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Learning Outcomes

Understand how culture provides the true meaning of 
objects and activities.

Use the key dimensions of core societal values to apply 
the concept of cultural distance.

Define acculturation and enculturation.

List fundamental elements of verbal and nonverbal 
communication.

Discuss current emerging consumer markets and scan for 
opportunities.
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LO1

Understand how culture provides 
the true meaning of objects and 

activities.
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What is Culture?

Consumer culture–
commonly held societal 
beliefs that define what is 
socially gratifying.
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Culture, Meaning and ValueLO1



Dr. Paurav Shukla 2

©2012 Cengage Learning. All Rights Reserved. May not be scanned, copied or duplicated, or posted to a publicly accessible website, in whole or in part. 7

Culture, Meaning, and ValueLO1

Gives meanings to 
objects

Gives meanings to 
activities

Facilitates 
communication
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Cultural Norms and Sanctions

Cultural Norm
Rule that specifies the 
appropriate behavior in a 
a given situation within a 
specific culture.
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Societal Role Expectations VaryLO1
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LO2

Use the key dimensions of core 
societal values to apply the 
concept of cultural distance.
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Dimensions of National 
Cultural Values
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Masculinity

Uncertainty 
Avoidance

Individualism

Power Distance

Long-Term 
Orientation
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Inputs and Outputs of CultureLO2
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CSV ScoreboardLO2

http://geert-hofstede.com/countries.html
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Cultural Distance

Represents how disparate one nation is from 
another in terms of their CSVs.

Where,
• CD = Cultural Distance
• TCSV = Target Country Value Score on Dimension i
• BCSV = Baseline Country Value Score on Dimension i
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CSV Difference Scores Relative to 
American Consumers

LO2

Lower CD scores implies greater similarities.
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LO3

Define acculturation and 
enculturation.
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How Is Culture Learned?LO3

Enculturation

Socialization

Acculturation

Consumer ethnocentrism–belief among consumers that their 
ethnic group and native products are superior to other ethnic 
groups and their products.
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Factors Associated with Faster 
Acculturation
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Internet CensorshipLO3

Some governments censor 
the Internet content from its 
citizens.

In China, the search engine Baidu is 
growing in popularity because of its 
acceptance of censorship without 
disclaimers.

Governments that censor or demand 
access to consumers’ cell phone 
messages interfere with privacy.
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Modeling and Shaping

Modeling
A process of imitating 
others’ behavior.
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Modeling and the QuartetLO3
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LO4

List fundamental elements of 
verbal and nonverbal 

communication.
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Verbal and Nonverbal 
Communication

Verbal Communication
The transfer of 
information through either 
the literal spoken or 
written word.

LO4

Nonverbal Communication
Communication not involving 
the literal spoken or written 
word.
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Problems With Verbal CommunicationLO4
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Translational and Metric 
Equivalence

• Translational equivalence – exists 
when two phrases share the same 
precise meaning in two different 
cultures.

• Metric equivalence – the state in 
which consumers are shown to use 
numbers to represent quantities the 
same way across cultures.
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Nonverbal Communication Affects the 
Message Comprehended
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LO5

Discuss current emerging 
consumer markets and scan for 

opportunities.
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Country of Origin Effects: Positive

• Many consumers may take into consideration the 
country of origin of a product.

• Country-of-origin commonly:
– France = wine, fashion, perfume
– Italy = pasta, designer clothing, 

furniture, shoes, and sports cars
– Japan = cameras and consumer 

electronics
– Germany = cars, tools, and 

machinery
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Country of Origin Effects: Negative

• Some consumers have animosity toward a 
country

– People’s Republic of China has 
some animosity to Japan

– Jewish consumers avoid German 
products

– New Zealand and Australian 
consumers boycott French products
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Why Do Most Global
Airlines Stress Pampering
Business Travelers in Their Ads?
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Upscale International Business 
Travelers Share Much in Common.
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Emerging CulturesLO5

BRIC Markets
Brazil, Russia, India, and 
China

Chindia
Refers to the combined 
market and business potential 
of China and India.
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Attractive Consumer  Markets for 
Foreign Direct Investment (FDI)
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FDI Index
Source:  Sheth, J.N. (2007), “Rise of Chindia and Its Impact on World Marketing,” presented at the  2007 Academy of Marketing Science World Marketing 
Congress, Verona, Italy, July 13.

©2012 Cengage Learning. All Rights Reserved. May not be scanned, copied or duplicated, or posted to a publicly accessible website, in whole or in part. 34

Glocalization

Represents the idea that
marketing strategy may be
global but the implementation
of that strategy at the
marketing tactics level should
be local.

LO5
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Discussion Questions

• If your university is considering a 
satellite business program in China:
– How would they need to adapt the 

program?

– What would prompt these changes?


