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Questions, discussion points and student activity

Chapter 1: The paradoxes in global marketing communications
1.
Discuss the concept of globalization. Find different definitions or different points of view from which to describe globalization.
2.
Visit websites of multinational companies and make an inventory of their local websites and the different languages they offer. For example, try the corporate websites (.com) of General Electric, Philips, Honda, Toyota, Coca-Cola, Starbucks, Nivea, L’Oréal, Danone, Nestlé and Heineken.
3.
Make an inventory of the current popular songs of your country. How many are national and how many are international?

4.
Go to the website of the World Bank. Go to “data and research” and search for “The information age”. You can download table 5.11 with data on PC ownership, internet, etc. Compare countries and note the differences. 
5.
Go to the website of ITU and find data on mobile communications. Compare countries with respect to the various data. Compare your own country with others.

6.
Can you receive television channels from other nations in other languages than your own? If so, can you see differences in programming?

7.
Explain why penetration of deep freezers is highest in the cold climates. (People used to preserve their food in the snow. They were the first to embrace the new technology. They didn’t have to go out of the house anymore). 
8.
Marshal McLuhan said that new media mostly enhance current activities. Look at the latest technology you own yourself and analyze your own behavior. Has it totally changed your behavior, or more intensified some of your behavior?

9.
Kentucky Fried Chicken in the past had difficulties in some Asian markets. Find out how they are doing now. Do they adapt the menu and restaurant design as McDonald’s does?

10.
In 2004 Unilever used bad weather in the South of Europe as an argument to explain low sales of ice-cream. Is the weather a valid explaining variable for differences in ice cream consumption? (It is, but the relationship is reverse. In cold climates people consume more ice cream than in hot climates. Ice cream is not a thirst quencher, it is an energy provider, it is sweet milk. So bad weather was the wrong excuse).
11.
In Europe the standardization-adaptation discussion was strongest in the early 1990s with American companies taking the lead in centralizing marketing operations and developing pan-European advertising campaigns, but not all of them centralized. In 1996 American Express restructured its European operations to provide central control. Lee Europe made a central marketing team, based in Brussels, responsible for key strategic decisions and the creative work. Courier service DHL opted for a decentralized marketing structure giving individual DHL offices total freedom. Nike Europe had full marketing teams in every European country, together with a European marketing team in the Netherlands (M&M Europe, 1996, p. 15).

1Find out which of the companies have been successful in Europe and which ones less.

12.
Two potato chip brands have followed different strategies in Europe: Lay’s standardized and Pringles localized, resulting in increased market shares. Analyze both brands and their current strategies in Europe.

13.
Discuss the advantages of standardizing brand names and the disadvantages of brand name change. In particular Procter & Gamble and Unilever have changed brand names to reap the benefits of economies of scale. An example is Unilever, who in the Netherlands changed the names of a household cleaner so frequently that both consumers and retailers became confused. Originally it was in a green bottle and called Andy. It was renamed CIF, which was a brand name connected with household cleaning, but in a yellow bottle, that earlier carried the name JIF and before that VIM. After the last change people became very confused. In order to help consumers, personnel in drugstores sold it as “the green CIF” or “the former Andy”. With the advent of new management at Unilever the name was changed to “Andy familiar”. Discuss and find more examples in your own country or region.
Chapter 2: Global branding
1.
Make an inventory of the brands you own or use and decide if they have a personality as described in this chapter. Find the country of origin of the owner of the brand.

2.
Are you aware of any brand communities in your own environment? Do you feel you belong to any?

3.
Find and describe brands in your own country that can be viewed as iconic. Is there a myth behind it? Do you think this myth exists in other countries?

4.
Go to the website of Interbrand and find which brands in different countries are most highly valued. Find how brand equity is calculated.

5.
Find examples of different brand architectures: corporate brands, endorsed brands and product brands.

6.
Go to the Reader’s Digest Trusted brands websites for Europe and Asia. Look at the various product categories and find brands that are trusted most in all countries. Also find product categories in which different countries have different most trusted brands.

7.
Find more examples for each of the five global brand strategies..

8.
Visit the websites of Gillette, Lu (Kraft) and Nivea (Beiersdorf) and describe how they have internationalized. 

9.
Visit the website of Procter & Gamble and find the different brands they use worldwide.

10.
Do the same for L’Oréal

11.
Make an association network for Coca-Cola in your own country. Do this by interviewing different age groups. 

12.
In 1993, S.C. Johnson & Son sold furniture polish branded Pliz in France, Pledge in the United Kingdom and Pronto in Germany, Italy and Spain. Find how these brands and the company have developed since 1993. What happened to the company, and what happened to the brands.

13.
Some brands have become so strong that the brand name has become the generic name for the product category. An example is Aspirin by Bayer and Xeroxing for copying. But different countries have adopted different generics. To Filipinos toothpaste is Colgate and any video-recorder a Betamax. Think of generics in your own country. Are they still strong brands or have they been overtaken by competitors?

14.
In many developing countries global brands have status value, but people also return to their own national brands. In China, the Shanghai Domestic Cosmetics Co regained the right to market its own time-tested cosmetics, Meijiajing and Lumei. The two brands names almost became extinct after the Shanghai company formed a joint venture in 1989 with Johnson & Johnson Co from the U.S. Other examples of Chinese brands that nearly disappeared with the introduction of foreign brands are Blue Sky toothpaste and the Forever bicycle (China Daily, September 11, 1996, p. 10). Find origin and development of a few other Chinese brands, such as Dabao, Yumeijing and Dingjiayi.

15.
The Chinese brand Haier traces its history back to the Qingdao General Refrigerator factory which was founded in 1958 as a cooperative to repair and assemble electric appliances. Until Chinese entrepreneur Ruimin Zhang took charge of the factory in 1984, the company struggled with its quality and incurred huge losses. Haier attracted tremendous publicity when Zhang smashed faulty refrigerators with a sledgehammer, to send out a message about his commitment to quality. In 2007 Haier commanded approximately over 30% share of the Chinese market in white goods and had revenues of US$ 9.7 billion as of 2003. Haier is the leading brand in the US in the mini-refrigerator category (information from http://www.asianbrandstrategy.com). What is the image of Haier in other countries?

16.
Which brands are marketed by Cadbury Schweppes? What is the branding strategy for Cadbury products? 

17.
Indian Tata group of companies under the Tata brand name sell salt, tea, cars, air conditioners and phone networks. The Tata motto is “Humata/Hukhta/Hvarshta” meaning Good thoughts, good words, good deeds. In India the Tata name has been synonymous with trust, integrity, solidity, and service to the nation. Based on this trust in the company, there was no problem of extension fit in India. When globalizing, what should be Tata’s branding strategy? Analyze Tata’s current brand portfolio. (Acquisition strategy: buying well-known brands and using these names for selling their own products. In 2000 Tata bought Tetley tea and Daewoo’s commercial truck operation (BusinessWeek, July 26, 2004).)
18.
Find examples of brands with a specific country image.
Chapter 3: Values and culture
1.
Make a list of your own values and compare them with lists of classmates. Discuss if your value priorities and those of your classmates are similar or different. How many can you and your classmates mention spontaneously? Which ones are values and which ones are personal traits? 

2.
Find examples of selective perception.

3.
Try to find a value paradox, typical of your own country.

4.
Think of a cultural universal and how it is expressed. Share your thoughts with your classmates. Do you find similarities or differences between you and your classmates in how this universal is expressed?

5.
Write down your own stereotypes of people from five foreign countries and how you derived them.

6.
Do you have any stereotypical ideas about advertising from different countries?

7.
Recent progress in cultural neuroscience provides novel theoretical frameworks for understanding the complex interaction of environmental, cultural, and genetic factors in human behavior. It suggests that cultural practices reinforce values and tasks that become “culturally patterned neural activities”. The approach aims to understand human variation with a focus on the brain as the key site for research and for understanding differences. This new scientific development also is called neuroanthropology, which can be applied to several areas of human behavior. Try to find out more about this development and to which aspect of consumer behavior it may be applicable. 

8.
Think of some words in your own language that you have found difficult to translate to another language and analyze why. 

9.
Find metaphors that reflect habits or values of your own country.

10.
In view of the points made on language in this book, what is your opinion on Noam Chomsky’s universal grammar theory?

11.
Search for data on the degree of homogeneity of the population of your own country and one of your neighboring countries.

12.
Collect ads from your own country in which you can recognize metaphors typical of your own country.

13.
A story from M&M Europe of October 1992 reads as follows: “Dunhill hosted a lunch during a conference in Thailand. A gift-wrapped white box was given to each guest. Inside the box was a black-faced clock. Chinese guests dropped the box with a shriek and turned pale. A clock is the worst thing to give a Chinese as the words for giving a clock – sung tzung – literally mean funeral.” Find out if this is true for China or any other country in the region. Does the color combination of the white box and black clock also carry meaning?

14.
Academic rituals vary across countries. What is the role of the academic gown in your country? Is that the same as elsewhere? At special academic meetings, do only professors wear a gown, or also doctors?

15.
Discuss the various elements of Global Consumer Culture. Is it a useful concept?

Chapter 4: Dimensions of culture
1.
Discuss the various ways to classify cultures and which of these are most useful for marketing and advertising.

2.
Find out more about the dimensions by Inglehart. What is your opinion about postmaterialist values. Do you think they apply more to some cultures than to others, or are these found among people of all cultures in the world? Is postmaterialism a useful concept for marketing and advertising?

3.
Which basic value orientations are found in most dimensional studies? 

4.
List the various elements of low- and high context communications.

5.
Find expressions related to time in your own language.

6.
Describe your own culture in terms of the five time orientations described in this chapter.

7.
The Japanese have many holidays and celebrations of seasons that can be explained by culture. Seasonal events are cherry blossom viewing, autumn colors viewing and going out in the rainy season. Special holidays are “Day for the admiration of nature”(March 20), “Commune with nature and be grateful for its blessings”(May 4) and “Respect-for-the-aged day” (third Monday of September). Which dimensions can explain these special occasions? (Time is circular, high Power Distance and Long-Term Orientation; relationship man-nature).

8.
Which are the important differences between the Hofstede and the Schwartz model?

9.
Describe your own culture following the examples at the end of this chapter.

10.
Find advertisements (print or film) for each of the Hofstede dimensions that reflect either a high or a low score on each dimension.

11.
Many U.S. strategies for profitability are based on cost cutting instead of investing in innovative products. This is related to short-term versus long-term orientation. Discuss the effect this difference may have on building global brands. Think of U.S. car brands versus Japanese car brands, and the cosmetics industry. 

12.
The Lego toy bricks were originally developed as “educational”. It was a Danish invention. The name was based on a contraction of leg godt, which translates as “play well”. As it was meant to be an educational toy, it was based on the practice of parents constructing buildings together with the children as equals. Which dimension explains the fact that Lego never sold as well in France as it did in the Nordic countries? (In high power distance cultures parents don’t play as much with their children as they do in low power distance cultures. Children play with children. There are two separate worlds: the adult world and the children’s world.)
13.
Find an international magazine and see if in some of the global advertisements you can recognize the values of the country of origin of the company. 

14.
Along with the idea that humor doesn’t travel, think of a type of humor that may travel to some extent: slapstick. Think of examples or specific topics, e.g. connected with power distance, humor that defies authority.

Chapter 5: Culture and consumer behavior
1.
Discuss the concept of self-actualization and why this concept may vary across cultures.

2.
Which sort of feelings do you think people in your country attach to “feeling good”?

3.
Why is collectivistic interdependence not the same as submitting oneself to the wishes of the group, as it often is defined?

4.
How do people arrive at self-esteem across cultures? 

5.
How would you describe yourself? What sort of personal traits would you use in describing yourself? Discuss with others. Do you find differences between descriptions of your classmates?

6.
Try to attach personal traits to the brands that you are currently owning or using.

7.
Of how many brands you own can you spontaneously name the company behind the brand? And the country of origin of the company?

8.
Discuss the Dove campaign for real beauty. Why is it so successful in the Western world? Discuss the negative response in the US. Why is it not acceptable to some people that Unilever promotes two brands (Axe and Dove) with contrasting messages? (Western need for consistency and fit). 

9.
Consistency is the typical need of members of individualistic cultures. Think of the various aspects of branding practice to which this applies.

10.
Discuss the Fishbein model and why it is typically designed for Western use.

11.
Find examples of consumer ethnocentricity. List the various issues that may influence consumer ethnocentricity.

12.
The concept of face is mostly linked to the Chinese, but in other collectivistic cultures it also is relevant. Try to make an inventory of all aspects that are relevant to upholding face and the consequences of losing face.

13.
Make a list of buying motives for different product categories: food, alcoholic beverages, automobiles, luxury goods, and sportswear. Add to these the cultural dimensions that may be involved, including quality and price.

14.
Originally the universality of emotions was derived from the finding that across the world people were able to recognize expressions of emotions from pictures of actors with Caucasian faces who displayed various emotions like happiness, fear, anger and disgust. At the time a soap series called Dallas had been aired all over the world. Discuss the possibility that research subjects may have learned to recognize emotional expressions of European Americans with Caucasian faces. 

15.
Do you think human emotions are relevant for distinguishing between rational and emotional advertising?

16.
Explain why in the U.S. consumers protest against Unilever selling two brands with contrasting messages like Axe and Dove, whereas in Asia consumers don’t see this as a problem.

17.
Discuss the fact that in collectivistic cultures people express fewer needs for information than in individualistic cultures. 

18.
Discuss the influence of culture on choice behavior, with respect to the need for detailed information or choice options.

19.
Visit websites of global companies of Western origin and analyze the verbal aspects of their pay-offs.

20.
Go to the Eurobarometer website http://ec.europa.eu/public_opinion/index_en.htm and download a data file. You have a choice between standard Eurobarometer and special Eurobarometer. The special files include all sorts of topics. Do some simple correlations with the Hofstede country scores (Appendix A in this book) to get an idea how you can analyze and explain country differences (use Excel or any other program to do correlation analysis).
Chapter 6: Researching and applying cultural values
1.
Make your own individual list of values and compare it with lists of your classmates, and/or your parents if you can make them to draw up such as list.

2.
List the various possible meanings of freedom and equality.

3.
Review the lists of values in this chapter (U.S. values, Belgian, Dutch, Indian and Japanese) and explain them with the Hofstede country scores for these countries.

4.
Search the internet for lists of values for other cultures than in the book.

5.
If you compare the Rokeach list of values with the other lists in chapter 6, which values of other cultures are missing in the Rokeach list.

6.
Discuss the concept of variety. Does it have a different meaning for individualists than it has for collectivists? (IDV: variety means choice to show uniqueness, adventure, freedom; COL: in particular variety of food available for any guest or social event for social position)
7.
Discuss the concept of friendship. How close are you to people you consider your friends. What sort of relationship do you have with them?

8.
Crocs are a footwear brand. It can be part of different sub-categories in different countries. Discuss.

9.
What is the most used type of scale in survey research in your country? List the difficulties you may encounter when applying this scale to other cultures of a different cultural configuration. If no scales are used in survey research in your country, explain.

10.
What is the ecological fallacy. Find more examples, also of the reverse ecological fallacy.

11.
Search for new commercial value and lifestyle studies on the Internet. Analyze the axes and see if the cultural values of the country of origin can be recognized.

12.
Find more examples than the Resnik & Stern coding scheme of constructs developed in one culture (usually the U.S.) and used in others.

13.
Give examples of misuse of dimensional models in general and misinterpretation of specific dimensions, in particular when applying them to analyzing advertising.

14.
Which sort of questions are easy to answer by average respondents and which ones more difficult?

15.
Discuss the Weberian hypothesis, linking Protestant values to capitalist orientations.

Chapter 7: Culture and communication
1.
Analyze and describe your own communication style.

2.
Compare the essentials of Western and Asian communication models. At least four characteristics of Asian communication are very different from Western communication. (harmony, indirectness, empathy, silence).

3.
Which are the characteristics of oral cultures that can still be recognized in Arab and Russian communication style?

4.
Which different verbal and non-verbal communication styles can be distinguished, and which are the characteristics?

5.
Give examples of different usage of the mobile phone across cultures.

6.
Find examples of how the Western rules of rhetoric are reflected in literature, film genres, and advertising. Also try to find such examples of the reflection of the Buddhist and Hindu rhetorical models. How do you find them expressed for example, in film, in religious practices and in advertising. 

7.
Which language do you expect to be the most used blogging language of the future? (Chinese, large population, collectivistic, like Japan, low UA)
8.
Discuss the concept of ‘online friends’. Which cultural dimension makes people most reluctant to communicate with unknown people?

9.
Sony’s pay-off is “It’s a Sony”. What does this short pay-off reflect? (Sony is a company brand from a collectivistic culture and the statement reflects a guarantee of trust, reassurance and reliability.)
10.
Discuss why translating an advertisement from one culture to another will not result in an effective advertisement.

11.
Think of reasons why in Spain little research for advertising effectiveness is done. (Most measurement systems are exported by U.S./UK research agencies and are based on how advertising works in their countries. They are not viewed as useful by the Spanish. They see no useful results and decide not to measure at all).

12.
Discuss the informational-emotional dichotomy as used for analyzing US advertising. Is it universally useful?

13.
Compare the logic of advertising, how it works, in different cultures. See if you can find more logics than the two summarized by Miracle.

14.
In chapter 5 several aspects of visuals were discussed, under mental processes. How can these be applied to visuals in advertising?

15.
Discuss the dilemma of using distinctive, unusual content and forms of advertising to attract attention or follow cultural conventions? 

16.
Visit websites of Coca-Cola and McDonalds in the US, UK, Italy, Spain, Japan, Korea or any other country and see if they have adapted them to local culture. In particular analyze the difference between low-context and high-context communication.

17.
Do you think global companies of Asian origin adapt their web sites more than American of British companies do?

18.
Find logos of international companies and measure them to see if they follow the divine proportion. E.g. Honda, Mercedes Benz, BMW, General Electric, Mitsubishi, Citroen, American Express.

Chapter 8: Culture and the media
1.
In which countries in the world would you find most media usage, including all means of communication by which you can use media: TV, Mobile phone, Internet etc..

2.
Why would people in collectivistic cultures have the TV set switched on all the time, whereas individualists tend to put it on and off for specific programs? (polychromic vs monochromic)
3.
In which cultural configuration do you think people would think advertising on the mobile phone most intrusive? (Individualistic/UAI+)
4.
Find out how many different MTV channels exist worldwide.

5.
Would you expect the TV set as a central way of watching soaps, news, films, etc. to disappear with the advent of the internet and mobile phone? Why or why not?

6.
Discuss why people in individualistic cultures listen to the radio more than in collectivistic cultures. (In collectivistic cultures more interpersonal communication).

7.
Discuss the different habits across cultures that influence differences in acceptance and usage of mobile TV. Which are the variables that explain differences in newspaper readership? Explain other relationships.

8.
Discuss which media you would use in developing economies if you would be responsible for selling washing powder, baby milk or mobile phones.

9.
What exactly does Castells mean with is mass self-communication, and which media are the best examples of this phenomenon?

10.
Find data from ITU about mobile phone ownership and usage and look at how the differences between countries have changed in the past 5 years.

11.
In which part of the world do you think the new QR barcodes will be most used?

12.
In which cultures will people be most concerned with privacy matters on the Internet?

13.
Search for corporate websites of global companies and see if they use .com names or local names. Also observe in how many languages they offer their information and if they adapt their websites to different cultures.

14.
The effect of the internet has not been globalization, but hyperlocalism. Explain why.

15.
Which cultural dimensions will best explain variance of perceived risk of e-commerce?

16.
In the media Facebook often is viewed as the main social network service in the world, but in many countries local services are dominant. List several reasons why.

17.
List the various purposes for company blogs. Find examples of company blogs, analyze and compare.

18.
Across cultures consumers use the media in a different way and have different needs for information to make a buying decision. How are these differences reflected in usage of the internet for consumer decision making? List these by cultural dimension.

19.
Find out the most used banner ad format and differences in usage of so-called rich media in the different countries in your region.

20.
Find more examples of viral marketing and advertising.

21.
Find more Axe TV commercials from different countries on YouTube. Find reflection of culture and compare advertising styles.

22.
How many international media agencies are operating in your country?

Chapter 9: Culture and advertising appeals
1.
Discuss the equality and dependence paradoxes. Will they be different in the US, France, Russia or China? Do these paradoxes exist in your own country?

2.
Try to find an advertisement that includes paradoxical values.

3.
Watch the Audi A6 UK commercial 2007 (Folder Examples appeals). Would this commercial be appreciated both in the UK and Germany, although they are so different with respect to UAI? (The UK take-out may be innovation, but the German take-out may be technological excellence).

4.
Select print ads or TV commercials that reflect the values of the five dimensions for your own country. Do this for other countries from magazines from other countries or in TV commercials on YouTube. Explain each ad.

5.
Discuss an ad by Kenzo. Why might this also be effective in collectivistic Spain, although there is only one person in the ad? (This is a personal care product that you don’t use in public. The ad does appeal to status motives of high power distance cultures).

6.
When in the 1970s television advertising was introduced in the Netherlands, creative directors went to the U.S. to learn how to make TV commercials, because in the U.S. TV advertising had been introduced much earlier. Think of the reason why in particular in the Netherlands the women’s liberation movement strongly protested against the advertising industry. (TV commercials reflected the masculine values of the U.S. Role differentiation is viewed as women’s discrimination in the Netherlands).

7.
Why do the British softly ridicule some German advertising appeals, e.g. Volkswagen’s “Vorsprung durch Technik” claim?. It is not the technological aspect they admire, but the exclusivity, so a UAI+ claim tongue-in-cheek appreciated by a UAI- culture).

8.
Volvo has used the safety appeal worldwide for a long time, but it didn’t work in the U.S. Why not? (Too soft, feminine value).

9.
Discuss the concept “Freedom of choice”. How important is it in your own culture?

10.
Discuss the Toshiba Air conditioning ad (in folder “addfilmsch09”), that was placed in the North Atlantic edition of Newsweek (April 2, 2007). Which values do you see reflected, which dimension?

11.
Do you think Nike’s “Just do it” slogan works well everywhere? Which values does it reflect? (The slogan reflects self-actualization, which is a typical individualistic/masculine motive. In China it doesn’t work because it emphasizes individualistic youthful irreverence (Businessweek, April 2005, p 25).)
12.
At international film festivals like the Cannes Lions, usually a jury consisting of various nationalities judges advertising from many different countries. They all have their own stereotypes of advertising from different countries. U.S. ad critic Bob Garfield for example states that advertising from Germany or Italy is bad by definition and French advertising is ridiculous (in an interview in Adformatie, July 10, 2003, p 40). Discuss the judgment process at international advertising festivals.

13.
Unilever introduced several olive-oil based products in Western Europe under the brand name Bertolli that originally was a small brand (since 1865) owned by Francesco Bertolli of Luca, Tuscany, Italy. Introducing olive oil in Western Europe fitted the health trend that said that olive oil is healthier than butter. The introduction used a country-of-origin concept. Discuss if this TV commercial can also be used in Italy. (No, the stereotype of old Italian women is too strong. The commercial was not used in France and Italy. See the Bertolli TV commercial for Italy). 

Chapter 10: Culture and executional style
1.
Discuss each advertising form and how it may fit different cultures. Make a matrix.

2.
A problem of any kind of classification of advertising forms is that the different forms may overlap, i.e. some TV commercials can be categorized in various forms, but there always is one main form. Analyze the examples in the book and note which combinations can be found.

3.
Which forms overlap most?

4.
For which product category is the announcement form used most? (perfumes)
5.
Discuss why celebrity transfer is used so frequently in Asia.

6.
New electronic devices and video techniques allow designing entertaining advertising. Where will these techniques be applied most?

7.
Watch TV commercials for McDonald’s from different countries and decide which forms they use. Are they different across countries?

8.
Which model of how advertising works underlies the forms entertainment and humor?

9.
Find examples of humoristic advertising in your own country and analyze how your own cultural values are reflected in the ads. Do you think this humor will be understood in other countries? Watch an ad from Scandinavia for Whiskas which Scandinavians found amusing but which was removed from US websites because it was considered to be offensive. Can this be used in your country?

10.
Analyze advertising in your own country. Which forms are used most? 

Chapter 11: From value paradox to strategy
1.
Which modes of entry ask for most intercultural competence?

2.
Find mission statements of international companies on the Internet. Analyze them. Do you notice differences? Do they reflect values?

3.
Tata’s (India) mission statement is based on five core values: integrity, understanding, excellence, unity, responsibility. Tata has been expanding globally by buying companies and brands from other cultures. Find these brands and companies and see if the values of the brands bought conform to or conflict with the original Tata values.

4.
The central message of Philips electronics is “Sense and Simplicity” which is based on the mission to make life easier for consumers. Is this a more attractive proposition in some cultures than in others?

5.
In which cultures would you expect companies not to publish a mission statement?

6.
Discuss the possible reasons for the fact that there is so little research on international public relations. 

7.
In collectivistic cultures PR often boils down to personal relations, doing favors. Is this viewed as negative or positive in Western PR? Should practices of other cultures than one’s own be judged?

8.
In 1999 more than 200 Belgians and French fell ill because of contaminated Coca-Cola and the entire inventory of Coke products were banned from sales in France, Belgium, Luxembourg and the Netherlands. Coke took corrective action, working closely with the respective governments. PR specialists said that a more high profile approach would have been necessary to restore trust. What should Coca-Cola have done PR wise? (It was suggested that Coke should get out in front and give an impression of openness. Also that the CEO at that time, Doug Ivester, should have visited the countries. He didn’t do it, probably because the markets were too small to pay so much attention to the problem; the four countries together account for less than 2% of annual global sales. This is an even greater offense, to demonstrate that smaller markets are not important.)
9.
For PR, which modes of communication are more used in individualistic cultures and which in collectivistic cultures?

10.
Think of a totally new product and make a map for predicting market development. You may think of a new coffee machine, electricity procuring windmill, fundamentally different running shoes or any other product that comes to mind.

11.
Design different culture-based product/market combinations for bicycles (e.g. racing bicycles for UAI- fitness cultures, sturdy cross bicycles for MAS cultures, bicycles with special children seats for FEM cultures.)
12.
Think of differences in usage of TV sets that would ask for product adaptation.

13.
IKEA offers furniture that buyers have to assemble themselves. This is not the accepted practice in some cultures. Which dimensions explains, and if you still would want to sell assemble-yourself furniture in these cultures how would you solve the problem? 

14.
Go to websites of global brands in different countries and see if you can find differences in package design.

15.
In which cultures do you think supermarkets should have white floors and/or other hygienic looking elements? (UAI+) Supermarket lay-out can vary between straight aisles or U- and C- shaped aisles. Where would U- and C-shaped aisles be more popular? (Collectivistic cultures, Businessweek, April 4, 2005 p. 26: “The Biyani chain in India has winding U- and C-shaped aisles that create corners for families to consult about purchases. Indians like to shop in groups and find straight aisles tasteless”.) 

16.
Where would a coffee bar or café like Starbucks have the best opportunities, in a tea-drinking culture or in a coffee-drinking culture? (In tea-drinking culture coffee is new and can carry status value. In coffee-cultures people have developed coffee-habits and –tastes. Starbucks is very successful in China, but not very successful in countries like Italy.)
17.
What are the most important adaptations western retail chains have to make when entering new markets with a collectivistic culture, in particular when combined with high uncertainty avoidance? (More fresh food, cleanliness, hygiene, presentation, service standards and possibilities to meet friends. Other habits have to be taken into account, like the shopping frequency. Small homes in Japan have less storage possibilities, so consumers shop more frequently.) 

18.
Search for Red Bull commercials from different countries on YouTube. What sort of brand image or brand personality do these commercials convey?

19.
The “Dirt is good” campaign for OMO/Persil has been used as an example in several chapters in the book. If you would stick to the central message that people shouldn’t worry about dirty clothes because OMO/Persil solves it, how would you go about varying the attributes-benefits-values for this brand? Make a VSM for the UK, Japan and Germany. 

20.
Try to find more examples of fully standardized international advertising. 

21.
Discuss the possible effectiveness of strategy number 2, semi-standardized. Will it work better for some product categories than for others?

22.
Think of products/brands that are still in global market development stage one, for which product design and advertising can successfully be standardized?

23.
At the end of the 20th century Procter & Gamble (P&G) believed that their detergent products were so innovative that they could standardize marketing and advertising in Europe. This strategy focused on new product introductions for the whole region, with marketing communications focusing on the similarities instead of the differences in consumer behavior. It worked for a short time only, after which P&G started to lose market share. The reason was that some of the new brands failed and there was too little attention for existing brands. P&G owned several brands of the same name across European markets, but they had different images. An example is Dash 2-in-1 that in the Netherlands had the image of freshness and easy-to-iron, whereas the same brand stood for whiteness in Belgium. Explain the different images. Discuss the possible consumer behavior similarities for detergents in the various European countries. How innovative can a detergent be in the eyes of the consumer?

24.
Develop an international marketing plan for mobile phones including product adaptations for different cultures and segments across cultures (e.g. old people, young people). Think of different places people carry their mobile phones (e.g. trouser pockets: left, right, back, shirt pocket, women’s hand bags, dangling from belt). Think of features that help the difficulties women have finding their mobile in large handbags. Think of ring tones. Think of the mobile phone as a prestige item, as a simple communication tool, as an advanced organizer or as a mobile TV. Think of easy usage for old people. Think of usage by illiterate people or in areas with no electricity. Make cultural maps for the different usage possibilities and motives. Analyze the main players in large markets, including markets like China and India. Include brand name, pricing and distribution decisions.

25.
Follow the internationalization strategies of the following Chinese brands: Tsingtao beer, Bird mobile phone, Geely car, Li-Ning clothing and shoes, TCL TVs and mobile phones and Wahaha beverages.
