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Sample open exam questions and answers
Possible answers below the questions in italics.
1.

Describe the culture of your home country in terms of the Hofstede dimensions as in chapter 4 done for the U.S., The Netherlands and Japan. You should not only state the various dimensions of culture and the position of your country on the dimension, but also list the various manifestations, how these dimensions are expressed and recognized in your own country. (max 1000 characters)

2.
Describe the differences between corporate culture and national culture. (max 500 characters)
Corporate culture is made up of the expressions of culture, how things are done within one corporation in order to work together efficiently. This aspect pf culture can be changed. Cultural values do not change easily.

3.
Some people criticize the Hofstede model because his research was originally conducted within IBM. Is this criticism correct or incorrect? Why? 
Most heard criticism is about his original study being within IBM. It is not correct. Instead it is a strong point. Only within one company with one corporate culture is it possible to find matching samples without differences in corporate culture interfering. By comparing people of the same age, gender and profession the effect of national culture becomes apparent. If you would take samples from both IBM and Apple, for example, you cannot make matching samples as both companies attract different types of people. The alternative of matches samples is a large representative sample from the total population.

4.
Name three characteristics of the personality of individualistic cultures. (max 200 characters)
Independent

Unique identity

Cross-situational consistent

Self-reliant

5.
Culture explains variations of adoption categories in the diffusion of innovations. Two dimensions explain the variations of two of the adoption categories. Which are the categories, and which dimensions explain? (max 500 characters)

a. Innovators

b. Late majority

6.
What is the ultimate motive in Maslow’s pyramid and why is it typical of American culture? (max 250 characters)

It refers to the independent self who wants to stand out, be unique. In collectivistic cultures the interest and honor of the in-group (not its individual members) will be actualized.

7.
Why are people’s values not converging when countries are converging with respect to national income? (max 400 characters)

With increased wealth, values become manifest and value differences more pronounced. When people have everything to lead a comfortable life and more than that, they have more money to spend on the things with which they can express their identity and values. 

8.
Write down at least four cultural aspects of decision making in business.
(max 400 characters)

· Degree of locus of control

· Different time concepts

· Need for information

· Task versus relationship orientation of cultures

· Degree of importance of trust in the company

9.
Explain why many personal care brands from France have a scientific background or ‘Laboratoire’ in their name. (max 150 characters)

· High uncertainty avoidance, need for a credible expert and scientific control

10.
Which is the underlying assumption that standardized advertising can be equally effective across cultures? (max 500 characters)

· Convergence/homogenization of consumer needs

· Universal emotions of consumers

· Existence of global communities with universal values

· Converging national wealth

· Converging technology

· Global media

11.
Name one country that can best be used as test market in Europe. Why? (max 120 characters)

Europe: Netherlands or Norway, because they are medium on uncertainty avoidance. Low or high uncertainty avoidance cultures are not representative because they have relatively large groups of innovators or laggards.

12.
A few global brands appear to be most trusted in all markets. Give examples. Which are the characteristics of these brands that have made them successful? (max 180 characteristics)

Nivea, Colgate, Nokia, Coca-Cola

They were the first to enter new markets, strong in distribution, they are old, and people view them as local brands.

13.
The USA is a very individualistic culture. Yet, there is much attention to family values, and in advertising families are relatively frequently shown. Explain. (max 400 characters)

This is due to the value paradox, the difference between the desirable and the desired. What ought and what people actually want for themselves. Going it alone is the desirable of individualistic cultures, but the desired is belonging, having a family. People want what they don’t have, and advertising ties in to such wants.

14.
Why is the distinction informational-emotional not very useful for comparative analysis of advertising worldwide?

Because “emotional” is not well defined and in collectivistic cultures are too many variations within the category emotional.

�ED: Answer missing. 






