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The Sociocultural Environment



From the last lecture

▪ We discussed about market research methods, and how to 
estimate the potential of the market. 

▪ Some techniques, such as chain ration, lead lag, estimation by 
analogy etc.



What is in this lecture?



Market Attractiveness : The first step.

▪ By the end of this lecture you should be able to:

▪ Define culture and name some of its elements.

▪ Discuss how the sociocultural environment will affect the 
attractiveness of a potential market.

▪ Explain how Hofstede’s cultural framework would provide 
implications for marketers. 



Competitive Advantage : What is it?

Honda jets enters the small 
sized business jet markets.  

https://www.youtube.com/watch?v=Wx4Ih
CqIfnI

https://www.youtube.com/watch?v=Wx4IhCqIfnI


‘Culture is a complex whole which includes knowledge, belief, art, morals, 
law, custom and any other capabilities and habits acquire by man as a 
member of a society.’ (Tylor,1881)

The Oldest Definition of Culture



▪ It is learnt: Culture transmits from generation to generation.

▪ It is interrelated: One part of culture is related with another 
part.(e.g. marriage and religion)

▪ It is shared: The cultural values are passed on to an individual 
by other members of the culture group- parents, family, 
institutions, friends. 

Characteristics of culture





▪ Marketers have been heralding arrival of global customers for years. 

▪ An individual that would think and purchase alike the world or region over. 

▪ Example: Latin Americans think and purchase the same so there is not 
much need to customise products or marketing.

▪ Is this really possible?

Is it possible to define a global culture?



Is hoovering the same across countries?



High Context vs Low Context Culture



The contextual continuum of differing cultures



The main non-verbal languages in International Business



▪ Geert Hofstede’s dimensions of national culture:
▫ Power Distance
▫ Individualism/Collectivism
▫ Masculinity/Femininity
▫ Uncertainty Avoidance
▫ Indulgence vs. Restraint
▫ Long/Short Term Orientation

https://geerthofstede.com/culture-geert-hofstede-gert-jan-
hofstede/6d-model-of-national-culture/

Dimensions of National Culture

https://geerthofstede.com/culture-geert-hofstede-gert-jan-hofstede/6d-model-of-national-culture/


▪ Power distance (PDI) : The extent to which less powerful members 
of a society accept and expect that powers is distributed unequally. 
Hierarchy , social distance between individuals, social status and 
proper respect are emphasised. 

▪ Example : Countries characterised by high PDI have higher 
consumption rate of Scotch whiskey. 

▪ Example : Women in high PDI countries use more cosmetic 
products.

▪ Source: De Mooij, M. (2021). Global marketing and advertising: Understanding cultural paradoxes. Sage.

Dimensions of National Culture



▪ Individualism/collectivism (IDV): In individualistic societies, people 
are looking after themselves and their immediate family only. 

▪ In collectivist societies people expect their relatives or members of 
a particular group to look after them in exchange for loyalty. 

Dimensions of National Culture



▪ Masculinity/femininity (MAS): The masculinity side of this dimension represents a preference in 
society for achievement, heroism, assertiveness and material reward for success. 

▪ Femininity, stands for a preference for cooperation, modesty, caring for the weak and quality of 

life.

Dimensions of National Culture

Masculine Society Feminine Society

Live to work Work to live

Money and status are valued. Free time and flexibility are valued

Status to show success is very 
important.

Status is not really important.

Testimonial by rich and famous 
people is very effective.

Testimonial is not really important.



▫ Uncertainty avoidance (UAI): The extent to which people feel 
threatened by uncertainty and ambiguity and try to avoid this 
situation. In high UAI societies there is a need for clarity, rules 
and prescribing behaviour. 

Dimensions of National Culture

Belgium Germany Spain UK Sweden

PDI 65 35 57 35 31

MAS 54 66 42 66 5

UAI 94 65 86 35 29

IDV 75 67 51 89 71



Countries with high UA tend to have higher consumption of bottled water!

https://www.nationmaster.com/country-info/stats/Lifestyle/Food-and-drink/Bottled-water/Consumption

https://www.statista.com/statistics/455422/bottled-water-consumption-in-europe-per-capita/
https://www.statista.com/statistics/455422/bottled-water-consumption-in-europe-per-capita/
https://www.nationmaster.com/country-info/stats/Lifestyle/Food-and-drink/Bottled-water/Consumption


▫ Long/short term orientation (LTO): the extent to which a 
society exhibits a pragmatic future oriented perspective rather 
than a conventional historic or short term point of view. 

Dimensions of National Culture

Long term orientation Short term orientation

Perseverance in achieving results Focus on achieving quick results

Strong propensity to save and invest Small propensity to save and invest

Ability to adapt traditions easily to changed conditions Great respect for tradition

Leisure time not important Leisure time important



▪ Indulgence vs Restraint: 
▪ Indulgence stands for a society that allows relatively free gratification of basic and natural human drives 

related to enjoying life and having fun.

▪ Restraint stands for a society that suppresses gratification of needs and regulates it by means of strict 

social norms

https://hi.hofstede-insights.com/national-culture

Dimensions of National Culture



Culture-based segmentation



▫ How Fortune 500 companies adapted their websites in China, based on 
National Culture :

▫ Check this article:
▫ https://www.researchgate.net/publication/227623341_Cultural_Dimensions_o

f_Website_Design_and_Content

Web Designing based on National Culture



Examples to check after 
this lecture



http://blog.ama.org/marketing-and-the-rise-of-individualism/
http://blog.ama.org/marketing-and-the-rise-of-individualism/


Whiskey as a masculine product in Italy
▪ In 1980: https://www.youtube.com/watch?v=bAFjwDPSNoA

▪ In 2018:

▪ https://scotchwhisky.com/magazine/around-the-world/from-
our-correspondent/19413/italy-s-whisky-revolution/

▪ In the UK: 

▪ https://www.youtube.com/watch?v=cHWCfGQqUIc

https://www.youtube.com/watch?v=bAFjwDPSNoA
https://scotchwhisky.com/magazine/around-the-world/from-our-correspondent/19413/italy-s-whisky-revolution/
https://www.youtube.com/watch?v=cHWCfGQqUIc

