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Hofstede’s five dimensions for measuring culture

Short-term wversus ‘

Collectivism

Power
distance

measures how
people
acknowledge and
respond to
authority,

to the
distribution of
power

and how
inequality is
perceived

(low power
distance/high
power distance)

Individualism

measures the
degree of
interdependence
between the
members of a
society

Femininity versus | Uncertainty
Masculinity Avoidance

measures the goals
of the society,

i.e. if a society
tends to have as
work goals the
striving for job
achievements and
better earning
opportunities
(masculinity)

or for stability,
closeness to family
but gender equality
(femininity)

measures the
willingness of a
society to change
and adapt 1in case
of uncertain or
unknown
circumstances

(low uncertainty
avoidance/high
uncertainty
avoidance)

indicates whether
the views about
life are present or
future oriented

(short-term values
immediate
gratification,

long-term wvalues
persistence, thrift
and preparing for
the future)




Cultural characteristics in marketing strategies

Power distance

High power distance = value the
hierarchy, inequality is normal

Marketing Strategy: emphasize to leader
(buyer) how it benefits the
family/company AND makes his leadership
look successful

Low power distance = value equality, will
freely discuss

Marketing Strategy: address to a broad
range of people, promoting the benefits
that make their tasks easier

Collectivism versus
Individualism

Collectivism = collective group values

Marketing Strategy: advertise with group
benefits

Individualism = makes decisions based on
personal preferences

Marketing Strategy: make ads focused in the
individual




Cultural characteristics i1n marketing strategies

Femininity versus
Masculinity

Masculinity = strong
definition of roles inside
society

Marketing Strategy:
strong analysis,gender-
oriented advertising

Femininity = sexual
equality

Marketing Strategy:
neutral advertising
approach

Uncertainty Avoidance

High uncertainty avoidance
bad response to changes

Marketing Strategy: clear

product characteristics,
benefits and guaranteed
advantages

Low uncertainty avoidance
open to change

Marketing Strategy:
generalised information,
references to positive
change

Short-term versus Long-

term Orientation

Long-term orientation =
traditions, linked in the past

Marketing Strategy: fitting
promotions into traditional
structures

Short-term orientation =
focused on the immediate
future

Marketing Strategy:
emphasize short-term
benefits




Market Research vs UX Research

* Quantitative: large scale * Qualitative: smaller scale
* *“What do people want?” * "What 1s useful to
people?”

* Segmentation by nature
* Segmentation by behaviour

Broad information + deep insights =
successful strategy



Cross-cultural Design 1is
“designing technology for
different cultures, languages,
and economic standings to ensure
usability and user experience
across cultural boundaries.”
Einstein: “Everything is
relative”

Everything is contextual, even
technology!

Washing machine for laundry and vegetables, model XPB40-
DS,

—

A

Persona 1is : .
In user-centered design and \ ;

marketing, a fictional chracter
constructed to represent a
specific segment of the market
in terms of likes, beliefs,
needs, and behaviour

Factors to be taken into consideration
are
Language, Scripts & Fonts, UI Patterns
dynamic space allocation,
bidirectional design
Colours
Icons & Symbols
= translating body language
into digital
Time, Date, Number Formatting
Keyboard usage
Legal requirements
Background culture and values



Power Dimension (PD)

5 APPLY NOW

ACADEMICS ADMISSIONS CAMPUSLIFE ABOUTUS QUICK LINKS

QREIO

Latest Rankings

» WHERE WE ARE

TU Berlin - University in Germany U@lver51Fl Utara Malaysia
Low PD index: 35 High PD index: 100



Individualism vs Collectivism

NPS.gov / Park Home / Pisn Your Vist

Plan Your Visit

Visiting on a Cruise Ship?» Glacier Bay Lodge & Visitor Center>
The spectacular scenery and wiife of Glacler Bay make it a highlight of  Rest and recharge at the historic Glacler Bay Lodge, o stop by the vistor
any Alaska cruise. Leam how 10 get the most out of your day. center to leam all there is 10 know about the park!

r
de transmitere a COVID~19

Explore the Wilds of Glacier Bay» Boating in Glacier Bay»
w Ba

ilon acres of designated wildemess await  Glacier Bay is a fabulous pIace 1o expiore by
you! Leam about widemess exploration actviies  boal. Whether you're a private boater of thinking
here. about 3 cruise, expiore 0ptions here.

The Glacier Bay National Park and Water Park Otopeni - Romania
Preserve Alaska - USA Individualism index: 30
Individualism index: 91 -> -> Collectivistic Society
Individualistic Society

IRegulament pentru scaderea riscului



Femininity vs Masculini

Issues v Publications v About Japan v Government Directory

Japan is leading global efforts and sharing its expertise
to create a sustainable future worldv

#COVID19

About Japan Technology Novel Coronavirus (COVID-19)
Learn about the basic information: the Innovative technologies and Ideas are See the latest Information and advice on the
national flag and anthem, statistics, and changing the way people live, and Ministry of Health, Labour and Welfare
more. contributing to the world. website.

Japan’s Official Government
Website

Masculinity index: 95 ->
Masculine Society

>

)\i;* Government of the Netherlands

Latest Topics Ministries Government Documents

Information about coronavirus COVID-19

Checklists for entering or returning to the
Netherlands from abroad

Checklist for transit or short stay in the

Netherlands

Information in DUTCH on COVID-19

Building and housing Economy Education Family, health and care
Housing, Infrastructure ... Enterprise and innovation, Public- School holidays, Gender equality, Drugs, Health insurance, Abortion,
Private Partnership (PPP) in central  Freedom of education ... Mental health care, Family law ...

government, Brexit ...

Government and International Justice, security and Migration and travel
democracy cooperation defence Visas, Dutch nationality, New in the
Public administration, Personal European Union, Human rights, Identification documents, Netherlands, Immigration,

data, Forming a new government,  Treaties ... Emergency number 112, Embassies, consulates and other
Police.... Counterterrorism and national FERIESENatONS .o

Netherland’s Official Government
Website

Masculinity index: 14 -> Feminine
Society



Uncertainty Avoidance (UA)

¢ - @ o
iz brussels airlines Belgium-English | Help | Contact us BRITISH AIRWAYS A Loc N
Discover  Book  Manage  Help
BOOK v MY BOOKING v TRAVEL INFO v CHECK-IN v FLYING WITH US ~

W Romania - English

CATCH UP ON:SUMMER THIS WINTER.
o Marrakech

British Airways flights
EQ' i ys thg

Home Flkihis and holdlays

Fighis

 REBOOKABLE

BOOK NOW

Create a trip

X Fighs From  Multicity

Book a flight Book a room Renta car Holidays by Sunweb

Aamania v
: K1 X B Fight + hate! b ed
® Return One-way - Multiple stops

Busharast

K @ Fight + car

To Flexible booking

From v ) T v .
: P -
Brussels, Brussels Airport (BRU) ypa 3 lattars Changa your date, destination or
cancal if you need 1o
Who abin clas @ Reum One Way
eparture d Return o

Departure date & eturn date 53] Py ® Eeonomy

Depart Retum Q?
W Experiences DOMMAYY E | | ooMewyy m
I have an access code (7)

Customisa your tip

Travel class @

Travel requirements
Ecanomy ~

Country enlry rulas and lesting
information
Ticket type @

(@ Lowest price Flexible ticket

Brussels Airlines - Belgium - o

High UA index: 94 o -

Keeping you safe

British Airways - UK
Low UA index: 35



Long-term vs Short-term orientation

& medonalds.gr
home menu campaign family Our responsibility ~Shops / services

Q A Q

Mé&0e yia epbg McDonald's App Kapiépa Emxovwvia
AeRs. LrEeRl,

FRL -

Mevod Npowdnrikég Evépyeieg

[II#E) 9/8w~
HR$—%f—

.

#McDriveGen

sotae S—" wFFJ
N=RILIRO AF-Ux1 8379 10E-2

AR 297v247. ¥730>¥5

#McDriveGen

Ze QuTAV ) YEVIA 6AOL Eival EUNPOOBEKTOL

yI' QuTé £Aa Kat E00 OUEPA OTO MANCIECTEPO " 7

McDrive™! < = .
Special notice

Efforts and announcements to prevent the spread of |
new coronavirus infection

BIGSM\LEmgeIwﬂ I -mme eel\mgc!gnamuaesulat.

@ Product overview

M&0e nepioasrepa

Ovar-the-counter prics (tax include
aen

Product name
Single item Value Set
Value set 840 yen
Teukieni burger 340 yen 2

From 10:30 am to closing

Cheese moan view Value set 670 yen [*

woyen
i 2

McDonalds - Greece -

Rich toro-fi moon v Value set 720 yen [*
to October 08 schedule

az0yen

Low Long-term index: 45 - :

<Morning Mac> El
330 yen {from 500 am for 24-hour stores
Cambination 400y
)

-> short-term orien ion
short-te orientatio McDonalds - Japan — o

High Long-term index: 88 . :
—-> long-term orientation mre-win



Indulgence vs Restraint

= - New season, this way = Stores. Cinema Services =
- eiverto v
) hoon =c_ What are you looking f auell  Signin 2 Cant B o Q
@ co/ 005 g SELFRIDGES ‘
ALL CATEGORIES v ELECTRONICS MOBILES MEN WOMEN HOME BEAUTY & HEALTH BABY & TOYS SUPERMARKET DEALS NEW IN WOMEN MEN BAGS SHOES BEAUTY KIDS HOME & TECH £00D EWELLERY. CIFTS BRANDS ENTA: ROJECT EART
NEW WOM M BAGS SHOES EAUT KIDS IOME EC FO« JEWELLE GIFTS RANDS RENTAL PROJECT EARTH

Shop safely and discover our extraordinary experiences in stor

BLACK+
DECKER

No dirt left behind! ; AL T
Up to 30% off ' i o - THE SELFRIDGES CORNER SHOP: @

Le Grand Tour by diptyque

b
) o
— Join us on a journey of discovery with diptyque’s new I ) %
g in The Corner Shop
 ———————— o st i ; ' & i
Read & shop ) § a
? ;"\.
g ¥ ) )
g —‘- &) ' g \*'
\5 ‘;&'& e | ' ' =
z 3 ‘1 LA | i ;
MOBILES ELECTRONICS FASHION FASHION BEAUTY APPLIANCES GROCERY BABY GIVING YOU THE BEST EXPERIENCE
FOR HIM FOR HER & KH-CHEN We use cookies and similar technologies to personalise content, analyse website performance and tailor and I nage conkias Acceptail

measure ads. Learn exactly how we do this and manage your setting in our Cookie Policy.
Hot deals m U L

Noon Shopping Website - Egypt Selfridges& Co Shopping Website -

Low Indulgence index: 4 -> UK
Restrained Society High Indulgence index: 69 ->

Indulgent Society



“As the Web contilinues to develop globally, answering
these questions [strategic questions for web design] — and exploring,
then exploiting, these dimensions of culture - will
become a necessity and not an option for successful
theory and practice”

- Aaron Marcus, 21 years ago

I think we are already there. Have been for a while.
What do YOU think?



Conclusions

Marketing is strongly 1linked and dependent on culture because everything
depends on the context. Even if some parts of the culture are visible to the
eye and easily analyzed, the motives behind these elements are often
difficult to track and understand, because they lay at the very core of one’s
culture and represent the learned values and behaviors that come as natural
reactions without being questioned by the actor.

To fully understand the needs and wishes of a certain society, one must
analyze the roots of their behavior - understand the differences in their
process of thinking, what they praise and their tabus.
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