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Chapter 1

Section 1

Text &
Aspects of Culture ( I )

A thorough cross-cultural analysis involves understanding of and appreciation of the
values, customs, symbols, and language of other societies.

Values A society’s values represent personally or socially preferable modes of con-
duct or states of existence that are enduring. Understanding and working with these as-
pects of a society are important factors in successful global marketing. For example :

A door-to-door salesman would find selling in Italy impossible, because it is impro-
per for a man to call on a woman if she is home alone. Similarly, a popular Procter &
Gamble commercial for Camay soap in Western Europe flopped when it aired in Japan.
The ad, which showed a husband interrupting his wife’s bath, was thought to be in poor

taste since it is considered improper for a Japanese man to intrude on his wife.
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McDonald’s does not sell hamburgers in its restaurants in Iridia, because the cow is
considered sacred by almost 85 percent of the population.

Germans have not been overly receptive to the use of credit cards such as Visa or
MasterCard and installment debt to purchase goods and services. Indeed, the German
word for debt, schuld, is the same as the German word for guilt. '

In the Arab world and Latin American countries, business-to-business negotiations
are a social event where bargaining is a part of any transaction. Efforts to adhere to a
strict agenda and impersonalize the negotiation could be viewed as an insult.

These examples illustrate how cultural values can influence behavior in different so-
cieties. Cultural values become apparent in the personal values of individuals that affect
their attitudes and beliefs, and the importance assigned to specific behaviors and at-
tributes of goods and services. These personal values affect consumption-specific values,
such as the use of installment debt by Germans, and product-specific values, such as the
importance assigned to credit card interest rates.

Customs Customs are the norms and expectations about the way people do things
in a specific country. Clearly, customs can vary significantly from country to country. Did
you know that mothers in Tanzania don’t serve their children eggs? They believe that eggs
cause both baldness and impotence. General Mills designed a cake mix especially for
preparation in the rice cookers used by Japanese customers. It failed because of a lack of
understanding of Japanese consumers and customs: Japanese take pride in the purity of
understanding of Japanese consumers and customs: Japanese take pride in the purity of
their rice, which they thought would be contaminated if the cooker were used to prepare
another food. The 3M Company’s Scotch-Brite floor-cleaning product got lukewarm sales
in the Philippines. When a Filipino employee explained that consumers there often clean
floors by pushing coconut shells around with their feet, 3M changed the shape of the pad
to a foot and sales soared! Some other customs unusual to Americans include:

In France, men wear more than twice the number of cosmetics that women do.

Japanese women give Japanese men chocolates on Valentine’s Day.

Businesspeople in Middle Eastemn and Latin American countries prefer to negotiate
within inches of their colleagues; Americans who find this difficult can offend their poten-
tial associates and muin a possible agreement.

Customs also relate to nonverbal behavior of individuals in different cultural settings.
For instance, in many European countries it is considered impolite not to have both hands

on the table in business meetings. The story is also told of U. S. executives negotiating a



purchase agreement with their Japanese counterparts. The chief American negotiator made
a proposal that was met with silence by the Japanese head negotiator. The American as-
sumed the offer was not acceptable and raised the offer, which again was met with si-
lence. A third offer was made and an agreement was struck. Unknown to the American,
the silence of the Japanese head negotiator meant that the offer was being considered, not
rejected. The Japanese negotiator obtained several concessions from the American because
of a misreading of silence! Unlike American businesspeople, who tend to express opinions
early in meetings and negotiations, Japanese executives prefer to wait and listen and the
higher their position, such as chief negotiator, the more they listen.

Companies with worldwide operations are sensitive to how customs can make the dif-
ference between success and failure in global markets. For example, Colgate-Palmolive,
General Electric, and Honda of America represent firms that place high priority on cross-
cultural training relating to customs.

(to be continued)

1. value n. il

2. mode n. JT3, ok

3. conduct n. 2k, T

4. receptive adj. EEHEZM, A LIEEZHY

5. integral adj . Y REERFT L TH , AR B
6. impersonalise  vt. fHRENBYE; EAERANE
7. assign vt. S3EC, FEIR

8. baldness n. "X

9. impotence n. 355 TCRE , tETCRE

10. cooker n. WE

11. contaminate w. 154, 3575

12. Philippines n. JFREHLME

13. Filipino n. & adji. FREN;FREAMN
14. pad n. Bk, HBF

15. negotiate vi. YR, R
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16. counterpart n. (FEHALL, YE R B) XS % F
17. concession n. k%
18. intrude on

19.

adhere to

1.
2
3

4.
5.
6.
Ts

Visa

MasterCard

. 3M Company

Valentine’s Day
Colgate-Palmolive
General Electric
Honda

-
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. Comprehension of the Text. Choose the right answer.
. Understanding the values of other societies is important in global marketing because

A. values represent consumers’ attitudes and beliefs

B. values affect consumers’ attitudes and beliefs

C. values vary from culture to culture

D. values may affect consumption behavior of the customers

. What do we learn about customs?

A. Customs are the norms and expectations about the way people do things in a specific

society .

B. Customs are the personally preferable ways of conduct.

C. Customs are the socially preferable ways of conduct.



D. Social customs affect people’s attitudes and beliefs.

. Why haven’t the Germans been very enthusiastic about using credit cards?

A . Because they are not used to this form of payment.

B. Because they probably think it is wrong to run into debt.

C. Because the Germans are rather old-fashioned.

D. Because it takes time for a new form of payment to be received by people.
. Which of the following will be regarded as improper in the Arab world and Latin Amen-
can countries?

A. A matter-of-fact negotiation.

B. A friendly business negotiation.

C. A flexible negotiation.

D. A face-to-face negotiation.

. What do we learn about the cake mix?

A. It becomes popular in Japan.

B. It met its Waterloo in Japan.

C. It failed to be as good as it promised.

D. It should be cooked together with rice.

. How did the 3M Company’s floor-cleaning product succeed in entering the Filipino
market?

A. The company changed its policy.

B. The company changed its way of promotion.

C. The company changed the shape of the product.

D. The company changed the material of the product.

. What do Frenchmen like more than any other men in the world?

A. Food B. Suits C. Perfume D. Wine
. What is a Japanese woman likely to buy on Valentine’s Day?

A. A card of love B. A bunch of roses

C. A box of chocolates D. A beautiful gift

. What is the message conveyed in the story of the U.S. executives?

A. Silence has different meanings in different cultures.

B. It pays for a Japanese to be silent when doing business with an American.
C. Understanding of nonverbal behavior is also important in global transactions.

D. Different cultures have different ways in expressing one’s opinions.

10. What do we learn from the text?

5 RAKABHEEND
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A. Culture differs from country to country.

B. Understanding of different cultures is the key to the success of a business.

C. The existence of different cultures requires flexibility in the marketing strategies
adopted .

D. Consumption behavior is affected by the specific culture the consumers are in.

Il . Choose the right meaning of the underlined part according to the context.

1.

Similarly, a popular Procter & Gamble commercial for Camay soap in Westem Europe
flopped when it aired in Japan.

A. dropped B. failed
C. was presented D. was criticized
. The cow is considered sacred by almost 85 percent of the population in India.
A. uneatable B. undesirable
C. blessed D. well-treated

. Germans have not been overly receptive to the use of credit cards such as Visa or Mas-

terCard and installment debt to purchase goods and services.
A. extremely B. apparently
C. seemingly D. warmly

. Customs are the norms and expectations about the way people do things in a specific

country.
A. speculations B. ways C. predictions D. standards

. Clearly customs can vary significantly from country to country.
A. decisively B. considerably
C. obviously D. importantly ‘
The 3M Company’s Scotch-Brite floor-cleaning product got lukewarm sales in the
Philippines. _
A. good B. unusual C. unexpected D. unenthusiastic

. A third offer was made and an agreement was struck.

A. hit B. reached C. understood D. accepted

. Companies with worldwide operations are sensitive to how customs can make the dif-

ference between success and failure in global markets.
A. offices B. branch companies

C. management D. business activities



