Reading Worksheet and Discussion 3 (Due: 11:59 p.m. on Monday, 06/17)

The following questions are based on the article: “The Hofstede model: Applications to global branding and advertising strategy and research.” 

1. Please fill in the following blanks for (1), (2), (3), (4) and (5):

In Figure 1 (p. 86), first of all, authors view (1)_____________ as an integrated part of the consumer’s self, not as an environmental factor. For developing effective advertising the consumer must be central. (1)______________ define the self and personality of consumers. Next authors distinguish (2)__________________ and (3)___________________. (2)____________________ are mostly internal processes, how people think, learn, perceive, categorize and process information. (3)___________________ are about how we relate to other people, including motivation and emotions. Both processes affect interpersonal and mass communication, which in turn affect (4)___________________ and (5)___________________. All elements must be taken into account when researching how advertising works across cultures. Cultural models help to analyze culture’s consequences for the self and personality, mental and social processes, and how these influence global advertising strategy.


2. The concepts of self, personality, identity, and image that are applied to branding strategy are derived from an individualistic worldview (p. 90). Why would it be true? Please be specific.



 







3. It is important to understand how advertising works across cultures. Cultural values (e.g., individualistic vs. collectivistic) are reflected in different advertising appeals and styles. How are they different? Please be specific based on examples shown in the article (p. 97 -99). 
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4. Sometimes researchers challenge the predictive value of the Hofstede model because their hypotheses were not supported, instead of challenging the formulation of the hypotheses. For example,
 
In content analysis of advertising, the picture of a family is assumed to be a reflection of collectivism, but paradoxically it can also be a reflection of individualism where people are afraid that family values are disappearing. In collectivistic cultures advertisers may even feel a lesser need to depict families because the family is part of one's identity; it is not the desirable. Comparison of the number of people shown in advertisements is not a measure of individualism/collectivism. A better measure is measuring the directness of communication - for example, by comparing the use of personalized headlines.

What are the problems? What kinds of aspects of the Hofstede dimensions must be considered when formulating hypotheses?
	





