Anchor Ac

adisseminate kno



Matthias Boeing

Analysis of Cultural Differences and their Effects on Marketing Products in the United
States of America and Germany: A Cultural Approach to Marketing using Edward T.
Hall and Geert Hofstede

ISBN: 978-3-95489-536-6
Fabrication: Anchor Academic Publishing, an Imprint of Diplomica® Verlag GmbH,
Hamburg, 2013

All rights reserved. This publication may not be reproduced, stored in a retrieval system
or transmitted, in any form or by any means, electronic, mechanical, photocopying,
recording or otherwise, without the prior permission of the publishers.

Dieses Werk ist urheberrechtlich geschitzt. Die dadurch begrindeten Rechte,
insbesondere die der Ubersetzung, des Nachdrucks, des Vortrags, der Entnahme von
Abbildungen und Tabellen, der Funksendung, der Mikroverfilmung oder der
Vervielfaltigung auf anderen Wegen und der Speicherung in Datenverarbeitungsanlagen,
bleiben, auch bei nur auszugsweiser Verwertung, vorbehalten. Eine Vervielfaltigung
dieses Werkes oder von Teilen dieses Werkes ist auch im Einzelfall nur in den Grenzen
der gesetzlichen Bestimmungen des Urheberrechtsgesetzes der Bundesrepublik
Deutschland in der jeweils geltenden Fassung zulassig. Sie ist grundsatzlich
vergltungspflichtig. Zuwiderhandlungen unterliegen den Strafbestimmungen des
Urheberrechtes.

Die Wiedergabe von Gebrauchsnamen, Handelsnamen, Warenbezeichnungen usw. in
diesem Werk berechtigt auch ohne besondere Kennzeichnung nicht zu der Annahme,
dass solche Namen im Sinne der Warenzeichen- und Markenschutz-Gesetzgebung als frei
zu betrachten waren und daher von jedermann benutzt werden durften.

Die Informationen in diesem Werk wurden mit Sorgfalt erarbeitet. Dennoch kdnnen
Fehler nicht vollstandig ausgeschlossen werden und der Verlag, die Autoren oder
Ubersetzer tibernehmen keine juristische Verantwortung oder irgendeine Haftung fiir evtl.
verbliebene fehlerhafte Angaben und deren Folgen.

© Diplomica Verlag GmbH
http://www.diplomica-verlag.de, Hamburg 2013



Table of content:

LIST OF ABBREVIATIONS : ...ttt ee e e e e et e e e e eeaaaaee e e e eearaneeee s VI
LIST OF TABLES AND FIGURES: VI
1. INTRODUCGTION ..ottt et et e e e e et e e e e e eesaareeeeeeeetaereeeeeenaraeeeeeean 1
1.1. PROBLEM DESCRIPTION .......cceiitttieitieeesereeeeiseeesssseeasssseessssesasssesessssssssssssesssssssssssssssssssesssssssnsses 1
1.2. OBJECTIVES AND SCOPE OF WORK ........uvtiieiuiiieeitieeeeitieeeeteeeeeetteeeeteeeeeaeseeesseeeeeaeseesseseeeaseeeeeees 2

2. THEORETICAL FUNDAMENTALS OF CULTURES ..o 3
2.1. ORIGIN OF CULTURE AND DEFINITION OF DIFFERENT TERMS .......cccuvieiiiireeiuieeeeiieeeereeeeeaeeeenenes 3
2.2. GENERAL OVERVIEW OF CULTURAL THEORIES .......ccvtiiiiutiieeeiieeeeteeeeeireeeeeireeeetseeeeaseeeeeaveeeenens 5
2.3. CULTURE-RELATED BARRIERS TO MARKETING......ccccceeiiuuiieeeeeeiiitieeeeeeeesinreeeeeeeesnneeeeeeeeinsnseeeeens 7

3. CULTURAL THEORIES AS A TOOL TO VISUALISE CULTURAL DIFFERENCES ........ 8
3.1. USE OF MODELS AND DIMENSIONS IN INTERCULTURAL STUDIES .....cuvvieiiieiiiiieeeeeeeineeeeeeeennveenn 8
3.2. HALL’S CROSS-CULTURAL COMMUNICATION MODEL ....eiieeieieieieeeeeeieeeeeveeeaeeseseseeeeseseeees 10
321, Scope of Hall's MOdEL...............cooooueeiiiiiieiieeet ettt 10

3.2.2.  Cross-cultural communication diMenSIONS ..........ccc.cceeeueeeevieeeeeiieeeeieeeeeieeeeeieeeereeeeeieeeens 11
3.2.2.1. COMEEXE 1ttt eeitieeete e e ettt e ettt e e ettt e e et e e e eteeeetaeeetaeeesateeeeaseeeeeaseeessaeeasseeeesseeansseeesseeeannsesennseeans 11

3222. SPDACE ..ttt h e ettt h et h e e st bt h et e bt et et e bt ea e et e entenbesbeenean 13

3223. THINIE ottt ettt ettt et e teete e s et e et e teereere e et e et et e ereere et e et eteens et e re et enteeteeasenes 14

3224. Speed Of INFOrMAtION. .......oouiiiiiiieriieeeee ettt st 15

3.3. HOFSTEDE’S 5 DIMENSIONS MODEL........cccuttiiiieiiiiiieieeeeeeiiereeeeeeeeeeitsreeeeeeeeessseeeseeesissssseeseeesnsees 16
3.3.1.  Scope of Hofstede’s 5 dimensions Model..................cccceeieveesivesieceenienrieieseesseseesseenenns 16
3320 TRE 5 dIMEISTIONS ...t eee et e e e eaae e e eaee e 17
3.3.2.1. POWeET diStANCE INAECX.....c.uviiiiiiiieiiie ettt e et e e eeta e e et e e e etaeeeeateeeennneas 17

3.3.2.2. Individualism versus COIECHIVISIN .........ccuvievieirieeereeeieeetee ettt eveeereeereeeaeens 18

33.23. Masculinity Versus FEMININILY ......c.ceveriiririeiiinieienierieeiteteete ettt 20

33.24. UNCEItaINtY @VOIAAIICE. ...cueeutitieuieie et steeitet et et et eetes et e teste s st este bt estestesbeeseenbeensesesseeneans 21

3.3.2.5. LONG-tEIM OTIENEALION ...uteuiiiieiiiieiiieieeteet et ettt ettt ettt ettt s e et e e sbeeae 22

34. THE AMERICAN AND GERMAN CULTURES ACCORDING TO HALL AND HOFSTEDE.................... 24
3.5. CRITIQUE OF THE THEORIES OF HALL AND HOFSTEDE ......c.ccooiiiiiiiiieiieieeeeee e e 27

4. MARKETING ACROSS CULTURES ........ooooooiiiee ettt 29
4.1. CONCEPT OF MARKETING ABROAD.........ccciitiiiiiitieeeitiieeereeeesireeeesseeeesssseessssesesssseeesssseesnssesensns 29
4.1.1.  Distinction between different geographical marketing terms ...............cccceeevecveeveeseecnennnn 29
4.1.2.  Standardisation vS. QAApIAtion .................cccccoeeeiieiiiiiiiiiiiiesiese et 31

4.2, CULTURAL DIFFERENCES AND THEIR EFFECT ON THE MARKETING MIX ......cccccovviurieeeeeeeinnnennn.. 33
4.2.1.  Scope of cultural influences on parts of the marketing mix .............cccoceeveeeeeoeeneesenenennen. 33
4.2.2.  Influence of culture on AAVEFtiSING ..............ccocvueeeecueeeesiiesieecieeieesse e eeesseeseseeesseesesssesens 37
4.2.3.  Examples of culture-related American and German advertising ................cccceeeeeeuenecnse. 43

II



4.2.4.  Influence of culture on diSIFIDULION .............ccoeeeiueeiieiesi ettt 51

4.2.5.  Wal-Mart as a negative example of cross-cultural distribution ..................ccccccevveeeeecvennen. 58

5. CONCLUSION ....oooiiiitiietiieietet ettt ettt ettt ettt st et be st e sesaesessassesenseseesenteseseseabeneesenseneeseneesensesenes 60
5.1. ACHIEVEMENT OF GOALS ....cutiuiiiiiiiiiiitiiiieieiieite ettt sttt st ene e neennens 60
5.2. OUTLOOK AND PERSPECTIVES .....coutiutiuteiteiieiteuteiteiteutesteneeatentesetessessensensensensensesensensessensensensen 62
BIBLIOGRAPHY ......ooooiiiiiiiiiiitiieteett ettt ettt et b et e st e st e be e e st beneeseeeneeee 64

111



List of Abbreviations:

MNC
SRC
CET
PDI
IDV
MAS
UAI
LTO
p-time
m-time
ZAW
(n.y.)

(n.v.)

(n.L)

multi-national-company
self-reference criterion

consumer ethnocentrism

power distance index
individualism versus collectivism
masculinity versus femininity
uncertainty avoidance

long-term orientation
polychronic time concept
monochronic time concept
Zentralverband der deutschen Werbewirtschaft e.V.
no year

no volume

no location

List of Tables and Figures:

Table
Table
Table
Table
Table
Table
Table
Table

Figure
Figure
Figure

Figure

L 9 &N N A W -

W N =

: “Characteristics of m-time vs. p-time cultures” p. 15
: “Fast vs. slow messages” p. 16

: “Power distance index” p. 18

: “Individualism vs. collectivism” p. 19

: “Masculinity vs. femininity” p. 21

: “Uncertainty avoidance” p. 22

: “Long-term orientation” p. 23

: “Expenditures on advertising of the 20 largest advertising markets”

p.35

: The Iceberg Concept of Culture, p. 5
: Process of Cross-Cultural Communication, p. 10
: The context factor in cross-cultural communication, p. 12

: Similarities and differences between the USA and Germany, p. 27

VII



Figure 5: Relationship between culture and standardisation, p. 32
Figure 6: Continuum of standardisation vs. adaptation, p. 34
Figure 7: Nike advertising “Just Do It”, p. 43

Figure 8: Nike advertising “My Assault”, p. 44

Figure 9: Nike advertising “I am the Bullet”, p. 45

Figure 10: Nike advertising “My Time is Now”, p. 45
Figure 11: Langnese advertising, p. 46

Figure 12: Coke Light German advertising, p. 46

Figure 13: Acura advertising, p. 47

Figure 14: Audi advertising Q7, p. 48

Figure 15: Hummer advertising, p. 49

Figure 16: Pantene advertising, p. 49

Figure 17: McDonalds advertising, p. 50

Figure 18: Audi advertising website, p. 51

VIII



1. Introduction

1.1. Problem description

“Companies that do not adapt to the new global realities will become victims of

those that do.”"!

In this quote Theodor Levitt, a former professor at the Harvard Business School,
makes clear that companies all over the world have had to face a process which
has changed the way they do business in many ways. This process, called globali-
sation, carries advantages as well as disadvantages, not only for the business
world but also for nearly every person in the world. The importance of facing
globalisation has always been there, but it has increased with the evolving stages
of globalisation. Ever since this process started companies have tried to use the
advantages of globalisation while at the same time dealing with the disadvantages.
For marketers in particular, this process seems to offer a lot of potential for ex-
ploring new markets and customers. However, the questions determining the suc-
cess or failure of a marketing campaign are more complex than in domestic mar-
keting. Accordingly, the terms international and global marketing are strongly
connected to globalisation and have become a key factor for the success of com-
panies. Corporations that want to belong to these successful multi-national com-
panies (MNC) or global players certainly have to deal with the different issues
that come along with marketing products in other countries. These can have a sig-
nificant impact on international operations, but also on the overall performance of
a company.

Since a company’s approach to these issues determines the success or failure of
marketing a product abroad, these situations have to be addressed at an early
stage. Among others, cultural differences are one of the major obstacles that have
to be addressed when marketing products internationally. Every culture has its
own individual values, behaviours, way of thinking, lifestyle and languages which
make it unique. Accordingly, companies have the possibilities of dealing with this

process in two different ways. In the first, standardisation, an identical marketing

'Levitt, T. (1983), p. 11.



plan is used across different cultures while in the second, adaptation, appropriate
adjustments are made to the special cultural environment of the target market. For
a marketer it is therefore important to be aware of these differences and to use the
right tools to market products successfully in multiple, varied cultural environ-

ments.

1.2. Objectives and scope of work

This study aims at analysing cultural differences and their effect on marketing
products internationally. The United States of America and Germany are used to
exemplify this issue. Today’s science provides numerous approaches to making
cultural differences visible and tangible. All of these solutions and dimensions
give companies, and people in general, a guide to becoming aware of and under-
stand differences and how to cope with them appropriately.

Trompenaars, a famous consultant for intercultural communication, uses the alle-
gory of a fish and its habitat, water, to explain the characteristics of culture: “A
fish only discovers its need for water when it is no longer in it.”* Accordingly,
culture can be seen as the substance that surrounds a human being and makes him
unable to distinguish between different and normal. Therefore, this study uses the
cultural theories of Edward T. Hall and Geert Hofstede, who both developed ap-
proaches to cultural differences by using either a four- or five-dimensions model.
These cultural dimensions will be applied to the special circumstances and condi-
tions which a marketer has to deal with in the United States and Germany and
thus draws connections between those two different fields of science.

As already mentioned in section 1.1, cultural differences play an important role in
today’s international marketing. It is therefore important to examine if and how
cultural differences, according to Hall and Hofstede, affect parts of the marketing
mix for companies selling products in the United States as well as in Germany.
The following questions can help to identify the necessary steps: What cultural
differences, in both the United States and in Germany, could have an impact on
marketing the products of companies selling in those countries? What impact do

cultural differences have on parts of the marketing mix? Which adaptions should

? Trompenaars, F., Hampden-Turner, C. (1995).
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