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Worksheet 5.
1. Explain how one of the cultural dimensions, power distance, can be varied across countries, and how advertising in countries reporting high scores can address this value. 
Power distance is the degree to which members of a society expect and agree that power should be stratified and concentrated at higher levels of an organization or government. In other cases, the members of the society also hold to the that view the power should be distributed equally (House, Quigley, & de Luque, 2010). This concept was initially conceived as the measure of the power differential between superiors and subordinates. Arguably, a high score of power distance indicated that society is stratified economically, socially, and politically. Countries that scored high power distance are believed to have hierarchical decision-making process characterized by one-way communication process., that is top-down communication. These countries attach a high level of importance to tangible elements of their relationships with service providers than their counterpart from countries with low power distance. This situation is experienced in countries like Russia, Argentina, Brazil, and India. As noted, countries with low power distance do not show systematic decision making on matters about decision making.
2.    Explain how one of the cultural dimensions, assertiveness, can be varied across countries, and how advertising in countries reporting high scores can address this value.  
Assertiveness is the degree to which individuals in society are assertive, confrontational, and aggressive in social relationship. Researchers have disclosed that assertiveness is a cultural dimension that is varied across different cultures. Countries that have a high score on assertiveness are most likely to be tough, dominant, and have assertive behavior that touches on all societal members (House, Quigley, & de Luque, 2010). Additionally, they value direct communication, sympathize with the strong and they are always passionate about that nothing is undoable. Interestingly, the members of these countries value what they do more than who they are. The persistency due to assertiveness may lead to effective advertisement. As well, countries reporting high scores like Nigeria and Germany can address these issues by having stronger assertive cues.  On the other hand, French-speaking countries like Switzerland report low assertiveness score and tend to sympathize with the weak, values modesty and cooperation, speak indirectly and focus on attaining value uncertainty and elusiveness in language and communication. The low score on assertiveness indicates poor advertising power to low convincing power.  
3.    Explain how one of the cultural dimensions, humane orientation, can be varied across countries, and how advertising in countries reporting high scores can address this value.
Human orientation is the extent to which individuals in organizations or societies encourage and reward individuals for being just, altruistic, welcoming, generous, caring and kind to others (House, Quigley, & de Luque, 2010). If a country scores highly on human orientation, it tends to place importance on other aspects mostly on family, community, and strangers. It also supposes that the need for belongingness and affiliation inspires persons. These practices imply that high there is priority to values of benevolence, love kindness and generosity. People are expected to patronage norms and paternalistic relationships. In these countries, people believe that children should always be obedient and carefully overlooked by parents hence protecting them from negative advertisements. High human orientation is shown in Zambia and Egypt. This cultural dimensions in countries are scoring low human orientation like Greece and Spain, encompasses attaching to the assumption that self-interest is important. Individualism is high as people as expected to solve problems solely. Unfortunately, children are expected to be autonomous and independent in decision making. This is dangerous because the children can be exposed to faulty commodities from the market. 

4.    As the authors proposed their research questions in the article, would the fit/match between advertising methods, societal expectations regarding communication, and societal culture be an important predictor of advertising effectiveness? Why or why not?
[bookmark: _GoBack]Yes. If these dimensions are merged, they will give a clear picture of a given score and value, hence in it essential to consider all the aspects together despite their integral complexity. This match will promote advertising effectiveness. Also, the match between the above values will help the advertisers become more impressive to their target group. For example, the match between the human orientation and assertiveness resulted in negative correlation indicating a lower score in human orientation than in assertiveness practices (House, Quigley, & de Luque, 2010). Majority of the scores after matching societal dimensions will be negative, implying that the match can be used to predict effectiveness in advertising. Another case, matching the expected societal communication with societal culture will be appealing to the majority of the population, as the language used in the advertisement agrees with the societal values hence indicating effective advertisement.  
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