** -.23 .56***  .02 -.24 -.15 INC .50 
1985 .46** -.29 .46** -.08 -.11 -.05 INC .21 
1993 .25 -.15 .42* -.14 -.31 -.17 IDV .18 
 
 

                                                      
1 Worldwide 44 includes 44 countries with some variation: 1965 (42), 1970 (41), 1975 (43), 1980 
(29), 1985 (42), 1990 (40), 1995 (30), 1996 (31). LTO data vary between 16 and 13 countries. 
Data for 1960 and 1975 are from the World Bank Development Report 1978; 1965 and 1985 are 
from the World Bank Development Report 1988; 1970 and 1990 are from the World Bank 
Development Report 1993; 1980 and 1996 are from the World Bank Development Report 
1999/2000. Between 1975 and 1980 there seems to be a break in data collection; comparison of 
the data for 1975 and 1980 shows for a number of countries a decline, for others an increase. This 
particularly affects the calculations for Europe 15. 
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Table A.10 Secondary and tertiary education, Europe 15: Income and cultural variables  
 INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 
Secondary education 
1960 .57* -.31 .62** -.20 -.39 -.14 IDV .38 
1965 .47* -.27 .49* -.42 -.43 -.30 None 
1970 .56* -.36 .38 -.43 -.46* -.26 INC .31 
1975 -.03 -.36 .38 -.43 -.46 -.26 None 
1980 .70*** -.32 .68*** -.21 -.47* -.35 INC .49 IDV .65 
1985 .51* -.24 .66*** -.27 -.48* -.34 IDV .43 
1990 .52* -.17 .43 -.30 -.32 -.28 None 
1996 .41  .13 .56* -.25 -.12  .03 IDV .31 
Tertiary education 
1965 .51*  .05 .71*** -.28 -.29 -.15 IDV .51 
1985 .51* -.19 .47* -.45* -.31  .10 None 
1993 .40 -.13 .29 -.37 -.11 -.34 None 
 
 
A1.4. Health 
 
Number of doctors per 1,000 population (OECD Economic Surveys). 
 
Table A.11. CVs Doctors per 1,000 population, OECD 20  
1969 .25 
1975 .22 
1981 .29 
1985 .34 
1990 .32 
1995 .33  
Mean divergence per year - .93 
 
 
A1.5. Housing 
 
Data Eurostat Yearbook 1997 (13 countries EU): 1981 and 1991: percent of population 
living in one family house and: percent of population living in more family house 
Reader’s Digest Surveys 1970 and 1991: ownership private garden 
EMS99: housing 1999. Question asked is: “How would you describe your main home?” 
Answer categories: detached; semi-detached; terraced; in an apartment block; don’t know. 
Answer categories used: Detached; Semi-detached; Apartment. 
The combined data of detached and semi-detached (indication for houses with gardens). 
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Table A.12. CVs Housing: Europe  
 One family house More family house  
1981  .04  .80 
1991 .06  .84 
Type of house 
1999 Detached .33 
1999 Semi-detached .61 
1999 Apartment .68 
Private garden 
1970 .46 
1991 .43 
1999 (houses detached/semi-detached) .26 
 
Table A.13. Houses and gardens Europe: Income and cultural variables     
 INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 
One family house 
1981 -.09  .62*  .11 -.08  .36  .24 PDI .39 
1991 -.57*  .57* -.07  .54*  .43  .45 PDI .33 MAS .66 
       INC (-) .81 
More family house 
1981 -.37  .04 -.88***  .17  .42  .26 IDV (-) .78 
1991 -.14 -.22 -.53* -.37  .06 -.40 None 
Type of house 
1999 Detached  .45 -.24  .30 -.30 -.42 -.71*** LTO (-) .50 
1999 Semi-Det. -.11 -.17  .29  .37 -.22  .08 None 
1999 Apartment -.32  .37 -.62**  .15  .61**  .35 IDV (-) .38 
Private garden 
1970  .50* -.47*  .74***  .02 -.64** -.30 IDV .54 
1991  .07 -.33  .72*** -.02 -.56* -.20 IDV .51 
1999  .37 -.33  .45* -.07 -.52* -.63** LTO (-) .39 UAI (-) .61 
 
 
A1.6. Women: Work and Education 
 
Data on female share of labor force are from the World Bank Development Reports 1994 
and 1999/2000. For 1970 and 1992, data New Zealand N/A. 
 
Table A.14. CVs Female share of labor force, three country clusters  
  Worldwide 44 Developed 26 Europe 15 
1970 .28 .20 .21 
1980 .23 .17 .15 
1992 .20 .15 .17 
1998 .14 .10 .10  
Mean convergence per year  1.79  1.79  1.87 
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Table A.15. Female share of labor force 1970-1998: Income and cultural variables  
 INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 Pred. 3 R2 
Worldwide 44 
1970 .47*** -.32*  .51*** -.00 -.31*  .16 IDV .26 
1980 .59*** -.37**  .54*** -.17 -.40***  .00 INC .35 
1992 .68*** -.42***  .64*** -.17 -.32* -.07 INC .46 
1998 .63*** -.45***  .61*** -.24 -.29* -.12 INC .40 MAS (-) .46 IDV .52 
Developed 26 
1970 .54*** -.47**  .42*  .07 -.22 -.01 INC .29 
1980 .60*** -.38*  .32 -.35* -.34* -.16 INC .36 
1992 .64*** -.40*  .48** -.29 -.32 -.30 INC .40 
1998 .46** -.35*  .47** -.48** -.33* -.28 MAS (-) .23 IDV .42 
Europe 15 
1970 .55* -.44*  .27  .09 -.31 -.20 INC .30 
1980 .47* -.35 -.03 -.37 -.26 -.32 None 
1992 .44* -.25  .14 -.32 -.23 -.35 None 
1998 .29 -.08  .02 -.63** -.21 -.29 MAS (-) .40 
 
Eurostat, Year Books. Data for Europe15 (1986, 1991, 1995): Women working part-time, 
% of total working women; Men working part-time, % of total working men; Women in 
higher education, % of total population in higher education. 
 
Table A.16. CVs Part-time work and women in higher education, Europe   
Year % women working part-time % men working part-time % women in higher education 
1986 .56 .74 .12 
1991 .52 .72 .11 
1995 .47 .56 .10  
Mean convergence per year 1.79 2.70 1.85 
 
Table A.17. Part-time work and women in higher education Europe 15: Income and culture  
 INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 
% women working part-time 1) 
1986  .71*** -.38  .59* -.61* -.64** -.08 INC .50 
1991  .63** -.38  .57* -.40 -.57* -.12 INC .40 
1995  .63** -.38  .56* -.34 -.52* -.04 INC .39 
% men working part-time 2) 
1986  .46* -.26  .34 -.75*** -.47* -.09 MAS (-) .57 IDV .71 
1991  .33 -.33  .36 -.64*** -.54* -.05 MAS (-) .40 
1996  .33 -.38  .36 -.63** -.57* -.04 MAS (-) .40 UAI (-) .58 
% women in higher education 
1986 -.38 -.30  .38 -.56*  .19  .07 MAS (-) .31 INC (-) .56 
1991 -.45*  .29 -.31 -.57*  .13 -.09 MAS (-) .33 INC (-) .57 
1995 -.60**  .30 -.26 -.54*  .12 -.06 INC (-) .36 MAS (-) .65 
1) 14 countries: Finland N/A; 1986: Switzerland N/A. 2) 1986: Switzerland N/A. 
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A2. COMMUNICATION AND TECHNOLOGY 
 
A2.1. Telephones  
 
"Telephones in use per 100 or telephone main lines per 1,000 inhabitants" from UN 
Statistical Yearbooks and from the World Bank Development Reports. 
 
Table A.18 CVs Telephone main lines /1,000 1966-1998, three country clusters  
Year Worldwide 44 Developed 26 Europe15  
1966 1.12 .71 .57 
1970 1.06 .66 .52 
1975 .99 .57 .45 
1980 .92 .50 .40 
1990 .78. 34 .26 
1996 .67 .26 .18  
1998 .64 .26 .17  
Mean convergence per year 1.34 1.98 2.19  
 
Table A.19. Telephone main lines per 1,000: Income and cultural variables  
Year INC PDI IDV MAS UAI LTO Pred 1 R2  Pred 2 R2 Pred 3 R2 
Worldwide 44 (LTO = 27 countries) 
1966 .95*** -.64*** .79*** -.05 -.40*** -.28 INC .90 
1970 .95*** -.65*** .80*** -.06 -.38*** -.29 INC .90 
1975 .93*** -.65*** .79*** -.03 -.35* -.26 INC .86 
1980 .92*** -.67*** .82*** -.04 -.37** -.28 INC .85 IDV .88 
1990 .89*** -.67*** .78*** -.09 -.31* -.25 INC .79 IDV .83 
1996 .89*** -.66*** .76*** -.09 -.26* -.23 INC .78 IDV .83 MAS (-) .85 
1998 .92*** -.66*** .75*** -.11 -.26* -.25 INC .85 MAS (-) .87 IDV .89 
Developed 26 (LTO = 22 countries) 
1966 .92*** -.50*** .70*** -.17 -.49*** -.27 INC .84 
1970 .91*** -.51*** .71*** -.18 -.48** -.28 INC .83 
1975 .85*** -.49*** .72*** -.14 -.46** -.24 INC .72 
1980 .83*** -.49** .73*** -.19 -.50*** -.28 INC .69 IDV .75 
1990 .85*** -.46** .63*** -.33ns -.47** -.26 INC .72 MAS (-) .79 
1996 .68*** -.43* .60*** -.31 -.46** -.26 INC .47 IDV .59 MAS (-) .68 
1998 .79*** -.43* .58*** -.36* -.48** -.36* INC .63 MAS (-) .72 IDV .76 
Europe 15 
1966 .87*** -.42 .37 -.36 -.59*  .02 INC .76 
1970 .86*** -.41 .37 -.35 -.57*  .06 INC .74 
1975 .81*** -.41 .42 -.31 -.57*  .07 INC .66 
1980 .85*** -.41 .47* -.33 -.57* -.01 INC .72 UAI (-) .83 
1990 .85*** -.39 .47* -.43 -.56* -.12 INC .73 MAS (-) .85 
1996 .75*** -.38 .48* -.40 -.58* -.18 INC .56 MAS (-) .71 
1998 .85*** -.43 .45* -.48* -.60** -.31 INC .72 MAS (-) .87 
 
Data EMS 1999: “Which of the following items do you or other family members of your 
household personally own?” % answers: Number of telephone lines in the home, different 
numbers (fax dedicated lines not included): 1, 2 or 3; Total international calls inside and 
outside Europe; Mobile phone. 
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Table A.20. Telephone behavior, Europe 15  
 CV INC PDI IDV MAS UAI LTO Pred 1 R2  Pred 2 R2 

1 telephone line .03 -.63**  .42 -.47*  .27  .51*  .26 INC (-) .39 
2 telephone lines .38  .55* -.39  .49* -.39 -.56* -.33 INC .30 
3 telephone lines .63  .57* -.34  .30  .03 -.25 -.04 INC .33 
Total int’l calls .28  .59** -.48*  .51*  .03 -.64*** -.29 UAI (-) .40 INC .58 
Mobile phones .29  .00 -.38  .01 -.65*** -.46* -.08 MAS (-) .42 
 
 
A2.2. Passenger cars 
 
The World Bank report “World Tables” (1979/1980) provides data on passenger cars/1,000 
population for 1960 and 1970. The World Bank report “World Development Indicators” 
1999 provides data on passenger cars/1,000 population for 1980 and 1997. Data for 1990 
are assembled from data on total numbers of passenger cars from the UN Statistical 
Yearbook 1997, divided by total population of the same year. 
 
Table A.21. CVs Passenger cars per 1,000 population, three country clusters  
Year Worldwide 44 Developed 26 Europe 15 
1960 1.39 1.01 .56 
1970 1.04  .63 .34 
1980  .91  .50 .23 
1990  .84  .42 .18 
1997  .79  .37 .18  
Mean convergence per year 1.17 1.71 1.83 
 
Table A.22. Passenger cars/1,000 population: Income and cultural variables  
Year INC PDI IDV MAS UAI LTO Pred. 1 R2  Pred. 2 R2 Pred. 3 R2 
Worldwide 44 (LTO = 27) 
1960 .91*** -.48*** .72***  .07 -.39*** -.27 INC .82 
1970 .94*** -.60*** .88***  .03 -.39*** -.38* INC .89 IDV  .92 
1980 .88*** -.63*** .89***  .07 -.31* -.37* IDV .80 INC  .88 
1990 .85*** -.64*** .88***  .06 -.24 -.37* IDV .78 INC  .87 
1997 .77*** -.64*** .85***  .01 -.20 -.42* IDV .71 INC  .83 UAI .87 
Developed 26 (LTO = 22) 
1960 .90*** -.29 .65***  .03 -.45* -.27 INC .81 
1970 .89*** -.39* .85*** -.06 -.49** -.43* INC .80 IDV  .86 
1980 .74*** -.43* .87*** -.00 -.37* -.46* IDV .76 INC  .82 
1990 .73*** -.42* .86*** -.01 -.26 -.49** IDV .73 INC  .81 
1997 .52*** -.42* .79***  .06 -.12 -.38* IDV .62 
Europe 15 
1960 .89*** -.18 .54* -.09 -.49* -.07 INC .80 
1970 .91*** -.20 .74*** -.11 -.46* -.07 INC .82 IDV  .91 
1980 .83*** -.19 .67***  .01 -.29 -.03 INC .69 IDV  .81 
1990 .69***  .02 .44*  .13  .03  .07 INC .47 
1997 .40  .05 .26  .39  .24  .15 None 
 
For Europe 15 variance in ownership and preferences of cars are measured. 
Number of cars owned: The Reader’s Digest surveys (1970, 1991) distinguish between 
ownership of one or two cars in the household, while the EMS (1995, 1997, 1999) 
question is: “How many cars do you have in your household?” Answers 1, 2, 3 or 4+. 
New or used/second hand: Reader’s Digest ask if the car was bought new or used. EMS 
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surveys ask for main car and second car, whether the car was bought new or second hand. 
Knowledge engine size: Reader’s Digest surveys and EMS ask questions about the engine 
size of the car. For most used car or main car and for second car. For measuring 
differences in interest in technology, answer categories “no answer” of the Reader’s 
Digest surveys are used, and “don’t know” of the EMS surveys.  
Involvement partner: EMS asks who was involved in choosing the make and model to 
buy of the main and second car. Answer categories: you, your partner, another household 
member, your employer/business partner, someone else. Answers “your partner”. 
Type of car: Both in the Reader’s Digest and the EMS surveys, respondents are asked 
which type of car they own. The RD surveys distinguish between most used and second 
car, EMS between main car and second car. The answer categories in Reader’s Digest 
1970 are: saloon, estate and sports; in 1991: saloon/hatchback, estate/station wagon, 
coupe, sports car, jeep type, convertible. The percent answers to the last two categories 
are very small, so they are not used in the calculations. Answer categories in the three 
EMS reports are: Saloon, Coupe/Sports, Hatchback, Stationwagon/estate car, Cabriolet/ 
soft top, All Terrain Vehicle, Space cruiser. The answers to the latter three categories are 
too small nd are not used. For all years, selected answers are for most used or main car.  
Other data on car ownership: EMS97: “no second car” as answer to question which type 
of second car owned. Euromonitor 1997: new car registrations per 1,000 population. 
 
Table A.23. CVs for various aspects of car ownership, Europe15  
  1970 1991 Means 70-91 1995 1997 1999 Means 95-99 
Numbers of cars owned 
One car .24 .14 + 1.98 .18 .17 .20 - 2.00 
Two cars .46 .36 + 1.04 .17 .17 .17 0 
Three cars    .42 .44 .46 - 1.74 
Four cars    .63 .55 .55 + 2.54 
Type of car owned 
Saloon .08 .17 - 2.52 .43 .25 .25 + 8.37 
Station wagon .58 .46 + 1.00 .52 .55 .54 - 0.74 
Sports car .59 .96 - 1.84 .43 .35 .35 + 3.72 
Hatch Back    .43 .36 .33 + 4.65 
Car bought new 
Main car .23 .29 - 0.99 .26 .26 .24 + 0.10 
Second car    .48 .48 .48 0 
No knowledge of engine size 
Main car .87 .81 + 0.33 .80 .87 .80 0 
Second car  .90  .59 .64 .57 + 0.68 
Partner involved   .26 .26 .26 0 
 
Table A.24. No second car and New car registrations 1996, Europe 15: Income and culture  
 INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 
No 2nd car  .39 -.58* -.05 -.63** -.53* -.04 MAS (-) .40 PDI (-) .75 
New car registr.  .27 -.08  .10  .74***  .25  .06 MAS .55    
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Table A.25: Numbers of cars owned, Europe 15 1): Income and cultural variables  
 INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2  Pred.3 R2 
One car owned 
1970  .89*** -.41  .71*** -.12 -.63** -.17 INC .80 
1991  .43 -.26  .58* -.14 -.45*  .01 IDV .34 
1995  .19 -.61** -.17 -.52* -.55*  .14 PDI (-) .37 MAS (-) .65 
1997  .34 -.58* -.08 -.63** -.51* -.05 MAS (-) .40 PDI (-) .74 
1999  .31 -.62** -.15 -.61** -.50*  .04 PDI (-) .38 MAS (-) .76 
Two cars owned 
1970  .57* -.15  .54*  .50* -.23 -.07 INC .32 MAS .83 
1991  .22  .19  .28  .15  .16 -.19 None 
1995  .02  .61**  .31  .28  .47* -.16 PDI .38 IDV .59 UAI .75 
1997 -.28  .53*  .27  .62**  .40 -.09 MAS .38 PDI .67 IDV .81 
1999 -.18  .50*  .37  .51*  .29 -.21 None 
Three cars owned 
1995 -.39  .30  .06  .64***  .28  .00 MAS .41 
1997 -.41  .46* -.31  .56*  .63**  .19 UAI .40 MAS .57 
1999 -.36  .52* -.29  .53*  .70***  .10 UAI .50 
Four cars owned 
1995 -.51*  .36 -.45*  .47*  .44ns  .13 None 
1997 -.61**  .45* -.52*  .09  .37  .44ns INC (-)  .37 
1999 -.60**  .37 -.44ns  .22  .34  .33 INC (-)  .36     
1)Data of 1970 are for 14 countries, data for Switzerland N/A 
 
Table A.26: Car preferences and decision making, Europe 15: Income and cultural variables  
 INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 
Main car bought new 
1970 -.47*  .60** -.46*  .22  .79***  .17 UAI .63 
1991 -.35  .58* -.55*  .31  .85***  .19 UAI .73 
1995 -.34  .63** -.50*  .43  .81***  .33 UAI .66 
1997 -.32  .57* -.42  .46*  .80***  .21 UAI .63 
1999 -.38  .48* -.43  .46*  .73***  .22 UAI .53 
Second car bought new 
1995 -.22  .68*** -.27  .48*  .78***  .10 UAI .61 
1997 -.30  .64*** -.21  .54*  .76***  .12 UAI .58 MAS .71 
1999 -.39  .61** -.26  .57*  .75***  .10 UAI .57 MAS .73 
No knowledge engine size of main car 
1970 -.18  .05 -.10  .30  .20  .11 None 
1991 -.12  .41 -.21 -.41  .23  .11 None 
1995  .20 -.04  .04 -.51* -.25  .18 None 
1997  .28 -.16  .05 -.57* -.30  .06 MAS (-) .33 
19971)  .33 -.47* -.21 -.63** -.37  .06 MAS (-) .40   PDI (-)
 .63 
1999  .23 -.04  .05 -.50* -.20  .08 None 
Involvement partner 
1995 -.21  .01 -.09 -.71*** -.34 -.13 MAS (-) .50 
1997 -.14  .11 -.04 -.61** -.26 -.24 MAS (-) .37 
1999 -.08  .12 -.05 -.59** -.26 -.28 MAS (-) .35   
1) No knowledge plus no answer to question 
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Table A.27. Type of car owned, Europe 151): Income and cultural variables  
 INC PDI IDV MAS UAI LTO Predictor R2  
Saloon 
1970  .55* -.26  .67*** -.16 -.48* -.18 IDV .45 
1991 -.16 -.25  .38  .27 -.10 -.15 None 
1995 -.22  .77*** -.04 -.15  .50* -.21 PDI .59 
1997 -.38  .50* -.19 -.17  .33 -.17 None 
1999 -.39  .43ns  .27 -.14  .26 -.15 None 
Station wagon/estate car 
1970 -.14  .19 -.45ns -.30  .17  .15 None 
1991  .19 -.32 -.22  .22  .11  .34 None 
1995  .48* -.61  .00 -.10 -.44* -.11 PDI (-) .37 
1997  .68*** -.47*  .23 -.29 -.44ns -.00 INC .46 
1999  .67*** -.46*  .23 -.32 -.40 -.04 INC .45 
Hatchback 
1995 -.24  .16  .17  .65***  .24  .21 MAS .42 
1997 -.38 -.14 -.07  .38  .03  .29 None 
1999 -.36 -.18 -.10  .31 -.05  .27 None    
1) Data of 1970 are for 14 countries, data for Switzerland N/A 
 
There are few relationships between sports cars and culture. In 1991 and 1995, income 
explains variance. In 1991 35 percent and in 1995 31 percent.  
 
 
A2.3. Television 
 
Data on TV ownership per 1,000 inhabitants are from UN Statistical Yearbooks (data 
1975 - 1994) and World Development Reports (data 1996-1997-1998). Penetration of 
VCRs are from McCann Erickson. Data worldwide are for 30 countries1, data for the 
group developed countries are for 20 countries2.  
 
Table A.28. CVs TV ownership: TV sets per 1,000 population, three country clusters  
Year Worldwide 44 Developed 26 Europe 15  
1960 1.51 1.21 1.00 
1970 .86  .51 .30 
1975 .83  .44 .30 
1980 .75  .38 .24 
1985 .72  .38 .24 
1990 .64  .35 .17 
1994 .62  .34 .17 
1998 .50  .28 .11  
Mean convergence per year  1.76  2.02 2.43  
   Worldwide 30 Developed 20 Europe 15   
VCRs 1996 .36 .18 .13 
 

                                                      
1 Argentina, Austria, Belgium, Chile, Colombia, Denmark, Ecuador, Finland, France, Germany, 
Greece, Ireland, Indonesia, Italy, Japan, Korea, Malaysia, Mexico, Netherlands, Norway, Peru, 
Portugal, Singapore, Spain, Sweden, Switzerland, Thailand, Turkey, United Kingdom, Uruguay 
2  Developed 26, minus Australia, Canada, Israel, New Zealand, USA, and Venezuela. 
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Table A.29. TVs/1,000 1960-1997 and VCR penetration 1996: Income and cultural variables  
Year INC PDI IDV MAS UAI LTO Pred.1 R2 Pred. 2 R2 Pred. 3 R2 
Worldwide 441 (LTO = 27) 
1960  .81*** -.39  .64***  .09 -.50*** -.50*** INC .65 
1970  .94*** -.66***  .88***  .04 -.36** -.30 INC .88 IDV .90 
1975  .91*** -.65***  .82***  .01 -.35* -.33* INC .83 IDV .86 
1980  .89*** -.63***  .80***  .06 -.30* -.14 INC .79 IDV .82 
1985  .92*** -.64***  .80***  .06 -.27* -.13 INC .85 IDV .87 
1990  .86*** -.61***  .78***  .04 -.25* -.13 INC .75 IDV .80 
1994  .83*** -.56***  .73***  .03 -.17 -.10 INC .69 IDV .74 
1998  .77*** -.58***  .68*** -.02 -.06 -.17 INC .59 UAI .63 IDV .68 
VCRs  .63*** -.31*  .44** -.04 -.27  .23 INC .40 
Developed 262 (LTO = 22) 
1960  .76*** -.18  .55***  .04 -.50** -.04 INC .58 
1970  .87*** -.46**  .84*** -.05 -.52*** -.43 INC .76 IDV .83 
1975  .80*** -.48**  .80*** -.07 -.55*** -.39* IDV .64 INC .77 
1980  .75*** -.38*  .69***  .01 -.44* -.06 INC .56 IDV .64 
1985  .84*** -.40*  .71***  .04 -.43* -.08 INC .71 IDV .76 
1990  .74*** -.35*  .67***  .03 -.39* -.08 INC .54 IDV .62 
1994  .65*** -.25  .62***  .03 -.31 -.01 INC .42 IDV .57 
1998  .57*** -.28  .67*** -.03 -.19 -.22 IDV .45 
VCRs  .11  .20 -.24 -.32 -.44*  .54* LTO .29 MAS (-) .51 UAI (-) .57 
Europe 15 
1960  .58* -.23  .61** -.10 -.57*  .20 IDV .37 
1970  .78*** -.45*  .77*** -.15 -.69***  .03 INC .61 IDV .79 
1975  .68*** -.58*  .68*** -.10 -.64*** -.12 INC .46 IDV .65 PDI (-) .77 
1980  .74*** -.46*  .68*** -.18 -.54* -.04 INC .55 IDV .70 
1985  .68*** -.48*  .65*** -.14 -.50* -.06 INC .46 
1990  .59* -.41  .42 -.18 -.32  .03 INC .35 
1994  .47* -.09  .39 -.17 -.10 -.18 None 
1998  .26 -.03  .17 -.31 -.11 -.36 None 
VCRs -.19 -.08  .33 -.62** -.52*  .02 MAS (-) .39 
 
EMS 1999 asks respondents to mark the number of TV sets in the household: one  two or 
three or more; also questions are asked on the type of TV set owned, e.g. wide screen TV. 
 
Table A.30. CVs TV ownership: number of TV sets, Europe 15  
 1999 
One TV set .33 
Two TV sets .18 
Three TV sets .43 
Wide screen TV .42 
 

                                                      
1 1960: 37 countries; 1970: 42 countries 
2  1960: 23 countries 
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Table A.31. Number of TV sets in household 1999, Europe 15: Income and cultural variables  
TV sets INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 
One  .74***  .05  .21  .24  .20 -.26 INC .55 UAI .75 
Two -.66*** -.09 -.13 -.49* -.25  .37 INC (-) .44 UAI (-) .66 
Three + -.63** -.09 -.23 -.06 -.18  .14 INC (-) .40 
Wide screen -.28  .57* -.32  .45*  .63** -.28 UAI .38 
 
The IP International TV Committee publishes data on "viewing time per individuals in 
minutes” for 19 countries worldwide1. For Europe, such data are available from more 
sources. 1970 & 1991: Reader’s Digest Surveys = “mean hours spent weekly watching 
television among all adults”; 1993-1995 and 1999: IP International TV Committee = TV 
daily viewing minutes; 1996-1998: Initiative Media (M&M Europe) = TV daily viewing 
minutes.  
 
Table A.32. CVs Daily viewing minutes 1970-1998, Worldwide 19 and Europe 15  
 19 countries worldwide Europe 15  
1970  .29 
1991  .17 
1993 .21 .19 
1994 .20 .17 
1995 .19 .17 
1996  .17 
1997  .18 
1998  .18 
1999  .18  
Worldwide: mean convergence per year 93-95: 3.17  
Europe: 70-91: mean convergence per year: 1.97; 91-99: mean divergence per year: .69  
 
Table A.33. Daily viewing minutes 1970 - 1999: Income and cultural variables    
Year INC PDI IDV MAS UAI LTO Pred.1 R2 Pred.2 R2 Pred. 3 R2 
Worldwide 19 (LTO = 17) 
1993 -.08  .58** -.30 .63***  .54*  .52* MAS .40 PDI .65 
1994 -.08  .49* -.02 .46*  .24  .47* PDI .24 MAS .44 UAI (-) .63 
1995 -.14  .48* -.05 .50*  .26  .44* MAS .25 PDI .47 UAI (-) .65 
Europe 15 
1970  .05 -.07  .57* .09 -.42 -.05 IDV .32 
1991 -.26  .29  .51* .28 -.03  .02 None 
1993 -.50*  .50*  .13 .52*  .28  .49* MAS .27 PDI .52 UAI (-) .67
       Predictor 4:  INC (-) .79 
1994 -.55*  .49*  .12 .40  .21  .51* None 
1995 -.49*  .45*  .13 .46*  .20  .50* None 
1996 -.63**  .37  .09 .33  .16  .54* INC (-) .42 
1997 -.60**  .34  .19 .41  .11  .49* INC (-) .37 
1998 -.40  .31  .26 .38  .04  .06 None    
1999 -.53*  .33  .29 .40  .05  .13 INC (-) .28 IDV .59 
 

                                                      
1  Europe 15 plus Greece, Japan, Turkey and USA; 1993: no data for USA  
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A2.4. Radios 
 
Data are radios per 1,000 inhabitants, source UN Statistical Yearbooks of various years 
and World Bank Development Indicators (data 1997). 
 
Table A.34. CVs Radios/1,000, three country clusters  
 Worldwide 44 Developed 26 Europe 15  
1960 .92 .68 .33 
1970 .94 .80 .24 
1975 .87 .59 .37 
1980 .81 .54 .36 
1985 .71 .46 .33 
1990 .69 .45 .35 
1995 .66 .44 .35 
1997 .64 .42 .36 
Mean convergence-divergence per year   +.82  +1.03  - .22 
 
Table A.35. Radios/1,000: Income and cultural variables      
Year INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 
Worldwide 44 (LTO = 27) 
1960 .89*** -.50*** .67*** .00 -.29* -.29 INC .79 
1970 .75*** -.37** .57*** .06 -.15 -.20 INC .57 
1975 .78*** -.51** .73*** .11 -.27* -.23 INC .60 IDV .64 
1980 .73*** -.44*** .73*** .03 -.31* -.17 IDV .54 INC .60 
1985 .83*** -.53*** .74*** .05 -.31* -.11 INC .69 
1990 .71*** -.53*** .75*** .08 -.32* -.09 IDV .57 INC .63 
1995 .69*** -.54*** .75*** .10 -.31* -.10 IDV .56 INC .62 
1997 .75*** -.55*** .73*** .07 -.34* -.13 IDV .53 INC .63 
Developed 26 (LTO = 22) 
1960 .88*** -.29 .59*** -.05 -.52*** -.28 INC .78 
1970 .72*** -.20 .52***  .01 -.21 -.18 INC .53 
1975 .61*** -.27 .65***  .10 -.37* -.22 IDV .42 
1980 .54*** -.17 .64*** -.03 -.39* -.15 IDV .45 
1985 .68*** -.25 .61***  .01 -.42* -.04 INC .46 
1990 .47** -.26 .63***  .05 -.44* -.01 IDV .40 
1995 .35* -.27 .65***  .06 -.44* -.02 IDV .42 
1997 .46** -.30 .61***  .00 -.49** -.07 IDV .37 
Europe 15 
1960 .90*** -.53* .60** -.26 -.61** -.13 INC .81 PDI (-) .89 
1970 .83*** -.24 .60** -.34 -.43 -.04 INC .69 
1975 .71*** -.34 .66***  .01 -.43 -.37 INC .50 IDV .67 
1980 .76*** -.33 .73*** -.09 -.54* -.25 INC .58 IDV .77 
1985 .73*** -.35 .78*** -.13 -.59** -.29 IDV .61 INC .79 
1990 .55* -.34 .85*** -.03 -.62** -.22 IDV .72 
1995 .41 -.34 .85*** -.01 -.61** -.22 IDV .72 
1997 .50* -.41 .70*** -.08 -.58* -.28 IDV .48 
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A2.5. Newspapers 
 
Time series of circulation data of daily newspapers (copies/1,000 inhabitants). 1950-
1990: UN Statistical Yearbooks. 1996: World Development Report 1999/2000. A daily 
general interest newspaper is defined as a publication devoted primarily to recording 
general news. It is considered to be “daily” if it appears at least four times a week. 1970 
data are of daily and non-daily newspapers. 
 
Table A.36. CVs Daily Newspapers, three country clusters  
 Worldwide 44 Developed 26 Europe 15  
1950 .90 .56 .51 
1960 .78 .48 .46 
1970 .81 .51 .45 
1975 .78 .48 .45 
1980 .78 .48 .50 
1985 .80 .54 .54 
1990 .78 .53 .50 
1996 .78 .50 .53  
Mean convergence-divergence per year  +.29  + .23   - .08  
 
Table A.37. Daily newspapers, Worldwide 44 (LTO = 27): Income and cultural variables  
 INC PDI IDV MAS UAI LTO Pred.1 R2  Pred.2 R2 

1950 .81*** -.68*** .82*** -.05 -.36** -.38* IDV .68 INC .76 
1960 .75*** -.66*** .76*** -.04 -.37** -.21 IDV .58 INC .65 
1970 .81*** -.68*** .82*** -.05 -.36** -.38 INC .65 PDI (-) .69 
1975 .83*** -.65*** .68*** -.02 -.31* -.06 INC .68 
1980 .82*** -.65*** .62*** -.03 -.32* -.03 INC .66 PDI (-) .70 
1985 .83*** -.61*** .57*** -.05 -.32* -.04 INC .69 
1990 .83*** -.57*** .55*** -.10 -.28* -.04 INC .69 
1996 .80*** -.52*** .47*** -.10 -.28*  .07 INC .64 
 
Table A.38. Daily newspapers, Developed 26 (LTO = 22): Income and cultural variables  
 INC PDI IDV MAS UAI LTO Pred.1 R2  Pred.2 R2 

1950 .69*** -.57*** .79*** -.15 -.52*** -.44* IDV .62 
1960 .58*** -.51*** .66*** -.11 -.58*** -.17 IDV .43 UAI (-) .55 
1970 .62*** -.53*** .59*** -.10 -.51*** -.04 INC .38 
1975 .64*** -.50*** .48** -.11 -.46**  .07 INC .41 
1980 .63*** -.48** .33 -.11 -.48**  .11 INC .40 
1985 .69*** -.47** .30 -.13 -.44*  .08 INC .48 
1990 .73*** -.41* .26 -.20 -.37*  .08 INC .55 
1996 .58*** -.28 .04 -.22 -.31  .27 INC .34 
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Table A.39. Daily newspapers, Europe 15: Income and cultural variables  
  INC PDI IDV MAS UAI LTO Pred.1 R2  Pred.2 R2 

1950 .82*** -.43 .68*** -.15 -.66*** -.26 INC .68 
1960 .84*** -.48* .64*** -.26 -.74*** -.17 INC .71 UAI (-) .84 
1970 .78*** -.56* .59* -.28 -.75*** -.07 INC .61 UAI (-) .79 
1975 .71*** -.61** .51* -.35 -.71*** -.04 UAI (-) .51 INC .74 
1980 .66*** -.67*** .44ns -.31 -.70*** -.11 UAI (-) .49 INC .72 
1985 .86*** -.64*** .39 -.27 -.63** -.17 INC .74 PDI (-) .82 
1990 .78*** -.55* .39 -.37 -.56* -.25 INC .61 
1996 .58* -.57* .34 -.47* -.59* -.27 UAI (-) .34 
 
Two other measurements are: (1) Sales of copies per 1,000 in 1996 (Euromonitor) for 36 
countries1); (2) “Read yesterday” data of 1996 for 31 countries (McCann Erickson and 
Nielsen & Roper Reports 1997)2. Developed 26 is 25 countries for the Euromonitor data 
(Korea N/A) and 20 countries for the McCann data. 
 
Table A.40. CVs Sales and Readership Newspapers 1996.  
 Worldwide  Developed 26  
Copies per 1,000 .72 .54 
“Read yesterday" .38 .31 
 
Table A.41. Newspaper sales and readership worldwide, 1996: Income and cultural variables  
  INC PDI IDV MAS UAI LTO Pred.1 R2  Pred.2 R2 Pred.3 R2 

Sales .61*** -.64*** .47*** -.39** -.42*** -.55*** PDI (-) .41 UAI (-) .52 MAS (-) .58 
       Predictor 4: INC .66 
Read  .48*** -.51***  .33 -.27 -.49*** -.12 PDI (-) .26 UAI (-) .41 
 
Table A.42. Newspaper sales and readership developed 26, 1996: Income and cultural variables  
  INC PDI IDV MAS UAI LTO Predictor R2  
Sales .34* -.51***  .26 -.46* -.67*** -.48* UAI (-) .45 
Read yesterday .30 -.50*  .01 -.23 -.62***  .07 UAI (-) .38 
 
For Europe data are: Reader's Digest 1991: Newspapers, % read any yesterday; McCann 
Erickson 1996/97, % read yesterday; Eurobarometer Reports 40, 41, 43, 46, 50: % 
reading the news in the newspaper every day (1993/1994: 10 countries; 1995/96/98: 13 
countries); IM (Initiative Media, M&M Europe): Press consumption, copies bought 
within publication period/100 adults (newspapers and magazines) 1993, 1994 and 1996 
 

                                                      
1  Worldwide 44, minus Colombia, Costa Rica, Korea, Pakistan, Panama, Turkey and Uruguay. 
2  Countries are: Argentina, Austria, Belgium, Brazil, Chile, Colombia, Denmark, Equador, 
Finland, France, Germany, Greece, Indonesia, Ireland, Italy, Korea, Malaysia, Mexico, 
Netherlands, Norway, Peru, Philippines, Portugal, Singapore, Spain, Sweden, Switzerland, 
Thailand, Uruguay, UK, Venezuela. 
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Table A.43 CVs Newspaper readership, Europe 15  
  Press consumption Newspapers, “read yesterday” 
1991  .28 
1993 .43  
1994 .46 
1996 .49 .33  
Mean divergence per year - 4.08 - 3.03 
 
Table A.44 CVs Reading the news in the newspaper everyday.  
1993 .41  
1994 .36 (10 countries) 
1995 .37  
1996 .37  
1998 .38  
1999 .37 (13 countries) 
1995-1999: Stability  00 
 
Table A.45 Newspapers: Income and cultural variables, Europe 15      
 INC PDI IDV MAS UAI LTO Pred.1 R2 Pred. 2 R2 

M&M/IM: Press, copies/100 adults (Magazines and Newspapers) 
1993  .53* -.70***  .23 -.21 -.59** -.05 PDI (-) .49 
1994  .53* -.67***  .24 -.22 -.59* -.01 PDI (-) .46 
1996  .56* -.66***  .22 -.15 -.57* -.03 PDI (-) .44 
Read yesterday: RD91 and McCann 1996 
Newsp 91  .61** -.76***  .56* -.25 -.84*** -.19 PDI (-) .58 IDV .74 
Newsp 96  .17 -.76***  .04 -.25 -.60**  .04 PDI (-) .58 
Eurobarometer: news in newspapers: everyday  
1993  .50 -.81***  .69* -.10 -.79*** -.07 PDI (-) .66 INC .81 
1994  .60* -.83***  .70* -.04 -.81*** -.02 PDI (-) .69 INC .86 
1995  .48* -.76***  .50* -.27 -.76***  .16 PDI (-) .58 
1996  .39 -.78***  .39 -.35 -.76***  .23 PDI (-) .61 MAS (-) .76 
1998  .34 -.75***  .40 -.36 -.77***  .23 UAI (-) .60 
1999  .42 -.76***  .39 -.26 -.70***  .15 PDI (-) .58 
 
 
A2.5.1. Book readership 
 
Data on readership over time are from the Reader’s Digest Surveys 1970 and 1991: 8+ 
books read in past year (1970) and 12+ books read in past year (1991). Eurobarometer (in: 
Sociaal Cultureel Rapport 2000) also provides data on book reading (% answers "read book 
last week") for Europe (10 countries only). CV = .45. 
 
Table A.46. CVs Heavy book readership, Europe 15   
1970 (8+ books read in past year) .38 
1991 (12 + books read in past year) .49  
Mean divergence per year - 1.12 
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Table A.47. Heavy book readership, Europe 15: Income and cultural variables   
 INC PDI IDV MAS UAI LTO Pred.1 R2  Pred.2 R2 
Books 70: 8+ .53* -.23 .58* -.40 -.63** -.31 IDV .33 
Books 91: 12+ .40 -.31 .72*** -.35 -.68*** -.16 IDV .52 MAS (-) .67 
Read last week 92 .57* -.53 .81*** -.10 -.74** -.35 IDV .65 
 
In Eurobarometer readership of magazines is combined with newspaper readership. The 
percent answers "read magazine or newspaper last week" correlates with IDV (r = .73**) 
and negatively with UAI (r = -.78***) UAI (-) explains 60% of variance. 
 
 
A2.6. Advertising expenditures per capita and by media 
 
For total adspend per capita data, the Starch INRA Hooper reports are used of 1983 (data 
1981) and 1989 (data 1988). Data of 1995 are from Adstats World Adspend Survey 
(Admap, February 1997 p 50). Data on Adspend by Media, the percents of total 
advertising expenditure by media, are from the Adspend databank 
(www.WARC.com/scripts/WAD_res.asp.) of the World Advertising Research Center. 
 
Table A.48. CVs Adspend per capita in US$   
Adspend Worldwide 44 Developed 26 Europe 15  
1981 1.08 .69 .56 
1988 0.98 .69 .53 
1995 0.82 .44 .40  
Mean convergence per year 1.72 2.59 2.04  
 
Table A.49. Advertising expenditures per capita: Income and cultural variables    
 INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 
Adspend worldwide1) 
1981 .86*** -.62*** .78*** -.04 -.40*** -.31 INC  .74 IDV .77 
1988 .85*** -.56*** .74***  .03 -.28* -.20 INC .72 
1995 .94*** -.64*** .68***  .07 -.29* -.13 INC .88 PDI (-) .89 
Adspend Developed 26 
1981 .74*** -.45* .68*** -.13 -.49*** -.33 INC .55 
1988 .76*** -.35* .60***  .04 -.33* -.10 INC .57 
1995 .85*** -.42* .46**  .03 -.45* -.03 INC .72 
Adspend Europe 15 
1981 .75*** -.51* .43 -.32 -.55* -.29 INC .56 
1988 .75*** -.30 .33 -.15 -.34 -.14 INC .56 
1995 .88*** -.51* .33 -.02 -.47* -.28 INC .77    
1) 1981: 44 countries; 1988: 36 countries; 1995: 41 countries 
 
The percents of total advertising expenditures by media give an impression of how media 
usage varies. Data 1988-1998 are of WARC Adspend databank. Data worldwide vary 
between 39 and 44 countries (LTO = 24). Data Developed 26 are 26 countries (LTO = 
22), except for the years 1988-1992, for which data for Israel are not available. In Europe 
data on radio for 1988-1992 are not available for Sweden. 
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Table A.50. CVs Shares of media of total adspend, Worldwide 44  
Year1) Newspapers Magazines2) Television3) Radio4)  
1988 .44 .65 .56 .73 
1989 .46 .63 .57 .73 
1990 .44 .62 .54 .71 
1991 .44 .62 .50 .72 
1992 .45 .61 .47 .62 
1993 .46 .59 .45 .62 
1994 .44 .58 .45 .62 
1995 .48 .60 .44 .59 
1996 .44 .58 .44 .59 
1997 .42 .57 .40 .58 
1998 .42 .59 .41 .59   
Mean convergence per year  .84 .84 2.44 1.74  
1) 1988-1993: Israel and Pakistan N/A; 1997/1998: Chile and Ecuador N/A.; 1988: Panama N/A 2) 
India, Philippines, Turkey and Uruguay N/A. 3) 1998: Panama N/A.  4) 1988-1992: Sweden N/A. 
 
Table A.51. CVs Shares of media of total adspend, Developed 26  
Year1) Newspapers Magazines Television Radio  
1988 .39 .59 .63 .72 
1989 .36 .54 .54 .69 
1990 .37 .52 .53 .67 
1991 .37 .52 .53 .65 
1992 .38 .50 .50 .57 
1993 .40 .47 .50 .63 
1994 .40 .47 .50 .62 
1995 .40 .49 .50 .60 
1996 .39 .48 .46 .54 
1997 .36 .49 .41 .53 
1998 .35 .51 .40 .52  
Mean convergence per year  .93 1.23 3.32 2.53  
1) Israel data N/A. for 1988-1993 
 
Table A.52. CVs Shares of media of total adspend: Europe 15  
Year Newspapers Magazines Television Radio 
1988 .39 .44 .78 .89 
1989 .39 .37 .67 .79 
1990 .39 .35 .62 .72 
1991 .38 .35 .58 .62 
1992 .39 .34 .54 .56 
1993 .37 .31 .51 .61 
1994 .36 .30 .46 .57 
1995 .36 .31 .46 .56 
1996 .37 .30 .46 .50 
1997 .38 .31 .45 .49 
1998 .38 .32 .44 .45   
Mean convergence per year .23 2.48 3.96 4.49  
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Table A.53. Newspaper share of total adspend 1988-1998: Income and cultural variables   
 INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 Pred. 3 R2   
Worldwide 
1981  .64*** -.49***  .57*** -.40** -.52*** -.32* INC .40 UAI (-) .57 MAS (-) .65 
1988  .53*** -.47***  .46*** -.43*** -.63*** -.21 UAI (-) .40 MAS (-) .55 INC .69 
1989  .51*** -.48***  .45*** -.33* -.65*** -.19 UAI (-) .43 PDI (-) .54 MAS (-) .60 
1990  .48*** -.46***  .43*** -.38** -.64*** -.15 UAI (-) .41 MAS (-) .52 INC .63 
1991  .51*** -.47***  .44*** -.36** -.65*** -.13 UAI (-) .42 INC .54 MAS (-) .65 
1992  .50*** -.49***  .46*** -.34* -.67*** -.14 UAI (-) .45 PDI (-) .57 MAS (-) .63 
1993  .46*** -.43***  .43*** -.34* -.68*** -.10 UAI (-) .46 MAS (-) .54 INC .64 
1994  .43*** -.46***  .41*** -.33* -.61***  .00 UAI (-) .37 PDI (-) .50 MAS (-) .56 
1995  .48*** -.45***  .45*** -.30* -.62***  .10 UAI (-) .38 PDI (-) .50 MAS (-) .55 
1996  .44*** -.48***  .42*** -.31* -.64*** -.07 UAI (-) .41 PDI (-) .53 MAS (-) .59 
1997  .48*** -.44***  .40*** -.24 -.67*** -.09 UAI (-) .45 PDI (-) .54 
1998  .49*** -.48***  .42*** -.28* -.63*** -.11 UAI (-) .40 PDI (-) .53 
Developed 26 
1981  .68*** -.51***  .44* -.53*** -.55*** -.36ns INC .46 MAS (-) .65 UAI (-) .71 
1988  .57*** -.63***  .35* -.59*** -.71*** -.23 UAI (-) .50 MAS (-) .68 INC .81 
       Pred. 4 & 5: PDI (-) .85 IDV (-) .90 
1989  .48** -.60***  .25 -.55*** -.70*** -.20 UAI (-) .50 MAS (-) .64 PDI (-) .73 
1990  .51*** -.62***  .27 -.53*** -.70*** -.16 UAI (-) .48 MAS (-) .62 PDI (-) .72 
1991  .48** -.61***  .25 -.52*** -.71*** -.14 UAI (-) .50 MAS (-) .62 PDI (-) .72 
       Pred. 4 & 5: IDV (-) .77 INC .84 
1992  .45* -.64***  .27 -.50*** -.72*** -.16 UAI (-) .52 PDI (-) .63 MAS (-) .74 
       Pred. 4:  IDV (-) .79 
1993  .48** -.61***  .30 -.46* -.75*** -.12 UAI (-) .56 PDI (-) .64 MAS (-) .72 
1994  .42* -.66***  .28 -.43* -.65*** -.08 PDI (-) .44 UAI (-) .61 MAS (-) .68 
1995  .44* -.66***  .30 -.41* -.68*** -.07 UAI (-) .46 PDI (-) .64 
1996  .44* -.67***  .30 -.41* -.68*** -.09 UAI (-) .46 PDI (-) .65 MAS (-) .71 
1997  .44* -.64***  .24 -.38* -.70*** -.11 UAI (-) .49 PDI (-) .64 IDV (-) .71 
1998  .42* -.67***  .26 -.40* -.71*** -.14 UAI (-) .50 PDI (-) .67 IDV (-) .75 
Europe 15 
1981  .80*** -.46*  .57* -.46* -.64*** -.23 INC .65 UAI (-) .80 MAS (-) .86 
1988  .57* -.70***  .29 -.55* -.80*** -.14 UAI (-) .64 MAS (-) .77 INC .85 
       Pred. 4:  IDV (-) .90 
1989  .56* -.72***  .27 -.51* -.80*** -.13 UAI (-) .64 
1990  .56* -.74***  .28 -.46* -.80*** -.10 UAI (-) .65 
1991  .51* -.76***  .24 -.45* -.80*** -.10 UAI (-) .64 
1992  .48* -.77***  .28 -.42 -.83*** -.14 UAI (-) .69 
1993  .47* -.78***  .31 -.37 -.83*** -.15 UAI (-) .69 
1994  .46* -.81***  .32 -.34 -.84*** -.13 UAI (-) .70 
1995  .49* -.82***  .32 -.32 -.85*** -.13 UAI (-) .72 
1996  .53* -.82***  .35 -.31 -.85*** -.14 UAI (-) .72 
1997  .53* -.82***  .34 -.27 -.85*** -.15 UAI (-) .73 
1998  .53* -.82***  .32 -.30 -.86*** -.16 UAI (-) .73 
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Table A.54. Magazines share of total adspend 1988-1998: Income and cultural variables   
 INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 Pred. 3 R2 
Worldwide 
1988  .42*** -.13  .48*** -.02  .08 -.36* IDV .23  
1989  .45*** -.21  .52*** -.02  .09 -.37* IDV .27 UAI .37 
1990  .41*** -.22  .50*** -.03  .09 -.41* IDV .25 UAI .34 
1991  .51*** -.24  .53*** -.03  .09 -.39* IDV .28 UAI .39 
1992  .52*** -.26  .56*** -.05  .07 -.43* INC .32 
1993  .61*** -.30*  .60*** -.05  .07 -.47** INC .37 
1994  .60*** -.26  .63*** -.05  .03 -.38* IDV .40 UAI .48 
1995  .58*** -.28*  .64*** -.06  .02 -.34* IDV .40 UAI .48 
1996  .55*** -.25  .58*** -.03  .09 -.35* IDV .34 UAI .45 
1997  .47*** -.19  .56***  .03  .16 -.33 IDV .31 UAI .46 
1998  .46*** -.19  .54*** -.04  .21 -.34* IDV .29 UAI .47 
Developed 26 
1988  .29  .09  .33 -.09  .29 -.32 None 
1989  .24  .09  .28 -.11  .34* -.34 None 
1990  .21  .12  .22 -.13  .35* -.34 None 
1991  .29  .10  .25 -.13  .34* -.34 None 
1992  .36*  .07  .28 -.15  .33 -.36* None 
1993  .42* -.04  .36* -.16  .28 -.40* INC .17 UAI .38 
1994  .42*  .03  .41* -.17  .21 -.42* INC .18 UAI .32 IDV .45 
1995  .39*  .02  .42* -.16  .20 -.38* IDV .17 UAI .33 
1996  .31  .03  .36* -.13  .27 -.36* None 
1997  .24  .03  .36* -.13  .27 -.36* None 
1998  .25  .03  .32 -.11  .33ns -.35 None 
Europe 15 
1988  .10  .57*  .27  .20  .49*  .04 PDI .33 
1989 -.04  .66***  .12  .19  .62**  .11 PDI .44 
1990 -.14  .71*** -.02  .17  .69***  .09 PDI .50 
1991 -.05  .69*** -.00  .16  .69***  .13 PDI .48 
1992  .03  .66***  .01  .14  .66***  .08 PDI .44 
1993  .14  .55* -.04  .13  .66***  .07 UAI .44 IDV .62 
1994  .20  .58*  .03  .09  .61**  .05 UAI .37 IDV .60 
1995  .14  .58*  .01  .10  .63**  .13 UAI .39 IDV .61 
1996  .17  .52*  .03  .10  .57*  .17 UAI .33 IDV .53 
1997  .09  .49*  .05  .07  .54*  .18 UAI .29 IDV .50 
1998  .13  .44*  .07 -.02  .52*  .12 UAI .28 IDV .49 
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Table A.55. Television share of total adspend 1981-1998: Income and cultural variables   
 INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 Pred. 3 R2 
Worldwide 
1981 -.57***  .29* -.60***  .14  .45***  .25 IDV (-) .36 UAI .45 
1988 -.75***  .57*** -.69***  .24  .45***  .43* INC (-) .56 MAS (-) .62 IDV (-) .67 
1989 -.65***  .55*** -.61***  .20  .47***  .44* INC (-) .43 UAI .51 
1990 -.63***  .54*** -.58***  .23  .47***  .40* INC (-) .40 UAI .50 
1991 -.70***  .55*** -.61***  .22  .48***  .37* INC (-) .49 UAI .58 MAS .62 
1992 -.72***  .56*** -.63***  .21  .51***  .39* INC (-) .52 UAI .63 MAS .67 
1993 -.70***  .54*** -.62***  .23  .52***  .36 INC (-) .49 UAI .61 MAS .66 
1994 -.65***  .59*** -.63***  .22  .49***  .22 INC (-) .43 UAI .53 MAS .59 
1995 -.68***  .61*** -.64***  .22  .51***  .23 INC (-) .46 UAI .58 PDI .64 
       Pred. 4:  MAS .67 
1996 -.68***  .62*** -.64***  .23  .49***  .29 INC (-) .46 UAI .57 MAS .63 
       Pred. 4:  PDI .68 
1997 -.70***  .57*** -.63***  .18  .48***  .30 INC (-) .49 UAI .57 
1998 -.72***  .61*** -.66***  .18  .43***  .31 INC (-) .51 PDI .58 UAI .64 
Developed 26 
1981 -.72***  .32 -.52**  .34  .37*  .47* INC (-) .52 MAS .73 
1988 -.74***  .58*** -.54*** .50***  .45*  .46* INC (-) .55 MAS .75 
1989 -.67***  .61*** -.46**  .53***  .46**  .44* INC (-) .45 MAS .69 PDI .76 
1990 -.67***  .61*** -.43*  .53***  .44*  .39* INC (-) .45 MAS .68 PDI .74 
1991 -.69***  .61*** -.43*  .51***  .48**  .37* INC (-) .47 MAS .69 PDI .76 
1992 -.70***  .63*** -.45*  .48**  .49**  .40* INC (-) .49 MAS .67 PDI .76 
1993 -.72***  .61*** -.48**  .41*  .52***  .37 INC (-) .52 MAS .68 PDI .76 
1994 -.65***  .66*** -.48**  .38  .47  .33 PDI .43 INC (-) .64 MAS .76 
1995 -.66***  .65*** -.50***  .37*  .50***  .33 INC (-) .43 PDI .65 MAS .76 
1996 -.65***  .66*** -.50***  .39*  .50***  .34 PDI .43 INC (-) .65 MAS .77 
1997 -.66***  .67*** -.47**  .39*  .50***  .36* PDI .44 INC (-) .68 MAS .77 
1998 -.64***  .70*** -.48**  .39*  .50***  .36* PDI .49 INC (-) .69 MAS .79 
Europe 15 
1981 -.87***  .11 -.54*  .18  .25  .10 INC (-) .76 MAS .87 
1988 -.71***  .46* -.34  .45*  .54*  .19 INC (-) .51 MAS .65 
1989 -.71***  .54* -.27  .46*  .59**  .16 INC (-) .50 MAS .65 
1990 -.66***  .56* -.18  .45*  .58*  .14 INC (-) .44 
1991 -.65***  .57* -.15  .43  .55*  .13 INC (-) .42 
1992 -.67***  .61** -.22  .39  .60**  .22 INC (-) .44 
1993 -.66***  .61** -.22  .29  .55*  .22 INC (-) .43 
1994 -.67***  .62** -.25  .26  .57*  .21 INC (-) .45 
1995 -.69***  .64*** -.24  .24  .58*  .19 INC (-) .48 PDI .64 
1996 -.69***  .65*** -.27  .24  .60**  .17 INC (-) .48 PDI .65 
1997 -.71***  .66*** -.27  .24  .62**  .18 INC (-) .50 PDI .65 
1998 -.70***  .69*** -.27  .23  .64***  .15 INC (-) .49 PDI .67 
 
 
For radio, there are no significant relationships with income or culture for the groups 
Worldwide and Developed 26. 
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Table A.56. Radio share of adspend 1988-1998, Europe 15: Income and cultural variables.  
 INC PDI IDV MAS UAI LTO Pred. 1 R2     
1988 -.64**  .24 -.75*** .22  .54*  .32 IDV (-) .57 
1989 -.58*  .15 -.65**  .24  .42  .31 IDV (-) .42 
1990 -.49*  .11 -.60*  .26  .39  .29 IDV (-) .36 
1991 -.54*  .21 -.57*  .29  .49*  .28 IDV (-) .33 
1992 -.45  .17 -.56*  .23  .52*  .19 IDV (-) .31  
1993 -.42  .26 -.42  .34  .55* -.03 UAI .31 
1994 -.25  .16 -.33  .28  .45* -.09 None 
1995 -.17  .16 -.36  .17  .45* -.14 None 
1996 -.22  .22 -.36  .17  .50* -.08 None 
1997 -.23  .30 -.39  .02  .53* -.09 UAI .28 
1998 -.46*  .33 -.39  .30  .59**  .23 UAI .35     
Data 1988-1992 14 countries (Sweden N/A.) 
 
 
A3. STRUCTURE OF PRIVATE CONSUMPTION 
 
Structure of private consumption is the private final consumption expenditure by type and 
purpose at current prices. Published data are the percentages of distribution of total 
private consumption by category: food/beverages/tobacco; clothing/footwear (= 
purchases of new and used clothing and footwear); fuel & power (= gross 
rent/fuel/electricity); health (= medical and health expenses); transport and 
communications (= personal costs of transport, telephones, and the like); leisure (= 
recreation, entertainment and education services); furniture/household equipment and 
operation; education (= government and private expenditures). 
Data sources are: (1) World Bank Development Reports and World Bank Development 
Indicators Reports. (2) UN Statistical Yearbooks. (3) Eurostat. Data for member countries 
of the EU, from 1970-1996 
 
World Bank Reports 
Data 1980-1985 from the World Development Reports 1988-1992 and 1998 from the 
World Development Indicators report 2000. Worldwide for 37 countries (group 44 minus 
Colombia, Costa Rica, El Salvador, India, Malaysia, South Africa and Thailand).  
 
Table A.57 CVs Structure of Consumption Worldwide 37, Developed 26 and Europe 15  
Year Food Clothing Fuel & Power Health Transport & Com Education 
Worldwide 37 
1980-85 .49 .35 .27 .42 .32 .37 
1998 .37 .34 .63 .73 .51 .61 
Mean con/divergence p yr +1.90 + .22 - 4.40 - 3.27 - 2.87 - 3.03 
Developed 26 
1980-85 .43 .25 .25 .30 .18 .28 
1998 .39 .32 .67 .76 .36 .52 
Mean con/divergence p yr +.72 - 1.68 - 4.82 - 4.66 - 3.85 - 3.55 
Europe 15 
1980-85 .34 .27 .19 .24 .14 .18 
1998 .39 .27 .47 .73 .35 .55 
Mean divergence per year - .99 00 - 4.58 - 5.16 - 4.62 - 5.17 
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UN Statistical Yearbooks 
Data from two reports are used, from the 1961 report, data of 1950 (varying from 1948 to 
1953) and 1960 (1959 or 1960); from the 1997 report, data for 1986 and 1994. Between 
1963 and recent reports, tabels are not identical. The 1961 report gives separate data for 
food and beverages and tobacco, while the 1997 report combines the data. For 
comparison, the two ‘food’ categories from the 1961 report are added into one category. 
While the 1997 report combines gross rent, fuel and power in the 1994 data, in the 1961 
report this is split into rent/water and fuel/light. For comparison, the two are combined. 
The 1961 report published data on a limited number of countries, which are not the same 
as the countries covered in the 1997 report. The 1997 report (with data for 1986, 1993 
and 1994) includes worldwide data for only 33 countries1 of our group worldwide 44, but 
they are spread over all world regions. For only 21 countries it overlaps with the 1961 
report. As a result, time series from 1950 onwards, for worldwide comparison are 
available only for 21 countries2. From this, a group of developed countries is selected, 
consisting of 16 countries3 for which data can be compared from all reports. 
 
Table A.58 CVs Structure of Consumption Worldwide 33  
Year Food Clothing Fuel & Power Health Transport & Com Leisure 
1986 .36 .27 .37 .56 .25 .32 
1994 .42 .33 .44 .55 .24 .31 
Mean con/divergence per year  - 1.59 - 2.02 - 1.77 + .22 + .50 + .39 
 
Table A.59 CVs Structure of Consumption Worldwide 21  
Year Food Clothing Fuel & Power1) Health2) Transport&Com3) Leisure 
1950 .21 .27 .37 .38 .49  
1960 .21 .26 .29 .46 .46  
1986 .32 .25 .35 .61 .20 .22 
1994 .35 .30 .42 .56 .17 .26 
Mean con/divergence p year - .91 - .23 - .27 - .73 + 1.48 - 1.71 
1) 1950 & 1960: 20 countries (Denmark N/A); 2) 1950 & 1960 17 countries (Denmark, Japan & 
Korea N/A) 3) 1950 & 1960: 19 countries (Greece & Japan N/A) 
 
Table A.60 CVs Structure of Consumption Developed 16  
Year Food Clothing Fuel & Power1) Health2) Transport&Com3) Leisure 
1950 .23 .23 .31 .41 .47  
1960 .21 .25 .25 .49 .45 
1986 .28 .21 .19 .64 .17 .16 
1994 .31 .22 .25 .62 .14 .17 
Mean con/divergence p year - .59 + .10 + .44 - .77 + 1.60 - .65 
1) 1950 & 1960: 15 countries (Denmark N/A); 2) 1950 & 1960 12 countries (Denmark, Japan & 
Korea N/A) 3) 1950 & 1960: 15 countries (Japan N/A) 

                                                      
1 Australia, Austria, Belgium, Canada, Colombia, Denmark, Ecuador, Finland, France, Germany, 
Greece, India, Ireland, Israel, Italy, Japan, Korea, Mexico, Netherlands, Norway, New Zealand, 
Peru, Philippines, Portugal, South Africa, Singapore, Spain, Sweden, Switzerland, Thailand, UK, 
USA, Venezuela. 
2Australia, Austria, Belgium, Canada, Denmark, Ecuador, Finland, France, Greece, Ireland, Italy, 
Japan, Korea, Netherlands, Norway, Peru, South Africa, Sweden, Thailand, UK, USA. 
3  Australia, Austria, Belgium, Canada, Denmark, Finland, France, Ireland, Italy, Japan, Korea, 
Netherlands, Norway, Sweden, UK, USA 
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Table A.61 Structure of consumption 1986-1994, Worldwide 33 (LTO = 25): Income & Culture 
 CLI INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 
Food, beverages & tobacco 
1986 -.60*** -.79***  .63*** -.66***  .14  .12  .22 INC (-) .63 
1994 -.54*** -.77***  .61*** -.59***  .17  .12  .12 INC (-) .59 
Clothing & footwear 
1986  -.44***  .29* -.40**  .05  .26  .25 INC (-) .19 
1994  -.35*  .22 -.26 -.06  .24  .22 INC (-) .12 
Fuel & Power 
1986  .68***  .80*** -.72***  .74*** -.16 -.35* -.19 INC .63 PDI (-)  .72 
1994  .75***  .80*** -.73***  .73*** -.24 -.27 -.25 INC .63 PDI (-)  .73 
Health 
1986   .32*  .01  .25  .01  .16  .06 None 
1994   .33* -.07  .28  .03  .18 -.03 None 
Transport & communications 
1986   .50*** -.61***  .54*** -.32* -.23 -.47** PDI (-) .38 
1994   .22 -.31*  .19 -.19 -.26 -.07 None 
Leisure & recreation 
1986   .51*** -.34*  .26 -.14 -.44**  .05 INC .26 
1994   .40* -.21  .03  .04 -.36*  .07 INC .16 
 
For the group of 21 countries worldwide calculations with data on health and medical 
care, do not result in significant correlations with income or the cultural variables.  
The category clothing and footwear is not included in table A.63, as there are few 
significant correlations. The only significant correlations are with MAS (-): in 1950 and 
1960 (r = -.54* and -.61**) and in 1997 with MAS (+) (r = .42*). For the years 1950 and 
1960, predictor is MAS (-), for 1950: R2 = .29 and for 1960: R2 = .37.  
 
Table A.62 Structure of consumption 1950-1994, Worldwide 21 (LTO = 17): Income and culture  
 CLI INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 
Food, beverages & tobacco 
1950 -.29 -.69***  .33 -.54***  .44*  .54**  .41* INC (-) .48 MAS .58 
1960 -.41* -.84***  .36 -.70***  .25  .43*  .42* INC (-) .71 
1986 -.55*** -.89***  .44* -.78***  .08  .32  .33 INC (-) .73 IDV (-) .81 
1994 -.49* -.82***  .39 -.69***  .08  .25  .19 INC (-) .67 
Clothing & footwear 
1950   .24 -.40*  .34 -.27 -.21 -.48* None 
1960  -.21 -.14  .01 -.35 -.03 -.24 None 
1986  -.51**  .31 -.50*  .21  .31  .05 INC (-) .26 
1994  -.55**  .39* -.48*  .15  .25  .08 INC (-) .29 
Fuel & power 
1950 -.21  .13  .20 -.17 -.07 -.08  .09 None 
1960 -.07  .34  .13  .05  .02  .10  .18 None 
1986  .69***  .81*** -.65***  .77*** -.18 -.51** -.35 INC .66 
1994  .77***  .85*** -.61***  .69*** -.28 -.40* -.32 INC .73 CLI .78 
Transport & communications 
1950   .53** -.22  .51* -.00 -.55** -.31 UAI (-) .31 
1960   .55** -.32  .47* -.01 -.57** -.33 UAI (-) .32 
1986   .56*** -.58***  .62*** -.22 -.53** -.81*** IDV 1) .38 
1994   .13 -.41*  .41* -.06 -.54** -.49* UAI (-) .29   
1) If LTO is included, first predictor is LTO (-) (R2 = .65); second predictor is PDI (-) (R2 = .75) 
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Table A.63 Structure of consumption 1950-1994, Developed 16: Income and cultural variables 
 CLI INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 
Food, beverages & tobacco 
1950 -.26 -.76***  .23 -.61**  .47*  .49*  .38 INC (-) .57 MAS .69 
1960 -.21 -.86***  .11 -.64***  .29  .33  .36 INC (-) .73 
1986 -.07 -.78***  .01 -.64***  .03  .07  .23 INC (-) .61 
1994 -.01 -.65*** -.05 -.54* -.04 -.03  .11 INC (-) .42 IDV (-) .58 
Fuel & power 
1950  .09  .50*  .01  .28 -.04 -.31  .13 None 
1960  .02  .43  .27  .15  .08 -.02  .31 None 
1986  .29  .62*** -.42  .48* -.25 -.50* -.27 INC .39 
1994  .45*  .62*** -.31  .29 -.43* -.39 -.21 INC .39 MAS (-) 56 
Health 
1950   .52*  .16  .00  .10  .45 -.06 None 
1960   .38  .07 -.16  .12  .47 -.02 None 
1986   .15  .49*  .16  .13  .47*  .22 None 
1994   .12  .45*  .15  .16  .46*  .17 None 
Transport & communications 
1950   .77*** -.14  .66*** -.00 -.56* -.41 INC .60 
1960   .66*** -.21  .40 -.03 -.52* -.34 INC .44 
1986   .55* -.55*  .51* -.38 -.61** -.79*** LTO (-) .62 
1994   .13 -.53*  .45ns -.17 -.59** -.55* UAI (-) .35 
 
For Europe, Eurostat data are used for the period 1970-1996, from the following reports: 
1970 & 1976: Eurostat Social Indicators 1960-1978, 8 countries1; 1983 & 1984: Eurostat 
Yearbook 1995 (Eurostat Jaarboek ‘95), 10 countries2; 1985: Eurostat Yearbook 1997 
(Eurostat Anuario ‘96), 13 countries3; 1986-1995: Eurostat yearbook 1997 (Eurostat 
Anuario ‘97), 13 countries; 1996: Eurostat Yearbook 1998/99, 13 countries. Percents of 
private consumption are for: Food, beverages and tobacco; Clothing and footwear; Rent, 
fuel & electricity; Medical care4; Transport and communications; Leisure, including 
entertainment, recreational and cultural services; Furniture, furnishings and household 
equipment. As data for 13 countries are only available from 1986 onwards, convergence-
divergence is calculated for 1986-1996.  

                                                      
1  Belgium, Denmark, Germany, France, Ireland, Italy, Netherlands, UK 
2  Portugal and Spain added 
3  Austria, Finland and Sweden added. 
4 Eurostat data on medical care are percents of private expenditures World bank and UN data are 
the percent expenditure on medical care of total consumption and include private and government 
health expenditures, such as those provided by national health plans, while. For comparison, the 
World bank and UN data give the better picture. However, data for the time-period 1950-1997 are 
only available for 11 countries. 
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Table A.64. CVs Structure of consumption. Europe. Convergence-divergence 1986-1996  
Year Food Clothing Fuel/power Health  Transport/Com. Leisure Furniture 
1970 .22 .10 .18 .61 .16 .22 .25 
1976 .271) .121) .161) .661) .121) .341) .231) 
1983 .31 .17 .33 N/A. .15 .25 .16 
1984 .38 .173) .333) N/A. .153) .263) .163) 
1985 .332) .19 .31 .73 .13 .24 .14 
1986 .24 .19 .28 .74 .13 .23 .15 
1987 .24 .19 .29 .73 .14 .23 .14 
1988 .22 .20 .26 .73 .14 .23 .14 
1989 .22 .21 .26 .72 .13 .25 .15 
1990 .22 .19 .27 .70 .12 .26 .16 
1991 .21 .20 .28 .69 .12 .26 .17 
1992 .21 .21 .30 .68 .11 .27 .17 
1993 .21 .21 .30 .67 .12 .25 .17 
1994 .21 .21 .29 .67 .12 .27 .17 
1995 .22 .22 .31 .65 .12 .27 .17 
1996 .22 .21 .31 .66 .12 .27 .16 
Mean con/diverg./year + .76 - .87 - .88 + .98 - .70 - 1.35 - .57 
1) 1970 & 1976 = 8 countries 2) 1983/84/85 = 10 countries 3) 1983/84 = 10 countries 
 
Table A.65. Structure of consumption: Food, beverages and tobacco, Europe: Income and culture 
 INC PDI IDV MAS UAI LTO Predictor R2  
1970 -.92*** -.26  .06  .44 -.33  .01 INC (-) .85 
1976 -.91*** -.31  .06  .47 -.39 -.04 INC (-) .84 
1983 -.48  .36 -.82*** -.02  .46  .07 IDV (-) .67 
1984 -.34  .16 -.78*** -.11  .26  .07 IDV (-) .61 
1985 -.54ns  .42 -.84*** -.03  .52 -.01 IDV (-) .71 
1986 -.66**  .42 -.77*** -.06  .50* -.04 IDV (-) .59 
1987 -.69***  .40 -.78*** -.04  .48* -.05 IDV (-) .60 
1988 -.65**  .42 -.79*** -.10  .51* -.07 IDV (-) .63 
1989 -.66**  .39 -.80*** -.11  .48* -.08 IDV (-) .64 
1990 -.62*  .39 -.81*** -.13  .48* -.11 IDV (-) .66 
1991 -.67**  .39 -.79*** -.07  .49* -.14 IDV (-) .63 
1992 -.66**  .33 -.77*** -.06  .44 -.19 IDV (-) .59 
1993 -.68**  .32 -.77*** -.07  .42 -.16 IDV (-) .59 
1994 -.72***  .33 -.76*** -.09  .41 -.14 IDV (-) .58 
1995 -.71***  .38 -.76*** -.12  .42 -.12 IDV (-) .58 
1996 -.69***  .43 -.79*** -.15  .49* -.11 IDV (-) .62 
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Table A.66 Europe: Structure of consumption: Clothing & footwear, Europe: Income and culture  
 INC PDI IDV MAS UAI LTO Pred.1 R2 Pred. 2 R2 Pred. 3 R2  
1970 -.39 -.04 -.04  .15  .09  .87*** LTO .75 
1976 -.33  .30  .12  .44  .43  .89*** LTO .79 MAS .93 PDI .99 
1983 -.28  .55ns -.43  .30  .69*  .40 UAI .47 
1984 -.40  .50 -.47  .32  .64*  .34 UAI .41 
1985 -.27  .12 -.44  .50*  .51*  .42 None 
1986 -.54*  .19 -.56*  .41  .56*  .40 UAI .32 
1987 -.47ns  .20 -.51*  .38  .56*  .45 UAI .31 
1988 -.45  .25 -.49*  .38  .59*  .45 UAI .35 
1989 -.48*  .26 -.52*  .38  .60*  .44 UAI .36 
1990 -.45  .28 -.48*  .41  .63**  .46 UAI .40 
1991 -.47  .29 -.52*  .39  .64**  .45 UAI .42 
1992 -.43  .33 -.48*  .43  .65**  .43 UAI .42 
1993 -.43  .34 -.49*  .49*  .66**  .35 UAI .44 
1994 -.44  .32 -.51*  .47ns  .63**  .32 UAI .40 
1995 -.48*  .38 -.52*  .40  .66**  .30 UAI .44 
1996 -.55*  .31 -.56*  .41  .59*  .26 UAI .35 
 
For eleven countries in Europe, (Europe 15, minus Germany, Spain, Portugal and 
Switzerland) data on the percent expenditures on medical care of total consumption, are 
available for the period 1950-1997. Data 1950-1993 are from the UN Statistical 
yearbooks. Data 1997 are from World Development Indicators 1999. Between 1950 and 
1993, expenditures diverge. CV in 1950 is .42 and in 1993 it is .61, so the mean 
divergence is 72 percent per year. 
 
Table A.67: Europe 11, Expenditures medical care, % of total consumption: Income and culture 
 INC PDI IDV MAS UAI LTO Predictor R2   
1950  .12  .18 -.44 -.02 .72** -.09 UAI .51 
1960  .04  .07 -.52  .03 .65* -.03 UAI .42  
1986 -.21  .61*  .07  .01 .70**  .28 UAI .49 
1993 -.01  .64*  .02  .03 .76***  .26 UAI .57  
1997  .16  .69** -.08  .00 .73** -.09 UAI .53 
 
Table A.68. Europe: Structure of consumption: Rent, fuel & electricity: Income and culture  
 CLI INC PDI IDV MAS UAI LTO Pred.1 R2 Pred.2 R2 Pred.3 R2 
1970  .63*  .64* -.09 -.04 -.70* -.04  .15 None 
1976  .57  .79**  .11 -.23 -.53  .14 -.14 INC .62 
1983  .71*  .56* -.47  .71** -.21 -.56* -.27 IDV .51 
1984  .69*  .59* -.43  .73** -.18 -.52 -.24 IDV .54 
1985  .68***  .64** -.45  .65** -.32 -.61 -.00 IDV .43 INC .68 
1986  .74***  .59* -.49*  .67** -.33 -.68*** -.05 UAI (-).46 
1987  .71***  .85*** -.47ns  .65** -.32 -.65** -.12 INC .73 UAI (-) .83 
1988  .73***  .79*** -.48*  .63** -.37 -.71*** -.19 INC .62 UAI (-) .80 
1989  .72***  .79*** -.48*  .60* -.40 -.71*** -.20 INC .62 UAI (-) .79 
1990  .74***  .76*** -.49*  .56* -.45 -.70*** -.20 INC .58 UAI (-) .74 
1991  .78***  .80*** -.45*  .53* -.52* -.70*** -.14 INC .65 UAI (-) .80 MAS (-) .89 
1992  .81***  .83*** -.44  .51* -.54* -.69*** -.11 INC .68 UAI (-) .82 MAS (-) .91 
1993  .82***  .76*** -.42  .49* -.54* -.66** -.10 INC .58 MAS (-) .76 UAI (-) .86 
1994  .83***  .71*** -.42  .50* -.51* -.64** -.06 INC .50 MAS (-) .70 
1995  .81***  .73*** -.44  .57* -.44 -.64** -.04 INC .54 UAI (-) .71 
1996  .79***  .74*** -.44  .56* -.43 -.61*  .00 INC .55 UAI (-) .71 
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Table A.69 Europe: Structure of consumption: Entertainment, recr. & culture: Income and culture 
 INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 
1970 -.06 -.77*  .50 -.11 -.88***  .00 UAI (-) .77 
1976 -.27 -.44  .65* -.42 -.71* -.15 UAI (-) .50 PDI (+) .88 
1983 -.07 -.60*  .70*  .19 -.71*  .14 UAI (-) .50 
1984  .00 -.54  .73*  .13 -.67*  .10 IDV .53 
1985  .30 -.55*  .58* -.23 -.70**  .27 UAI (-) .49 
1986  .45 -.55*  .34 -.21 -.56*  .38 None 
1987  .43 -.74***  .29 -.17 -.66**  .32 PDI (-) .54 
1988  .45 -.72***  .29 -.17 -.62*  .35 PDI (-) .52 
1989  .42 -.71***  .13 -.12 -.50*  .28 PDI (-) .50 
1990  .44 -.71***  .05 -.12 -.48  .23 PDI (-) .50 
1991  .39 -.74*** -.00 -.08 -.46  .18 PDI (-) .55 
1992  .33 -.71*** -.02 -.17 -.45  .21 PDI (-) .51 
1993  .29 -.70*** -.02 -.16 -.44  .16 PDI (-) .49 
1994  .28 -.71*** -.05 -.12 -.39  .17 PDI (-) .51 
1995  .30 -.70**  .04 -.14 -.45  .18 PDI (-) .48 
1996  .33 -.75***  .05 -.15 -.50  .14 PDI (-) .56 
 
Table A.70. Europe: Structure of consumption: Furniture and househ equipm: Income & culture 
 INC PDI IDV MAS UAI LTO Predictor R2  
1970  .66*  .15 -.19 -.63*  .23  .19 None 
1976  .74*  .47 -.27 -.37  .53  .04 INC .55 
1983 -.12  .75** -.20  .10  .79***  .06 UAI .63 
1984 -.16  .75** -.24  .09  .80***  .06 UAI .65 
1985 -.35  .71*** -.13  .20  .67** -.15 PDI .50 
1986 -.32  .66** -.03  .22  .61* -.13 PDI .44 
1987 -.06  .61* -.09  .25  .66** -.04 UAI .44 
1988  .01  .50* -.05  .33  .64** -.01 UAI .40 
1989 -.03  .50* -.05  .34  .61*  .09 UAI .38 
1990 -.03  .47ns -.01  .31  .61*  .15 UAI .37 
1991  .00  .50* -.03  .36  .63*  .13 UAI .39 
1992  .04  .48* -.02  .42  .64**  .13 UAI .41 
1993  .15  .42 -.03  .46  .62*  .12 UAI .38 
1994  .20  .36  .00  .54*  .58  .12 UAI .34 
1995  .11  .42 -.09  .49*  .65**  .13 UAI .42 
1996  .11  .42 -.11  .48*  .67**  .09 UAI .44 
 
For the category transport and communications, Eurostat data show only in 1970 a 
positive significant correlation with income (r = .69*). For the years 1976, 1983, 1984 
and 1985 only correlations are found with LTO (-) (1976: r = -.63*; 1983: r = -.72**; 
1984: r = -.79***; 1985: r = -. 53*).  
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A4. FOOD, BEVERAGES, ALCOHOL AND CIGARETTES 
 
For the product category food and beverages no time series are available. Heterogeneity 
worldwide versus homogeneity in Europe can be demonstrated by comparing data for 
three regions worldwide, developed 26 and Europe 15 (data Euromonitor1). 
 
A4.1. Food 
 
(1) All meat, fish and vegetables, fresh fruit, rice & bread in kg/cap; (2) Liquid milk 
(liters/cap), yogurt (kg/cap), cheese (kg/cap), chilled desserts (kg/cap), ice cream 
(liters/cap); (3) All frozen foods, canned food (key products) (kg/cap); (4) Biscuits, 
chocolate confectionery, sugar confectionery, all savory snacks, soups (all in kg/cap). 
Sales of soups refer to the total made-up volume of all industrially prepared soup (canned, 
dried and frozen). 
 
Table A.71 CVs Various food products, three country clusters       
 Worldwide Developed 26 Europe 15 
Meat  .52  .39  .37 
Fish 1.01 1.07  .82 
Vegetables  .61  .52  .47 
Fruit  .58  .48  .31 
Rice 1.59 1.84  .69 
Bread  .88  .64  .34 
Liquid milk  .76  .59  .44 
Yogurt  .98  .74  .57 
Cheese  .89  .61  .41 
Chilled desserts 1.60 1.38 1.22 
Ice cream  .83  .55  .45 
Frozen foods  .96  .70  .53 
Canned foods  .92  .72  .58 
Biscuits  .74  .59  .53 
Chocolate confectionery 1.02  .73  .59 
Sugar confectionery  .74  .55  .53 
Savory snacks  .77  .59  .52 
Soup (processed) 1.21  .99  .82   
Average  .92  .76  .57 
 

                                                      
1  Data worldwide are for 39 countries and in some cases fewer, resulting from lacking data for a 
varying number of countries. Of the group worldwide 44, countries missing in all calculations are: 
Costa Rica, El Salvador, Pakistan, Panama and Uruguay. Calculations with LTO are for 25 or 26 
countries.  
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Table A.72. Food products, Worldwide 39 (LTO = 26): Income, climate and cultural variables  
 INC PDI IDV MAS UAI LTO CLI Pred.1 R2 Pred.2 R2 
Meat  .39** -.40**  .42*** -.02 -.14 -.48**  .45*** CLI .20 
Fish -.06  .40** -.38** -.00  .13  .58*** -.23 PDI .16 
Fruit -.03 -.11 -.03  .11  .19  .11 -.16 None 
Rice -.37*  .55*** -.55***  .11 -.13  .51*** -.54*** PDI .31 UAI (-) .39 
        Pred. 3:  IDV (-)  .48 
Bread  .10 -.32*  .21 -.29*  .33* -.33  .25 UAI .11 PDI (-) .26 
        Pred. 3:  MAS (-) .35 
Liquid milk  .41*** -.63***  .59*** -.17 -.16 -.55***  .70*** CLI .49 
Yogurt  .56*** -.34*  .44*** -.30*  .06 -.43*  .60*** CLI .36 
Cheese  .54*** -.56***  .54*** -.20  .05 -.58***  .67*** CLI .45 
Chilled dess.  .36* -.22  .24 -.22 -.02 -.39*  .33* INC .13 
Ice cream  .64*** -.74***  .67*** -.15 -.39** -.37*  .57*** PDI (-) .55 UAI (-) .62 
        Pred. 3:  INC .66 
Frozen foods  .56*** -.66***  .70*** -.23 -.44***-.54***  .67*** IDV .49 
Canned foods  .42** -.41**  .57*** -.03 -.17 -.36*  .60*** CLI .36 
Biscuits  .42*** -.48***  .71*** -.05 -.27* -.41*  .53*** IDV .50 
Choc conf.  .69*** -.67***  .66*** -.03 -.28* -.37*  .70*** CLI .49 INC .57 
Sugar conf.  .57*** -.55***  .62*** -.19 -.19 -.32  .72*** CLI .52 
Savory snacks .51*** -.55***  .56*** -.07 -.12 -.17  .46*** IDV .32 
Soup  .60*** -.45*  .49**  .10  .03 -.41*  .40* INC .37 
 
In regression analysis, CLI is included. If climate is the main predictor, this may mean 
that it is still a primary influence on food consumption. In such cases, in a second 
calculation, climate is excluded. After climate is excluded from the equation, IDV or PDI 
tend to become the main predictors, both related to climate. There are no significant 
correlations for "all vegetables". Calculations without CLI result in the following 
predictors: Meat: IDV (R2 = .17); Liquid milk: PDI (-) (R2 = .39); Yogurt: (1) INC (R2 = 
.31), (2) MAS (-) (R2 = .40); Cheese: PDI (-) (R2 = .31); Chocolate confectionery: (1) 
INC (R2 = .48), (2) PDI (-) (R2 = .56); Sugar confectionery: IDV (R2 = .39); Canned food: 
IDV (R2 = .33). 
LTO is included in regression analysis only when strongly significant correlations suggest 
it may be a predictor. Regression analysis including LTO was done for rice, fish, meat, 
cheese, biscuits and frozen food. Predictors are: Rice: IDV (-) (R2  = .55); Fish: IDV (-) 
(R2 = .50); Meat: LTO (-) (R2 = .23); Cheese: CLI (R2 = .59); Biscuits: IDV (R2 = .52); 
Frozen food: IDV (R2 = .35) 
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Table A.73 Food products, Developed 26 (LTO = 22): Income, climate and cultural variables  
 INC PDI IDV MAS UAI LTO CLI Pred. 1 R2 Pred.2  R2 
Meat -.05 -.20  .21 -.03 -.29 -.48* -.18 None 
Fish -.09  .43* -.56*** -.00  .35*  .69*** -.27 IDV (-) .31 
Fruit -.33ns  .04 -.21  .11  .18 -.01 -.44* CLI (-) .19 
Rice -.05  .40* -.63***  .14  .14  .80*** -.43* IDV (-) .39 
Bread -.20 -.24  .08 -.16  .28 -.48* -.04 None 
Liquid milk -.01 -.47**  .44* -.30 -.23 -.54***  .59*** CLI .35 
Yogurt  .27  .03  .20 -.37*  .06 -.35  .38* None 
Cheese  .20 -.35*  .40* -.35*  .05 -.55***  .53*** CLI .28 
Chilled dess .20 -.03  .09 -.26 -.03 -.35  .18 None 
Ice cream  .31 -.62***   .56*** -.24 -.61*** -.23  .26 PDI (-) .39 UAI (-) .54 
Frozen fds  .26 -.51**  .57*** -.35* -.55*** -.52**  .50** IDV .32 UAI (-) .45 
Canned fds  .05 -.16  .43* -.07 -.19 -.31  .42* IDV .18 
Biscuits  .06 -.29  .66*** -.05 -.44* -.39*  .29 IDV .44 
Choc conf.  .48** -.56***   .55*** -.04 -.40* -.30  .55*** PDI (-) .31 
Sugar conf.  .26 -.35*  .50** -.18 -.34* -.26  .55*** CLI .30 
Savory sn  .17 -.38*  .41* -.01 -.19 -.09  .12 IDV .16 
Soup  .48* -.30  .34  .11  .06 -.37  .20 None 
 
In the group developed countries, climate plays a lesser role than worldwide. For only 
four categories it is a predictor, for fruit (negative), milk, cheese and sugar confectionery 
(positive). If climate is excluded, the results are: milk: predictor is PDI (-) (R2 = .22); 
sugar confectionery: IDV (R2 = .25) No predictors for fruit and cheese. Regression 
analysis including LTO was done for bread, rice, meat, fish, milk, cheese and frozen 
food. Predictors are: Bread: LTO (-) (R2 = .23); Rice: (1) LTO (R2 = .64), (2) IDV (-) (R2 
= .78); Meat: LTO (-) (R2 = .23); Fish: (1) IDV (-) (R2 = .52), (2) LTO (R2 = .65), (3) 
UAI (R2 = .73); Milk: Predictor remains CLI; Cheese: predictor remains CLI; Frozen 
food: (1) LTO (-) (R2 = .27), (2) UAI (-) (R2 = .43).  
 
Table A.74. Food products, Europe 15: Income, climate and cultural variables  
 INC PDI IDV MAS UAI LTO CLI Predictor R2  
Meat -.03 -.26 -.25  .10 -.02 -.32  .13 None 
Fish -.54*  .51* -.74*** -.38  .50* -.05 -.33 IDV (-) .54 
Fruit -.08  .28 -.50*  .35  .66***  .38 -.73*** CLI (-) .54 
Rice -.51*  .20 -.82*** -.02  .40  .12 -.45* IDV (-) .66  
Bread -.27  .48* -.32 -.08  .33 -.02 -.42 None 
Liquid milk -.04 -.40  .06 -.36 -.51* -.25  .68*** CLI .46 
Yogurt  .31  .15  .14 -.29  .10 -.12 -.01 None 
Cheese  .63** -.15  .52* -.25 -.23 -.04  .39 INC .40 
Chilled dess.  .28  .02  .15 -.20 -.09 -.48*  .02 None 
Ice cream  .34 -.57*  .45* -.49* -.76*** -.20  .92*** CLI .84 
Frozen fds  .08 -.33  .45* -.22 -.69*** -.35  .40 UAI (-) .48 
Canned fds -.09  .18  .35 .17 -.06  .09  .06 None 
Biscuits -.09 -.03  .57*  .11 -.44ns  .09 -.09 IDV .32 
Choc conf.  .51* -.45*  .39  .21 -.51*  .18  .23 None 
Sugar conf.  .25 -.29  .59* -.07 -.51*  .11  .38 IDV .34 
Savory sn1)  .40 -.42  .50* -.29 -.57* -.06  .51* UAI (-) .32 
Soup2)  .23 -.04 -.28  .33  .33 -.17 -.46 None    
1) Data available for only 13 countries; 2) 10 countries 
 
For Europe, regression analysis was done excluding CLI for ice cream, milk and fruit. 
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Results: Ice cream: predictor is UAI (-) (R2 = .57); Milk,  fruit: no predictor. 
 
A few processed food categories are further analyzed for Europe. Data are from “Food 
for Thought”, a data collection company and provided by Van den Bergh & Jurgens, 
Unilever’s food company. Data are of 1992 and 1997 for 15 countries and of 1985 and 
1990 for 10 countries1 only. Other data are drawn from the Eurostat 1980 report “Social 
Indicators 1960-1975 (8 countries2). Data on fruit, biscuits, frozen food, jams & 
marmalades are also drawn from the Reader’s digest reports of 1970 and 1991. Data are 
from different sources and collected with different techniques, so results of comparison 
must be viewed as indicative only. Because of incomparability, means of convergence are 
not calculated for the full time-spans. To compare coefficients of variation for liquid 
milk, they are calculated for the 8 countries for which data are available of all years: 
Germany, France, Italy, Netherlands, Belgium, UK, Ireland and Denmark. Correlation 
and regression analysis for liquid milk is done only for these 8 countries. For ice cream, 
calculations for all countries available are presented, which is 10 countries in 1985 and 
1990, and 15 countries in 1992 and 1997. It is noted, that data on icecream from Food for 
Thought are different from those by Euromonitor. While the results of Euromonitor data 
on ice cream deliver consistent negative correlations with uncertainty avoidance, the 
results of the Food for Thought data are correlations with individualism and climate.  
 
Table A.75. CVs Milk and Ice cream, liters/capita - Europe 8  
 Milk Ice cream  
1970 .47  
1973 .42 
1975 .40 
1976 .38 
1977 .38    
1970-1977:  + 2.74 mean convergence per year   
1985 .32  .22 
1990 .31  .25 
1992 .32  .27 
1997 .34  .27      
1985-1997: - .49  mean divergence per year - 1.54 mean divergence per year 
 
 

                                                      
1 Europe 15 without: Austria, Finland, Norway, Sweden and Switzerland. 
2  Germany, France, Italy, Netherlands, Belgium, UK, Ireland, Denmark. 
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Table A.76. Milk and Ice cream, Europe: Income, climate and cultural variables  
 INC PDI IDV MAS UAI LTO CLI Pred. 1 R2 Pred. 2 R2 Pred. 3 R2 
Milk (8 countries) 
1970 -.37 -.69* .01 -.16 -.77* -.11 .66* UAI (-) .60 
1973 -.46 -.66* .10 -.10 -.76* -.02 .61 UAI (-) .58 
1975 -.44 -.68* .18 -.10 -.81** -.03 .61 UAI (-) .65 
1976 -.42 -.68* .16 -.12 -.82** -.06 .62* UAI (-) .66 
1977 -.41 -.72* .12 -.16 -.83*** -.11 .62* UAI (-) .69 
1985 -.22 -.69* .22 -.10 -.88*** -.41 .51 UAI (-) .77 
1990 -.49 -.64* .18  .13 -.80*** -.36 .48 UAI (-) .65 
1992 -.60 -.65* .17  .08 -.81*** -.29 .49 UAI (-) .66 INC (-) .87 LTO (-) .99 
1997 -.40 -.65* .11  .10 -.79*** -.23 .50 UAI (-) .63 
Ice cream 1) 
1985  .57* -.59* .80***  .29 -.62* -.06 .51 IDV .64 
1990  .50 -.37 .74**  .41 -.44 -.04 .34 IDV .55 
1992  .47* -.32 .46* -.31 -.46* -.00 .61** CLI .37 
1997  .20 -.23 .39 -.38 -.43 -.04 .63** CLI .40     
1) 1985-1990 = 10 countries; 1992-1997 = 15 countries 
 
Data on frozen food products are from the Reader’s Digest Surveys 1970 and 1991 
(“Food shoppers usually have in the home”), Food for Thought data (volume/capita 
sales), and Euromonitor, frozen ready meals.  
 
Table A.77. CVs Frozen foods, Europe 15  
  1970 1991 1992 1997 
Frozen fish or meat .67  
Frozen vegetables .85 .37 
Frozen food   .33   .31 
Frozen ready meals  .40  1.06 
 
Table A.78. Frozen foods, Europe 15: Income, climate and cultural variables  
Frozen INC PDI IDV MAS UAI LTO CLI Pred. 1 R2 Pred.2 R2 
Fish/meat 70 .60** -.37 .01 -.62** -.52* -.02 .47* MAS (-) .39  INC .57 
Vegetables 70 .74*** -.50* .36 -.45* -.70***  .06 .54* INC .55  UAI (-) .69 
Vegetables 91 .46* -.65*** .55* -.39 -.81*** -.18 .78*** UAI (-) .65 
Food 92 .33 -.45* .61** -.20 -.77*** -.22 .46* UAI (-) .60 
Food 97 .30 -.43 .64*** .30 -.77*** -.37 .69*** UAI (-) .60 
Ready meals 97 .22 -.31 .41 -.43  -.62** -.27 .44 UAI (-) .38 
 
Table A.79. Correlations ownership deep freezers and frozen foods, Europe 15 
Deep Freezers 1970 1991 1997 
Frozen fish 1970 .86*** 
Frozen vegetables 1970 .74*** 
Frozen food 1991  .66*** 
Frozen food 1997   .29 
Frozen meals 1997   .34 
 
Next tables are for fresh fruit, packaged biscuits, fresh fish, and a mixed category of 
jams/marmalade (Reader's Digest 1970/91), preserves (Food for Thought) and 
jams/preserves combined (Euromonitor). Reader’s Digest: “Food shoppers usually have 
in the home”. Food for Thought: volume per capita sales. Biscuits 1997: Euromonitor. In 
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regression analysis for fresh fruit, jams/preserves and fish CLI is included because of 
presumed relationship with climate.  
 
Table A.80. CVs Various food products, Europe 15  
  1970 1991 1992 1997 
Fresh apples .27 
Fresh oranges .19 
Fresh fruit   .42 .37 
Packaged biscuits .34 .17 .42 .39 
Fish   .46 .46 
Jams/preserves .37  .37 .36 
 
Table A.81. Various food products, Europe 15: Income, climate and cultural variables   
  INC PDI IDV MAS UAI LTO CLI Pred.1 R2 Pred.2 R2 Pred.3  R2 
Fr Apples 70  .56* -.00  .79***  .11 -.27 -.23  .11 IDV .63 
Fr Oranges 70  .50*  .37  .51* -.39 -.06  .06  .08 IDV .26 PDI .52  MAS (-) .70 
Fresh Fruit 92 .01  .27 -.27  .36  .58*  .32 -.62** CLI (-) .38 
Fresh Fruit 97 .04  .20 -.31  .43  .57*  .23 -.65*** CLI (-) .43 
Biscuits 70  .13  .10  .70*** -.13 -.41 -.22  IDV .50 
Biscuits 92 -.20 -.14  .44ns  .57* -.33  .17  MAS .32 UAI (-) .56 PDI  .73 
Biscuits 97 -.08 -.18  .48*  .52* -.40 -.06  MAS .27 UAI (-) .56 PDI  .74 
Biscuits 97 -.06 -.03  .56*  .11 -.44ns  .08  IDV .32 
Fish 92 -.48*  .65***-.64*** -.43  .48*  .03 -.36 PDI .42 IDV (-) .67 UAI (-) .88 
Fish 97 -.54*  .66***- .65***-.40  .52*  .12 -.40 PDI .44 IDV (-) .70 UAI (-) .87 
Jams 70  .42 -.41  .78***  .08 -.74*** .14  .35 IDV .60 UAI (-) .73 
Preserves 92  .38 -.57*  .02 -.05 -.23 -.27  .57* PDI (-) .33 
Preserves 97  .45*  .59**  .04  .02 -.28 -.27  .59** CLI .35 
 
 
A4.2. Beverages 
 
All data for beverages are of Euromonitor 1997. For the groups worldwide (38 
countries)1, developed 26 and Europe 15, consumption of: Tea (kg/cap), coffee (kg/cap), 
beer (ltrs/cap), total soft drinks (carbonated/concentrated drinks, mineral water and fruit 
juices) in ltrs/cap; mineral water (ltrs/cap), carbonated/concentrated drinks (ltrs/cap) and 
fruit juices (ltrs/cap). 
 
Table A.82. CVs Various beverages three country clusters, 1996  
  Worldwide Developed 26 Europe 15 
Soft drinks .58 .37  .29  
Carbonated drinks .59 .49  .38  
Fruit juices .92 .70  .45  
Mineral water 1.24 1.00  .83  
Tea 1.34 1.32 1.60 
Coffee .82 .62  .50  
Beer .78 .66  .57  
Average .90 .74 .66 
 

                                                      
1 Worlwide 44, minus Costa Rica, El Salvador, Pakistan, Panama and Uruguay. Soft drinks, Israel 
N.A. LTO = 26 countries. For developed 26, LTO = 22 countries 
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Table A.83. Various beverages, three country clusters: Income, climate and cultural variables  
 INC CLI PDI IDV MAS UAI LTO Pred.1 R2 Pred.2 R2  Pred.3 R2 
Worldwide 
Soft drk  .77***  .47*** -.52***  .64***  .29*  .05 -.41 INC .59 MAS .68 
Carb.drk  .55***  .34* -.43***  .48***  .31* -.14 -.26 INC .30 MAS .39 
Fruit jce  .61***  .44*** -.63***  .62*** -.01 -.21 -.23 PDI (-) .40 INC .47 
Min w  .53***  .29* -.20  .36*  .20  .33* -.30 INC .28 UAI .49 
Tea  .11  .23 -.28*  .30*  .09 -.38** -.15 UAI (-).15 
Coffee  .68***  .70*** -.50***  .43*** -.32* -.20 -.39* CLI .49 INC .56 IDV (-) .63 
Beer  .49***  .53*** -.63***  .52***  .07 -.18 -.38* PDI (-) .39 
Developed 26 
Soft drk  .59***  .05 -.24  .58***  .38* -.05 -.27 INC .34 MAS .48 IDV .58 
Carb.drk  .51***  .11 -.40*  .50***  .38* -.41* -.11 INC .26 
Fruit jce  .38*  .12 -.51***  .55***  .02 -.36* -.06 IDV .30 
Min w  .34* -.01  .13  .19  .28  .36* -.23 None 
Tea -.10  .09 -.25  .23  .15 -.42* -.06 UAI (-).18 
Coffee  .52***  .60*** -.37*  .21 -.40* -.32 -.32 CLI .35 INC  .46 IDV (-) .62 
Beer  .31  .37* -.64***  .42*  .08 -.33* -.35 PDI (-) .42 
Europe 15 
Soft drk  .48* -.53*  .18  .21  .78*** .38  .13 MAS .60 INC .73 CLI .83 
Carb. drk .37  .06 -.50*  .37  .37 -.47*  .13 None 
Fruit jce  .41  .62** -.47*  .42 -.39 -.48*  .00 CLI .38 
Min w  .29 -.64***  .56* -.10  .57*  .73***.04 UAI .53 INC .75 MAS .84 
Tea -.22  .14 -.31  .36  .29 -.53* -.03 UAI (-).29 
Coffee  .58*  .55* -.39  .09 -.37 -.22 -.06 INC .33 MAS (-).55 
Beer  .10  .27 -.57* -.05  .06 -.29 -.02 PDI (-) .32 
 
Reader’s Digest Reports (RD): 1970: Soft drink taken in the past 7 days; Drinks taken in 
the past year: mineral spring water. 1991: Drinking almost every day: mineral water. 
Food for Thought data (UN): All soft drinks and mineral water, ltrs/cap, 1992 and 1997. 
Euromonitor 1997 (EM): data 1996: all soft drinks and mineral water, ltrs/cap. 
EMS: 1995: mineral water, normally in the home; 1997 and 1999: mineral water and still 
mineral water, normally in the home. 
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Table A.84. CVs Soft drinks, Europe 15,  
  Coefficient of variation  
Soft drinks (all) 
RD 1970 .25 
UN 1992 .31 
EM 1996 .29 
UN 1997 .30 
Mineral water 
RD 1970 .65 
RD 1991 .72 
UN 1992 .88 
EM 1996 .83 
UN 1997 .84 
EMS: mineral water in the home 
1995 .21 
1997 .23 
1999 .20 
EMS: still mineral water in the home 
1997 .49 
1999 .50  
No convergence-divergence calculated because of incomparability of data. 
 
Table A.85. Soft drinks and mineral water, Europe 15: Income, climate and cultural variables 
 INC CLI PDI IDV MAS UAI LTO Pred.1 R2 Pred.2 R2 Pred.3 R2 
Soft drinks, all 
1970  .87*** .44ns -.41  .61** -.10 -.50* -.01 INC .76 
1992  .16 -.46*  .23  .19  .66***  .41  .08 MAS .43 
1996  .21 -.53*  .18  .21  .78***  .38  .11 MAS .60 
1997  .15 -.57*  .39  .09  .66***  .50*  .04 MAS .44 PDI .60 INC .76 
Mineral water 
1970  .31 -.32  .32 -.21  .24  .46* -.01 None 
1991  .21 -.49*  .32 -.05  .53*  .57* -.09 UAI .32 INC .57 MAS .75 
1992 -.01 -.65***  .49* -.06  .58*  .66***  .08 UAI .44 MAS .63 
1996  .04 -.64***  .56* -.10  .57*  .73***  .05 UAI .53 MAS .69 INC .79 
1997 -.07 -.71***  .60** -.12  .55*  .72***  .08 UAI .52 MAS .66 
EMS: mineral water normally in the home 
1995  .38 -.43  .13 -.05  .36  .34 -.22 None 
1997  .28 -.44ns  .20 -.14  .29  .44ns -.25 None 
1999  .30 -.41  .20 -.14  .25  .40 -.19 None 
EMS: still mineral water normally in the home 
1997 -.49* -.71***  .88***-.22  .29  .75***  .08 PDI .77 MAS .86 
1999 -.45* -.71***  .87***-.22  .33  .76***  .04 PDI .75 MAS .87 
 
 
A4.3. Alcohol and cigarettes 
 
Table A.118 shows that in 1996, for cigarettes, the CV is much larger worldwide (.52) 
than in Europe (.31). For Europe 15, time series are used to calculate convergence-
divergence. Data Eurostat Yearbooks 1995 and 1998/99: Consumption of cigarettes 
(numbers per person per year, 1983-1997) and alcohol (liters per person per year, 1983-
1995).  
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Table A.86. CVs Cigarettes and Pure Alcohol: Europe 15  
Year Cigarettes Alcohol  
1983 .27 .33 
1984 .28 .31 
1985 .29 .30 
1986 .27 .27 
1987 .27 .27 
1988 .26 .25 
1989 .23 .25 
1990 .24 .24 
1991 .24 .24 
1992 .24 .24 
1993 .27 .24 
1994 .27 .24 
1995 .27 .24 
1996 .28 
1997 .28     
Mean divergence per year:   .26 Mean convergence per year:  2.27 
 
Table A.87. Cigarettes 1983-1997, Europe 15: Income and cultural variables   
 INC PDI IDV MAS UAI LTO Predictor R2  
1983 -.05 -.10  .09 .74*** .06 .31 MAS .55 
1984 -.04 -.01  .01 .75*** .14 .19 MAS .57 
1985 -.05 -.03 -.04 .79*** .16 .14 MAS .63 
1986 -.01 -.09 -.05 .75*** .09 .14 MAS .56 
1987 -.01 -.08 -.16 .69*** .11 .13 MAS .48 
1988  .17 -.01 -.12 .71*** .16 .13 MAS .51 
1989  .12  .03 -.08 .70*** .19 .20 MAS .49 
1990  .05  .08 -.11 .67*** .21 .21 MAS .46 
1991 -.05  .12 -.18 .65*** .29 .25 MAS .42 
1992 -.10  .23 -.17 .56* .33 .28 MAS .32 
1993 -.11  .23 -.09 .62** .39 .19 MAS .39 
1994 -.04  .17 -.20 .65*** .33 .20 MAS .42 
1995  .01  .16 -.17 .66*** .27 .08 MAS .43 
1996  .02  .11 -.15 .65*** .21 .04 MAS .42 
1997 -.09  .10 -.19 .66*** .24 .08 MAS .44 
 
Table A.88. Pure alcohol 1983-1995, Europe 15: Income and cultural variables    
 CLI INC PDI IDV MAS UAI LTO Predictor R2   
1983 -.89*** -.48* .61** -.43 .35 .73***  .07 UAI .53 
1984 -.90*** -.46* .61** -.41 .40 .73***  .05 UAI .53 
1985 -.90*** -.48* .61** -.44ns .40 .73***  .03 UAI .53 
1986 -.85*** -.39 .56* -.37 .40 .67*** -.00 UAI .45 
1987 -.83*** -.37 .56* -.37 .42 .70*** -.01 UAI .49 
1988 -.81*** -.19 .48* -.29 .47* .61**  .02 UAI .37 
1989 -.80*** -.21 .45* -.35 .47* .61** -.04 UAI .37 
1990 -.78*** -.21 .43 -.31 .51* .59** -.05 UAI .35 
1991 -.82*** -.28 .41 -.44* .49* .61** -.00 UAI .38 
1992 -.79*** -.28 .41 -.37 .48* .58* -.02 UAI .34 
1993 -.79*** -.31 .37 -.34 .53* .54* -.01 UAI .29 
1994 -.77*** -.14 .36 -.32 .51* .50* -.03 None 
1995 -.73*** -.13 .35 -.35 .47* .49* -.07 None 
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If climate is included in regression analysis, it becomes the first predictor. 
 
A5. CONSUMER ELECTRONICS 
 
A5.1. The communication means of the new economy 
 
Data World Bank World Development Indicators Reports 1999 and 2000. Average CVs 
for six categories in 1998. (1) Fax machines/1,000 people; Telephone main lines per 
1,000 people; (3) Mobile phones/1,000; (4) Cable subscribers per 1,000; (5) Personal 
Computers/1,000; (6) Internet hosts per 10,000 population. 
 
Table A.89 CVs Communication means of the new economy in 1998   
 Worldwide 44 Developed 26 Europe15   
Fax machines 1.13 .77 .48 
Telephone main lines .64 .26 .17 
Mobile phones .93 .53 .52 
Cable subscribers 1.11 .80 .74 
Personal computers .88 .47 .35 
Internet hosts  1.53 1.03 .97  
Average 5 categories 1997 (fax96) 1.04 .64 .54 
 
Urbanization and population density were included in the calculations, but no relationship 
was found. For personal computers, mobile phones and internet hosts data are available 
for the three country groups for 1996, 1997 and 1998, and for the Internet also for early 
2000. For these convergence is calculated. 
To investigate product constellations, mobile phones are correlated with main telephone 
lines and Internet with PC ownership, all data of 1998. The various communication 
means of the new economy are strongly correlated with each other. 
 
Table A.90 CVs Means of the new economy: Information technology 1996-1999/2000  
 Worldwide Developed 26 Europe 15  
Mobile phones  1996 1.05 .68 .77  
 1997 .94 .55 .57  
 1998 .93 .53 .52  
Mean convergence per year 3.81 7.35 10.8  
PCs 1996 .93 .56 .47 
 1997 .88 .49 .39 
 1998 .88 .47 .35  
Mean convergence per year 1.79 5.36 8.51  
Internet 1997 1.45 .96 .96 
 1998 1.53 1.03 .97 
 1999 1.52 1.03 .93  
 2000 1.50 1.02 .80  
Mean con/divergence per year  - .83 - 1.47 + 4.17 
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Table A.91. Product constellations of the new economy in 1998   
 Main tel. lines  Mobile phones PCs  Internet hosts Cable 
Worldwide 
Main telephone lines  .78*** .90*** .68*** .65*** 
Mobile phones .78***  .81*** .69*** .39** 
Personal computers .90*** .81***  .77*** .67*** 
Internet hosts  .68*** .69*** .77***  .49*** 
Developed 26 
Main telephone lines   .44* .78*** .55*** .44* 
Mobile phones  .44**  .58*** .54*** .01 
Personal computers  .78*** .58***  .68*** .47** 
Internet hosts  .55*** .54*** .68***  .31 
Europe 15 
Main telephone lines   .49* .86*** .53* .52* 
Mobile phones  .49*  .60** .82*** .07 
Personal computers  .86*** .60**  .64*** .71*** 
Internet hosts  .53* .82*** .64***  .28 
 
Because of the strong relationships between telephone main lines and mobile phones and 
between the internet and PC ownership, a separate regression analysis is done including 
telephone main lines (TL) in the calculations for mobile phones and PC ownership (PC) 
in the calculations for the internet. This results in the following explaining variables. 
 
Worldwide, if telephone mainlines and PCs are included 
Mobile phones: predictors are: 1996: (1) TL96 (R2 = .56); (2) UAI (-) (R2 = .62); 1997: 
TL97 (R2 = .62); 1998: TL98 (R2  = .61) 
Internet hosts: predictors are: 1997: (1) PC97 (R2 = .67; (2) INC (R2 = .72); 1998: PC98 
(R2 = .59); 1999: (1) PC98 (R2 = .61); (2) MAS (-) (R2  = .64). 
 
Table A.92 Communication means of the new economy Worldwide 44: Income and culture 
 INC PDI IDV MAS UAI LTO Pred.1 R2 Pred.2 R2 Pred.3 R2 
Faxes 96 .85*** -.47*** .59***  .18 -.23  .08 INC .72 
Faxes 98 .78*** -.44*** .56***  .22 -.17  .16 INC .61 
Mobile 96 .70*** -.59*** .57*** -.22 -.42*** -.13 INC  .49 MAS (-) .56 UAI (-).61 
Mobile 97 .76*** -.58*** .56*** -.18 -.37** -.08 INC  .58 MAS (-) .63 
Mobile 98 .76*** -.61*** .63*** -.08 -.35** -.06 INC .58 
Cable 97 .69*** -.57*** .63*** -.11 -.23 -.16 INC  .47 
Cable 98 .69*** -.52*** .57*** -.15 -.21 -.17 INC .47 
PCs 96 .85*** -.66*** .75*** -.08 -.44*** -.39 INC .72 UAI (-) .79 IDV .83 
PCs 97 .90*** -.67** .72*** -.14 -.50*** -.26 INC .81 UAI (-) .88 PDI (-) .90 
PCs 98 .92*** -.63*** .75*** -.06 -.50*** -.25 INC .84 UAI (-) .89 
Internet 97 .64*** -.59*** .65*** -.24 -.48*** -.31 IDV  .42 MAS (-) .49 INC .57 
       Pred. 4: UAI (-) .61 
Internet 98 .65*** -.55*** .63*** -.23 -.41*** -.31 INC .45 IDV     .48  MAS(-) .54 
Internet 99 .67*** -.55*** .63*** -.23 -.43*** -.31 INC  .45 MAS (-) .51 IDV .56 
Internet 00 .66*** -.52*** .64*** -.17 -.42*** -.26 INC .44 IDV .49 
 
Developed 26, if telephone mainlines and PCs are included 
Mobile phones: predictors are: 1996 TL96 (R2 = .29); 1997 TL97 (R2 = .24); 1998: TL98 
(R2  = .19). Internet hosts: predictors are: 1997: PC97 (R2 = .56); 1998: PC98 (R2 = .47); 
1999: PC98 (R2  = .49) 
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Table A.93 Communication means of the new economy, Developed 26: Income and culture  
 INC PDI IDV MAS UAI LTO Pred 1 R2 Pred 2 R2  Pred 3 R2 
Faxes 96 .75*** -.22 .37*  .17 -.23  .26 INC .56 
Faxes 98 .64*** -.24 .35  .21 -.20  .54** INC .43 
Mobile 96 .43** -.48** .31 -.39* -.50*** -.07 UAI (-) .21 
Mobile 97 .46** -.38* .17 -.40* -.42*  .04 INC .21 MAS (-) .36 
Mobile 98 .43* -.40* .31 -.23 -.42*  .07 INC .18 
Cable 97 .41* -.37* .38* -.24 -.13 -.11 INC .17 
Cable 98 .49*** -.33* .35* -.25 -.21 -.13 INC .24 
PCs 96 .68*** -.47** .62*** -.16 -.64*** -.32 INC .47 UAI (-) .65 IDV .72 
PCs 97 .76*** -.45* .54*** -.26 -.78*** -.24 UAI (-) .61 INC .84 
PCs 98 .79*** -.42* .57*** -.21 -.76*** -.23 INC .63 UAI (-) .83 
Internet 97 .40* -.47** .50*** -.39* -.56*** -.31 UAI (-) .31 
Internet 98 .45** -.42* .50*** -.36* -.47** -.32 IDV .25 
Internet 99 .49*** -.42* .50*** -.37* -.49*** -.32 IDV  .25 
Internet 00 .47*** -.37* .50*** -.27 -.49*** -.25 IDV .25 
 
Europe 15, if telephone mainlines and PCs are included 
Mobile phones: when telephone main lines are included in the equation, there is no 
difference. Internet hosts: predictors are: 1997: PC97 (R2 = .49); 1998: PC98 (R2 = .41); 
1999: (1) PC98 (R2  = .46); (2) MAS (-) (R2  = .63). 
 
Table A.94 Communication means of the new economy, Europe 15: Income and cultural variables 
 INC PDI IDV MAS UAI LTO Pred 1 R2  Pred 1 R2  Pred 3 R2 
Faxes 96 .52* -.45*  .46* -.21 -.51* -.22 INC .27 
Faxes 981) .48* -.47  .43 -.14 -.46 -.14 None 
Mobile 96 .24 -.49*  .17 -.61** -.60** -.30 MAS (-) .37 PDI (-) .62 
Mobile 97 .23 -.41  .05 -.60** -.47* -.23 MAS (-) .36 
Mobile 98 .43 -.53* -.38  .38 -.59* -.18 UAI (-) .34 
Cable 97 .62** -.27  .32 -.20 -.26  .05 INC .39 
Cable 98 .59* -.27  .30 -.19 -.27  .06 INC .35 
PCs 96 .89*** -.49*  .43 -.15 -.56* -.37 INC .79 UAI (-) .88 
PCs 97 .82*** -.62  .48* -.34 -.72*** -.30 INC .67 UAI (-) .88  MAS(-) .92 
PCs 98 .86*** -.59**  .55* -.27 -.69*** -.28 INC .74 UAI (-) .86 
Internet 97 .41 -.45*  .18 -.56* -.47* -.28 MAS (-) .32 PDI (-) .52 
Internet 98 .42 -.41  .15 -.56* -.41 -.29 MAS (-) .31 
Internet 99 .45* -.46*  .18 -.58* -.48* -.31 MAS (-) .34 PDI (-) .55 
Internet 00 .49* -.47*  .20 -.59** -.47* -.26 MAS (-) .35 PDI (-) .57   
1) data only for 13 countries 
 
 
A5.2. The Internet in Europe 
 
1. Internet penetration (percent accessing WWW in past few weeks) 1998 and 1999. 

Initiative Media, in: M&M mediaplanning guide 99/2000 
2. Percent Internet access 1995: 14 countries. Continental Research Survey among senior 

management; in: ESOMAR Newsbrief. No. 2 February 1996 
3. EMS data 1997 and 1999 on usage of the Internet. 15 countries. 
 Use “daily/almost daily”, for business, education, e-mail, leisure and (99 only) 

purchasing goods or services; Use “At least once a week” (97) or “A few times a 
week” (99), for business, education, e-mail, leisure and (99 only) purchasing goods or 
services; Use “At least once per month” (97) or “A few times a month” (99), for 
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business, education, e-mail, leisure and (99 only) for purchasing goods or services; 
Heavy users: “Use for three purposes”; Use daily/almost daily for at least one purpose. 

4. Eurobarometer Report “Measuring Information Society 1997”  This survey measures 
willingness to pay 10 ECU’s per month for various Internet applications: 

 1. Multimedia access to cultural heritage; 
 2. To contact a politician on-line in view of participating in political activities; 
 3. Distance learning applications 
 4. Telemedicine applications; 
 5. “Teleadministration” applications; 
 6. An on-line service that helps prepare travels; 
 7. Electronic newspapers; 
 8. Electronic commerce applications; 
 9. Applications that may facilitate a job search; 
 10. E-mail access; 
 11. Home banking services. 

For the applications 1, 4, 5, and 9, no significant correlations were found. 
5. Bi-annual Eurobarometer survey no. 52, 1999. Percents answers "Internet" to the 

question where people look for information about the EU. 
 
Table A.95. Access to the Internet, Europe 15. Income and cultural variables  
 INC PDI IDV MAS UAI LTO Pred 1 R2  Pred 2 R2 
Penetration 98 .10 -.32 .05 -.70*** -.45* -.18 MAS (-) .49 
Penetration 99 .07 -.35 .02 -.70*** -.45* -.23 MAS (-) .49 
Access 1995 .28 -.61* .09 -.52* -.60* -.23 PDI (-) .37 MAS (-) .60 
 
Table A.96. CVs Internet applications 1996, Eurobarometer, Europe 13  
Use of Internet to CV  
Contact politician .56 
Distance learning .30 
Information for travel .37 
Electronic newspaper .48 
E-mail access .62 
Home banking .38   
Average .45 
 
Table A.97. Willingness to pay 10 ECU for Internet applications (EU-13); Income & culture  
 INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 
Politician -.02 -.37 -.56* -.00  .08 .12 IDV (-) .31 PDI (-) .57 
Dist. learning  .34 -.59*  .25 -.49* -.62* .28 UAI (-) .39 
Info travel  .19 -.46  .17 -.25 -.52* .36 none 
El. newspaper  .19 -.41 -.03 -.60* -.35 .19 MAS (-) .36 
E-mail access  .12 -.43  .14 -.74*** -.61* .23 MAS (-) .54 PDI (-) .75 
Home banking  .05 -.30  .16 -.65** -.54* .20 MAS (-) .42 
EB52, Info EU  .25 -.46  .31 -.73*** -.59* .21 MAS (-) .54 PDI (-) .78 
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Table A.98. CVs usage of the Internet 1997-1999 (EMS), Europe 15  
Usage for 1997 1999  
Business, daily/almost daily 1.28 .55 
Business, at least once a week .57 .48 
Business a few times a month .55 .42 
Education, daily/almost daily .35 .32 
Education, a few times a week .31 .29 
Education, a few times a month .34 .29 
E-mail, daily/almost daily .43 .40 
E-mail, a few times a week .41 .34 
E-mail, a few times a month .42 .32 
Leisure, daily/almost daily .45 .40 
Leisure, a few times a week .50 .40 
Leisure, a few times a month .45 .37 
Purchasing goods daily/almost daily  .95 
Purchasing goods at least once a week  .69 
Purchasing goods at least once a month  .54 
Use of Internet for three purposes .40 .36 
Use of Internet for at least one purpose daily .42 .41 
 
Table A.99. Use of the Internet for business, Europe 15: Income and cultural variables  
 INC PDI IDV MAS UAI LTO PCs97 Pred 1 R2  Pred 2 R2  
Use daily/almost daily 
1997   .28 -.64*** -.06  .33 -.13  .10 .13 PDI (-) .41 UAI .72 
1999  .46* -.70***  .56* -.13 -.87*** -.15 .78*** UAI (-) .76 
Use at least once a week/a few times a week 
1997  .50* -.65*** .52* -.46* -.78***   0 .83*** UAI (-) .61 
1999  .44* -.77*** .44* -.42 -.86*** -.03 .85*** UAI (-)  .75 
Use at least once per month/a few times a month 
1997  .42 -.68*** .47* -.39 -.75*** -.21 .77*** UAI (-) .56 
1999  .33 -.77*** .44* -.41 -.80*** -.16 .69*** UAI (-) .64 
 
Table A.100. Use of the Internet for education, Europe 15: Income and cultural variables  
 INC PDI IDV MAS UAI LTO PCs97 Pred 1 R2   
Use daily/almost daily 
1997 -.03 -.04 -.11 -.63*** -.17 -.18 .42 MAS (-) .39 
1999  .07 -.39  .06 -.45* -.72*** -.18 .57* UAI (-) .31 
Use at least once a week/a few times a week 
1997  .36 -.49* .30 -.40 -.65*** -.14 .75*** UAI (-) .43 
1999  .33 -.48* .23 -.44* -.72*** -.18 .77*** UAI (-) .52 
Use at least once per month/a few times a month 
1997  .49* -.32 .37 -.13 -.47* -.12 .79*** None 
1999  .35 -.52* .46* -.16 -.70***  .23 .57* UAI (-) .49 
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Table A.101. Use of the Internet for e-mail, Europe 15: Income and cultural variables  
 INC PDI IDV MAS UAI LTO PCs97 Pred 1 R2  Pred 2 R2 
Use daily/almost daily 
1997  .45* -.43  .51* -.47* -.70*** -.07 .82*** UAI (-) .49 
1999  .45* -.53*  .46* -.54* -.79*** -.24 .86*** UAI (-) .62 MAS (-) .75 
        Pred. 3:  INC .83 
Use at least once a week/a few times a week 
1997  .40 -.49* .45* -.42 -.70*** -.10 .78*** UAI (-) .49 
1999  .17 -.49* .37 -.37 -.75***  .20 .66*** UAI (-) .56 
Use at least once per month/a few times a month 
1997  .50* -.56* .48* -.53* -.71*** -.18 .81*** UAI (-) .51 
1999  .45* -.75*** .45* -.42 -.88*** -.27 .83*** UAI (-) .78 
 
Table A.102. Use of the Internet for leisure, Europe 15: Income and cultural variables  
 INC PDI IDV MAS UAI LTO PCs97 Pred 1 R2  Pred 2 R2 
Use daily/almost daily 
1997  .10 -.30  .18 -.75*** -.54*   0 .66*** MAS (-) .57 UAI (-) .71 
1999  .14 -.42  .15 -.67*** -.66*** -.05 .67*** MAS (-) .45 UAI (-) .71 
Use at least once a week/a few times a week 
1997  .43 -.58* .40 -.47* -.73*** -.13 .83*** UAI (-) .53 
1999  .26 -.57* .28 -.68*** -.81*** -.14 .77*** UAI (-) .65 MAS (-) .89 
Use at least once per month/a few times a month 
1997  .19 -.42 .05 -.64*** -.48* -.45* .58* MAS (-) .40 PDI (-) .58 
        Pred. 3:  LTO (-) .73 
1999  .26 -.69*** .27 -.43 -.81*** -.35 .75*** UAI (-) .66 
 
Table A.103. Use of the Internet for purchases (e-commerce), Europe 15: Income and culture 
 INC PDI IDV MAS UAI LTO PCs97 Predictor R2   
Use daily/almost daily 
1999 -.32 -.14 -.07  .02 -.22 -.14  .0 None  
Use at least once a week/a few times a week 
1999  .58* -.44 .24 -.17 -.48* -.40 .64*** INC .34 
Use at least once per month/a few times a month 
1999  .45* -.64*** .35 -.06 -.62** -.44 .60** PDI (-) .41 
 
Table A.104. Heavy use of the Internet, Europe 15: Income and cultural variables  
 INC PDI IDV MAS UAI LTO PCs97 Pred 1 R2  Pred 2 R2 
97 3 purp  .39 -.58* .34 -.53* -.72*** -.19 .85*** UAI (-) .52 
99 3 purp  .35 -.67*** .32 -.54* -.83*** -.17 .86*** UAI (-) .68 MAS (-) .80 
97 dly,1 p .38 -.43 .42 -.53* -.69*** -.10 .81*** UAI (-) .47 
99 dly,1 p  .28 -.63** .31 -.55* -.86*** -.20 .79*** UAI (-) .73 MAS (-) .85 
 
 
A5.3. Consumer electronics: Audio 
 
Reader’s Digest Survey 1991: percent households with..: hi-fi system; CD player; Personal 
Stereo. Euromonitor 1997: 1996 sales in units per capita: Personal stereo. EMS 1995, 1997, 
1999: Which of the following items do you or other family members of your household 
personally own? Percents Hi-fi system; CD player; Mini disc player. 
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Table A.105.CVs Audio, Europe15      
   1991 1995 1996 1997 1999   
CD player  .52 .25  .18 .14 
Hi-fi system  .28 .09  .08 .08 
Personal stereo  .30  .36 
Mini disc player   .43  .43 .33 
 
Table A.106. Consumer electronics, Audio. Europe 15: Income and cultural variables  
 INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2   R2  
Hi-fi system 
1991 .56* -.35 .63** -.35 -.52* -.02 IDV .40 
1995 .46*  .03 .31  .43  .16 -.03 None 
1997 .29 -.01 .45*  .45*  .03 -.03 None 
1999 .12  .12 .20  .59*  .26 -.12 MAS .35 
CD player 
1991 .16  .25 .20  .33  .00 -.19 None 
1995 .43 -.13 .75*** -.47* -.47* -.07 IDV .56 MAS (-) .82 
1997 .30 -.04 .45* -.78*** -.42 -.28 MAS (-) .60 IDV .84 
1999 .61** -.27 .43ns -.65*** -.51* -.37 MAS (-) .42 INC .73 
Personal stereo/Mini disc player 
1991 (p.st) .54* -.44* .56* -.38 -.65*** -.17 UAI (-) .42 
1995 (md) .14 -.55* .45*  .43 -.53*  .04 PDI (-) .30 
1996 .29 -.48* .48*  .05 -.63** -.01 UAI (-) .40 
1997 .44* -.58* .15 -.35 -.52* -.56* PDI (-) .33 LTO (-) .61 
1999 .53* -.63** .17 -.07 -.40 -.47* PDI (-) .40 LTO (-) .58 
 
 
A5.4. Household appliances 
 
Reader’s Digest Survey 1970: “percent households with..” and “use among all women” 
Deep Freezer; Electric dishwasher; Electric hair dryer. 
Reader’s Digest Survey 1991: Percent of all households with..” or “all women using 
today”: Electric dishwasher; Deep Freezer; Microwave oven; Food processor; Electric hair 
dryer. 
Euromonitor 1997: 1996 sales in value per capita: Food processor; Electrical iron; Electric 
hair dryer (units /cap) 
EMS 1997, 1999: Which of the following items do you or other family members of your 
household personally own? Percent Separate Deep Freezer (97); Electric dishwasher 
(1997 and 1999); Food processor (1997); Microwave oven (1997 and 1999). 
 
Table A.107. CVs Electrical appliances, Europe15  
 1970 1991 1996 1997 1999 
Electric Dishwasher  .90 .46  .17 .16 
Deep Freezer 1.05 .42  .20 
Food processor  .54 .71 .33 
Microwave oven  .61  .24 .21 
Electric iron   .30 
Electric hair dryer  .45 .11 .52 
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Table A.108. Household appliances, Europe 15: Income and cultural variables.  
 INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2   R2  
Electric dishwasher 
1970  .70*** -.13  .31  .02 -.27  .08 INC .49 
1991  .73*** -.31  .09 -.21 -.17 -.37 INC .53 
1997  .68*** -.38 -.11 -.30 -.12 -.49* INC .46 IDV (-) .64 
1999  .65*** -.36 -.19 -.28 -.08 -.43 INC .42 IDV (-) .71 
Deep Freezer 
1970  .64** -.41 -.08 -.64** -.46* -.13 INC .41 
1991  .62** -.31  .28 -.54* -.36 -.38 INC .38 MAS (-) .62 
1997  .44ns -.11  .07 -.58* -.14 -.30 MAS (-) .34 
Electric hair dryer  
1970  .70*** -.27  .56  .14 -.36  .08 INC .49 
1991  .52* -.25  .60**  .21 -.47* -.25 IDV .36 
1996  .30 -.37  .26  .52* -.26 -.12 MAS .27 
 
Ownership of food processors and microwave ovens is not culture-bound. There is no 
correlation with income either (data 1991, 1997, 1999). Unit sales of food processors as 
measured by Euromonitor for 1996 correlate negatively with IDV and positively with 
LTO: IDV (-), r = -.63**; LTO, r = .46*. Predictors are (1) IDV (-), R2 = .39; (2) MAS, 
R2 = .58; (3) LTO, R2 = .72. Sales of electric irons of 1996 correlates with MAS: r = 
.71***, predictor is MAS, R2 = .51 
 
 
A6. PERSONAL AND HOUSEHOLD CLEANING PRODUCTS 
 
The categories covered in this section are: (1) Personal products, such as watches and 
cameras; (2) Personal care products such as cosmetics, perfume and toothpaste; (3) 
household products: soaps and cleaning products. 
 
 
A6.1. Personal and luxury products 
 
Watches and cameras: data only available for Europe. 
 
 
A6.1.1. Watches, Europe 
 
Reader’s Digest surveys: 1970: percent adults buying wrist watch in past 5 years; price 
paid for wrist watch less than £ 5; price paid over £20; 1991: spent more than $300 on 
wristwatch in last 2 years. 
EMS 1995, 1997, and 1999: Main watch value under £100: Main watch value over 
£1,000; Number of watches in use (1, 2, 3, 4+) Questions: “How many watches do you 
have that you wear these days?”; Main watch is: Rolex; Seiko; Swatch; Omega 
Euromonitor 1997: Watches (in units) sold 1996 
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Table A.109. CVs Sales and Value of main watch 1970-1999, Europe 15  
  1970 1991 1995 1997 1999  
Bought wrist watch .19 
Units sold (1996)    .26 
Price 
Less than £5 .57 
Over £20 .59 
Over $300  .70 
Under £100   .18 .17 .17 
Over £1,000   .81 .80 .70 
 
Table A.110. Watches, units bought/sold and value, Europe 15: Income and cultural variables  
 INC PDI IDV MAS UAI LTO Pred. 1   R2 Pred. 2  R2    Pred. 3 R2 
Bought watch70  .75*** -.14  .50* -.37 -.43 -.14 INC  .57 
Units sold 96 -.26  .12 -.58*  .32  .33 -.08 IDV (-) .33 
Price 
Less than £5-70 -.39  .02 -.13  .20 -.04  .08 None 
Over £20-70  .59** -.06  .18  .02 -.03  .11 INC  .35 
Over $300-91  .43ns  .06  .05  .39  .31 -.06 None 
Under £100-95 -.70***  .36 -.23 -.50*  .01  .27 INC (-) .49 MAS (-) .74 
Under £100-97 -.71***  .54* -.25 -.47*  .19  .29 INC (-) .50 MAS (-) .76 
Under £100-99 -.58*  .66*** -.15 -.46*  .32  .22 PDI  .43 MAS (-) .64 INC (-) .76 
Over £1,000-95  .38  .02  .23  .56*  .12  .12 MAS  .32 
Over £1,000-97  .44ns  .07  .22  .56*  .18 -.01 MAS  .31 INC .53 
Over £1,000-99  .33  .03  .24  .53*  .14  .05 MAS  .29 
 
Table A.111. CVs Number of watches in use, Europe 15  
 1995 1997 1999 
One watch .20 .23 .21 
Two watches .12 .11 .11 
Three watches .42 .29 .29 
Four + watches .68 .56 .55 
 
Table A.112. Number of watches in use, Europe 15: Income and cultural variables  
 INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 
1995 
One -.06 -.16  .29 -.51* -.48* -.42 None 
Two -.39  .22  .30 -.21 -.23  .46* None 
Three  -.03 -.16 -.42  .29  .21  .22 None 
Four plus  .21  .09 -.36  .53*  .44*  .22 MAS .28 
1997 
One  .06 -.15  .29 -.44* -.47* -.59* LTO (-) .34 
Two -.33 -.03  .03 -.01  .02  .73*** LTO .54 
Three  -.08  .08 -.50*  .17  .30  .32 None 
Four plus -.01  .28 -.47*  .47*  .62**  .17 UAI .38 
1999 
One  .25 -.01  .46* -.41 -.36 -.60** LTO (-) .37 
Two -.27 -.18 -.01 -.15 -.13  .66*** LTO .44 
Three  -.21 -.01 -.55*  .21  .24  .44* IDV (-) .31 
Four plus -.22  .05 -.60**  .50*  .52*  .37 IDV (-) .36 MAS .65 
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Table A.113. CVs Four brands of wrist watches (main watch)  
 Rolex Seiko Swatch Omega 
1995 .77 .47 .89 .54 
1997 .59 .48 .93 .43 
 
Table A.114. Watches, the meaning of brands in Europe: Income and cultural variables  
 INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 
Rolex 95 -.28  .19  .26  .37  .04  .13 None 
Rolex 97 -.08 -.08  .47*  .38 -.24  .10 None 
Seiko 95 -.26 -.46*  .30 -.38 -.66***  .05 UAI (-) .44 INC (-) .67 
Seiko 97 -.08 -.35  .23 -.61** -.50* -.20 MAS (-) .38 
Swatch 95  .47* -.09  .06  .75***  .24  .06 MAS .56 INC .78 
Swatch 97  .40 -.12  .02  .69***  .25  .05 MAS .47 INC .66 
Omega 95  .19  .26 -.59*  .11  .50* -.01 IDV (-) .34 INC .55 
Omega 97  .05  .14 -.39 -.04  .14  .40 None 
 
 
A6.1.2. Cameras, Europe 
 
Reader’s Digest Surveys (1970, 1991): “Household has...” and EMS (1995, 1997, 1999): 
“Which of the following items do you or other members of your household personally 
own?” Still camera or camera in household; Number of cameras: 1, 2 or 3; Compact 
camera less than £100; Compact camera over £100; 35 mm camera or 35 mm SLR camera; 
Polaroid camera or Instant picture camera; 6 or more films used last 12 months. 
 
Table A.115. CVs Ownership of cameras and films used, Europe. Con/divergence means per year  
  1970 1991 1995 1997 1999 Convergence Divergence  
Camera owned .34 .19  .14 .09  2.54 
One camera   .09 .12 .10    2.50 
Two cameras   .15 .25 .19    5.26 
Three cameras   .30 .32 .33    2.27 
Compact camera £100-   .34 .33 .24  7.35 
Compact camera £100+  .20 .21 .19  1.25 
35 mm (SLR) camera .57  .48 .27 .25  1.94 
Polaroid camera .59 .48 .56 .39 .41  1.05 
6+ films used   .36 .13 .12 .12  7.40 
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Table A.116. Cameras, Europe 15: Income and cultural variables.     
 INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2  Pred. 3 R2 

Camera in household, personally owned 
1970  .84*** -.49*  .59* -.23 -.55* -.18 INC .70 
1991  .76*** -.35  .75*** -.38 -.63** -.26 INC .58 IDV .82 MAS (-) .95 
1997  .51* -.47*  .81***  .06 -.62** -.09 IDV .66 
1999  .48* -.48*  .69***  .11 -.60** -.23 IDV .47 
One camera 
1995 -.38 -.01 -.16 -.36 -.19  .31 None 
1997  .20 -.24  .68*** -.26 -.44* -.03 IDV .46 
1999 -.14  .06  .32 -.27 -.18 -.06 None 
Two cameras 
1995  .32  .10  .12 -.36  .07 -.50* None 
1997  .63** -.45*  .65*** .20 -.54* -.11 IDV .42 
1999  .60** -.53*  .52* .20 -.56* -.16 INC .36 
Three cameras 
1995  .01  .15  .05  .25  .12  .14 None 
1997  .21 -.48*  .42  .40 -.43 -.00 None 
1999  .44* -.44ns  .28  .31 -.27 -.26 None 
Compact camera £100- 
1995 -.07 -.25  .61**  .01 -.58*  .10 IDV .38 
1997  .01 -.26  .61** -.03 -.62**  .15 UAI (-) .38 
1999 -.06 -.30  .50* -.05 -.65***  .07 UAI (-) .42 
Compact camera £100+ 
1995  .76*** -.21  .28 -.35 -.13 -.30 INC .57 MAS (-) .70 
1997  .75*** -.71***  .38 -.23 -.52* -.23 INC .56 PDI (-) .74 
1999  .71*** -.80***  .21 -.09 -.54* -.35 PDI (-) .64 INC .78 
35 (SLR) mm camera 
1970  .48* -.32  .03  .23  -.11 -.02 None 
1995  .43 -.72***  .25  .13 -.48*  .06 PDI (-) .51 
1997  .67*** -.44*  .61**  .28 -.35 -.21 INC .45 
1999  .66*** -.44ns  .56*  .29 -.29 -.22 INC .43 
Polaroid camera 
1970  .47* -.29  .47*  .03 -.37 -.33 None 
1991  .08  .13  .47*  .55*  .11 -.17 MAS .30 
1995  .20 -.02 -.07  .63**  .24  .05 MAS .40  
1997  .08  .26 -.12  .50*  .46*  .07 None 
1999  .12  .10 -.18  .51*  .38  .03 None 
 
Table A.117. Films, 6+ used last 12 months, Europe: Income and cultural variables     
 INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2  Pred. 3 R2 
1991  .74*** -.21  .48*  .15 -.26 -.18 INC .55 
1995  .05  .29  .00  .61**  .39 -.27 MAS .37 
1997  .41 -.07  .20  .50*  .08 -.59** LTO (-) .35 MAS .64 
1999  .65*** -.20  .35  .54*  .01 -.54* INC .42 MAS .78 LTO (-) .86 
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A6.2. Personal products 
 
In this category are included a number of personal care products: OTC health care, real 
jewelry, cigarettes, and pet foods. 
 
 
A6.2.1. Personal products, comparison by country group 
 
Data are from Euromonitor report 1997, all data of 1996 
 
1. Personal care products1 
 All perfume and fragrances, value/capita (worldwide 38 countries) 
 Women’s fragrances, value/capita (worldwide 38 countries) 
 All color cosmetics, value/capita (worldwide 38 countries) 
 All skin care products, value/capita (worldwide 38 countries) 
 All hair care products, value/capita (worldwide 38 countries) 
 All bath and shower products, value/capita (worldwide 38 countries) 
 Toilet soaps, value/capita (worldwide 36 countries) 
 Toothpaste, value/capita (worldwide 36 countries) 
2. Miscellaneous 
 All OTC health care products, value/capita (worldwide 38 countries) 
 Real jewelry, value/capita (worldwide 24 countries) 
 Cigarettes, units/capita (worldwide 39 countries) 
 Pet foods, kg/capita (worldwide 32 countries) 
 
Table A.118. CVs Personal products, three country clusters  
 Worldwide Developed Europe 15  
All perfume and fragrances .82 .57 .45 
Women’s fragrances .84 .59 .56 
All color cosmetics .85 .60 .33 
All skin care products .84 .58 .43 
All hair care products .66 .37 .30 
All bath and shower products .60 .48 .37 
Toilet soaps .63 .57 .60 
Toothpaste .61 .45 .35  
Average .73 .53 .42  
All OTC health care products .95 .57 .44 
Real jewelry .72 .66 .66 
Cigarettes .52 .37 .31 
Pet foods 1.01 .74 .54  
Average .80 .59 .49 

                                                      
1 Euromonitor provides data for maximum 39 countries of the group worldwide 44. Lacking data 
are for: Costa Rica, El Salvador, Pakistan, Panama and Urugay. Additional N/A data are for Israel 
for all personal care products. Additional lacking data are the following: toothpaste: Chile, 
Malaysia and Turkey, while for this category Israel data are available. For real jewelry, in addition 
to Europe 15 and Greece, data are available only for Canada, Israel, Japan, Mexico, New Zealand, 
South Africa, Thailand and USA. Data lacking for petfoods are for: Australia, Ecuador, India, 
Indonesia, Israel, Japan, New Zealand, Peru, South Africa and Turkey. Because data are lacking 
for some countries in some product categories, the group developed 26 varies between 26 and 24 
countries. 
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Table A.119. Personal care products: Income and cultural variables.     
 INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 
Worldwide 
All perfume  .66*** -.57***  .56*** -.04 -.06 -.53 INC .44 
Wm fragr.  .63*** -.51***  .50***  .04 -.05 -.44* INC .40 
Color cosm.  .76*** -.36*  .39**  .08 -.33*  .05 INC .58 
Skin care  .82*** -.47***  .57*** -.16 -.02 -.46** INC .68 
Hair care  .87*** -.67***  .69*** -.14 -.10 -.40* INC .75 IDV .78 
Bath & sh.  .77*** -.40**  .37*  .03  .07 -.15 INC .60 UAI .66 
Toothpaste  .75*** -.65***  .63*** -.39** -.38* -.47** INC .56 MAS (-) .67 
Developed 
All perfume  .41* -.33  .38* -.01 -.11 -.44* INC .17  
Wm fragr.  .37* -.23  .26  .09 -.07 -.33 None 
Color cosm.  .60***  .02  .03  .12 -.43*  .29 INC .36 
Skin care  .69*** -.13  .38* -.21  .00 -.35 INC .47 
Hair care  .71*** -.39*  .50*** -.20 -.18 -.26 INC .51 
Bath & sh.  .77*** -.18  .18  .14  .06  .02 INC .59 UAI .70 
Toothpaste  .59*** -.47**  .51*** -.42* -.58*** -.43* INC .35 MAS (-) .55 
       Pred. 3  UAI (-) .63 
Europe 15 
All perfume  .37 -.16  .15  .34  .08 -.16 None 
Wm fragr.  .33 -.13  .07  .39  .17 -.19 None 
Color cosm.  .64*** -.37  .41  .14 -.33 -.51* INC .41 
Skin care  .64***  .12  .39 -.23 -.08 -.55* INC .41 
Hair care  .59* -.17  .31 -.39 -.26 -.41 INC .35 
Bath & sh.  .71*** -.07  .07  .08 -.02 -.24 INC .50 
Toothpaste  .60** -.56*  .30 -.41 -.71*** -.26 UAI (-) .51 INC .68 
 
Table A.120. Miscellaneous personal products, three country clusters: Income and culture  
 INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 
Worldwide 
OTC hlth care .85*** -.70***  .68*** -.04 -.16 -.36* INC .72 PDI (-) .77 
Real jewelry  .34ns -.00 -.04  .44*  .29  .46* MAS .20 
Cigarettes  .58*** -.31*  .44***  .28*  .23 -.14 INC .34 UAI .47 
Pet foods  .38* -.34  .59*** -.07 -.17 -.35 ns IDV .35 
Developed 
OTC hlthc  .68*** -.51***  .49** -.07 -.21 -.21 INC .46 
Real jewelry  .25  .15 -.12  .61*** .33  .45* MAS .37 
Cigarettes  .23  .13  .15  .52*** .38*  .14 MAS .28 
Pet foods  .47* -.32  .77***  .19 -.38* -.28 IDV .59 
Europe 15 
OTC hlthc.  .58* -.35  .24  .07 -.20 -.13 INC .33 
Real jewelry  .18 -.00  .39  .51*  .03 -.10 None 
Cigarettes -.06  .43 -.19  .67*** .47* -.01 MAS .45 PDI .64 
Pet foods  .21 -.00  .72***  .31 -.28 -.15 IDV .51 
 
 
A6.2.2. Personal care products, Europe 
 
Reader’s Digest Surveys 1970 and 1991: “women or men who have in use now”, among 
all men or all women. Euromonitor 1997: sales in volume or value per capita. Product 
categories are the following. 
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Skin care: Skin foods, moisturizing cream 1970: Facial moisturizing cream 1991; Body 
preps, creams 1991; All skin care products, value/capita 1996; Medicated skin care, 
value/capita 1996 
 
Cosmetics: Lipstick 1970; Lipstick, lip gloss 1991; Lip products, value/capita 1996; All 
color cosmetics, value/capita 1996; Eye pencil, mascara 1970; Eye pencil, mascara 1991; 
Eye make up, value/capita 1996; Face powder, 1970; Face powder, 1991; Rouge, blusher 
1991; Make up liquid 1970; Face cleaner 1991; All cosmetics and toiletries 1996 
 
Hair care1 
Visit hair dresser at least once a month 1970; All hair care, value/capita 1996; Shampoo 
in use, men 1970; Shampoo in use, women 1970; Shampoo, kg/capita 1996; Hair 
colorants 1970; Hair colorants 1991; Hair setting lotion 1970; Hair mousse, gel 1991; 
Hair conditioner 1991; Hair spray 1970; Hair spray 1991 
 
Toothpaste2 
Toothpaste in use by men 1970; Toothpaste in use by women 1970; Toothpaste, 
value/capita 1996 
 
Deodorants: Deodorants, women 1970; Deodorants men 1970; Deodorants women 1991; 
Deodorants men 1991; Deodorants, value/capita 1996 
 
Men’s shaving products: Dry only shavers 1970; Electric shavers 1991; Wet only shavers 
1970; Wet shavers 1991; Shaving lotion 1970; Shaving lotion 1991; Men’s shaving 
products, value/capita 1996 
 
Table A.121. CVs Skin care products and Cosmetics. Europe 15   
  1970 1991 1996 
Skin care  
Skin foods, moisturizing cream .34 
Facial moisturizing cream  .24 
Body preps, creams  .16 
All skin care products, value/capita    .43 
Medicated skin care, value/capita    .63 
Cosmetics 
Lipstick, gloss .24 .16 
Lip products, value/capita    .40 
All color cosmetics, value/capita    .33 
Eye pencil, mascara  .32 .16 
Eye make up, value/capita    .38 
Face powder .18 .31 
Make up liquid .47 
Rouge, highlighter, blusher  .23 
Face cleaner  .17 
All cosmetics and toiletries   .24 

                                                      
1  Reader’s Digest Eurodata 1991 includes no data on shampoo. The assumption may have been 
that at that time there was 100% penetration. 
2 Reader’s Digest Eurodata 1991 does not include data on toothpaste. As for shampoo, 100% 
penetration may be assumed. 
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Table A.122. Skin products and cosmetics, Europe 15: Income and cultural variables 
 INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 

Skin care 
Moist. cream 70  .71*** -.25  .57* -.48* -.56* -.20 INC .50 
Moist. cream 91  .76*** -.61**  .59* -.26 -.75*** -.45* INC .58 UAI (-) .82 
       Pred. 3:  LTO (-) .89 
Body creams 91  .53* -.47*  .56* -.56* -.84*** -.27 UAI (-) .70 MAS (-) .84 
All skin care 96  .64***  .12  .39 -.23 -.08 -.59** INC .41 
Med skin cre 96  .67*** -.07  .02  .27  .09 -.32 INC .45 
Cosmetics 
Lipstick 70  .59* -.27  .65*** -.34 -.69*** -.07 UAI (-) .48 PDI  .65 
Lipstick 91  .35 -.60**  .71*** -.20 -.90*** -.02 UAI (-) .82 
Lip products 96  .73*** -.29  .38 -.03 -.32 -.66*** INC .53 LTO (-) .70 
All color cos 96  .64*** -.37  .41  .14 -.33 -.50* INC .41 
Eye cosm 70  .61** -.50*  .49* -.29 -.72***  .07 UAI (-) .52 
Eye cosm 91  .30 -.34  .63** -.37 -.63***  .32 UAI (-) .40 
Eye cosm 96  .48* -.55*  .37 -.01 -.48* -.26 PDI (-) .31 
Face powder 70  .35 -.09  .60** -.31 -.58* -.25 IDV .36 
Face powder 91 -.32 -.19  .07 -.07 -.23  .16 None 
Rouge, blush 91  .18 -.34  .71*** -.08 -.53*  .12 IDV .50 
Make up liq 70  .30 -.21  .70*** -.10 -.69*** -.05 IDV .48 
Face cleaner 91  .51* -.41  .70*** -.03 -.73*** -.40 UAI (-) .54 
All cosm/tltr 96  .84*** -.24  .48* -.05 -.30 -.53* INC .71 
 
Table A.123. CVs Hair care, Toothpaste and Deodorants  
 1970 1991 1996 
Hair care  
Visit hair dresser at least once a month .28 
All hair care, value/capita   .30 
Shampoo in use, men  .30 
Shampoo in use, women  .21 
Shampoo, kg/capita    .22 
Hair colorants 1970 .34 .27 
Hair setting lotion/ mousse, gel .59 .37 
Hair conditioner  .44 
Hair spray  .22 .19 
Toothpaste 
Toothpaste in use by men  .12 
Toothpaste in use by women  .08 
Toothpaste, value/capita    .35 
Deodorants 
Deodorants, women   .27 .16 
Deodorants men   .46 .24 
Deodorants, value/capita      .43 
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Table A.124. Hair care, toothpaste, and deodorants, Europe: Income and cultural variables.  
 INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 

Hair care 
Visit hair dr.70  .13 -.10 .22  .53* -.07  .21 MAS .28 
All hair care 96  .59** -.17 .31 -.39 -.26 -.45* INC .35 
Shamp men 70  .69*** -.37 .59** -.02 -.53*  .18 INC .47 
Shamp wmn 70  .68*** -.45* .72*** -.13 -.66*** -.04 IDV .52 
Shamp vol 96 -.19  .18 .02 -.62** -.02  .24 MAS (-) .39 
Hair col 70  .65*** -.22 .56* -.21 -.56* -.17 INC .43 
Hair col 91  .09 -.22 .56*  .29 -.21  .05 IDV .31 
Hair lotion 70  .71*** -.58* .38 -.23 -.51*  .27 INC .50 PDI (-) .65 
        Pred. 3:  LTO .79 
Hair mousse 91  .21 -.41 .20 -.23 -.46*  .18 None 
Hair cond 91  .41 -.69*** .51* -.16 -.83*** -.17 UAI (-) .69 
Hair spray 70  .84*** -.29 .40 -.11 -.31  .00 INC .71 
Hair spray 91  .28 -.27 .57*  .51* -.18  .09 IDV .33 MAS .56 
Toothpaste 
Toothp men 70  .73*** -.47* .25 -.09 -.46*  .03 INC .54 
Toothp wmn 70  .67*** -.48* .16 -.24 -.47* -.11 INC .45 
Toothpaste 96  .60** -.56* .31 -.41 -.71*** -.26 UAI (-) .51 INC .67 
Deodorants 
Deo women 70  .54* -.46* .46* -.59* -.74*** -.17 UAI (-) .55 MAS (-) .73 
Deo men 70  .60** -.43 .17 -.72*** -.58* -.17 MAS (-) .52 PDI (-) .71 
Deo women 91  .53* -.47* .56* -.56* -.84*** -.27 UAI (-) .70 MAS (-) .84 
Deo men 91  .41 -.27 .17 -.64*** -.60** -.27 MAS (-) .42 UAI (-) .62 
Deo val/cap96  .68*** -.40 .54* -.35 -.64*** -.48* INC .46 UAI (-) .66 
 
Table A.125. CVs Men’s shaving products. Europe 15    
  1970 1991 1996 
Dry shavers  .38 .32 
Wet shavers .47 .28 
Shaving lotion .26 .47 
Men’s shaving products, value/capita    .44 
 
Table A.126. Men’s shaving products, Europe: Income and cultural variables.    
 INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 

Dry shavers 70  .66*** -.45*  .28 -.38 -.32 -.17 INC .44 
Electric shavers 91  .71*** -.51*  .36 -.40 -.43 -.07 INC .50 
Wet shavers 70 -.69***  .41 -.28  .38  .33  .03 INC (-) .48 
Wet shavers 91 -.67***  .47* -.28  .31  .34  .15 INC (-) .45 
Shaving lotion 70  .64*** -.63**  .41 -.34 -.62**  .15 INC .40 PDI (-) .61 
Shaving lotion 91  .33  .19  .11  .24  .23  .06 None 
Shaving products 96  .45* -.14  .48*  .08 -.33  .07 None 
 
 
A6.3. Luxury products 
 
EMS99 data on (1) Ownership luxury articles: Jewelry over £500; Suit or dress over 
£500; Briefcase or handbag over £200; Shoes over £100; “Don’t know”: this answer 
represents who actually don’t know or don’t care if they own expensive products or 
brands. (2) Annual spending on perfumes, skin care, cosmetics, for oneself or as a gift. 
Less than £20; Between £50 and £99; Between £100and £249; Never buy. 
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Table A.127. CVs Luxury articles, Europe 15 (EMS99)  
Ownership 
Jewelry over £500 .47 
Suit or dress over £500 .59 
Briefcase or handbag over £200 .49 
Shoes over £100 .33 
Average .47 
Annual spending on perfumes 
Less than £20 .41 
Between £50 and £99 .21 
Between £100and £249 .34 
Never buy .23 
Annual spending on cosmetics 
Less than £20 .26 
Between £50 and £99 .28 
Between £100and £249 .39 
Never buy .20 
Annual spending on skin care 
Less than £20 .14 
Between £50 and £99 .22 
Between £100and £249 .38 
Never buy .39 
 
Table A.128. Luxury articles, Europe 15 (EMS99): Income and cultural variables.  
 INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 

Ownership 
Jewelry £500+ -.10 -.12 -.39  .49*  .19  .17 None 
Suit/dr £500+  .01 -.10 -.12  .68***  .28  .24 MAS .46 
Briefcase £200+ -.04  .12 -.20  .52*  .36  .24 MAS .27 
Shoes £100+  .69*** -.65***  .15  .23 -.40 -.10 INC .47 
Don’t know -.26  .28  .09 -.49* -.06 -.09 None 
Annual spending on perfumes 
Less than £20  .25 -.45*  .07 -.26 -.43  .34 None 
£50 to £99 -.16  .36 -.32  .37  .34 -.43 None 
£100 to £249 -.02 -.18 -.15 -.10 -.22 -.46* None 
Never buy  .05 -.24  .50*  .07 -.24  .47* None 
Annual spending on cosmetics 
Less than £20  .41 -.12  .30 -.37 -.29  .21 None 
£50 to £99 -.01 -.16 -.70  .19  .26 -.34 IDV (-) .49 LTO (-) .66 
£100 to £249 -.01 -.24 -.52*  .40  .15 -.22 IDV (-) .28 
Never buy -.08  .14  .63**  .11 -.11 -.06 IDV  .39 
Annual spending on skin care 
Less than £20  .39 -.19 -.03 -.47* -.23 -.05 None 
£50 to £99  .26 -.23 -.60** -.09  .08 -.34 IDV (-) .36 
£100 to £249 -.26 -.32 -.52*  .29  .04 -.05 IDV (-) .27 
Never buy -.03  .12  .68***  .16 -.18  .42 IDV .46 LTO .70 
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A6.4. Household products 
 
Euromonitor: (1) All household cleaning products in value/capita; (2) All soaps and 
detergents in kg/capita; (3) All disposable paper products, in value/capita. 
 
Table A.129. CVs Household products, three country clusters  
  Worldwide Developed 26 Europe 15 
Household cleaning products .54 .32 .20 
Soaps & detergents .40 .35 .33 
Disposable paper products .60 .42 .20 
 
Table A.130. Household products, three country clusters: Income and cultural variables 
 INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 
Worldwide (29-35 countries, LTO = 22 countries) 
Hsh cl prods (35 ctr)  .73*** -.43***  .59*** -.06 -.12 -.43* INC .54 
Soaps & det (24 ctr) -.02  .13 -.00  .07  .29 -.00 None 
Disp prods (29 ctrs)  .77*** -.55***  .61***  .07 -.26  .38* INC .59 
Developed 26 (LTO = 22 countries) 
Hsh cl prods  .41*  .03  .26 -.12 -.06 -.35 INC .17 
Soaps & det. -.22  .38  .01  .04  .49* -.14 UAI .24  
Disp prods  .58*** -.26  .29  .13 -.11  .74*** INC .34 
Europe 15 
Hsh cl prods -.23  .73*** -.32  .05  .62** -.38 PDI .53 LTO (-) .70 
Soaps & det. -.43  .68*** -.20  .13  .60** -.57 PDI .46 
Disp prods  .26 -.43  .61** -.36 -.66***  .19 UAI (-) .43 
 
The following findings apply when LTO is included in regression analysis: Worldwide: 
Disposables (LTO = 21): Pred. 1 INC (R2 = .34); Pred. 2 LTO (R2 = .53). Developed 26: 
Disposables (LTO = 20): Pred. 1 is LTO (R2 = .55); Pred. 2 is INC (R2 = .68) 
 
 
A7. FINANCE 
 
Finance includes (1) credit cards and (2) insurance and investments. Data are available for 
Europe only. Reader’s Digest Surveys 1970 and 1991 and EMS 1995/1997/1999 
Reader’s Digest: “in household”. EMS: “personally owned”. 
 
 
A7.1. Credit cards 
 
1970: Household with credit card; 1991: Direct debit card; 1991: Auto cash dispenser; 
1997/99 Has credit card; 1997/99: Corporate credit card; 1997/99: Private credit card; 
1995/1997/1999: Credit card usage: “daily, almost daily”; “once a week or more”; “a few 
times a month”; “approximately once a month”; “ less often”. 
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Table A.131. CVs Credit cards: ownership and usage in Europe  
 1970 1991 1995 1997 1999 
Ownership  
Household with credit card 1.08 
Direct debit card  .68 
Auto cash dispenser  .36 
Has credit card    .13 .13 
Corporate credit card    .33 .34 
Private credit card    .14 .13 
Usage 
Daily/almost daily   .76 .78 .71 
Once a week or more   .29 .27 .27 
A few times a month   .36 .27 .29 
Approximately once a month   .38 .51 .51 
Less often   .36 .43 .34 
 
Table A.132. Credit cards, Europe. Income and cultural variables     
 INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 

Ownership credit card 
Credit card 70  .49* -.44*  .36 -.38 -.67*** -.10 UAI (-) .45 
Debit card 91  .66*** -.21  .44* -.36 -.48* -.20 INC .43 
Cash disp 91  .53* -.08  .53* -.53* -.38 -.12 MAS (-) .28 IDV .60 
Corp cc 97  .58* -.57*  .33 -.53* -.66*** -.32 UAI (-) .43 
Corp cc 99  .61** -.59*  .32 -.55* -.73*** -.22 UAI (-) .53 MAS (-) .68 
Usage credit card      Pred. 3:  INC .78 
Daily 95 -.04  .28  .04 -.40 -.01 -.69*** LTO (-) .47 
Daily 97 -.03  .21 -.01 -.36 -.07 -.69*** LTO (-) .47 
Daily 99 -.00  .20  .01 -.40 -.11 -.64*** LTO (-) .41 
Once week 95  .18  .22  .14 -.12 -.18 -.21 None 
Once week 97  .00  .57* -.08 -.05  .27 -.41 PDI .32 LTO (-) .52 
Once week 99 -.07  .53*  .07 -.04  .10 -.43 PDI .28 UAI (-) .51 
       Pred. 3:  LTO (-) .70 
Fw month 95 -.27  .16 -.29  .54*  .27  .52* MAS .29 LTO .53 
Fw month 97 -.08  .12 -.26  .45*  .29  .50* None 
Fw month 99 -.07 -.01 -.18  .53*  .26  .41 MAS .28 
Once mnth 95  .29 -.39 -.01  .50*  .09  .34 None 
Once mnth 97  .22 -.33  .39  .03 -.20  .52* LTO .27 INC .52 
Once mnth 99  .07 -.16  .36  .01 -.11  .66*** LTO .43 INC .62 
Less 95 -.23 -.17 -.40  .06  .20  .71*** LTO .50 
Less 97  .30 -.27  .42 -.14 -.25  .44ns None 
Less 99  .24 -.33  .16 -.06 -.13  .26 None 
 
 
A7.2. Insurance and investments 
 
Insurance: Whole life insurance 1970 and 1991; Building & Home insurance, possessions 
1991; Investments: Stocks and shares 1970, 1991, 1995, 1997, 1999; Unit trusts (1970); 
Unit trusts/mutual funds 1991, 1995, 1997, 1999; Pension investments: Private pension 
savings plan 1991; Insurance and pension related investment 1995, 1997, 1999; Other 
investments: Precious metals, gems 1995, 1997, 1999; Collections (e.g. coins/stamps) 
1995, 1997, 1999; Other financial behavior: Average payment days, agreed and actual 
(Data NRC Handelsblad 5/8/97). 
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Table A.133. CVs Insurance and Investments, Europe; mean convergence or divergence per year 
  1970 1991 1995 1997 1999 Convergence Divergence 
Whole life insurance .58 .43 
Building insurance  .45 
Home insurance (possessions)  .41 
Stocks and shares .49 .70 .37 .25 .23 9.46 
Unit trusts/mutual funds  1.55 .95 .86 .78 4.47 
Private pension investments  .83 .40 .36 .33 4.38 
Precious metals, gems   .46 .52 .51  2.45 
Collections   .52 .48 .46 2.88 
Average payment days, agreed (1996) .43 
Average payment days, actual (1996) .41 
 
Table A.134. Insurance and investments, Europe 15: Income and cultural variables.   
 INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 

Insurance 
Life 70  .55* -.35  .61** -.16 -.73***  .11 UAI (-) .54 
Life 91  .20 -.27  .64*** -.28 -.67*** -.14 UAI (-) .45 
Building 91  .17 -.03  .61** -.18 -.34 -.39 IDV .37 
Home 91  .63** -.44*  .50* -.32 -.51* -.25 INC .39 
Investments 
St&Sh 70  .69*** -.39  .47* -.58* -.63** -.01 INC .48 
St&Sh 91  .66*** -.29  .36 -.56* -.56* -.26 INC .43 MAS (-) .68 
St&Sh 95  .27 -.34  .44* -.33 -.69*** -.23 UAI (-) .47 
St&Sh 97  .26 -.26  .54* -.20 -.64*** -.14 UAI (-) .40 
St&Sh 99  .02 -.11  .26 -.21 -.54* -.06 UAI (-) .29 PDI .51 
Unit Trusts 91 -.58*  .33 -.58* -.05  .40  .07 IDV (-) .34 
UT/MF 95 -.23  .05  .20 -.23 -.24  .73*** LTO .54 
UT/MF 97 -.33  .16  .08 -.24 -.11  .78*** LTO .61 
UT/MF 99 -.33  .17 -.04 -.26 -.04  .82*** LTO .67 MAS (-) .77 
Pr pension 91  .34 -.35  .42 -.37 -.57* -.31 UAI (-) .33 
Pr pension 95 -.19 -.37  .11  .41 -.40  .22 None 
Pr pension 97 -.22 -.16  .10  .45* -.26  .15 None 
Pr pension 99 -.22 -.17  .11  .47* -.27  .21 None 
Prec metals 95  .34 -.28 -.29  .59*  .24 -.30 MAS .34 
Prec metals 97 -.09  .23 -.48*  .29  .55  .26 UAI .30 
Prec metals 99 -.10  .27 -.18  .22  .38  .37 None 
Collections 95  .28 -.48* -.29  .38  .10  .05 None 
Collections 97 -.12 -.14 -.62**  .35  .43  .05 IDV (-) .38 
Collections 99 -.02 -.09 -.53*  .32  .47 -.09 IDV (-) .28 
Payment days 
Av agreed -.55*  .69*** -.30 .27 .62**  .23 PDI .47 
Av actual -.66***  .73*** -.40  .25  .68***  .27 PDI .54 INC (-) .70 
 
 
A8. VALUES 
 
From various sources answers to value statements were collected. From two sources 
comparative data can be used. (1) From Eurobarometer reports time series for 
comparative answers to questions on general satisfaction with life; (2) From the World 
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Values Surveys a number of values clustered in groups of 18 feeling/attitudes, 12 
motives/needs, 15 norms/moral statements and 4 attitudes toward the environment. 
 
 
A8.1. General life satisfaction 
 
Data Eurobarometer Trend Variables 1974 - 1994 and Eurobarometer Reports 45, 47 and 
49. “On the whole, are you very satisfied, fairly satisfied, not very satisfied or not at all 
satisfied with the life you lead?” Percent answers “very satisfied” are used for 
calculations. Data 1973-1984 are for 8 countries (Belgium, Denmark, France, Germany, 
Ireland, Italy, Netherlands, UK); data 1985 - 1994 are for 10 countries (Spain and 
Portugal added); data from 1996 onwards are for 13 countries (Austria, Finland and 
Sweden added). The same data were taken from the Eurobarometer report “The Young 
Europeans in 1997”. 
 
Table A.135 CVs General life satisfaction  
Year Coefficient of variation 
1973 .53 
1975 .53 
1976 .50 
1977 .53 
1978 .50 
1979 .52 
1980 .55 
1981 .54 
1982 .47 
1983 .54 
1984 .53  Mean convergence-divergence = 0 
1985 .61 
1986 .61 
1987 .58 
1988 .57 
1989 .58 
1990 .52 
1991 .52 
1992 .60 
1993 .62 
1994 .68  Mean divergence per year = 1.03% 
1996 .61 
1997 .61 
1998 .63  Mean divergence per year = 1.06% 
Young Europeans 1997 .58 
 



  295
Table A.136 General life satisfaction: “very satisfied with life”. Income and cultural variables 
 INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2  
1973 .07 -.50 .12 -.40 -.58 -.11 None 
1975 .35 -.46 .25 -.52 -.56 -.27 None 
1976 .36 -.53 .18 -.65* -.56 -.09 None 
1977 .30 -.58 .14 -.56 -.61 -.14 None 
1978 .27 -.62* .24 -.59 -.66* -.03 None 
1979 .20 -.52 .11 -.60 -.50  .04 None 
1980 .21 -.60 .33 -.66* -.65* -.01 None 
1981 .22 -.59 .27 -.67* -.63* -.11 None 
1982 .17 -.73* .26 -.61 -.80** -.17 UAI (-) .63 
1983 .21 -.76* .20 -.64* -.80** -.15 UAI (-) .64 MAS (-) .86 
1984 .24 -.69* .23 -.66* -.73* -.09 UAI (-) .53 
1985 .60* -.80*** .55ns -.39 -.82*** -.26 UAI (-) .68 
1986 .51 -.78*** .42 -.46 -.79*** -.22 UAI (-) .62 MAS (-) .82 
1987 .53 -.67* .47 -.47 -.70* -.19 UAI (-) .49 
1988 .36 -.72** .51 -.47 -.76*** -.18 UAI (-) .58 MAS (-) .79 
1989 .44 -.71* .64* -.44 -.78*** -.18 UAI (-) .61 MAS (-) .78  
       Pred. 3:  IDV .92 
1990 .32 -.77*** .53 -.38 -.79*** -.19 UAI (-) .62 
1991 .32 -.71** .55* -.37 -.73** -.14 UAI (-) .53 
1992 .28 -.78*** .47 -.46 -.79*** -.17 UAI (-) .62 MAS (-) .82 
1993 .40 -.80*** .52 -.46 -.81*** -.24 UAI (-) .65 MAS (-) .84 
1994 .36 -.73** .56* -.43 -.78*** -.29 UAI (-) .61 MAS (-) .78 
1996 .48* -.68*** .49* -.40 -.79*** -.14 UAI (-) .63 
1997 .31 -.66** .48* -.48* -.87*** -.06 UAI (-) .75 
1998 .43 -.69*** .47 -.44 -.82*** -.14 UAI (-) .68 
Yng 97 .26 -.57* .40 -.51* -.79***  .03 UAI (-) .62 
 
Data on satisfaction with work, free time, financial situation, housing and perceived 
health, are from the Eurostat Annual Report 1996. Data are for 10 countries, Europe. 
 
Table A.137. CVs Satisfaction with aspects of life, Europe 10  
Satisfaction with:  
Work .20 
Free time .25 
Financial situation .30 
Housing .55 
Perceived health .53 
 
Table A.138: Satisfaction with various aspects of life, Europe 10: Income and cultural variables  
  INC PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2  
Satisfaction with: 
Work  .67* -.63* .76**  .08 -.61* -.08 IDV .58  
Free time  .84*** -.49 .71* -.23 -.59* -.36 INC .71 
Financial sit.  .79*** -.58* .61* -.40 -.67* -.41 INC .63 UAI (-) .80 
Housing  .87*** -.54 .61* -.43 -.56* -.27 INC .75 
Perc. health  .43 -.75** .53  .02 -.85*** -.51 UAI (-) .72 
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A8.2. World Values Survey 
 
From: Human Values and beliefs: A Cross-Cultural Sourcebook. Political, Religious, 
Sexual, and Economic Norms in 43 Societies: Findings from the 1990-1993 World 
Values Survey. (Inglehart et al. 1998). 49 responses to value statements were selected 
because of a possible relationship with consumer values. Value statements/questions 
selected are those which are expected to be useful for comparison with consumer 
behavior findings. Those with low percents answers (below 10%) were not used. Only 
for 26 countries1 data could be used as for others no cultural dimension scores are 
available. 
 
V7. How important are the following in your life? % “very important”. Leisure. 
V12-V17. Statements about the environment. Percentage “strongly agree” or “agree”. (1) 

Income: “I would give part of my income if I were certain that the money would be 
used to prevent environmental pollution.” (2) Taxes: “I would agree to an increase in 
taxes if the extra money is used to prevent environmental pollution”. (3) Government: 
“The Government has to reduce environmental pollution but it should not cost me any 
money.” (4) Anxious: “All the talk about pollution makes people too anxious.” 

V29. Please look carefully at the following list of voluntary organizations and activities 
and say which, if any, do you belong to.” % “Belong to”: Sports or Recreation. 

V58. Thinking about your reasons for doing voluntary work, how important has been the 
following reason in your own case? % “very important”. Duty. “A sense of duty, 
moral obligation.” 

V83. Health: “All in all, how would you describe your state of health these days?” % 
“very good” and “good”. 

V86-V90. “We are interested in the way people are feeling these days. During the past 
few weeks, did you ever feel....Percentage “yes”. (1) Proud: “...feel proud because 
someone had complimented you on something you had done?” (2) Lonely: ”..feel 
lonely or remote from other people?” (3) Accomplishment: “..feel pleased about 
having accomplished something?” (4) Top of World: “...feel on top of the 
world/feeling that life is wonderful?” 

V94. Trust: “Generally speaking, would you say that most people can be trusted or that 
you can’t be too careful in dealing with people?” % “most people can be trusted”. 

V95. Free choice/Control. “Some people feel they have completely free choice and 
control over their lives, and other people feel that what they do has no real effect on 
what happens to them. Please use the ten-point scale (1=none at all and 10=a great 
deal) to indicate how much freedom of choice and control you feel you have over the 
way your life turns out. (% “a great deal”). 

V97. Failure own fault. “Why are there people in this country who live in need?. here are 
four possible reasons. Which one do you consider to be most important?” Percentage 
“Because of laziness and lack of will power.” 

V99-V112. “Here are some aspects of a job that people say are important. Which ones do 
you personally think are important in a job?” (% mentioned). (1) Good pay; (2) 
Pleasant people; (3) No pressure; (4) Job security; (5) Meet people; (6) Achieve 
something; (7) Responsible job; (8) Job interesting. 

V115. Pride. “How much pride, if any, do you take in the work you do?” (% “a great 
                                                      
1  India, Turkey, Chile, South-Africa, Argentina, Brazil, Mexico, Portugal, Korea, Ireland, Spain, 
UK, Italy, Netherlands, Belgium, Austria, France, Canada, USA, Germany, Denmark, Finland, 
Norway, Sweden, Japan, Switzerland. 
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deal”). 

V117. Freedom. “How free are you to make decisions in your job? Please use this card 
(1=none at all and 10=a great deal) to indicate how much decision-making freedom 
you feel you have.” (% “a great deal”). 

V142. Good & Evil. “Here are two statements which people sometimes make when 
discussing good and evil. Which one comes closest to your own point of view?” (% 
“There are absolutely clear guidelines about what is good and evil. These always 
apply to everyone, whatever the circumstances”). 

V198-V210. Things that make a marriage successful. “Here is a list of things which some 
people think make for a successful marriage. Please tell me for each one, whether you 
think it is very important, rather important, or not very important for a successful 
marriage.” (% “very important”). (1) Living apart from your in-laws; (2) Share 
household chores. 

V214. Child needs parents. “If someone says a child needs a home with both a father and 
a mother to grow up happily, would you tend to agree or disagree?” (% “tend to 
agree”) 

V215. Woman needs child. “Do you think that a woman has to have children in order to 
be fulfilled or is this not necessary?” (% “needs children”) 

V224. Respect parents. “With which of these two statements do you tend to agree? A. 
Regardless of what the qualities and faults of one’s parents are, one must always love 
and respect them. B. One does not have the duty to respect and love parents who have 
not earned it by their behavior and attitudes.” (% “tend to agree with statement A.”) 

V225. Parents’ duty. “Which of the following statements best describes your views about 
parents’ responsibilities to their children?” % “Parents’ duty is to do their best for 
their children even at the expense of their own well-being.” 

V226-V236. “Here is a list of qualities which children can be encouraged to learn at 
home. Which, if any, do you consider to be especially important?” (1) Good manners; 
(2) Independence; (3) Hard work; (4) Responsibility; (5) Tolerance, respect; (6) 
Thrift; (7) Determination, perseverance; (8) Obedience. 

V252. State. “The state should take more responsibility to ensure that everyone is 
provided for.” (% “agree”). 

V254. Competition. “Competition is harmful. It brings out the worst in people.” (% 
“agree”). 

V266-V270. “Here is a list of various changes in our way of life that might take place in 
the near future. Please tell me for each one, if it were to happen whether you think it 
would be a good thing, a bad thing, or don’t you mind?” (% “good”). (1) Technology. 
“More emphasis on the development of technology”. (2) Authority. “Greater respect 
for authority.” (3) Natural lifestyle. “A simple and more natural lifestyle.” 

V271. Science. “In the long run, do you think the scientific advances we are making will 
help or harm mankind?” (% “will help”) 

V276. Confidence in the press. “For each item, how much confidence do you have in 
them, is it a great deal, quite a lot, not very much, or none at all?” (% “a great deal” or 
“quite a lot”). 

V325. Change. “When changes occur in my life, I welcome the possibility that something 
new is beginning.” (% “agree”). 

V326. Success. “A variety of characteristics are listed here. Could you take a look at them 
and select those which apply to you?” “I usually count on being successful in 
everything I do.” (% mentioned). 

 
Number of countries: 24-26 (for some values data for Switzerland and South Africa N/A). 
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Values clustered in groups “feelings/attitudes”, "motives/needs", "norms/morals" and 
attitudes toward the environment. 
 
Table A.139: CVs values World Values Survey: Feelings/attitudes  
  Worldwide 26 Europe 15 
Proud .34 .38 
Lonely .43 .45 
Accomplishment .21 .20 
Top of world .46 .50 
Trust .42 .34 
Control of life .21 .15 
Failure by laziness .33 .33 
Health .17 .17 
Competition .37 .38 
Science .24 .13 
Technology .22 .20 
Press confidence .31 .26 
Change .18 .16 
Success .40 .44 
Natural lifestyle .22 .09 
In-laws .36 .23 
Share hh chores .31 .31 
State .43 .38 
Average .31 .28 
 
Table A.140: CVs Values World Values Survey: Motives/needs  
Work Worldwide 26 Europe 15 
Good pay  .21 .11 
Pleasant people .25 .18 
No pressure .47 .42 
Job security .21 .25 
Meet people .25 .25 
Achieve .26 .23 
Responsible job .29 .25 
Job interesting .26 .16 
Job pride .41 .47 
Freedom .11 .12 
Leisure .29 .24 
Sports .54 .46 
Average .30 .26 
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Table A.141: CVs Values World Values Survey: Norms/morals  
 Worldwide 26 Europe 15 
Good&Evil .33 .31 
Authority .42 .38 
Child needs parents .09 .09 
Woman needs child .47 .54 
Respect parents .22 .25 
Parents’ duty to ch. .19 .16 
Good manners .12 .13 
Independence .41 .40 
Hard work .63 .76 
Responsibility .16 .15 
Tolerance/respect .12 .10 
Thrift .35 .34 
Perseverance .26 .23 
Obedience .34 .30 
Sense of duty .20 .17 
Average .29 .29 
 
Table A.142: CVs Values World Values Survey: Environment  
 Worldwide 26 Europe 15 
Income .14 .15 
Taxes .16 .18 
Government .29 .36 
Anxious .20 .22 
Average .20 .23 
 
The values for which LTO becomes a predictor, when included, are: Living apart from in-
laws for good marriage: LTO (-), R2 = .42. Good manners: LTO (+), R2 = .36 
 
Table A.143: World Values Survey, Feelings/attitudes, Worldwide 26: Cultural variables  
 PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 
Proud -.37*  .38* -.01 -.41* -.12 UAI (-) .17 
Lonely  .34* -.48**  .06  .29  .22 IDV (-) .23 
Accomplishment. -.48**  .30 -.50** -.34* -.44* MAS (-) .25 PDI (-) .45 
Top of world -.27  .28 -.58*** -.48** -.26 MAS (-) .34 UAI (-) .48 
Trust -.66***  .60*** -.26 -.69*** -.33 UAI (-) .47 PDI (-) .56 
Control of life -.36*  .22 -.15 -.43* -.31 UAI (-) .19 
Failure by laziness  .38* -.45*  .49**  .31  .52** MAS .24 IDV (-) .46 
Health -.45*  .64*** -.23 -.74*** -.44* UAI (-) .55 
Competition harmful  .52*** -.31 -.05  .52*** -.03 PDI .27 
Science  .28 -.06 -.20 -.14  .02 None 
Technology  .71*** -.57***  .11  .38*  .38* PDI .51 
Press confidence  .59*** -.36*  .09  .17  .59*** PDI .35 
Change  .15 -.13 -.50** -.19 -.12 MAS (-) .25 
Success  .34 -.37*  .02  .30  .01 None 
Natural lifestyle -.14  .19  .15 -.11 -.36 None 
In-laws living apart -.15  .46* -.27 -.18 -.65*** IDV .21 
Share hh chores  .43* -.45*  .09  .38* -.06 IDV (-) .20 
State  .50*** -.49**  .24  .53***  .45* UAI .29 
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Table A.144: World Values Survey, Motives/needs, Worldwide 26: Cultural variables   
  PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 
Good pay  .25  .06  .20 -.01  .01 None 
Pleasant people -.23  .31 -.31 -.25 -.26 None 
No pressure  .42* -.35* -.16  .19  .44 PDI .18 
Job security  .16 -.41* -.04  .07  .27 IDV (-) .17 
Meet people  .04  .09 -.28 -.03  .08 None 
Achieve -.14  .17 -.23 -.40* -.30 None 
Responsible job  .24 -.14 -.16 -.02  .11 None 
Job interesting -.44*  .67*** -.11 -.68*** -.59*** UAI (-) .46 IDV .55 
Job pride -.31  .24 -.15 -.54*** -.32 UAI (-) .29 
Freedom dec. m -.47**  .32 -.25 -.38* -.09 PDI (-) .22 
Leisure -.56***  .57*** -.28 -.47** -.30 IDV .33 
Sports -.62***  .54*** -.55*** -.68*** -.36 UAI (-) .46 MAS (-) .60 
 
Table A.145: World Values Survey, Norms/morals, Worldwide 26: Cultural variables   
 PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2  
Good&Evil  .35*  .01  .29 -.11  .04 None 
Authority  .27 -.01  .12  .03 -.27 None 
Child needs parents  .50** -.61***  .26  .67***  .30 UAI .44 
Woman needs child  .51*** -.56***  .16  .41*  .36 IDV (-) .32 
Respect parents  .62*** -.52***  .51***  .51***  .48* PDI .38 MAS .61  
      IDV (-) .68 
Parents’ duty to ch  .34*  .02  .02  .04 -.32 None 
Good manners  .24 -.43* -.12  .07  .60*** IDV (-) .19 
Independence -.60***  .23 -.04 -.29 -.19 PDI (-) .36 
Hard work  .64*** -.40*  .16  .46**  .40* PDI .41 
Responsibility -.21 -.23 -.34*  .23  .08 None 
Tolerance/respect -.45**  .47** -.42* -.39* -.48* IDV .22 MAS (-) .42 
Thrift -.10 -.21  .11  .23  .32 None 
Perseverance -.17  .18  .44*  .08  .16 MAS .19 
Obedience  .59*** -.13 -.08  .13 -.16  PDI  .34 
Sense of duty  .16 -.24  .32  .16  .09 None 
 
Table A.146: World Values Survey, The environment, Worldwide 26: Cultural variables  
 PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 
Income .20 -.37* -.59*** -.17  .19 MAS (-) .35 IDV (-) .48 
      UAI (-) .61 
Taxes .09 -.26 -.61*** -.29  .17 MAS (-) .38 
Government .33 -.26  .37*  .61*** -.05 UAI .37 
Anxious .55*** -.54*** -.05  .29  .12 PDI .30 
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Table A.147: World Values Survey, Feelings/attitudes, Europe 15: Cultural variables   
 PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 
Proud -.51*  .38  .10 -.38  .29 PDI (-) .26 
Lonely -.08 -.07  .33  .20  .07 None 
Accomplishment. -.54*  .24 -.39 -.46* -.02 PDI (-) .29 
Top of world -.38  .37 -.58* -.64***  .04 UAI (-) .41 MAS (-) .60 
Trust -.61**  .43 -.60** -.80*** -.06 UAI (-) .64 MAS (-) .81 
Control of own life -.58*  .17 -.24 -.63** -.09 UAI (-) .40 
Failure by laziness -.10 -.26  .77***  .33  .31 MAS .59 
Health -.48*  .65*** -.22 -.76*** -.23 UAI (-) .57 
Competition harmful  .72*** -.20  .18  .52*  .10 PDI .53 
Science  .22 -.16 -.31 -.18  .08 None 
Technology  .59* -.28  .16  .44* -.40 PDI .34 
Press confidence  .56* -.22 -.35  .41 -.15 PDI .32 
Change -.27  .32 -.70*** -.46* -.05 MAS (-) .49 
Success  .30 -.50*  .24  .51  .37 None 
Natural lifestyle  .31 -.32 -.08  .24 -.09 None 
In-laws living apart  .35  .29 -.10 -.01 -.03 None 
Share hh chores  .40 -.41  .20  .56* -.35 UAI .32 
State  .51* -.05  .40  .38  .16 None 
 
Table A.148: World Values Survey, Motives/needs, Europe 15: Cultural variables   
Work/living PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 
Good pay  .32 -.32  .17  .26  .67*** LTO .45 
Pleasant people -.26 -.04 -.70*** -.36  .31 MAS (-) .48 
No pressure  .16 -.26 -.35  .06  .78*** LTO .60 MAS (-) .79 
Job security -.26 -.34 -.09 -.00  .07 None 
Meet people  .02  .11 -.38 -.12  .62** LTO .38 MAS (-) .58 
Achieve -.36 -.05 -.32 -.50*  .07 None 
Responsible job -.05 -.12 -.29 -.17  .24 None 
Job interesting -.55*  .42 -.18 -.79***  .06 UAI (-) .63 
Job pride -.35 -.04 -.30 -.56* -.19 UAI (-) .31 
Freedom dec. m -.46*  .36 -.44* -.65***  .03 UAI (-) .42 
Leisure -.50*  .65*** -.34 -.67***  .16 UAI (-) .45 
Sports -.50*  .40 -.55* -.62**  .02 UAI (-) .38 
 
Table A.149: World Values Survey, Norms/morals, Europe 15: Cultural variables    
 PDI IDV MAS UAI LTO Pred. 1 R2 Pred. 2 R2 
Good&Evil  .31 -.02  .52*  .32  .12 MAS .27 
Authority  .39 -.20  .42  .29  .05 None 
Child needs parents  .46* -.50*  .42  .76***  .05 UAI .58 
Woman needs child  .29 -.28  .18  .39 -.34 None 
Respect parents  .47* -.27  .74***  .57*  .06 MAS .55 PDI .77 
Parents’ duty to ch  .60** -.24  .19  .43 -.07 PDI .35 
Good manners -.15 -.10 -.12 -.10  .46* None 
Independence -.70***  .19 -.23 -.49* -.38 PDI (-) .49 
Hard work  .79*** -.50*  .31  .74*** -.02 PDI .62 
Responsibility -.24 -.24 -.50*  .01  .07 None 
Tolerance/respect -.20  .39 -.41 -.57*  .34 UAI (-) .33 
Thrift -.20 -.12  .28  .14  .31 None 
Perseverance -.17  .26  .19  .02 -.12 None 
Obedience  .79*** -.19  .02  .56* -.04 PDI .62 
Sense of duty -.11 -.05  .71***  .18  .15 MAS .50 
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Table A.150: World Values Survey, The environment, Europe 15: Cultural variables   
 PDI IDV MAS UAI LTO Pred. 1 R2  
Income -.15 -.16 -.76*** -.35  .03 MAS (-) .57 
Taxes -.30  .08 -.71*** -.54*  .03 MAS (-) .51 
Government  .61* -.56*  .54*  .75*** -.07 UAI .56 
Anxious  .34 -.43 -.08  .29 -.26 None 
 
 


