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Security
France (Fr) (a) Importance of the objective given to the government, transfer of the
responsibility to the government
(b) Regulation not always cted and can be inf i
(¢) Looking for security, despite a weaker anxiety than in Germany
(d) Low level of planning except in the long run
Germany (Ger) [ (a) G ion and mutual ibility (g

individuals)
(b) Severe norms, warning, punishment, respect of the rules
(¢) Fear of risks, protection

(d) Strong planning in the loag run

Marketing tmplications

Advertising More information in Ger on risks related to the product and on protection
(¢, d)

Product * Higher importance in Ger for product and service conformity, reliability

Service (warranty, mai ) (b, ¢), for harmful of food products

(conservation, sterilization) {¢)

* In Ger. purchasing goods is considered an investment (durability, resale
value) (d)

*Higher reluctance in Ger vis-d-vis new not well-tried products (¢}

* Higher interest in Ger for foresight products (insurance. maintenance) (d. ¢}
Distribution, * Stricter regulation conceming the use of consumer’s files and some

sales, negotiation | marketing techniques (direct marketing) in Ger (b, ¢, a)

* Bigger need to trust the retailer and his services (information, advice, after-
sale service) (c)

Price, means of | * Higher reluctance vis-d-vis credit in Ger (¢)
payment * Lack of trust in Ger of all automatic means of payment (¢)

* Systems and credit cards favored by the government in Fr (a)
Family

France (a) Wider circle of family
byl of public institutions in ed career and herhood are
not contradictory for women and this phenomenon is well accepted by
society

(¢) Society based on more “female™ values, valorization can be given by a
pb. but also by the search for happiness and securi
Germany (a) Restricted family (b) Dominant role of the mother in education; difficulty
for women to combine professional and family life, plus guilty conscience
(€) Society based on more “male™ values (ambition, success), hence a feminist
moverent more developed
Marketing implications

Advertising Commercials in Ger show either an image of a woman succeeding in ber
professional life or an image of a perfect housewife, whereas in Fr they show
more often a woman succeeding in her professional and family life (b. ¢)
Product/ ltems in Fr are assimilated into attractive or luxury products, dedicated to
Service women, whereas merchandise in Ger is assimilated into heavy industry and is
maore famous for its reliability and robusmess (d)

The packaging corresponds more to a family size in Fr

Distribution, Shopping as a family is part of social life in Fr (c)

sales, Promotions in Fr more often concern quantities of products (a)

Table 3.1: Cultural nuances and their marketing implications [MEN 91}

Individual | Environment l

remay | | o

Personal values € 3 Social values
Activities, interests,
a2z &
opinions <
Consumption

Lifestyle domain

Figure 3.1: Values, culture and consumption [FIL 94]
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Mea rag Frequency of \a(l‘:’c) most important
Sense of belonging 5.58 1.0
Fun and enjoyment in life 2.16 19.2
Warm relationships with others 227 12.1
Self-fulfillment 2.05 414
Being well respected 327 3.0
Excitement 4.90 0.0
Sense of accomplishment 2.82 15.2
Security 4.58 3.0
Self-respect 321 5.1

Table 3.2: Khale’s list for Germany [VAL 91a]
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Inner harmony

Social power

Freedom

A spiritual life

Social order

An exciting life

Politeness

Wealth

Reciprocation of favors

Self-respect

Respect of tradition

Creativity

Self-discipline

Detachment

Social recognition

Unity with nature

A varied life

Wisdom

True friendship A world of beauty
In Moderate

Ar Broadminded

Pre ironment Daring

He Influential

He: Capable

Ac ion in life Honest

Pr my public image Helpful

Curious Devout

Cle:

Table 3.3: Schwartz's list [SCH 87]
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SECURITY POWER

TRADITION
*CLEAN , ACHIEVEMENT
HEDONISM
CONFORMITY

BENEVOLENCE Le

STIMULATION

SELF~-DIRECTION

UNIVERSALISM

Figure 3.2: Value structure [SCH 87]
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Logistic regression Linear regression
Reading daily TV Spent time
Conformity Non-significant Ns Ns
(Ns)
Achievement 0.279 (2.846**) 0.457(-3.447**) | Ns
Security Ns —0.384(-2.810**) | Ns
Tradition Ns Ns 0.1237(2.93**)
Rates of ranking 58.24 60.49
** significance | (1) = 73.694** | /(1) = R*=0.081 F10,1758 =
level 80.992** 15.581**
95%

Table 3.4: Some regression results [ODI 96]
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Energising — to stimulate — to feel better — to do more, to turn towards

— achievement — self esteem

Figure 3.3: Means—end chain analysis of coffee purchases [GUT 86]

Social difference

Social recognition

t 7

Seduction

_—"" Sign value

Prestige
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f

Product image

Self-satisfaction

|

Self-image

T

Fragrance

Sense of beauty

/

Personal care
regime

|

Hygiene

!

Self-imaginery

!

Bottle shape

Figure 3.4: Means—end chain analysis of perfume purchases [VAL 91b]. The arrows size
shows the frequency of the means—end chain: the heavier the arrow, more the link is often
evoked by the population
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Figure 3.5: Consumption of perfume in four European countries [VAL 94]
A,.... D are four specific types of consumer

Ge O gaiall I A Jiaiiy ¢ (APT) BLiLY) Jaas 4 anly oy ¢ s AT 48k dlls

OSar ¢ Aalliiall Axdaill JSA ey . AN 038 iy agialllag 2 ¢ 53 sdiiall ) sill 5 Ciland) (s AR
¢ paddia gl adiye jew) @b Claw Gp Jududll (e Bhiis 3.5 Jsaall (G jry | Giilaiul) e
(S as (465U ae ¢ e sin on (530 ¢ A3 B Bsie ¢ s mae (sab ) ¢ ad (ool ) ¢ anall (Ul e

Benefits— | Good Good Good if you are | Convenient to use
quality taste on a diet

Attributes

High-priced yoghurt
Low-fat yoghurt

Low-price yoghurt

Mild yoghurt

Values— | Excitement | Security Self-respect Sense of belonging

Benefits
Good quality
Good taste

Good if you are on a
diet
Convenient to use

Table 3.5: Extract of association pattern technique on yoghurt [HOF 99]
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Mean scores Observed significance

level (Test F Manova)

France Germany Country [ Generation

Students | Parents | Students | Parents
Sense of belonging 5.58 5.38 2.49 235 0.00 0.26
Fun and enjoyment in life | 2.16 3.61 3.56 5.70 0.00 0.00
Warm relationships with 227 2.15 2.55 3.56 0.00 0.00
others

Self-fulfillment 2.05 2.53 2.51 3.18 0.00 0.00
Being well respected 3.27 3.56 3.21 3.57 0.84 0.09
Excitement 4.90 6.23 4.23 7.00 0.95 0.00
Sense of accomplishment 2.82 2.89 3.12 3.08 0.16 0.89
Security 4.58 3.55 3.76 2.71 0.00 0.00
Self-respect 3.21 2.76 2.08 2.26 0.00 0.38

Table 3.6: Values of two generations in different countries [VAL 91a]
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Figure 3.6: Projections of interests served and motivational domains facets of values from
smallest space analysis in two countries [SCHW 93]

o o AT ol e 4w Jlaall () it Y il (O ) S8 el ¢ el e 3530

sle 5,30 AT Jso o Ghatall Caal i ety ¢ il g Lolans) (8 Slasy) e 2 Ghaiall ey ¢« JU

O Gl 3.8 Jsaall mia s ¢ aall (e dasa aaad dally | ABMELYT UL, ¢ (S al Al

3 a5 ) s An B 5 gl ) e 8 AL U 5 dnd sial)
o ClED e clapdaill gaig Jall agdiall gad ¢ asedall Cua e ¢ Aay

10



Predicted

Value : Observed location
location
A sense of accomplis} ACH or SD MAT (Spain), ENJ (Finland)
Freedom SD or SEC ACH (Hong Kong), MAT (Spain)
Mature love MAT SEC (Hong Kong)
National security SEC RS (Australia, Spain)
Self-respect MAT or SD ACH (Australia)
True friendship PS or SEC MAT (Israel)
Capable ACH PS (Germany)
Cheerful ENJ MAT (Finland)
Clean RS PS (Hong Kong)
Courageous MAT SD (Finland)
Honest PS SEC (Australia)
Logical SD ACH (Spain, Finland)
Loving PS SD (Germany)
Resp ibl SEC or RS PS (Finland)
Self-controlled RS S!-,(' (United States), ENJ
(Finland)
PS = prosocial, RS = restrictive conformity, ENJ = enjoyment, ACH = achievement,
MAT = maturity, SD = self-direction, SEC = security

Table 3.8: Predicted and observed locations of values in motivational domains [SCH 93]
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Country S1 S2 S3 S4 Country S1 S2 S3 S4
Belgium 122 | 17.5 | 85 | 61.8 |Netherlands | 31.5 | 143 [ 17.9 | 36.3
Denmark 476 | 2.6 27 22.8 | Portugal 3521 278 | 49 | 321
France 24 | 21.8 | 3.3 | 72.4 | Spain 25:1 8.5 3.8 | 62.6
Germany 32 | 45.1 | 26.3 | 25.4 |Ireland 40.6 | 12.1 | 17.9 | 295
Great Britain | 41.2 V3 26 | 25.9 [Italy 59 [ 102 | 51 | 788
Greece 282 | 134 | 65 52 | Total 17.4 1 209 | 158 | 46

Table 3.10: Means—ends chains for yoghurt in different countries [HOF 99]
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Values in % East Midwest South | West N
Self-respect 19.7 19.1 234 21.6 471
Security 18.9 21.6 22.0 18.4 461
Warm relationship with others 16.0 17.8 14.5 17.1 362
Scenes of accomplishment 13.2 12.5 9.2 11.4 254
Self-fulfillment 9.5 9.0 8.1 13.5 214
Being well-respected 8 9.1 11.6 3.6 196
Sense of belonging 8.4 7.3 8.0 8.3 177
Fun—enjoyment—excitement 6.3 3:3 34 6.2 100
Total 100 100 100 100

N 476 634 740 385 2,235
x3(21) = 50.50, p = 0.0003

Table 3.11: Distribution of values across regions of the United States [KHA 86]
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Values Regional connotations Rural | Urban [ Working-class | Area in
area | area |neighborhoods | recession

Sense of Local belonging X X
belonging

Familial belonging X X

Social class belonging X

Friendship | Free material mutual aid X

Egalitarian world X

Intellectual support X

Self-respect | Respect of rules and good
manners

Self-regulation X

Research of the social status X

“X” means that, in this area, there is a regional connotation for this specific value

Table 3.12: Value connotations in different areas [CHA 98]
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Figure 3.7: Different types of families in Europe [TOD 90]: Type 1 European Community
Samily; Type 2 Authoritarian family; Type 3 Absolute nuclear family;
Type 4 Egalitarian nuclear family
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Figure 3.8: Eurosociostyles [CCA 90]
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Coca-Cola | Textile buyers by mail- [ Public of weckly

order news TV program
Rocky Opportuniste 122 75 88
Rocky Ego 12 98 88
Dandy 156 83 55
Business 144 83 71
Squadra 106 129 30
Protest 112 67 110
Scout 125 96 105
Pioneer 123 60 110
Olvidados 64 171 87
Romantic 98 175 75
Vigilante 74 120 97
Prudent 57 139 75
Defense 86 84 91
Moralist 60 114 150
Gentry/Strict 60 82 145
Citizen 79 68 146

Table 3.13: Consumption by Eurosociostyles [CAT 94]

Eurosociostyles Mentality % in % in
Europe France

Dandy, Rockies, Business Ambitious (M1) 25 29
Squadra, Romantic Dreamer (M2) 15 9
Olvidados, Vigilante, Prudent, Defense Withdrawn (M3) 232 25
Protest, Pionnier Contestor (M4) 8.4 8
Scout, Citizen Militant (M5) 10.8 18
Moralist, Gentry, Strict Notable (M6) 17.6 25

Table 3.14: Six mentalities in Europe and in France

M1 [m2]m3]ma]ms]me M1 [M2]m3]m4[ms]me
Belgium 32.1/8.2[23.8[ 83 9.3[18.2| German: 22.5[17.6[24.8[9.9[6.9]18.2
West—Oost & RH-
3 223 2 5

Vinderon  [30-8[10:4{23.5) 7.7 5.9 [223( e essen] 184[21:2[28:5| 0 [67]163
Antwerpen—
Limburg= 35 4l g [233] 7 {74179 ) 23.3[18.6]22.2[10.8]7.3]17.5
Vlaams Nordrhein—
Brabant Westfallen
Brussel 27.8 3.5 [23.1]14.9[12.6[18 2[Nord 23 [16.4]25.9] 8.9 [6.6[19.1
Henegouwen— 5 5 5
Walls Brabant 274 81 [232] 8 1461885 0n wurtenberg [21-1]15:4[247]123]7.1]195
Luik-Namen— 3, 5 3 |27 8.7 {11.7]11.8 25.3/17.3/22.9 8.3 |6.619.5

Bayern

Berlin 24.4[9.9 311]11.1]8.4]15.1

Table 3.15: Distributions of mentalities for the different provinces in Germany and Belgium
[CCA, internal communication]. All figures are percentages
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Figure 3.9: Geographical distribution of different regional types in Europe
[CCA, internal communication]
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Purchased Not Purchased
Dream Addicted: Reward loyalty Platonics: Facilitate access to the dream
No Dream Blasé: Stimulate desire Indifferents: Create desire

Table 3.16: Segmentation and strategic branding issues [LAD 94]

France Italy Germany
Purchased Not Purchased Not Purchased Not
Purchased Purchased Purchased
Dream A 7 23 4 10 2 9
B 5 26 3 8 2 6
G 3 24 1 9 1 6
Addict=5 | Platon=25 | Addict=2 | Platon=9 | Addict=1 | Platon=7
No dream | A 7 50 5 54 4 46
B 5 49 4 35 2 45
(& 2 47 2 43 1 37
Blase=5 |Indiffer=49| Blase=4 |Indiffer=50| Blase=2 |Indiffer=42
Addict= Addicted; Platon = Platonic brand lover; Indiffer = Indifferent to the brand

Table 3.17: Breakdown of groups by country [LAD 94]. All figures are percentages
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Old Wealth: Affluent metro sophisticates who prefer premium products and conservative
ideas

Career Focused Materalists: Upscale suburban families who are heavy users of credit,
early adopters of technology, and prime followers of leisure pursuits

Educated Cosmopolitans: Young urban professionals who enjoy nightlife, diverse cultures
and alternatives lifestyles

Midscale Metro Office Workers: Middle-class suburban commuters who lives in

mortgaged houses, are futures-oriented in their purchases, and seek value for their money

Farming Town Communities: Remote towns of midscale families whose ideas and
lifestyles are influenced by local networks of friends, shopkeepers and social groups

Greys, Blue Sea and Mountain: Scenic areas with a service economy catering to
vacationing tourists and well-off retirees

Inner City Melting Pot: A downscale mix of urban neighborhoods with a high
concentration of immigrants and foreign-born singles and families

Agrarian Heartlands: Remote agricultural areas where families tend to be traditional, self-
reliant, and dependent on the land

Blue Collar Self-Sufficiency: Working-class families in booming areas who have parlayed
manual skills into middle-class, materialistic lifestyles

Lower Income Elderly: Downscale retirees living in low-density, sometimes government-
owned housing, with few children, low mobility rates and relatively little consumer
spending

Hardened Dependency: Inner-city areas with a high rate of unemployed residents, welfare
recipients, elderly poor, and single-parent families struggling at basic levels of survival

De-industrial Legacy: Very poor industrial areas where craft workers retain old-fashioned
tastes in food, clothing and furnishings

Shack and Shanty: Impoverished villages concentrated in Third World countries that are
home to indigenous people in poorly built housing who retain rural, traditional lifestyles

Non-Family Residences: Institutions such as college dormitories, military barracks,

prisons, etc.

Table 3.18: Description of 14 global mosaic types [WEI 00]

about values

a sufficiently
exhaustive and
universal scale

value or a group of
values in different
countries.

2. Instability of
connections between
values

Issue
National International Regional
Quantitative | 1.The 1. Analysis of mean | 1. Identification of a regional
approach development of | scores level for one | geographical division (physical,

economical, social) for a national
analysis

2. Identification of a geographical
division crossing national borders
3. Analysis of mean score level for
one value or a group of values
according to areas (physical,
economical, social)

4. Instability of connections
between values according to areas.
5. Identification of the regional
connotations of values

area

Quantitative | Predictive External validity of | 1. Instability of value—consumer
approach validity of national results: behaviour links dependence on
about the values on checking predictive | areas

linkages consumers’ validities for 2. Local and national predictive
between behaviours consumers’ validity of connotations

values and behaviours in

behaviours different countries

Qualitative Identification | External validity of

approach of means—end | national results

about the chain

linkages

between

values and

behaviors

Geo- National Distribution of Development of international
segmentations | Ilotypes ilotype in a specific | ilotypes based on each national

geo-segmentation

Table 3.19: Different issues concerning values and geographic information
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