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Resumé 

Afdækning af interkulturelle segmenter til markedsføring: Danmark og Filippinerne 
 
Dette speciale undersøger og klarlægger forholdene omkring og fundamentet for at lave marketing i 

Danmark og Filippinerne. Opgaven varierer mellem det generelle hvor nationale forhold og førende 

teorier befinder sig og ned til det specifikke hvor målgruppen for case virksomheden Gastro Chef er 

i fokus og hvis forhold former interesseområderne.  

  

Specialet starter med en gennemgang af forholdene omkring Gastro Chef og hvorfor denne opgave 

er relevant netop nu. Det er den fordi firmaet står over for en mulig ekspansion til det danske 

marked efter år med konsolidering på det Filippinske marked. Herfra karakteriseres landenes 

ligheder og forskelligheder via en kulturel analyse på baggrund af Hofstede og Inglehart’s teorier. 

Danmark karakteriseres som det postmoderne land med fokus på velvære og individet og stor tro 

på fremtiden. Filippinerne derimod karakteriseres som et land med større materialisme, 

traditionelle familiemønstre og generelt set mere fokus på familien og større usikkerhed på hvad 

fremtiden bringer.  For at give opgaven et strategisk værktøj til, at kunne bearbejde de kulturelle 

informationer, der produceres bliver strategierne vedrørende standardisering eller tilpasning af 

produkter og markedsføring efterfølgende præsenteret og diskuteret.  Fra gennemgangen er det 

tydeligt, at det teoretiske landskab er for fragmenteret til, at kunne frembringe et generaliserende 

rammeværk. Dette skyldes i høj grad, at alle virksomheder sidder med en unik situation med 

forskelligartede produkter i brancher med store variationer hvorfor et sådan rammeværk ikke kan 

være universelt. Generelt set er fordelene mindre omkostninger ved standardisering da de samme 

ting bruges en gang hvor tilpasning af produkter derimod har sin økonomiske relevans ved at 

ramme de rigtige forbrugere bedre ved at tilpasse sig efter forskellige behov. For Gastro Chef er det 

relevant at se på de nævnte fordele ved begge fremgangsmåder og vælge hvor langt man ønsker at 

bevæge sig mod den ene eller den anden. 

Specialets empiri kommer fra et spørgeskema, der er blevet distribueret i begge lande. Det 

dækker emner som demografi, miljø og holdninger til produkter med mere. Dette skal bruges til at 

teste hvorvidt danskere og filippinere falder i samme eller unikke segmenter. Svaret er entydigt, at 

der ikke er unikke segmenter når der analyseres for nationalitet hvilket indikerer, at Gastro Chef 

kan gå efter en mere standardiseret marketingstrategi.  Ydermere findes der store ligheder med 
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hensyn til synet på vigtigheden af miljø og produktpræferencer som også lægger op til højere 

standardisering af markedsføringen. Som forudset af Inglehart er der dog en forskel med 

materialisme hvor de filippinske respondenter har en tendens til, at gå mere op i brand værdi end 

de danske.  Ud fra de studerede ligheder og forskelligheder udledes to generelle anbefalinger. Den 

første vedrører kernebudskabet man ønsker at forbinde Gastro Chef med hvor der ikke ses nogen 

grund til at differentiere da begge landes respondenter værdsætter kvalitet, holdbarhed og gode 

materialer samt den førnævnte fokus på miljøet. Den anden vedrører hvordan dette budskab skal 

målrettes og der præsenteres tre muligheder. Der kan enten målrettes efter den anderledes 

demografi med flere familiemedlemmer under same tag og dets lige, forskellighederne, som 

præsenteres med Hofstede and Inglehart, eksempelvis den større individualisme i Danmark modsat 

typiske kønsroller i Filippinerne eller Gastro Chef kan vælge at lade kernebudskabet stå alene uden 

at målrette dette yderligere i de to lande. Et valg der, som nævnt, skal tages med baggrund i 

informationerne fra standardisering eller tilpasning. 
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Introduction 

Background 

 

In 2008, the company of Idewood prepared an order of kitchen accessories for a customer. Before 

finished, however, the customer was declared bankrupt and the deal was cancelled. Idewood was thus left 

with a substantial investment in finished stock prepared for a particular customer.  Idewood being a 

production company had no means of selling these products to retailers so outlooks were bad.  A decision 

had to be made and so it was decided that this large amount of unsold goods would be the first product 

line of the new brand named Gastro Chef.  

 

 Not that many years have passed since 2008 and in that time, the brand has moved forward 

continuously, especially through an aggressive Philippine retail expansion. Gastro Chef is now available 

in the most exclusive retail chains, specialty stores and various online shopping sites promoting Philippine 

goods. Through a personal connection to the Danish island of Bornholm, the brand was exported early on 

but in limited numbers via a small outlet on the island and via the brand’s online web shop. However, 

actual marketing activities have been sparse and sales low. In 2010, the brand took on the challenge of 

expansion in a more direct way through agent partnerships in Asia and northern Europe, the result of 

which will be seen through 2011. However, one market of special interest not only for the brand but also 

emotionally for the company is the Danish market and so it has been decided to put more emphasis on 

expanding sales there. The web shop will still play an important role as a valuable sales channel but the 

company also seriously contemplates going into the retail market to increase the sales volume and to 

reach customers groups who are unlikely to be reached via online activities.  By doing so, this will be the 

first time the company commits itself to selling in Europe on a higher and more serious level. A final 

decision of the strategy has yet to be made and thus increases the importance of having a working 

knowledge of customer characteristics and attitudes towards kitchen and lifestyle accessories on which to 

base such a decision.  
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Delimitation 

The purpose of this study is to uncover findings about a selected group of Danes and Filipinos that can be 

a foundation for guidelines to be acted upon if found relevant by the Gastro Chef management. It is not 

the purpose to formulate a full strategy or otherwise directly state what actions the company should take. 

The data collected and the subsequent analysis along with the cultural analysis and marketing discussion 

will create this foundation. This means that the product of this paper will ultimately be a set of 

recommendations based on the previous discussions as well as a conclusion which also concludes on the 

previous discussion but which will have more emphasis on addressing the specific problem statement. 

 

The focal point of this assignment is culture. It is from this I wish to explore and investigate possible 

differences and similarities in demographics, attitudes and more.  The concept of culture is, however, at 

best multi faceted, constantly evolving and different depending on which angle one chooses on an issue. 

For this assignment, I define culture via the words of hofstede as ‘’ the collective programming of the 

mind that distinguishes the members of one group or category of people from another.” (Lee, et al., 

2008)). This definition is broad but it captures the essence of this fuzzy concept by stating that culture can 

be a measurement of differences. My choice of theories will further encapsulate what aspects of culture 

will be most important for this purpose. The same goes for the marketing concepts and hence I only wish 

to draw conclusions based on the mentioned theories and the empirical findings and their implications for 

Gastro Chef. Finally, this study is based on the product range and product categories of gastro chef, which 

is defined as kitchen utensils and lifestyle products. A complete list can be found in appendix 1. The 

purpose of the study is to answer questions relevant to this and thus only seek to include material that will 

help this goal. People’s perceptions and attitudes may be different with other products. Moreover, it is not 

within the scope of this paper to go in depth with all aspects of the cultural differences and although 

nations include many sub cultures or sub groups, this assignment will aim at analyzing on a nation level.  
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Organization of study 

 

The purpose of the study is to provide a sound theoretical and empirical foundation from which a decision 

of the Danish marketing strategy for Gastro Chef can be derived. First in this study is a description of the 

theories used, their value as well as any critique of them. After this, the two countries and their cultural 

characteristics will be analyzed from the theories of Hofstede and Inglehart. Hofstede, an organizational 

sociologist with extensive work within national cultural grouping will help classification. So will 

Inglehart and his theory of societal classification. His book and related and updated data streams will be 

utilized. This part will aim at answering the first question in the problem statement described below. By 

doing this, a picture of the two nations and their populations in the sense of where they are culturally, 

socially and mentally will emerge. The part will end with a concise conclusion where the findings will be 

drawn up to highlight possible differences and similarities.  

 From this, the study will move on to marketing theory and will not refer to the countries but 

discuss the standardization vs. adaptation issue.  By covering this, the study will have a tool to deal with 

the findings in the previous and subsequent parts due to its strong link to marketing strategy.  In extension 

of these two parts, the data collection procedure and survey design is presented. From this, the empirical 

findings are introduced to answer questions indirectly asked in both of the previous parts and in the 

problem statement as well. For instance, do we find suggestions of intercultural segments and how will 

this specific group of ex. Filipinos stand on issues such as product standards and the environment. The 

findings themselves will also be discussed from the tabulations and data mining done.  Lastly, the study 

will turn to a final discussion that will present possible implications or recommendations for Gastro Chef. 

The discussion will draw on all of the previous parts to give a comprehensive view of the situation and the 

implications for Gastro Chef.  

 

At the end, the study will pull everything mentioned together and conclude on the problem statement.  
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Problem statement 

Through a theoretical and empirical study I wish to explore the following; 

 

From a cultural and marketing perspective is there then reason to differentiate the content of the 

marketing material in Denmark and the Philippines and if so how? 

 

-How are the countries different and do the differences matter with regards to product perception 

and attitudes? 

 - What are the implications for Gastro Chef? 

 

 

Criticism of the theories 

 

Hofstede 

 

Hofstede measured the work related values of IBM employees in 53 countries worldwide. This means that 

his work originated in a business setting, a fact that may question its transferability to the broader 

populations in the same countries. In addition to this, Jones (Jones, 2007) argues that although the 

findings may be taken out of a business context, they do not directly indicate cultural homogeneity within 

a country and does not account for these. More critique comes from Chang et al (Chang, Huh, McKinney, 

Sar, Wei, & Schneeweis, 2009) who note that it is problematic and unsatisfactory to treat cultures as being 

static over time. The argument is supported by Wu (Wu, 2006), who found that Taiwanese values had 

indeed changed since first studied by Hofstede. Lastly, again noted by Jones in his comprehensive study 

of Hofstede pro’s and con’s, the 5 values are not comprehensive enough to cover all aspects of a society – 

a fact that Hofstede himself supports (Jones, 2007) 

 

However, to address the critique, many studies such as Jones for Australia and Indonesia (Jones, 2007) 

and Bochner (Bochner, 1994) with individualism/collectivism have tested Hofstede’s categories as well as 

his country scores and found that his findings are valid. Also, Hofstede notes that the values and attitudes 

his findings mirror are a result of centuries of indoctrination (Jones, 2007) which means that 

characteristics are more than skin deep and will not change from day to day. Moreover, the argument of 
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the constant development of culture is less relevant for this study. A view of the scores of Denmark contra 

the Philippines reveals a large gap in all four categories, which indicate that it should be safe to trust that 

the two countries do indeed vary considerably to this day. For studies with a different focus area e.g. 

within Scandinavia this might be a greater concern. The notion of its transferability into a wider national 

context is indeed relevant but it is doubtful that a framework, which is not reliable on a national level, 

would have gained such widespread usage. And since this study deals with the national levels it will not 

be a concern. The last argument pro this framework is its extensive use in international scientific papers as 

noted by Soares et al (Soares, Farhangmehr, & Shoham, 2007) and how it have kept relevant through 

several decades.  

 

Inglehart 

 

His claims and arguments are largely based on his findings from the very comprehensive data bank of the 

world value survey
1
. Criticism of his work exists but it seems more to refer to weaknesses and 

disagreements of definitions than anything else. As noted by Haller, his analysis of Marx is misinterpreted 

which leads to a faulty conclusion in his thesis (Haller, 2002). Moreover, Haller argues that the scale and 

some empiric findings are weak and may produce ambiguous findings (Haller, 2002).  

 

Haller himself mentions a range of benefits to Inglehart’s work, which are; findings are based on 

continuous work, from a powerful theoretical concept and finally it draws from a unique empirical 

database. A variety of Scholars have used this framework as point of excess and found it to be valid and 

others have tested elements such as Chiu and Ting (TING & CHIU, 2000) with the post materialist thesis. 

However, for this study, the most relevant element in Inglehart’s framework is the usefulness of 

characterizing different societies and despite the differences of opinion regarding the empirical findings 

such as presented by Haller above, the widespread influence and citation of Inglehart’s work may speak 

for itself. Hence, for this assignment with the nation level focus, the framework should prove useful and 

valid. 

 

                                                        
1 http://www.worldvaluessurvey.org/ 
2 http://www.gastro-chef.net/index.php?pid=259 
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Cultural analysis of Denmark and the Philippines 

 

In this segment, the work and theories of Inglehart and Hofstede will be utilized to help give an 

image of the cultural and social situation of Denmark and the Philippines respectively. Knowing the 

similarities and differences of the two countries as well of the degree of these differences is very 

important, as it will provide a basis from which conclusions or recommendations can be derived 

which is the purpose if this study.  The countries will be analyzed separately for the most parts, 

however, there are various paragraph where a direct comparison will help the understanding. The 

part will end with a compared concise conclusion of the findings.  

 

Inglehart 

 

From the data provided by the world value survey (WVS), Inglehart explored the world of 

Modernization and post modernization and tried to untangle the patterns of economical, political 

and religious norms and the reactions and impacts on cultures and societies they bring.  He 

discusses how both Weber and Marx in their own way stress economical and technological 

determinism and cultural determinism respectively and he ultimately finds that the true 

relationship is reciprocal (Inglehart, Modernization and postmodernization: Cultural, economic, and 

political change in 43 societies, 1997) From the data collected in the WVS, he moves on to 

characterizing modernization and its successor post modernization and the occurring shift of which 

he finds proof of in the WVS.  What is interesting and relevant with Inglehart in connection with this 

study is not his argued reason of the development in culture and how it impacts societies. Instead, 

what is interesting is his characterization of traditional, modern and postmodern societies and the 

very distinct labels which he applies to the mass publics in them. These labels provide a basis for 

distinction. Moreover, also relevant are his characterizations of secure and insecure societies as 

well as materialist and post materialists all of which will be analyzed on each country below. 
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Denmark 

 

According to Inglehart and the findings in WVS, Denmark is one of the countries in the world, which 

has gone furthest on the postmodern trajectory (Inglehart, Modernization and postmodernization: 

Cultural, economic, and political change in 43 societies, 1997). After years of prosperous growth 

starting in the post war era, generation after generation has seen growing standards of living and 

greater chance of survival (Henriksen). Moreover, as is traditionally the case in the Nordic 

countries, great emphasis has been put on the social aspects of society (kuhnle, 1998) and hence 

attention towards the role and well being of the individual has grown together with and had an 

influence on the economy. This has made the struggle for survival something of the past for the vast 

majority of the population, which is unique compared to many developing and third world 

countries.  

 

As will be seen below, there has been an increasing acceleration of postmodern values in the recent 

decade, and Inglehart explains this as being due to intergenerational time lag. According to him, 

values are imprinted most strongly in the pre adult years (Inglehart, Modernization and 

postmodernization: Cultural, economic, and political change in 43 societies, 1997, p. 33) and hence 

it takes years from a generation has been exposed to better quality of life and until the same people 

are old enough to have an impact on society either via voting power or because they rise to jobs of 

importance in politics or the like (Inglehart, Modernization and postmodernization: Cultural, 

economic, and political change in 43 societies, 1997, p. 34) . From appendix 2, we see that Denmark 

score very high on self-expression with 1.87 (2000) which is an increase from 1.44 (1981) 

indicating that the before mentioned generations are coming through. For comparison, Belgium 

score 1.13, Canada 1.72 and Sweden 2.09.  

 

The numbers above are not the only indication of this change of direction. From figure 2.1 in 

appendix 3, we see how the numbers of post materialists is considerably higher than in the 

Philippines.  5.2 per cent of the Danish respondents aged 15-29 label themselves as postmodern 

compared to only 1.6 per cent of the corresponding Filipinos. Overall for purely post materialist, 7.2 

per cent of Danes answer this compared to 1 per cent of Filipinos. At the other end of the scale, 9.5 

per cent of Filipinos say they are materialists compared to 3.6 per cent of Danes. From this, we can 

derive labels of interest, which, according to Inglehart, are that post materialists tend to be better 
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educated, more politically active (Inglehart, Modernization and postmodernization: Cultural, 

economic, and political change in 43 societies, 1997, p. 35) and have more focus on environmental 

concerns (Inglehart, Modernization and postmodernization: Cultural, economic, and political 

change in 43 societies, 1997, p. 242).  Moreover, Inglehart also depicts religion as a catalyst for 

economic growth and hence this faster pace towards materialism and then post materialism may 

possibly be due to the fact that in Denmark, 95 per cent of the population is evangelic Lutheran 

(The world factbook). Protestantism encourages economic accumulation and the benefits that come 

from this (Inglehart, Modernization and postmodernization: Cultural, economic, and political 

change in 43 societies, 1997, p. 27). In comparison, according to Weber, the Catholic Church has a 

different and more critical view of economic accumulation and economic issues in general. So if one 

is to look at this distinction albeit shallow, one may find a reason for a difference in the accelerating 

materialist growth in Denmark and lack of the same in the Philippines (Löwy). Not only economic 

issues differ between the two religions - religious norms do as well. Because welfare states in 

advanced countries have grown as comprehensive as is most often the case, especially in Denmark, 

the need for religion to provide reassurance and to uphold social norms which guard society are 

less and less widespread (Inglehart, Modernization and postmodernization: Cultural, economic, and 

political change in 43 societies, 1997, p. 40). Before, emphasis on the two-parent family and having 

enough kids to ensure that someone would take care of one during retirement and old age was 

necessary. These days, however, the divorce rate in Denmark is 45.5 per cent (darndivorce.com) 

and childless couples are no longer an unusual sight. This sense of protection that a well functioning 

welfare system provides also brings with it room to prioritize quality of life and out of this comes a 

growing need for self expression (Inglehart, Modernization and postmodernization: Cultural, 

economic, and political change in 43 societies, 1997, p. 43). 

 

 

Sum up Denmark 

 

According to Inglehart, Denmark is highly post materialist and post modern and thus inhabitants 

have great emphasis on issues such as quality of life, self expression and because of the high degree 

of security, religion and its absolute rules plays a still decreasing role in society. Demographic 

patterns are shifting but these diverse groups each still value concern for the environment and 

fighting against inequality.  
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The Philippines 

 

As can be seen in figure 2.3, the Philippines is placed in the outskirts of the green south Asian zone 

pulling more towards self expression values than do some of the others. But at the same time, the 

country is also placed less towards rational secular values than Indonesia, India and Vietnam.   

A bit of history recap is in order here. The country first saw independence on 

July 4, 1946 where Manuel A. Roxas y 

Acuña was elected president 

(infoplease). However, already in 

1965, Ferdinand E. Marcos came to 

power and the country was more or 

less ruled as a dictatorship until 

Corazon Aquino took over in 1986. 

Until this day, corruption is still a big 

problem (infoplease) and may be 

considered as a source of distrust 

toward any sitting government and 

hence weakens trust towards a 

centralized power.  When 

government officials from the 

president and all the way down to traffic officers or other government officials emphasize their own 

needs instead of that of the individual citizen, people will likely tend to put more trust with family 

ties when trying to better their lives. Transparency.org rank Denmark #1 in the world and the 

Philippines #134 with regards to corruption (Transparency.org). This is relevant because the level of 

trust in and involvement from a sitting government is likely to influence how people live their lives 

and what is important in everyday routines.  

Also relevant to this is the element of religion because it promotes a certain family structure 

and way of life. As described above, The Philippines is predominantly a catholic country where 80.7 

per cent are Roman Catholic (CIA factbook). Religion plays a big part in their lives and from figure 

2.4 we see that 82.6 per cent consider it very important in their lives. In comparison, only 8.2 per 

cent of Danes have a similar opinion. Along with this, 68 per cent attend church regularly (Religion 

Figure 2.3 
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statistics) as opposed to merely 5 per cent in Denmark (Religion statistics).  According to Inglehart, 

Catholicism has a very traditional focus on family and sharing (Inglehart, Modernization and 

postmodernization: Cultural, economic, and political change in 43 societies, 1997, p. 27) especially 

emphasizing the two parent 

heterosexual family and the need to 

produce offspring (Inglehart, 

Modernization and postmodernization: 

Cultural, economic, and political 

change in 43 societies, 1997, p. 43). 

Religion plays a big part in the 

Philippines and it seems clear that it 

has a big effect on society with the 

largest impact being that the strong presence manifests the strong family patterns it values.  

 

To make a brief sum up, there is a history of unstable government and a high prevalence of 

corruption in the society together with a strong catholic church. With this in mind, it is not 

surprising they score very high on survival as can be seen in appendix 2. The score is very strong 

with 0.11 (2000) which is close to countries such as Tanzania with -0.15 (2000) and neighboring 

Malaysia with 0.09 (2006) and far from Denmark’s 1.87 (2000). Other neighboring countries such 

as Indonesia score 0.50 (2000) and china 0.93. 

 

With this emphasis on survival, we can again derive some labels of interest. From figure 2.5, 

Inglehart provides key characteristics of societies where survival is seen as secure and insecure 

respectively. For insecure societies, we see that there is first a need for strong leaders, which can be 

a reason why Marcos did in fact stay in power for such a long period despite the lack of democracy. 

Second, family norms and reproduction are stressed - the average Philippine woman gives birth to 

3.25 children compared to 1.74 for Danish women (CIA factbook). Lastly, there is religion and the 

emphasis on higher power and the need for absolute rules. As opposed to the Danish society where 

the strong welfare state is more than capable of taking care of individuals, in an insecure society, 

social norms help make sure that society is able to keep developing and itself survive.  

A different measure from the VWS yields more evidence for this very religious country. Also 

in appendix 2, for traditional vs. secular values the scores is -1.21 for the Philippines, a very strong 

Figure 2.4 
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traditional score. For Denmark the score is 1.16, which is far closer to secular values. The difference 

between these is substantial but for both countries it is very harmonious with the data discussed 

above. However, despite this big emphasis on religion, other characteristics are important as well. If 

we divert attention back to needs in insecure societies, one element was left out above, which was 

priority to economic growth. Turning back to materialism in appendix 3, we see that Filipinos score 

9.5 per cent and 23.5 per cent at the materialist part of the scale and as explained above, they 

generally score higher than Danes here.  

       

 

 

 

 

 

 

 

 

 

 

 

 

 

Sum up the Philippines 

 

According to Inglehart, the Philippines is an insecure society with very traditional and materialist 

values. The central state is not strong or trustworthy enough making people hold on to close family 

ties. Along with this, the Roman Catholic Church plays a big part in people’s lives as the insecurity 

calls for absolute rules and guidelines to steer through troubled times. Focus is mostly on survival, 

economic growth and prosperity for the family.  

 

 

 

Figure 2.5 
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Hofstede 

 

The research carried out by Geert Hofstede is very extensive and very influential. From 

questionnaires answered by employees in 53 IBM subsidiaries around the globe (Bochner, 1994), he 

measured the work related values and formulated first 4 dimensions and then later an additional 

dimension to make a total of 5 dimensions of core cultural values.  For the five categories, Hofstede 

provides a series of charts derived from correlations found within the data set, which provide an 

overview of characteristics that follow high or low scores respectively. This offers a good 

opportunity for characterization of Denmark and the Philippines and will be described below.  To 

be noted from these categories is that Denmark and the Philippines score considerable different, 

however, not necessary always at the extremes of the charts (for instance a score of 60). This means 

that these cases will be subject to a greater generality as; ‘Denmark tends to be’ more than an 

absolute truth. 

 

 

Power distance index (PDI) 

The most accurate description of this index undoubtedly comes from Hofstede himself and is; ‘’the 

extent to which the less powerful 

members of organizations and 

institutions (like the family) accept and 

expect that power is distributed 

unequally. This represents inequality 

(more versus less), but defined from 

below, not from above. It suggests that a 

society's level of inequality is endorsed by 

the followers as much as by the leaders. 

Power and inequality, of course, are 

extremely fundamental facts of any society and anybody with some international experience will be 

aware that 'all societies are unequal, but some are more unequal than others'’ (geert-hofstede.com) 

Figure 2.6 
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Denmark 

 

From figure 2.6 we see that Denmark scores 12 in the index, which is in line with the rest of 

Scandinavia and a score which reveal a country where the between people power distance is very 

low.  We can derive a list of characteristics from this; First, an interesting list of values from exhibit 

2.7 from appendix 4 show traits that refer back to the postmodern discussion with Inglehart. A few 

of these values are; ‘’national elites hold relatively unauthoritan values’’, ‘’student put value on 

independence’’ and ‘’freedom more important than equality’’.  The statements reflect a strong belief 

in the individual, which diminishes the need for control.  Moving on to figure 2.8, in appendix 4, and 

societal norms, we see a continuation of this; All should be interdependent, inequality in society 

should be minimized, superiors are like me and the system is to blame. That these statements could 

possibly come from an insecure society seems unlikely.  The low PDI seems to indicate a great trust 

in people in general and a belief in the good intentions of others. To support this argument let us 

look at exhibit 2.9 in appendix 5 that evaluate the differences with regards to family, school and 

work. In the family, children are taught to respect the rules of civil morality, which could arguably 

be less important to learn if no one else paid attention to this.  A second finding related to this is 

also within the family where in low PDI countries, children are not a crucial part of survival as it 

may be in high PDI countries. More specifically, the statements are; infertility is no reason for 

divorce, children should enjoy leisure and children play no role in old-age security of parents.  
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The Philippines 

 

Looking at exhibit 2.10, we see quite the 

opposite picture of what was found with 

Denmark. The Philippines score 90, a very high 

number and hence a country where there is a 

big power distance. From the first exhibit, 2.7, 

we see that where Danes are perceived to value 

independence and freedom based on the score, 

Filipinos are likely to have other worries; 

equality more important than freedom, students 

put value on conformity and ‘’students have negative associations with ‘power’ and ‘wealth’’. These 

statements seem to reflect a society where belief and trust in the individual is less widespread and 

hence conformity is emphasized. The reason why power and wealth are seen as something bad can 

possibly be that people associated with the two terms are corrupt members of the population as 

discussed earlier.  In exhibit 2.8, where we are back with the societal norms, we find a strong 

statement that further support how conformity is valued; ‘’there should be an order of inequality in 

this world in which everyone has his/her rightful place; high and low are protected by this order’’.  Not 

surprisingly, a following statement reveals an underlying conflict in this societal structure; ‘’latent 

conflict between the powerful and the powerless’’.  The road to conformity starts early as exhibit 2.9 

shows with regards to school. Everything revolves around the teacher who shares wisdom and 

emphasizes authoritarian values. This is a contrast to low PDI countries where teachers see 

students as equals and vice versa. Also with parenting, we see this difference and the insecurity of 

the Philippine society shines through once again as children are: ‘’a source of old age security.’’  

 

 

 
 

Figure 2.10 
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Uncertainty Avoidance Index (UAI)  

This index ‘’deals with a society's tolerance for uncertainty and ambiguity; it ultimately refers to 

man's search for Truth. It indicates to what extent a culture programs its members to feel either 

uncomfortable or comfortable in unstructured situations….’’ (geert-hofstede.com) 

 

Denmark 

From exhibit 2.6 we see that Denmark has a score of 18, which is a low score indicating that 

Denmark is a country with very low uncertainty avoidance. From the definition above, we 

understand that Danes have a high tolerance for uncertainty and ambiguity in their everyday lives. 

However, according to Hofstede, more characteristics follow. From exhibit 2.11 in appendix 6 we 

learn that societies with a low UAI score benefit from such values as a lower anxiety level, more 

subjective well-being and feelings of happiness shared. A note to support this last statement of 

happiness is the fact that Danes have been considered to be the happiest people on earth 

(bbc.co.uk). On a more serious note, exhibit 2.12 in appendix 6 takes on the societal norms and 

follows the trajectory of well-being. ‘‘Tolerance of diversity’’, ‘’openness to change and innovation’’ as 

well as ‘’what is different is curious’’ are all statements which indicate a free and open minded 

society. This lies in sharp contrast to high UAI societies where xenophobia, higher levels of stress 

and conservatism prevail, according to Hofstede. Moving on, an interesting element in exhibit 2.13 

appendix 7 with regards to consumer behavior is how low UAI countries make greater use of 

sources of knowledge, eg. books and newspapers and internet. The latter may be caused by easier 

access to internet in low UAI countries. Countries such as Denmark, Sweden, Great Britain, 

Singapore Hong Kong, Norway and more, which are all low UAI countries all have a higher internet 

penetration (internet world stats). For consumer behavior, this may indicate a more knowledgeable 

population where information is sought less within the family and more from external sources 

simply because the means to do so are present. For religion, Hofstede points to low UAI countries as 

being predominantly protestant if Christian and less prone to fundamentalism, a fact that arguable 

fits well with Denmark (Figure 2.14) 

 

 

 

 

Figure 2.14 
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The Philippines 

 

In exhibit 2.10, we find a score of 40, which is a medium score shared with countries such as 

Canada, USA and Indonesia. It is the index where Denmark and the Philippines score closest to each 

other with 22 points in between. Again, we can conclude on uncertainty and ambiguity and how 

Philippines are less capable or willing to tolerate these in everyday lives compared to their Danish 

counterparts. Moreover, there will be a greater tendency towards work related stress, more anxiety 

and ‘’less subjective well-being’’(figure 2.11).  However scaling this is relative and the AUI score is 

not as apparently different compared to Denmark as is the case with the others. We do, however, 

once again find data of interest with regards to religion. For the societal norms in exhibit 2.12, we 

see an interesting statement about religion; ‘’the uncertainty inherent in life is felt as a continuous 

threat that must be fought’’ (Inglehart, Modernization and postmodernization: Cultural, economic, 

and political change in 43 societies, 1997). Considering their great emphasis on religion, it can be 

somewhat surprising that the Philippine society is not further up the AUI index. But according to 

Hofstede, religion cannot necessarily explain differences in AUI scores (Hofstede, 2001, p. 176). 

In exhibit 2.15 in appendix 8, we learn how traditional gender roles are preferred and how there 

can be a fear of failure instead of a hope of success seen with low AUI countries. The latter can have 

quite large implications for advertising materials where it would be more proper to stress what the 

consumer might avoid (headaches, financial struggle) instead of what the consumer might gain 

(better use of one’s time, opportunities).  As discussed above, many high AUI countries may have 

limited access to internet and that is the case with the Philippines where 29.7 per cent of the 

population is connected (internet world stats) compared to 86.1 per cent for Denmark (internet world 

stats). 
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Individualism and collectivism 

 

‘’ Individualism (IDV) on the one side versus its opposite, collectivism, that is the degree to which 

individuals are inte-grated into groups. On the individualist side we find societies in which the ties 

between individuals are loose: everyone is expected to look after him/herself and his/her immediate 

family. On the collectivist side, we find societies in which people from birth onwards are integrated into 

strong, cohesive in-groups, often extended families (with uncles, aunts and grandparents) which 

continue protecting them in exchange for unquestioning loyalty’’ (geert-hofstede.com) 

 

Based on the ground covered so far in this analysis, one can already come with a somewhat 

qualified guess as to which country score what here. The question of individualism versus 

collectivism is, however, a very important one as it has great implications with regards to 

marketing. It can reflect two vastly different lifestyles, which can revolve around very close family 

ties and loyalty or a more person oriented lifestyle in which the individual is allowed to put 

personal goals and needs before the group. However, it may be that this difference is most apparent 

in the younger demographics where people of individualistic countries have not yet started families 

of their own. Because, once a male and female of a high individualistic country such as Denmark has 

added children to start a family, own priorities must give way to secure the well being of these. 

Undoubtedly, the difference will still be large considering how the Danish welfare state and secure 

job market will give a Danish family much better opportunities than their Philippine counterpart.  

The marketing outcome of this difference in social programming may be an adaptation in the 

message communicated e.g. a need to belong versus a need to stand out. But this if of course still a 

guess. 

 

Denmark 

 

In exhibit 2.6 we find the Danish score as 66, which is a high score in line with other Scandinavian 

countries but below countries such as USA and Great Britain. The unique social structure in 

Denmark with high taxes for the wealthy (TaxInDenmark) and the very socially minded distribution 

of wealth through the all including welfare system may play a part in limiting the sense of 



22 
 

individualism. From exhibit 2.16 in appendix 9, we see a lot of emphasis on individualism but also 

the importance of personal lives. It seems odd, however, that high IDV countries are categorized as 

‘’earnings more important than interesting work’’ with low IDV countries stating ‘’interesting work as 

important as earnings’’.  The latter sounds more postmodern than the first. For societal norms in 

exhibit 2.17 below, we return to the importance of ‘’self-orientation’’,  ‘’I, consciousness’’  and how 

‘’everyone has a right to a private life’’ which clearly underline the power of the individual which is 

the essence of a high IDV country such as Denmark. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The Philippines 

Again, from discussions above, a qualified guess can be made about the score of the Philippines. The 

strong emphasis on religion, the high birth rates and the need for conformity are all issues covered 

and point towards a very collectivistic society. And from exhibit 2.10, we find a score of 29 similar 

to countries such as Greece and Mexico. Moreover, the societal norms from exhibit 2.17 have the 

opposite focus of what we saw for Denmark. The emphasis is on ‘we’ with a ‘’collectivity orientation’’ 

and just as important an ‘’emphasis on belonging:membership ideal’’ which is especially true for 

Figure 2.17 
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Filipinos with their strong family ties.  This observation goes on in figure 2.18 in appendix 10 with 

‘’people live with or close to relatives or clan members’’ which is in contrast with Denmark where 

people tend to live in nuclear or one parent families (nationmaster). For consumer behavior, exhibit 

2.19 in appendix 10 stresses an ‘’other dependent lifestyle’’ and as has been mentioned before with 

Filipinos they would tend to use their social network as the main source of information.  For IDV, 

the Philippines is very different from Denmark since their strong within family ties and larger 

families which was discussed earlier make it so that any given newly born child of a Philippine 

family is often not left for itself until marriage. Before that time, siblings, uncles, aunts and parents 

will take part of almost all aspects of their lives (Roces & Roces, 2004) 

 

Masculinity and Femininity 

 

‘’Masculinity (MAS) versus its opposite, femininity, refers to the distribution of roles between the 

genders which is another fundamental issue for any society to which a range of solutions are 

found….The assertive pole has been called 'masculine' and the modest, caring pole 'feminine'. The 

women in feminine countries have the same modest, caring values as the men; in the masculine 

countries they are somewhat assertive and competitive, but not as much as the men, so that these 

countries show a gap between men's values and women's values.’’ (geert-hofstede.com) 

 

Denmark          Figure 2.20 

 

The MAS index is where we find the lowest 

of the four Danish scores with 10 as seen in 

exhibit 2.6, a score slightly higher than the 

other Scandinavian countries where 

Sweden comes in with the lowest.  Exhibit 

2.20 clearly shows how the Scandinavian 

countries together with the Netherlands 

form a secluded individualistic/feminine 

cluster. Characteristics of low MAS 

countries are first and foremost that there 
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is no large overall difference between men and women. However, as Hofstede points out, there may 

naturally be variances within society (Hofstede, 2001, p. 288), but generally speaking the gap is 

smaller. Exhibit 2.21 in appendix 10 shows a continuation of the need for self-expression with the 

mentioning of ‘’quality of life and people are important’’ and ‘’stress on who you are’’. The emphasis is 

on group decisions and having ones private life protected from the employer, which again indicate a 

society where one can put trust in others. In this case to trust that all can reach an agreement 

together which may be better since it has wide group support and is not simply decided by one 

person.  ‘’Sympathy for the week’’ from exhibit 2.21 represent another big difference between High 

and Low MAS countries and one that definitely characterizes Denmark well. As mentioned above, 

the will to share is the deciding factor behind our tax and welfare system and sympathy for the 

weak is a key tenet in this.  

 For consumer behaviour below in figure 2.22, we see a preference for homemade products 

and a tendency to ‘’purchase for use’’. Combined with ‘’less confidence in advertising’’, it brings 

thought back from Inglehart and postmodernism where the hectic materialistic modernistic society 

is replaced with values beyond the need for material goods. The need for showing off is now not a 

matter of having more than it is of having less but of a better quality, which would have the natural 

effect of people actually using what they buy. The disbelief in advertising is interesting as it may 

indicate a need for new channels of advertising. Perhaps it is not a disbelief in advertisements 

themselves and their message but the fact that it is a mass-produced setting aimed at many target 

groups, which can conflict with a postmodern need for differentiation or unique self-expression and 

hence a resistance toward accepting mass communicated ad messages.  Whatever the reason, the 

MAS index for Denmark reveals a country influenced by group mentality and values of caring for 

one another with emphasis on everyone’s well being.  

  

 

 

 

 

 

 

 

 

Figure 2.22 
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The Philippines 

 

Far higher up the scale, we find the Philippines with a score of 60 as seen in figure 2.10. This 

indicates a country where masculine values are prevalent and for Hofstede, this means a more 

assertive society. For high MAS countries, the gap between female and male values is larger and 

work occupies a more central role in a person’s life space as can be seen in figure 2.21. Together 

with less job security and limited benefits, a loss of job may likely to have a greater impact on 

Filipino workers every day.  This may also explain why ‘’advancement and earnings are important’’.  

The same patterns continue in exhibit 2.21 with ‘’ego orientation’’ and ‘’money and things are 

important’’. The first may surprise since we have seen Filipinos as very group or family oriented, 

but this setting most likely refers to work where there is less loyalty and one must provide for 

himself in order to best provide for his family. A more traditional family structure is also noted with 

‘’men should be tough and take care of performance; women should be tender and take care of 

relationships’’ which portrays a vastly different and more traditional patriarchal family pattern than 

seen in low MAS countries.  Exhibit 2.23 in appendix 11continues this as it mentions quick 

marriages and traditional family concepts as characteristic of high MAS countries. For consumer 

behaviour in exhibit 2.22, the statement ‘’purchases for showing off’’ fits well with the level of 

materialism discussed earlier. At the same time, the fact that there is a greater trust in advertising 

may also indicate a greater will to be influenced by the advertisements as these inform of new 

‘values’ in the form of products ready to be adapted by consumers.  

 With a score of 60, the Philippines is high in the MAS index albeit there are countries higher 

than this. However, the issues mentioned with the strong family structure, materialism, strong 

gender gap and the focus on providing are characteristic for the country and differentiates it from 

Denmark. 
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Concise conclusion 

From the cultural analysis above, it becomes apparent that not only the physical distance 

differentiates these two countries from one another.  From the findings of Inglehart based on the 

WVS, we learn that Denmark is a highly postmodern country with growing post materialist 

tendencies. In general, the population feels safe and thus have energy to focus on environmental, 

social and political concerns. The Philippines is a traditional/modern society with strong 

materialist tendencies. The insecurity is high and this supports strong family ties and traditional 

family values and structures. Also emphasizing this state is the Catholic Church, which has a very 

strong presence.   

 When going through the 4 dimensions from Hofstede (the 5th does not exist for Denmark), 

we mostly find differences since Denmark and the Philippines score very differently. As mentioned, 

the smallest gap was 22 points for uncertainty avoidance, which is still a considerable gap. Issues 

such as religious norms and traditional family patterns stand in contrast to group orientation and 

single parent families. Feminine values contrast masculinity and a male status as the patriarch and 

the provider. These patterns have a big influence on attitudes and for Danes, this flexibility and less 

rigid patterns can possible be an explanation for a higher subjective well-being, a greater need for 

self expression and openness to change. For Filipinos, the authoritarian, family oriented patterns 

together with high insecurity enhance the need for predictability and thus we see that power is a 

negative concept. 
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Standardization versus adaptation 

 

‘’It has been said that arguing against globalization is like arguing against the laws of gravity’’ – 

Kofi Annan. (quotes) 

 

As the quote above states, it does seem as if globalization, the process which brings the world closer 

together mainly via increase in trading and cultural exchange, is less a point of discussion than it is a fact 

of life. If we are to believe an article in China Daily online describing how the empire of Genghis Khan 

promoted economic and cultural exchange and subsequent assimilation (Tian), globalization started 800 

years ago. Although the use of globalization as the describing term may be contested, it does however 

show how the mechanics of globalization is not a new groundbreaking phenomenon to which world 

populations are now adapting. Rather, it would most likely be more precise to see globalization as a 

natural next step in a process, which has been ongoing. We have moved from a growing localization 

many years ago into regionalization and through internationalization, eventually ended up talking about 

globalization not many decades ago. As will be discussed thoroughly below, the landmark progress in 

communication systems, computers and telephone networks have undoubtedly been the driving force 

behind and key to global reach. Moreover, we are in a time where one can be reached practically 

anywhere on the globe and share information with anyone in a matter of seconds, have goods transported 

far and wide without notably costs. Genghis Khan had none of these aids hence defining the reach and 

influence of his empire as global might be stretching it, however, for this paper, globalization is a fitting 

description. To be noted is that the discussion below goes beyond only marketing which is the relevant 

aspect for gastro Chef. But the principles that emerge from the discussion apply as much for marketing as 

it does for any other e.g. managerial or product differences mentioned. 

Definitions 

Speaking of proper definitions, the need goes beyond that of defining the span of old empires. For clarity, 

the definitions used in this section will be defined and discussed below.  

 

Today, there are a myriad of definitions within this subject. However, standardization is one of the most 

unambiguous and clearly states how an original product keeps its original format. So, for standardization, 

I will adopt the definition formulated by Medina and Duffy as; ‘’The process of extending and effectively 
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applying domestic target-market- dictated product standards—tangible and/or intangible attributes—to 

markets in foreign environments.’’ (Medina & Duffy, 1998). 

 

More discussion comes with regards to the situation in which a product will need some sort of alternation, 

either due to local legislative restrictions, cultural diversity or local preferences or customs. Medina and 

Duffy present the following definitions for this situation; adaptation, localization, modification, 

customization, differentiation and specialization (Medina & Duffy, 1998). Mostly used are adaptation and 

customization. However, for Medina and Duffy, adaptation is characterized by only being applied to 

changes that will be mandatory for a company. This means changes related to local legislation 

(packaging, information etc.) and does not cover changes based on cultural factors and the like. Instead, 

customization covers this as it refers to products that are alternated by free will of the company and hence 

contrary to adaptation it is not mandatory. The definitions as stated by Duffy and Medina are as follows; 

 

Adaptation; The mandatory modification of domestic target-market-dictated product standards – tangible 

and/or intangible attributes – as to make the product suitable to foreign environmental conditions’’ 

(Medina & Duffy, 1998) 

 

Customization; The discretionary modification of domestic target-market-dictated product standards – 

tangible and intangible attributes – as to make it economically and culturally suitable to foreign 

customers. (Medina & Duffy, 1998) 

 

For thorough categorization and as building blocks of a theory, it works well to break up product 

modifications. However, for the purpose of this paper there is a greater need for two extremes of a 

continuum than of classification. So instead of adopting a view of customization and adaptation, the 

opposite of standardization will be adaption, which covers all product modifications whether they are 

mandatory or not – the two concepts merged together.  
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The research 

 

Many scholars refer to Robert Buzell’s article in Harvard Business review as the point where the 

discussion started. Buzell wrote his article in 1968 (Solberg, 2000) giving the field a span of more than 4 

decades. Considering this stretch of time, it is surprising that no more concrete research has been 

produced. Cloninger and Swaidan argue that the topic has been one of the most popular in international 

marketing, but note that most research comes from North America and that the field could benefit from 

multi country and longitudinal studies (Cloninger & Swaidan, 2007) to provide more diverse data. A 

notion supported by Theodosiou and Leonidou who say the research field suffer from ‘’ inappropriate 

conceptualizations, inadequate research designs, and weak analytical techniques’’ (Leonidou & 

Theodosiou, 2003) Considering the myriad of different companies, industries and countries to be covered 

within this subject, it might, however, not be too surprising that development is somewhat slow. This is 

also noted by Boddewyn et. al (Boddewyn, Soehl, & Picard, 1986) who argue that benefits from 

economies of scale are easily uncovered whereas losses from a possible lack of customization is 

dependent on properties of each individual company. Despite the demoralizing verdict from Cloninger 

and Swaidan (Cloninger & Swaidan, 2007) much valid individual work has been done and the problem 

they point to may likely be due to the lack of an overall framework or direction of research possible 

because of the before mentioned difficulties of classification. Generally speaking, the research and issues 

revolve around cultural diversity and economies of scale (Solberg, 2000) both of which will be discussed 

below. 

 

 

Standardization 

 

Discussed above was the definition of standardization and the agreed on wording was; ’The process of 

extending and effectively applying domestic target-market- dictated product standards—tangible and/or 

intangible attributes—to markets in foreign environments’’.The statement represents the framing idea of 

the issue without a mentioning of why standardization is a relevant idea. The basic benefits of 

standardization are numerous and generally relate to cost savings from centralizing tasks such as 

production, advertising, PR material and only making few editions. By doing so, the company can reap 

the benefits of economies of scale, the cornerstone in standardization ( (Friedmann, 1986) (Leonidou & 

Theodosiou, 2003) (Waheeduzzaman & Dube, 2004)). Selling the same chocolate bar in all foreign 
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markets with the aid of the same generic advertisement strategy will save a company a substantial amount 

of money. Not just on the marketing budget but also from production where one chocolate machine that 

makes all the bars is far more cost effective than three specialized machines each producing a special kind 

of chocolate bar. This is the basic idea and its span goes through all parts of a business from the 

mentioned production through marketing to Human Resource and beyond. As will be discussed in 

adaptation below, the Achilles heel of this approach is its rigidity and bureaucracy and since cost savings 

are preferred over specialization, it makes it hard for a company to react to changes in consumer demands.  

 

 

A second benefit as noted by Theodosiou and Leonidou and an important one indeed, is how 

standardization gives way for a uniform brand image to be communicated to a broad audience (Leonidou 

& Theodosiou, 2003) (Waheeduzzaman & Dube, 2004).  Doing this is not only very cost affective, it is 

also a way to secure a recognizable brand across nations. However, it may need a strong brand to transfer 

meaning through nations and whether a certain brand is able to do so depends on many variables. Still, 

there is talk of a homogeneity of global consumption since everyone are now able to get the same food, 

listen to the same music and drive the same cars etc. Holidays such as Valentine’s Day and even 

Christmas also gain ground worldwide and hence support the notion of globalizing needs. Huang and Chu 

define global brands as; ‘’ achieving more than a third of its sales outside of its home country and have a 

visible external market presence’’ (Chu & Huang).   

As mentioned about research, much is coming from the west and in particular the US. Brands such 

as McDonald’s, Coca Cola and the like have been successful in crossing borders. However, their message 

of fast and cheap refreshment or satisfied hunger and joy of life may transfer much easier than car brands 

for instance. As an example, it seems unlikely that Toyota would emphasize their Prius model as strongly 

in the Middle East where the price of petrol is very low but where conditions are harsh and distances are 

far, than they would do it in Denmark where the price of gas can be an everyday concern for costumers.  

A third way is how a company can benefit from localized expertise within the organization. By 

centralizing operations, a company can get better managerial control (Leonidou & Theodosiou, 2003) and 

better coordinate the execution of the four P’s or what Friedman call sub strategies; packaging, price, 

promotion, distribution (Friedmann, 1986).  

The fuel behind this standardization is first and foremost the technological advancements from 

internet over cellular phones to computer software seen in the last decades and the argument may be that 

this faster and easier access to global information has had a convergence effect on populations and as a 
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result we see a tendency to develop similar taste and preferences. In addition to this, Huang and Chu 

argue that mass media are creating close relationship across border and all of these changes combined are 

creating new global segments from which standardization benefit greatly (Chu & Huang). Moreover, 

another force that may fuel standardization is how former state controlled markets are now opening 

themselves as free markets. Although many consider Buzell as the scholar who started the discussion 

(Solberg, 2000), few will doubt that Levitt was the first to bring widespread interest and debate to the 

issue with his article, the Globalization of Markets. Through a series of conclusive arguments, he asserted 

that the end of multinational companies and local preferences was nearing. The reason was that people 

concerned about the reach of their income would always pick goods with a low price and adequate quality 

and the companies to best perform the task of lowering prices will eventually outperform others 

(Boddewyn, Soehl, & Picard, 1986). He uses the Iranian uprisings in 1979 as an example, pointing out 

how these Middle Eastern Muslims were dressed in western goods as evidence of a growing 

homogenization of needs, which would facilitate this global growth (Levitt, 1983). In addition to this, he 

pointed to McDonalds as an example of a globalized company. This is a boiled down version but the main 

arguments of his and no wonder it created debate. Several of his points were discussed above. The article 

was printed in 1983 (Levitt, 1983) and one can argue that the world has been more globalized in many 

aspects, but as will be discussed below, things may not have developed quite as Levitt expected.    

 

Adaptation 

 

This concept is less straightforward and contains more uncertainties than do standardization. As 

mentioned above, the definition is; The mandatory or the discretionary modification of domestic target-

market-dictated product standards – tangible and/or intangible 

attributes – as to make the product economically or culturally 

suitable to foreign environmental and customers’’ (Medina & 

Duffy, 1998) 

 

The basic idea of Adaptation is that despite how alike the world 

may seem to be, there is still a substantial amount of diversity, 

and it will not be beneficiary to target everyone in the same 

way (Medina & Duffy, 1998) (Cloninger & Swaidan, 2007). As 

noted by Jain, (Jain, 1989) five types of environments exist; 

Figure 3.3 
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physical, legal, political, marketing infrastructure and last but not least culture. Figure 3.1 in appendix 12 

shows a more detailed classification from Waheeduzzaman and Dube who base their findings on 130 

articles on the subject. They found 9 classifications which have an effect on standardization or adaptation; 

Product characteristics, Brand image and identity, Industry competition Company characteristics and 

strategy, Economic environment Political and regulatory Environment to name a few (Waheeduzzaman & 

Dube, 2004). As mentioned, they are more detailed than those mentioned by Jain (Jain, 1989) but could 

be derived from those 5 categories. The question is how easy or at all possible it is to pull standardizations 

from across borders aligned with all the above categories – from the description we adopted above, even 

an adaptation from one of those 9 categories will mean that there is not a total standardization.  When a 

company exports its goods, it is not limited to a physical shape or core benefit. Instead, it can be argued 

that the product represents the idea, concepts and practices from the home marked (Medina & Duffy, 

1998). As exhibit 3.2 in appendix 13 clearly shows, something as simple as color can have a big impact 

on how a product is perceived. Also McCracken is concerned with the movement of meaning and figure 

3.3 shows his idea of how meaning is transferred from the environment in the home marked where it was 

created and how it is always in transit (McCracken, 1986) and subject to different views depending on 

who is looking through what he calls a cultural lens (McCracken, 1986). 

Also Friedman is concerned with the psychological aspect of marketing and talks of the before 

mentioned four P’s as being subject to historical usage, local customs and local use customs (Friedmann, 

1986). A statement he supports with the argument that ‘’..culture is the primary determent of consumer 

needs and wants (Friedmann, 1986). So if exported goods have to check free of nine categories and deal 

with imprinted local customs and constant negotiation of meaning from a strong cultural base it seems as 

if at least some degree of adaptation is necessary and this may also be sound arguments of working with 

adaptation and standardizations as two extremes of a continuum as discussed at the beginning of this part.  

Moving on, it was mentioned above how advances in technology were a catalyst for standardization. But 

today it works perhaps for adaptation instead. The advances in data streams are progressing with a fast 

pace and this means that customer behavior can be easily tracked and analyzed (Kumar & Syam, 2006). 

Department store scanners, home scanners and various panel data’s are now used extensively in virtually 

all industries. According to Syam and Kumar, the industries for apparel, automobiles, cosmetics, 

furniture, personal computers are just a small representation of the industries that have increased 

adaptation due to the output from these new tools (Kumar & Syam, 2006). Sundbo also sees evidence of 

increased adaptation with his research into service companies where 35 per cent of companies had 

customized products in 1992, 59 per cent in 1997 and ends with an estimated 69 per cent in 1999 
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(Sundbo, 2002). Although most service companies are likely not global (ex. hairdresser) the principles 

still apply and this is an interesting development. 

As standardization, the concept of adaptation is relevant because it is believed to create a better 

bottom line. But how it does this is somewhat opposite from standardization. It is the increase in future 

revenues and not direct cost savings that will create profits via the fact that people want different things 

due to different circumstances. To be relevant, the increased revenues from a non-generic marketing 

strategy will have to outperform the possible cost savings. In contrast to the statements from Levitt 

described above, it now seems like a new wave with strong emphasis on localization is influencing 

marketing decisions around the globe (Vishwanath & Rigby, 2006) (Sundbo, 2002). Rigby and 

Vishwanath note how customers are becoming more diverse (Vishwanath & Rigby, 2006), a fact which 

correlate well with growing post modern values described by Inglehart and the wish for self-expression. 

Rigby and Vishwanath refer to Claritas for evidence of this greater diversification. Claritas is a company 

that form segments from demographics, and they now use 66 lifestyle segments to classify the U.S 

population – from 44, four decades back, which is an increase of 65 per cent (Vishwanath & Rigby, 

2006).  

 

 

The third way 

A compromise between the two has been mentioned as the third way (Solberg, 2000) (Leonidou & 

Theodosiou, 2003) or hybrid strategies (Friedmann, 1986) and has gained increasing popularity in the 

recent decade as a strong compromise 

which takes the best from both 

standardization and adaptation. To the 

extent possible, a company will try to 

standardize production, marketing and 

more as was described above, but to 

what degree they wish to do so depends 

on the company and its unique position 

and situation (Waheeduzzaman & Dube, 

2004) (Leonidou & Theodosiou, 2003). 

The third way aims at optimizing productivity and cost savings while retaining a strong emphasis on 

individual customer satisfaction (Cloninger & Swaidan, 2007). Solberg (Solberg, 2000) presents a 

Figure 3.4 
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framework of categories derived from this Standardization/ adaptation continuum, which is seen in figure 

3.4 and Sundbo has a similar framework presented in 3.5 (Sundbo, 2002). For Solberg, his framework 

shows how a head quarter of a company represents the centralized force and balances this with market 

knowledge to produce the best marketing mix and Sundbo focuses on product or customer orientation.  

 

 

 

 

 

 

 

 

 

 

 

 

The empirical data stream was criticized earlier and its sparseness emphasized although the fragmented 

international business landscape may pose a good reason for this limited available data. The research, 

which has been done, also comes short when pointing to either of the concepts. As described above, 

Sundbo found indications of a growing adaptation, however a similar survey carried out in Italy found 

that 64 per cent of the service companies were characterized by standardization and only 26 per cent by 

adaptation (Sundbo, 2002).  A longitudinal study conducted in 1963, 1973 and 1983 of U.S companies 

exporting to the EU again give a different view. From figure 3.6 below we see how standardization is 

more prevalent in 1983 than a decade before in the first study. However, a direct comparison is not too 

beneficial due to the time gap (1983 and 1995) between the two studies and since they differ in design but 

it does, however, give an indication of how things have changed. From figure 3.6 we see that the level of 

adaptation is zero, zero and ten per cent for what they call physical adaptations of the entire product range 

whereas semi adaptation is more or less on level with standardizations (Boddewyn, Soehl, & Picard, 

1986). 

 

Figure 3.5 
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In their before mentioned research of 130 Standardization and Adaptation articles, 

Waheeduzzaman and Dube also note how this middle road or ‘contingency’ approach is prevalent and 

from their summarizing table in appendix 14 it is evident how 40 per cent of articles examined tend to 

agree with this (Waheeduzzaman & Dube, 2004). Moreover, this diversification of opinions supports the 

notion from above of how research is indeed very fragmented.  

 

 

Concise conclusion 

 

The discussion may best be tied up by the well-put argument from Theodosiou and Leonidou who state 

that ‘’ which strategic option, standardization or adaptation, is the most suitable for the international firm 

remains an essentially unresolved and inconclusive issue’’ (Leonidou & Theodosiou, 2003). To what 

degree a company chooses either is depended on that company’s unique position and characteristics, 

which cannot be generalized and an estimate of increased revenues versus cost savings. The statements 

from Levitt may serve better as an extreme of a continuum than as a guideline for companies. Very few 

companies will be able to take his drastic approach. The same applies for adaptation where companies 

should be careful not to do more than necessary. The third way that occupies the central space between 

the standardization and adaptation extremes of a continuum is looking like a good compromise. A grey 

area where a subjective company evaluation is needed in order to help formulate a to what extinct they 

wish to move to what end of the continuum.  

Figure 3.6 
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Data collection and analysis 

Background and Problem Definition 

 
As described at the beginning of this paper, Gastro chef, which is a brand developed under Idewood, 

is preparing for a coming expansion into the Danish market. Until now, the brand has only been on 

the Philippine market and has since 2008 expanded sales year by year by increasing sales outlets, 

getting media exposure and from general advertising.  Throughout this time, the marketing content 

and strategy of Gastro Chef has been influenced by Danish thought via its Danish owner and CEO, 

but the everyday execution and formulation has been carried out by Philippine employees – to 

which extent the two cultures have influenced the marketing of the brand is hard to tell but it has 

largely been Philippine. 

The research in this part of the paper is to help understand key differences about Danes and 

Philippines. These differences can roughly be put in these categories; Routines and habits and 

general attitudes.  These areas should help give a base to create relevant cross tabs, scales etc. and 

also support segmentation.  The research will examine both populations independently and not 

consider what marketing efforts have been done so far.  

Based on these considerations, the following research questions have been formulated; 

 Do the individuals cook or is somehow engaged in cooking? 

 What is their attitude towards cooking  

 Who do they cook/eat with and when is family relevant with food. 

 Have they ever purchased a kitchen tool  

 What attributes were important 

 What is important to them in life 

 What is important with family 

 What is important with their career 
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Methodology – Qualitative research 

 

In order to gain some insights on the questions of this survey, a number of qualitative interviews 

were conducted (4) to look for unexpected views on food habits and routines and product 

attributes. To be noted is that although respondents were from both Scandinavia and the 

Philippines, all had an affiliation with the company however not directly with the Gastro Chef 

division.  

Q1 who is responsible for cooking in your household? 

Q2 who bought the kitchen utensils – incl. napkin holders etc. that you use.  

Q3 what/when are your best moments with food? 

Q4 would you buy Gastro Chef? 

Q5 Why do you think people buy Gastro Chef? 

Q6 Which of the following attributes is most important to you? 

Philippine craftsmanship, Danish Design, wood from sustainable resources, workers are paid 

fair salaries, none of the above 

Q7 What is your take on the following statement; 

 People should buy products made in one’s own country 

  

Most divided were respondents on the first question of who cooks at home. One has a maid, another 

a partner who does the cooking and for the last two one shares this chore with a partner and one 

does all the cooking alone. However, 3 out of 4 were responsible for purchasing kitchen utensils 

themselves – often in cooperation with the spouse or partner.  Not surprisingly, moments with 

family dominate the best moments with food. Not necessarily the extended family but rather the 

close family being children and parents. Sunday dinners were mentioned but holidays with 

Christmas in particular prevailed.  

 All respondents were positive towards Gastro Chef and would like to buy the products – they 

mention the quality and the exotic choice of wood as the best reasons why. When asked why they 

think others would buy they point to exclusivity (brand) and quality.  When respondents were 

asked about attributes ex. Danish design, most selected sustainable forestry with a 2nd place tie of 

Philippine craftsmanship and Danish design. None considered workers salaries despite being given 

two choices. When asked if they believe people should favour products made in one’s own country 
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3 of 4 thought so if one could find a product of a similar quality or reasonable price. Only one did 

not think it mattered.  

 

Methodology – Survey method 

For this research, an online questionnaire will be distributed. Using a web based survey has its 

advantages and disadvantages. By using an online method, the data will come in much faster after 

the survey is fielded and with less administrative work. It will also keep costs down. However, the 

downside is that online surveys require that respondents have online access and PC penetration in 

the Philippines is considerable lower than in Denmark as it is around 10 per cent and internet users 

not much higher. This is mostly due to, the fact that 70 per cent of Filipinos live in poor suburbs 

where electricity is not a given (Roces & Roces, 2004). However, the Gastro Chef target group does 

not consist of these people but affluent members of the population who are much more likely to 

have much greater PC penetration. This makes the choice of an online survey usable.  

 

 

Methodology – Sampling 

The questionnaire will be send to people of all ages. Since this is an attitudinal as well as habits 

questionnaire, no screener questions will be added. Respondents will be divided into age groups in 

the following manner; below 18, 18-24, 25-44, 45-64, 65+. 

 

Questionnaire 

Below is the questionnaire fielded to respondents in Denmark and the Philippines. It consists of 

three larger parts and is designed based on the inputs from the qualitative interviews, the research 

questions and with emphasis on finding answers for the problem statement.  The questionnaire was 

produced on both languages, Danish and English respectively since English is an official language of 

the Philippines (CIA factbook). The wording of the individual questions is important and the 

questionnaire was translated back and forth from English to Danish and back to English to assure 

that the meaning would transcend. As often as possible, the number of available answer are kept at 

either five or seven since this is an odd number due to the neutral answer and because five or seven 

answers will provide a sufficient accuracy for the data mining (Kirakowski). Three answer options 



39 
 

will not be sufficient and more than seven will be overly accurate. Moreover, the attitudinal 

questions all follow the same scheme of positive wording and start at strongly agree and ends with 

strongly disagree. 

 

PRELIMINARY QUESTIONS 

 

 

1) How much of your households cooking, are you responsible for? (breakfast, lunch, dinner) 

All of it 

Almost all of it (ex. Dinner and most lunches) 

I am only responsible for dinner 

I cook once in a while when I feel like it 

I just cook for myself 

My maid is responsible for cooking 

None 

 

2. Are you responsible for or involved with purchasing kitchen utensils and tableware? 

Yes, all 

Yes, most of it 

On occassions 

Very rarely 

Never 

 

3. Are you a male or female (select one) 

Male 

Female 

 

 

PART 1: Here I would like to ask you some questions about food and situations connected 

with food 

  

 



40 
 

4. What do you recall as the best moments where food is involved? 

 

I don’t recall any in particular 

I enjoy everyday meals the most  

That would be weekend dinners with the family 

Holiday gatherings are most special to me (Christmas, Easter etc.) 

I think birthdays, weddings or fiestas are what I like the most 

Other, please specify 

 

5. In a normal month, how often do you eat out or order in? Both counted together 

Never 

Once a month 

2-3 times a month 

once a week 

2-3 times a week 

daily 

 

6. How often do you meet and eat with close relatives; siblings, parents and grandparents, where 

most or all of you are all together?  

A few times a year or less 

3-9 times a year 

2-3 times a month 

once a week 

2-3 times a week or more 

 

7. How often do you meet and eat with other relatives; aunts, uncles, cousins or other, where most 

or all of you are all together? 

A few times a year or less 

3-9 times a year 

2-3 times a month 

once a week 

2-3 times a week or more 
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Across the top 

 Strongly agree 

Agree 

Neither agree nor disagree 

Disagree 

Strongly disagree 

 

Down the side 

 

How do you agree with the following? 

8. It is important for me to have good quality kitchen utensils and I put an effort into collecting the 

right pieces for me 

9. I like to cook but I lack the time to really make an effort 

10. I want people to think I am a good cook 

11. I really enjoy cooking and I like to browse magazines or TV shows for inspiration 

 

PART 2: Now I would like to ask you some questions about the products you currently own. 

 

 

12. What was the latest product you bought yourself? Select one item 

kitchen knife, knife holder, cutting board, tray, rolling pin, stak board, napkin holder, tissue holder, 

salt and pepper mills, wine holder, wine rack, coasters. 

Other 

Don’t apply 

 

13. Below is a list of categories related to buying a product. For each of the categories, please 

indicate how important it is for you to choose the product. 

 

Across the top 

Does not matter 

Less important 
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Neither important nor not important 

More important 

Very important 

 

Down the side 

Low price, high quality, high functionality, good design, good materials, a product brand I already 

know, A product brand with a good reputation. 

 

14. Below is a list of social and environmental concerns. Please rank the 7 categories with 1 as the 

most important concern. Do this by clicking on a category and pulling it either up or down to the 

desired position. 

 

Workers should be paid fair salaries 

Materials should come from sustainable and legal resources 

The production should have a limited carbon footprint (Low Co2 emissions) 

No child labour should be used 

Companies should do charity in the local area (supporting schools, local environment issues) 

Companies should resist corruption 

Employees work environment 

 

15. How do you agree with the following statements? 

 

Across the top 

 

Strongly agree 

Agree 

Neither agree nor disagree 

Disagree 

Strongly disagree 

 

Down the side 
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If there is a balance between price and quality, I think people should prefer buying products made 

in the Philippines 

Philippine products generally have a higher quality than similar foreign products. 

I think environmental concerns are good and I am willing to pay extra for it 

Kitchen utensils are tools and I put much emphasis on what I buy. 

  

16. Please rank the sources of information you prefer to use before purchasing a kitchen or lifestyle 

product. In case this does not apply, please select based on where you normally find information for 

other products. 1 is the most used source. 

Internet 

Family members 

Friends 

Magazines or newspapers 

other 

 

17. Kitchen utensils and accessories come in a variety of price ranges.  

 

Why do you think people would select items that are priced well above other products? Select one 

 

Because they like to have expensive things 

Quality and price tend to go hand in hand, so the item might last longer 

They want to show their family and friends that they can afford nice kitchen items 

Expensive items usually have more attractive designs 

Branded items are usually more expensive and people prefer brands. 

No special reason 

Other, please specify 

 

 

PART 3:  For this last part, I would like to get your opinion on a number of subjects and ask you 

some demographic questions. 

 

How do you agree with the following statements? 
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Across the top;  

Strongly agree 

Agree 

Neither agree nor disagree 

Disagree 

Strongly disagree 

 

Down the side 

18. I want to look different from others 

19. I am usually among the first to try new products 

20. I always go for quality no matter the price 

21. I consider myself a guardian of the environment and try to improve wherever possible. (use 

your bike, segregate waste, longer lasting light bulbs) 

22. It is important to me that people know I own high quality items 

23. I prefer spending time with friends instead of family members 

24. My career is important to me 

25. I value close family ties  

26. Traditions are important to me 

27. I like trying new things 

 

 

PART 4: DEMOGRAPHICS 

 

28. Please select your age (select one) 

Below 18 

18-24 

25-44 

45-64 

65 or older 
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29. You are 

Philippine 

Danish 

Other 

 

30. Please select your marital status 

Single 

Married 

Other (please specify) 

 

31. including yourself, how many people live in your household? 

1 

2 

3 

4 

5 

6 or more 
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Data analysis 

In this segment, the findings of the questionnaire will be presented and analyzed. The prior findings 

in the cultural analysis will work as a base from which cross cultural categories are derived eg. 

attitudes towards environmental concerns. As mentioned, the questionnaire was translated from 

English into Danish and the two individual but similar questionnaires were fielded in Denmark and 

the Philippine respectively. As was also noted earlier, there will be a bias toward more affluent 

people since the questionnaire was fielded online, however, since the customers of Gastro Chef will 

tend to match this population bias it will not be a critical issue. Age groups will not be analyzed in 

depth since this is not a study of generational shifts that Inglehart talk of but when relevant, 

variations in the age groups will be utilized.  

 

Crosstabulations 

 

In this first segment of the data analysis, 

findings from various crosstabs will be 

presented. The focus will be on issues of 

similarities or differences from the 

demographic to attitudinal and habitual 

characteristics.   

 

General data 

The Danish questionnaire received 86 

responds from which 72 were complete. 

The Philippine questionnaire had 68 

responds with 52 complete answers. As 

can be seen in figures 4.1 and 4.2, the 

majority of respondents were female in 

both questionnaires with 73.61 per cent 

for Denmark and 61.54 per cent for the 

 

Figure 4.1 

Figure 4.2 
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Philippines. With regards to age groups, as can also be seen with figure 4.2, most respondents from 

the Philippines were in the two groups of 18-24 and 25 -44. The Danish respondents were slightly 

older with the majority in the 25-44 and 45-65 groups (Figure 4.1). For cooking habits, 55.81 per 

cent of Danes respond that they cook everything themselves with the second most prevalent 

answer being I cook once in a while when I feel like it which received 25.58 per cent (figure 4.4 

appendix 15). The picture is a little different for Filipinos where 41.18 per cent answer I cook once 

in a while when I feel like it and only 16. 18 per cent cook all (figure 4.5 appendix 15).  Two reasons 

for this quite substantial difference in habits come to mind. As mentioned above, the Danish family 

is generally smaller than the Philippine with single parent families growing in numbers and less 

children born on average. This naturally means that there are fewer persons in a household able to 

cook hence more people have to help. This argument finds support from the questionnaire itself. 

From figure 4.6 in appendix 16, we see how the average size of people living under one roof is 

considerable higher than that of the Danish (figure 4.7 appendix 16).  Moreover, in Denmark there 

are high rates for what is called dual employment, which means employment for men and women 

(olsen, 2009). Many years of reforms regarding maternity leave and childcare have made it possible 

for females to enter the job market. The dual employment rate (16-69 year olds) is 80 per cent for 

men and 74 per cent for women, which leaves only a 6 per cent gap between the two genders 

(olsen, 2009).  The equivalent dual employment for the Philippine is quite different. Here, the male 

score is 79 per cent, which is similar to the Danish (olsen, 2009). The female employment rate, 

however, is 49 per cent (The world bank) and somewhat lower than the Danish equivalent of 60 per 

cent (The world bank). The more conservative patriarchal family patterns touched upon earlier 

may be a reason for this and its influence on the cooking habits could be that preparing meals are 

the domain of the wife who cooks for more people and more often. This was also the case centuries 

ago in Denmark before housewives entered the job market.  

Age may also play a role since the age of Danish respondents was higher. In the Philippine survey 

there were more respondents in the 18-24 age group and this group is likely to contain many 

people still living with parents and relatives. At the same time, the Danish survey had more 

respondents in the 45-65 age group where people are most likely more independent with regards 

to living arrangements and more likely to be responsible for their own cooking.  
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Family 

The next area of interest from the questionnaire is regarding family. A series of questions were 

formulated in order to see differences in attitudes toward family; What do you recall as the best 

moment where food is involved? How often do you meet and eat with close relatives; siblings, parents and 

grandparents, where most or all of you are all together? I prefer spending time with friends instead of 

family members. I value close family ties. I have included traditions are important to me in this category 

as well since traditions are oftentimes family related.  

Overall for these 5 questions, the answers are remarkably similar. The two top picks have been compared 

for each question and in four out of the five questions the two picks are similar. Only answers to the 

question; How often do you meet and eat with close relatives; siblings, parents and grandparents… are 

different. In figure 4.8 in appendix 17, we see how Filipinos more often eat with their close relatives than 

do Danes (figure 4.9 appendix 17). 31.82 per cent indicate that they eat together 2-3 times a week, which 

is considerably higher than the 8.75 per cent for Danes. Moreover, 19.70 per cent indicate that they eat 

with the close family 2-3 times a month, which is actually lower than the Danish equivalent, which is at 

30 per cent. The big difference in this figure is on the weekly basis – apart from this, the Filipino 

distribution is more spread out equally with 15.15 per cent, 18.18 per cent, 19.70 per cent and 15.15 per 

cent.  As mentioned, only 8.75 per cent of Danes eat with relatives several times a week. However, as 

much as 30 per cent do so 1-3 times a month. Above, the age distribution was discussed as a possible 

reason for the difference in cooking habits but it can be argued that this same distribution may not 

necessarily have any influence on how often one dines with family since an older distribution will have 

kids and a younger distribution will have parents. 

 

The environment 

According to Inglehart, a key element in postmodern societies was how people who have fulfilled survival 

needs and other basic needs now have focus on other issues such as self-expression in general and 

environmental concerns in particular (Inglehart, Modernization and postmodernization: Cultural, 

economic, and political change in 43 societies, 1997). To look into this, the following questions were 

stated in the questionnaire; I think environmental concerns are good and I am willing to pay extra for it; I 

consider myself a guardian of the environment and try to improve wherever possible. (use your bike, 

segregate waste, longer lasting light bulbs). Figure 4.10 and 4.11 in appendix 18, show the crosstabs from 

the two questions and the findings are somewhat surprising. We see how Filipinos are more keen on 

paying extra for environmental concerns according to their answers than are Danes. 53.8 per cent agree 
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and 34.6 strongly agree with the statement of increased payment. In comparison, slightly more Danes, 

55.5 per cent, also agree but only 12.5 per cent strongly agree. For the second question, which is directed 

at respondents’ own pro reactive actions, the gap closes and respondents from the two countries are 

similar in perception (appendix 18). The two top categories are agree and strongly agree and added 

together they account for 68 per cent of answers for Danes and 67 per cent of answers from Filipinos. 

Although these two questions only touch the very basic perception of environmental concerns, the 

similarity is interesting and reveal a general awareness and interest for the environment.   

 

 

Kitchen utensils and attitudes toward cooking 

 

Denmark 

 

To yield more directly usable information for Gastro Chef, the questionnaire contains a series of questions 

aimed at probing for product perceptions and attitudes toward cooking. It is relevant to try and connect the 

dots between the levels of passion for the world of food with the relevance of certain product 

characteristics. In exhibit 4.12 appendix 19, the result of the 5 questions related to kitchen utensils, 

qualities and more are shown. Generally Danes like to gather good kitchen utensils and emphasize buying 

the right ones. It is less important that people view them as good cooks and only around half agree or 

strongly agree to enjoying browsing through printed media or TV programs for inspiration. For the last 

question, 79 per cent of respondents either disagree or strongly disagree with the statement; It is 

important to me that people know I own high quality items. This is interesting since the question can relate 

to the materialist and post materialist discussion from above. Only around 7 per cent agrees with this 

statement, which indicates that the focal point is the benefit in the shape of a well functioning product for 

preparing food and less the prestige of a high quality item. However, further probing and knowledge 

about actual price and usage would be needed to conclude more thoroughly on this matter.  

 

The Philippines 

 

In exhibit 4.13 in appendix 20, we see the Filipino version of these questions. For the first question 

about good quality items, answers are very positive towards high quality with 82 per cent either 

agree or strongly agree with the statement.  This is quite higher than the result from the Danish 
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respondents where 63 per cent were positive towards this. Only around 6 per percent are not 

positive towards this statement, which is a very substantial minority.  The pattern continues with 

the statement; Kitchen utensils are tools and I put much emphasis on what I buy. Most frequent 

answers relate to agree or strongly agree and hence continue a strong focus on quality.  Filipinos are 

less interested in browsing through media to look for inspiration than selecting the right tools with 

around 60 per cent favouring this.  For the second statement; I want people to think I am a good 

cook, answers are very similar to the Danish with a positive lean towards agreeing. 45.5 per cent 

agree to this and 23.5 per cent neither agrees nor disagree.  For the last statement, which I 

mentioned as being related to the materialist and post materialist discussion, we find the largest 

difference in perception for these five statements.  When met with the statement; It is important to 

me that people know I own high quality items, Danes had a strong dislike with this statement.  

Filipinos, however, are less negative.  Around 21 per cent agrees or strongly agrees to this, which is 

about three times more than the Danes. 48 per cent of Filipinos disagrees with the statement and 

this is also quite different from the Danish respondents where a total of 79 per cent have the same 

perception. These answers from the Filipinos leave an impression of people who are willing to 

invest in products but who are also very much aware of the beyond core benefits they get or wish to 

get out of it. Core benefits are likely to be great cutting skills for knives, great durability for cutting 

boards and so forth. However, benefits beyond these lay more in the social aspects where high 

quality items (expensive items) can be expected to yield recognition from others.  

 

 

Expectations towards products 

 

To continue the discussion above, exhibit 4.14 and 4.15 in appendix 21 and 22 provide more insight 

on what respondents find as being valuable characteristics when purchasing kitchen and lifestyle 

items.  In the questionnaire, respondents were first asked to select the latest product they had 

purchase within the product category provided by Gastro Chef and after this question followed a 

scale of seven categories from quality over materials to brand reputation. The purpose was to see 

which categories matter most and how the between categories relationships are.  In exhibit 4.14 

and 4.15 we see how the least important category for both countries turned out to be low price. 

This is not too surprising considering the discussion above. It seems that this is an area where 

people are willing to invest. 38 per cent of Filipinos and 30 per cent of Danes consider a low price to 



51 
 

be either more important or very important. At the other end of the scale we also have similar 

answers. High functionality is the most important product characteristic according to respondents. 

As many as 94 per cent of Filipinos and 94 per cent of Danes believed that functionality was the 

most important characteristic when buying their last kitchen or lifestyle item. The two following 

categories that score similar high percentages (more important and very important calculated 

together) are good materials and high quality.  Danes are a little more modest with the quality 

scores at 84 per cent compared to 90 per cent for Filipinos. For materials, however, both agree on 

88 per cent as an indication of its importance.  It is interesting to see how the countries agree on the 

importance of craftsmanship and endurance and it will likely have implications for Gastro Chef. 

Above, the link between the question of being a good chef was related to the materialist vs. Post-

materialist discussion. The same will be done here since the questions had two brand categories. 

These were; A product brand I already know and A product brand with a good reputation. It may be 

expected that a high materialist population will seek comfort in brands that are recognizable and 

known for high standards within its range of products. On the other hand, a less materialist 

population may likely focus more on the core benefits themselves and have less of a need to seek 

comfort in the brand.  Back in exhibit 4.15 we see how Filipino answers are considerable higher 

than the Danish for the two categories and this means that they do indeed put more emphasis on 

brands or brand value. 59 per cent of respondents are in favour of a brand they already know and 

this numbers rises to 69 per cent for a brand, which has a good reputation (appendix 22).  The 

largest gap between the respondents for the two questions is found with brand I already know. 34 

per cent of Danes express that this is important – almost half that of Filipinos. The difference is less 

explicit with regards to brand with a good reputation. 54 per cent of Danes agree with this which is 

still less than Filipinos – a reason may be that a good reputation comes from having a product line 

with a high quality and having sustained this level of quality over years. This statement is supported 

by the findings in figure 4.16 and 4.17 in appendix 23; why do people buy expensive items, which 

show how respondents furthermore indicate that others may have the same agenda as them since 

76.9 per cent answer; Quality and price tend to go hand in hand, so the item might last longer. 

Although with less support, quality and price is also the favourite Danish answer with 5.4 per cent 

The last category is a good design, which scores relatively high. More so with the Danish 

respondents with 73 per cent but also with Filipinos who give it 62 per cent. However, it is clearly a 

second priority after quality, functionality and materials.   
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Concise conclusion - crosstabs 

If we sum up, three categories of interest have emerged here. First, there seem to be an agreement 

of price as the least important object when purchasing a new product. Second, instead we find that 

emphasis is on purchasing quality items that work and which are crafted from good materials – 

items that will last and get the job done.  Lastly, we had the two materialist related questions that 

add to the discussion from earlier. The importance of brands is larger in the Philippine it seems and 

this may have implications for Gastro Chef.  

 

 

 

Multivariate analysis 

To get a deeper understanding of the patterns formed by the questions in the questionnaire, the 

cases will be subject to two successive tests, factor and cluster analysis respectively.  As described 

in the problem statement, the goal of this study is to examine whether or not Danes and Filipinos 

differ in such a way as for it to recommend a differentiated approach to marketing. Hence, the first 

goal here will be to proof whether or not this is the case by using nationality as the variable to see if 

respondents fall in secluded nationality clusters. Depending on the results, the cluster analysis may 

be run several times to yield a result which is usable for Gastro Chef in case a two cluster analysis 

shows no country distinction.  
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Factor analysis 

The idea behind the factor analysis is to 

take the original number of variables 

and have these variables reduced into a 

smaller amount of groups or ’factors’ in 

order to analyze interrelationships 

(George & Mallery, 2003). By doing this, 

the data set will be more 

comprehensible and factors may be 

labelled based on the variables that go 

together. This can then be used for 

subsequent analysis, as will also be the 

case here. The variables used for the factor analysis are mostly the attitudinal questions but it also 

includes answers to where respondents sought information before purchasing items and the like. 

However, not included are demographic variables. After selecting variables to be processed, the 

amount of factors to be used was decided. Three different measures were used in order to decide 

the cut off. In figure 4.18 we find the scree plot.  It can be argued that there is a ’dink’ at 12 after 

which the curve seems to level out. Hence the scree plot indicates a cut off at factor 12. Second, the 

eigenvalue is used as an indicator. Factors that have an eigenvalue less than 1.0 will be rejected. A 

factor with an eigenvalue below 1.0 means that the factors explains less variance than an original 

variable and is hence of no use (George & Mallery, 2003) From exhibit 4.19 in appendix 24, total 

variance explained, we see that the 1.0 eigenvalue cut off is after factor 13 since factor 14 has a 

loading of .969. Lastly, we take a quick look at the same exhibit to see the total variance explained, 

which we find to be at 66.192 per cent for factor 12. Although it is hard to set a general cut off for 

total variance explained, the value will satisfy the needs for this analysis since it is above 50 per 

cent. 

All of the three methods above can accept 12 and 13 factors as the cut off however leaning towards 

12 due to the scree plot. The analysis will continue with 13 to see how the loadings come out. Next, 

the factors are rotated with Verimax to achieve factors easier to read. Exhibit 4.20 in appendix 25, 

the rotated component matrix has the variables sorted for each of the selected 13 factors. A critical 

value of 0.4 determines which variables will be used as representative of a factor. Based on which 

Figure 4.18 
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questions load on certain factors a description may emerge and below is a run through of labels 

selected for each factor where it has been possible to do so. 

 

Factor 1; Product specifications. This factor includes most of the variables ’for buying a product’ 

and the statement that it is important to have good quality items. 

Factor 2. Independent trend setter. ’I want to look different from others’ and ’am usually among 

the first to try a new product’. These two along with variables such as ’prefer spending time with 

family friends’ give an image of persons on the cutting edge who value new exciting things, approval 

from others and who distance themselves from family.  

Factor 3. Value for money.  For this factor, we see issues such as reassurance from well-known 

brands with ’a product brand I already know’ and  ’brand with good reputation’. Furthermore, we 

have ’go for quality no matter the price’, which indicate that focus is on assuring that a purchase is 

money well spent.  

Factor 4. Environmentalist. Caring for the environment is the focal point here with ‘I consider 

myself a guardian of the environment..’ and the willingness to ‘..pay extra for it’’ with it being 

sustainable products indicate a sincere interest in the environment.  

Factor 5. Traditional family person. This factor consists of ‘I value close family ties’ and ‘traditions 

are important to me’. 

Factor 6.Info seeking tool collector. Most variables in here are about where subjects find 

information before purchasing an item. Magazines and newspapers, family members and friends 

are variables together with ‘kitchen utensils are tools and I put much emphasis on what I buy’. 

factor 7. Production concerns. This factor includes two social variables like fair salaries for 

workers and materials from legal and sustainable resources. 

Factor 8. The enthusiastic cook. Enjoys browsing through magazines or looking at TV shows for 

inspiration and also wishes that people notices the cooking skills. 

Factor 11.  Company behaviour. Resisting corruption and securing production resources from 

sustainable resources are important here.  

Factor  9, 10, 12 and 13 have no distinct labels. However, their variables may be useful in the 

subsequent cluster analysis.  
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From this factor analysis, 13 factors were selected and then 

labelled. They represent the underlying structure of the 

variables used and will now be used as the input for the cluster 

analysis below.  

 

Cluster analysis 

As described above, the aim is to use the output from the factor 

and cluster analysis respectively to see if Danes and Filipinos 

ultimately fall into the same or different clusters. This means 

that the cluster analysis will be run with a predetermined 

number of clusters of two, due to the two nationalities.  Below 

is the output from the k-means cluster approach selected in 

SPSS. The output will indicate heterogeneity between clusters 

and homogeneity within clusters and from this, the new labels 

or descriptions can be derived.   

First, as shown in figure 4.21 we have the overview of the cluster centers.  Five factors fall closest to 

cluster one. From these five factors, factor four and eight have the closest loadings. However, none 

of these are particularly high loadings. All of the loadings are 2,4,8,9 and 12. From figure 4.22, we 

see that the cluster contains 49 cases out of the total of 124.  For cluster two, the picture is much the 

same. Here we find 7 factors but none with really high loadings. Factor 1,3,5,6,7,10 and 11 go into 

the cluster and these represent a total of 75 cases.  

Chi squared test 

To see if any of the demographic variables associate especially 

with one cluster, the chi-squared test is utilized. The result is seen in 

figure 4.23 and we see that the result is not statistically 

significant at the 95 per cent confidence level. This means 

that we cannot from this analysis say that Danes and 

Figure 4.21 

Figure 4.22 

Figure 4.23 
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Filipinos differ on the variables that make the base of the analysis.   

 

 

This argument is supported by a simple crosstab with 

clusters and nationality. Figure 4.24 in appendix 26 

shows how Danes and Filipinos go together quite 

evenly in the two clusters. 30 cases are missing since 

these did not finish all questions. A more graphic 

display of the relationship is portrayed with figure 

4.25, which is a bar graph of the same relationship. 

The same picture emerges when we dig more into the 

data. Chi square tests for age groups are also not 

significant at the 95 per cent confidence level (figure 4.26 appendix 26). A further investigation of 

the two-cluster data shows similar insignificant results and since the main objective of looking for 

significance within the nationality category has come out negative there is no need for putting 

labels on the clusters. Instead, the data mining will turn to more clusters below. 

 

More clusters 

Although the cluster analysis with two clusters provided a negative 

result to be used with the problem statement, it did not yield any 

characteristic clusters that Gastro Chef may find useful. In order to see if 

there is a cluster combination within the dataset, which have significance 

between clusters, the same k-means analysis is run with more cluster 

options.  The analysis for three and four clusters had no usable 

distribution of cases in the clusters. Moreover, results were only slightly 

better for the five-cluster analysis, which had three clusters of significant 

sizes. As figure 4.27 shows, these are clusters two, three and five. However, despite the improved 

distribution of cases, no more significance is achieved.  Moving on, the K-means analysis with 6 

predetermined clusters give an improved result with 5 considerably big clusters. As can be seen in 

figure 4.27, only cluster 1 is not of a significant size.  To check for significant demographic variables, 

the Chi square test is utilized again. However, no significance at the 95 per cent confidence level is 

Figure 4.27   Number of 

Cases in each Cluster 

Cluster 1 1.000 

2 40.000 

3 23.000 

4 4.000 

5 56.000 

Valid 124.000 

Missing 30.000 

Figure 4.25 
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found with the categories; nationality and male/female (figures 4.28 and 4.29 in appendix 27). 

Furthermore, to test for significance of people who are actually in charge of purchasing what would 

potentially be Gastro Chef items, the question; ‘’are you responsible for or involved with purchasing 

kitchen utensils and tableware’’ was run as well. However, the cases who are either responsible for 

purchasing all or most of it did not cluster together in a positive way (figure 4.30 appendix 27) One 

category did, however, produce a positive result with the six cluster analysis and that was age. As 

figure 4.31 in appendix 28 shows, there is significance with the age category and this significance is 

specified in exhibit 4.32 appendix 28 where we see that cluster2,3,5 and 6 which are also the largest 

cluster based on case have the distinctive age groups. However, this alone is not enough to dig more 

into the dataset and hence the cluster analysis did not give any interesting cluster formations. 

 

Concise conclusion 

As was evident above in the analysis of the various relevant 

crosstabs, there are indeed differences among Danish and Filipino 

respondents. Demographics such as family size and how often 

respondents eat with family members set the two populations apart. 

And in addition to this, as predicted by both Hofstede and Inglehart, 

the dataset also revealed differences in the materialist category 

where Filipinos were more materialist than Danes by their answers. 

However, after breaking down the dataset via the multivariate analysis, it is evident that there is no 

sign of a significant group differentiation between the Danish and Filipino cases. With the factor 

analysis, the underlying structure was uncovered and labelled and these factors became the base of 

the cluster analysis. However, no further labelling of factors into clusters will be necessary since 

there is no workable distinction. Except one, none of the above-described Chi square tests show any 

statistical significance between clusters when run by nationality or age groups or other.  Nationality 

was the primary focus as the problem statement sought answers of intra or intercultural segments 

for the Gastro Chef target group. And that search has come up negative. This result may come from 

a genuinely low level of differences of the categories sought revealed – the Philippines just like 

Denmark is a country very dependent on its natural environment as this plays a big part in 

Figure 4.27 Number of Cases in 

each Cluster 

Cluster 1 1.000 

2 21.000 

3 33.000 

4 14.000 

5 27.000 

6 28.000 

Valid 124.000 

Missing 30.000 
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providing for everyday life and hence caring for it is a priority in both countries.  It may also 

indicate how affluent people are more alike across borders. 

 

Recommendations and implications 

 

In appendix 29, a number of Gastro Chef advertisements have been compiled to give an idea of how 

the company presents itself now. The slogan; Danish Design – Philippine craftsmanship is purposely 

rarely used in these advertisements and there is no overall marketing message strategy – mostly 

due to a lack of investment in the marketing budget.  As mentioned above in the concise conclusion 

of the data analysis, the research design and subsequent analysis did not yield any specific 

segments across nations nor did the questions of the questionnaire uncover any intra cultural 

segments. But this negative result is still a result in itself and it has inspired two categories of 

recommendations: the marketing message and targeting. 

 

 

The marketing message 
High quality, value for money and a genuine concern for the environment are issues that appeal to 

both Danish and Filipino respondents. This is in line with what Gastro Chef has emphasized so far in 

their marketing and in advertisement #2 in appendix 29 there is a tag line of ‘’a collection of kitchen 

tools that’s designed to work’’. This is very much in line with what has been uncovered. Since the 

product appeals (due to the price tag) to affluent and upper class customers in the Philippines and 

affluent as well as middle and upper middle class in Denmark, the company is dealing with 

members of the public who tend to be more informed and better aware of ecological issue and more 

politically active (Inglehart, Modernization and postmodernization: Cultural, economic, and political 

change in 43 societies, 1997). This means that a continued emphasis on maintaining this image for 

products may be valuable. Also, by doing this, the company can achieve the benefits of having a 

standardized marketing approach – economies of scale.  One difference was uncovered, however, 

and it was about brands. The seemingly more materialist Filipinos respond better to strong brands, 

and this may be a reason to keep the Gastro Chef slogan in all ads as this helps strengthen the 
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associations with the Brand.  It can be argued that the brand should have a stronger appearance in 

Filipino run ads than in Danish – perhaps by covering a larger area and drawing more attention 

from the main theme of ads. But apart from the materialist angle, there seems to be less reason to 

differentiate the core-marketing theme or message between the two countries. 

 

 

The targeting 

Although the data output is quite clear about how a message can be standardized, there are more 

options connected to how a message can be targeted. By targeting is meant which parts of the 

public the message should successfully create contact to but it works on two levels. First are the 

people to target but secondly is how to focus the material that contains the before mentioned 

marketing message. This includes choice of picture, ad texts and more that guide the core message 

in a certain direction. Three different approaches to targeting emerge. They all come from 

discussions earlier in the paper. First, Gastro Chef can choose between targeting differences 

mentioned by Hofstede and Inglehart. For Hofstede these differences could be the large group 

orientation (family focus) in the Philippines, high individualism with emphasis on self-expression 

and own needs in Denmark as opposed to low individualism and traditional gender roles in the 

Philippines.  Moreover, uncertainty avoidance with openness to change in Denmark and perceived 

larger suspicion towards the same are also things to be noted.  These are a few examples but much 

more was presented in the cultural analysis. Second, the differences in the demographics and living 

situations of the respondents can be emphasized. This is likely to revolve around the differences in 

size of families and how often one sees and interacts with close family members. For example, an ad 

sub text may state ‘’ gastro chef quality items – to give your family the best’’ and in Denmark ‘’ 

gastro chef quality items – your culinary item of choice. These ad lines both have the same quality 

core theme but targeted at two different customer situations with the family oriented and self-

expression respectively. Lastly, there is the choice of focusing on the similarities found with 

attitudes for the environment, quality and so forth and believing that the message is strong enough 

to target through the other differences. This means that the main theme is dominant with picture 

choice and ad text without looking at any other differences. So, three opportunities emerge for 

targeting. These should then be considered together with the benefits and downsides of adaptation 

and standardization to find what is the best solution for Gastro Chef.  
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Conclusion  

 

Throughout this paper, information has been presented, analysed and criticized to eventually find a 

solid base from which to conclude on the problem statement. Initially, the theories used and overall 

plan for the paper was introduced and subsequently the following parts went through subjects as 

disparate as marketing strategy, cultural analysis and data analysis to help shed light on this 

situation for Gastro Chef. A situation which at the same time is both very typical as international 

expansion happens daily but also completely unique as no other company shares the exact situation 

and holds the same values and possibilities as are distinctly Gastro Chef’s.  From the cultural 

analysis with Inglehart and Hofstede a vast array of perceived differences was found between the 

two countries with Denmark as the postmodern and post materialist country with larger subjective 

well being and focus on environmental concerns and the like.  However, although the data mining 

did yield interesting materialist and post materialist concerns with Filipinos being more brand 

aware, the data mining found both populations to care evenly about the environment and social 

responsibility for companies. Hofstede focused much on family patterns and how church influences 

society and data was found to support this difference in demographics.  From the cultural analysis, 

the focus was directed to marketing theory and it was discussed how the standardization and 

adaptation field was highly fragmented and surveys presented shed light on how results differ a lot 

depending on the focus of the research. It was argued that seeing the field as a continuum with 

standardization and adaptation as the two extremes is most beneficial. This means that there were 

no conclusive guidelines for Gastro chef to follow but instead implications based on what was found 

in the data analysis where the inconclusive result may point towards taking more advantage of 

standardization and economies of scale. However, to what degree is for Gastro Chef to decide.  The 

questionnaire being the empirical element of this study was designed to answer the question posed 

in the problem statement as well as in the theoretical parts.  As mentioned, the cross tabulations 

confirmed some of the things discussed with Inglehart and Hofstede especially with demographics, 

but the Filipino respondents appeared to have more post modern values that mimicked the Danish. 

The target group of the questionnaire is likely to be the reason for this as it targeted the affluent or 

upper middle class parts of the population.  
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To pull all of it together, we find that from a cultural and marketing perspective there is indeed a 

need to differentiate the marketing material for Denmark albeit not as much as anticipated since 

the segmentation gave no positive result. Data mining did, however, and it revealed that more 

emphasis, however, should be put on the targeting since there is a larger gap between how lives are 

lived especially with family.  Product perceptions are largely the same since respondents want 

quality tools and value for money although with more focus on branded items for Filipinos. The 

implications for gastro chef are thus that the two populations are more similar than expected which 

support an overall brand strategy but with different local implication plans emphasising the issues 

above. 
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List of appendices  

 

Appendix 1  

 
Gastro Chef items2 
 

Kitchen knives,  

Knife holder,  

Cutting board,  

Trays,  

Rolling pins,  

Steak boards,  

Sandwich boards, 

Cheese board,   

Napkin holder,  

Tissue holder,  

Salt and pepper mills,  

Wine holder,  

Wine rack,  

Coasters, 

Apron, 

Spice jars, 

 

 

 

 

 

 

 

                                                        
2 http://www.gastro-chef.net/index.php?pid=259 
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Appendix 2 

National-level Value scores on Traditional/Secular-rational values and  
Survival/Self-expression values  

for all available surveys 
(wave 1=1981, 2=1990,3=1995,4=2000, 5=2006) (Inglehart, articles) 

 
nation and 
wave 

TradRat 
values  

SurvSelf 
values  

Albania 3 0.52 -1.56 

Albania 4 0.07 -1.14 

Algeria 4 -1.48 -0.74 

Andorra 5 0.80 1.62 

Argentina 1 0.00 -0.30 

Argentina 2 -0.46 0.03 

Argentina 3 -0.60 0.71 

Argentina 4 -0.95 0.36 

Argentina 5 -0.66 0.38 

Armenia 3 0.55 -1.31 

Australia 1 -0.34 1.14 

Australia 3 -0.18 1.96 

Australia 5 0.21 1.75 

Austria 2 0.23 0.80 

Austria 4 0.25 1.43 

Azerbaijan 3 -0.14 -1.38 

Bangladesh 3 -1.24 -1.10 

Bangladesh 4 -1.21 -0.93 

Belarus 2 0.93 -1.12 

Belarus 3 0.67 -1.72 

Belarus 4 0.89 -1.23 

Belgium 1 0.09 0.08 

Belgium 2 0.40 0.77 

Belgium 4 0.50 1.13 

Bosnia 3 0.09 -0.56 

Bosnia 4 0.34 -0.65 

Brazil 2 -0.95 -0.38 

Brazil 3 -1.29 0.02 

Brazil 5 -0.98 0.61 

Britain 1 -0.25 0.95 

Britain 2 0.08 1.13 

Britain 3 0.08 1.24 

Britain 4 0.29 1.31 

Britain 5 0.06 1.68 

Bulgaria 2 1.28 -1.33 

Bulgaria 3 0.90 -1.23 

Bulgaria 4 1.15 -1.52 

Bulgaria 5 1.13 -1.01 

Burkina Faso 5 -1.32 -0.49 

Canada 1 -0.52 1.04 

Canada 2 0.07 1.31 

Canada 4 -0.16 1.72 

Canada 5 -0.26 1.91 

Chile 2 -1.10 -0.20 

Chile 3 -0.81 -0.08 

Chile 4 -0.87 0.12 

Chile 5 -0.87 0.00 

China 2 1.79 -1.13 

China 3 0.79 -1.23 

China 4 1.20 -0.93 

China 5 0.80 -1.16 

Colombia 3 -1.71 0.34 

Colombia 4 -1.67 0.68 

Colombia 5 -1.87 0.60 

Croatia 3 0.72 -0.51 

Croatia 4 0.08 0.31 

Cyprus 5 -0.56 0.13 

Czech 2 1.24 -0.11 

Czech 3 1.07 0.33 

Czech 4 1.23 0.38 

Denmark 1 1.60 1.44 

Denmark 2 1.25 1.20 

Denmark 4 1.16 1.87 

Domin. Rep 3 -1.05 0.33 

E Germany 2 1.06 0.60 

E Germany 3 1.74 0.58 

E Germany 5 1.46 0.26 

E. Germany 4 1.44 0.42 

Egypt 4 -1.64 -0.54 

El Salvador 4 -2.06 0.53 

Estonia 2 1.30 -0.88 

Estonia 3 1.27 -1.30 

Estonia 4 1.27 -1.19 

Ethiopia 5 -0.65 -0.36 

Finland 1 0.63 0.82 

Finland 2 1.21 1.26 

Finland 3 0.68 1.01 

Finland 4 0.84 0.94 

Finland 5 0.82 1.12 
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France 1 0.54 0.13 

France 2 0.38 0.71 

France 4 0.52 0.94 

France 5 0.63 1.13 

Georgia 3 -0.04 -1.31 

Ghana 5 -1.94 -0.29 

Greece 4 0.77 0.55 

Guatemala 4 -1.70 -0.17 

Hong Kong 5 1.20 -0.98 

Hungary 1 0.17 -1.07 

Hungary 2 0.46 -1.06 

Hungary 3 0.79 -0.77 

Hungary 4 0.40 -1.22 

Iceland 1 0.01 0.83 

Iceland 2 0.27 1.12 

Iceland 4 0.44 1.63 

India 2 -0.49 -0.91 

India 3 -0.54 -0.69 

India 4 -0.52 -0.60 

India 5 -0.36 -0.21 

Indonesia 4 -1.07 -0.50 

Indonesia 5 -0.47 -0.80 

Iran 3 -1.40 -0.34 

Iran 4 -1.22 -0.45 

Iraq 5 -0.40 -1.68 

Ireland 1 -0.92 0.59 

Ireland 2 -1.10 1.00 

Ireland 4 -0.91 1.18 

Israel 4 0.26 0.36 

Italy 1 0.18 -0.60 

Italy 2 0.11 0.53 

Italy 4 0.19 0.85 

Italy 5 0.13 0.60 

Japan 1 1.41 -0.41 

Japan 2 1.62 -0.12 

Japan 3 1.79 0.37 

Japan 4 1.91 0.54 

Japan 5 1.96 -0.05 

Jordan 3 -1.46 -0.97 

Jordan 4 -1.61 -1.05 

Kyrgyz 4 -0.15 -0.91 

Latvia 2 1.21 -0.60 

Latvia 3 1.33 -0.89 

Latvia 4 0.72 -1.27 

Lithuania 2 0.68 -0.64 

Lithuania 3 0.96 -1.45 

Lithuania 4 0.98 -1.00 

Luxembourg 4 0.42 1.13 

Macedonia 3 0.31 -1.02 

Macedonia 4 0.12 -0.72 

Malaysia 5 -0.73 0.09 

Mali 5 -1.25 -0.08 

Malta 99 -1.53 -0.03 

Mexico 1 -1.15 -0.26 

Mexico 2 -0.30 0.09 

Mexico 3 -0.81 0.30 

Mexico 4 -1.47 0.53 

Mexico 5 -1.47 1.03 

Moldova 3 0.36 -1.91 

Moldova 4 0.46 -1.69 

Moldova 5 0.47 -1.28 

Montenegro 3 0.58 -1.12 

Montenegro 4 0.86 -1.24 

Morocco 4 -1.64 -1.09 

Morocco 5 -1.32 -1.04 

Moscow 2 1.44 -0.79 

N Ireland 1 -0.78 -0.06 

N. Ireland 4 -0.33 0.84 

N.Ireland 2 -0.86 0.80 

Netherlands 1 0.73 0.90 

Netherlands 2 0.77 1.99 

Netherlands 4 0.84 1.94 

Netherlands 5 0.71 1.39 

New Zealand 3 0.20 1.78 

New Zealand 5 0.00 1.86 

Nigeria 2 -1.62 -0.68 

Nigeria 3 -1.58 -0.68 

Nigeria 4 -1.53 0.28 

Norway 1 0.89 0.53 

Norway 2 1.17 0.79 

Norway 3 1.31 1.33 

Norway 5 1.39 2.17 

Pakistan 3 -1.39 -0.52 

Pakistan 4 -1.42 -1.25 

Peru 3 -1.26 -0.18 

Peru 4 -1.36 0.03 

Philipines 3 -1.38 -0.12 

Phillipines 4 -1.21 -0.11 

Poland 2 -0.81 -0.27 

Poland 3 -0.47 -0.41 

Poland 4 -0.43 -0.60 

Poland 5 -0.78 -0.14 

Portugal 2 -0.21 -0.43 

Portugal 4 -0.90 0.49 

Puerto Rico 3 -2.01 0.81 

Puerto Rico 4 -2.07 1.12 

Romania 2 0.24 -1.18 

Romania 3 0.36 -1.26 

Romania 4 -0.28 -1.60 

Romania 5 -0.39 -1.55 
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Russia 2 1.09 -1.34 

Russia 3 0.87 -1.85 

Russia 4 1.09 -1.88 

Russia 5 0.49 -1.42 

Rwanda 5 -1.57 -0.62 

S Africa 1 -0.53 -0.40 

S Africa 2 -0.92 -0.46 

S Africa 3 -1.26 -0.46 

S Africa 5 -1.09 -0.10 

S Korea 1 1.08 -0.74 

S Korea 2 1.11 -0.65 

S Korea 3 0.96 -0.64 

S Korea 5 0.61 -1.37 

S.Africa 4 -1.12 -0.10 

S.Korea 4 1.13 -0.55 

Saudi Arabia 4 -1.31 0.15 

Serbia 3 0.84 -1.05 

Serbia 4 0.65 -1.03 

Serbia 5 0.35 -0.62 

Singapore 4 -0.64 -0.28 

Slovakia 2 0.75 -0.82 

Slovakia 3 0.41 -0.27 

Slovakia 4 0.67 -0.43 

Slovenia 2 0.64 -0.62 

Slovenia 3 0.69 -0.04 

Slovenia 4 0.95 0.38 

Slovenia 5 0.73 0.36 

Spain 1 -0.26 -0.52 

Spain 2 -0.06 0.20 

Spain 3 -0.37 0.47 

Spain 4 0.12 0.51 

Spain 5 0.09 0.54 

Sweden 1 1.20 0.85 

Sweden 2 1.17 1.54 

Sweden 3 1.49 1.99 

Sweden 4 1.67 2.09 

Sweden 5 1.86 2.35 

Switzerland 2 0.19 1.11 

Switzerland 3 0.82 1.35 

Switzerland 5 0.74 1.90 

Taiwan 3 0.66 -0.81 

Taiwan 5 1.16 -1.18 

Tanzania 4 -1.84 -0.15 

Thailand 5 -0.64 0.01 

Trinidad 5 -1.83 -0.26 

Turkey 2 -0.89 -0.17 

Turkey 3 -1.13 0.28 

Turkey 4 -0.86 -0.34 

Turkey 5 -0.89 -0.33 

Uganda01 -1.42 -0.50 

Ukraine 3 0.84 -1.83 

Ukraine 4 0.90 -1.72 

Ukraine 5 0.30 -0.83 

Uruguay 3 -0.21 0.48 

Uruguay 5 -0.37 0.99 

USA 1 -0.83 0.68 

USA 2 -0.68 1.35 

USA 3 -0.89 1.62 

USA 4 -0.52 1.59 

USA 5 -0.81 1.76 

Venezuela 3 -1.82 0.35 

Venezuela 4 -1.60 0.43 

Vietnam 4 -0.68 0.22 

Vietnam 5 -0.30 -0.26 

W Germany 1 0.83 -0.07 

W Germany 2 1.23 0.69 

W Germany 3 1.55 1.52 

W Germany 5 1.31 0.74 

W.Germany 4 1.17 0.44 

Zambia 5 -0.77 -0.62 

Zimbabwe 4 -1.50 -1.36 

For details see Ronald Inglehart and 
Christian Welzel, Modernization, 
Cultural Change and Democracy New 
York: Cambridge University Press, 
2005
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Appendix 3 
 
Figure 2.1 
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Appendix 4 
(Hofstede, 2001) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.7 

Figure 2.8 
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Appendix 5 - Figure2.9 (Hofstede, 2001)
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Appendix 6 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 2.11 (Hofstede, 2001) 

Figure 2.12 (Hofstede, 2001) 
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Appendix 7 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

 

 

 

 

Figure 2.13 (Hofstede, 2001) 
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Appendix 8 
 

 

Figure 2.15 (Hofstede, 2001) 
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Appendix 9 
 

 

 

 

Figure 2.16  (Hofstede, 2001) 
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Appendix 10 

 

Figure 2.19 (Hofstede, 2001) 

     

 

 

 

 

 

 

 

 

Figure 2.21 (Hofstede, 2001) 

 

 

 

 

 

 

 

Figure 2.18 
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Appendix 11 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Exhibit 2.23 (Hofstede, 2001) 
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Appendix 12 - (Waheeduzzaman & Dube, 2004) 
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Appendix 13 
(ASlam, 2006) 
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Appendix 14 
(Waheeduzzaman & Dube, 2004) 
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Appendix 15 
(Questionnaire output) 

 

 

 

Figure 4.4 

Figure 4.5 
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Appendix 16 
(Questionnaire output) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

Figure 4.6 

Figure 4.7 
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Appendix 17 
(Questionnaire output) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.8 

Figure 4.9 
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Appendix 18 
(Questionnaire output) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
 

Figure 4.10 

Figure 4.11 
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Appendix 19 - Exhibit 4.12 (Questionnaire output) 
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Appendix 20 Exhibit 4.13  (Questionnaire output) 
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Appendix 21 
Exhibit 4.14 (Questionnaire output) 
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Appendix 22 
 
Exhibit 4.15 (Questionnaire output) 
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Appendix 23 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.16 (Questionnaire output) 

Figure 4.17 



91 
 

Appendix 24 

Total Variance Explained (questionnaire output) 

Component Initial Eigenvalues Rotation Sums of Squared Loadings 

Total % of Variance Cumulative % Total % of Variance Cumulative % 

dimension0 

1 5.153 13.926 13.926 3.165 8.554 8.554 

2 2.867 7.750 21.676 2.817 7.614 16.168 

3 2.464 6.661 28.336 2.616 7.070 23.238 

4 2.133 5.766 34.103 2.021 5.463 28.701 

5 1.983 5.358 39.461 2.020 5.459 34.160 

6 1.843 4.982 44.443 1.955 5.284 39.444 

7 1.596 4.315 48.758 1.796 4.854 44.297 

8 1.577 4.262 53.020 1.743 4.710 49.007 

9 1.482 4.007 57.026 1.736 4.691 53.699 

10 1.347 3.641 60.667 1.689 4.565 58.264 

11 1.290 3.488 64.155 1.488 4.022 62.285 

12 1.181 3.193 67.348 1.446 3.907 66.192 

13 1.010 2.730 70.078 1.438 3.886 70.078 

14 .969 2.619 72.697    

15 .922 2.493 75.190    

16 .876 2.368 77.558    

17 .811 2.192 79.751    

18 .766 2.071 81.822    

19 .727 1.965 83.787    

20 .679 1.836 85.623    

21 .588 1.589 87.212    

22 .567 1.532 88.744    

23 .493 1.333 90.077    

24 .461 1.247 91.324    

25 .448 1.211 92.535    

26 .402 1.086 93.621    

27 .383 1.034 94.655    

28 .354 .957 95.612    

29 .332 .898 96.509    

30 .289 .781 97.291    

31 .268 .723 98.014    
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Appendix 25 
Exhibit 4.20 (Questionnaire output) 
 

 

 

 

 

 

 

 

 

 

 

 



93 
 

 

 

 

 

 

 

 

 

 

 

 

 

 



94 
 

 

 

 

 

 

 

 

 

 

 

 

 

 



95 
 

 

 

 

 

 

 

 

 

 

 

 

 

 



96 
 

 

 

 

 

 

 

 

 

 

 

 

 

 



97 
 

 

 

 

 

 

 

 

 

 

 

 

 

 



98 
 

Appendix 26 
(Questionnaire output) 

 

 

Crosstab 

Figure 4.26 
Cluster Number of Case 

Total 1 2 

Please select your age 18-24 Count 11 14 25 

% within Please select 

your age 

44.0% 56.0% 100.0% 

% within Cluster Number 

of Case 

22.4% 18.7% 20.2% 

25-44 Count 25 38 63 

% within Please select 

your age 

39.7% 60.3% 100.0% 

% within Cluster Number 

of Case 

51.0% 50.7% 50.8% 

45-64 Count 12 22 34 

Cluster Number of Case * You are Crosstabulation 

Figure 4.24 
You are 

Total Danish Filipino other 

Cluster Number of Case 1 Count 32 15 2 49 

Expected Count 26.1 20.5 2.4 49.0 

% within Cluster Number of 

Case 

65.3% 30.6% 4.1% 100.0% 

% within You are 48.5% 28.8% 33.3% 39.5% 

2 Count 34 37 4 75 

Expected Count 39.9 31.5 3.6 75.0 

% within Cluster Number of 

Case 

45.3% 49.3% 5.3% 100.0% 

% within You are 51.5% 71.2% 66.7% 60.5% 

Total Count 66 52 6 124 

Expected Count 66.0 52.0 6.0 124.0 

% within Cluster Number of 

Case 

53.2% 41.9% 4.8% 100.0% 

% within You are 100.0% 100.0% 100.0% 100.0% 
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% within Please select 

your age 

35.3% 64.7% 100.0% 

% within Cluster Number 

of Case 

24.5% 29.3% 27.4% 

65 or older Count 1 1 2 

% within Please select 

your age 

50.0% 50.0% 100.0% 

% within Cluster Number 

of Case 

2.0% 1.3% 1.6% 

Total Count 49 75 124 

% within Please select 

your age 

39.5% 60.5% 100.0% 

% within Cluster Number 

of Case 

100.0% 100.0% 100.0% 
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Appendix 27 
 
(Questionnaire output) 
Figure 4.28 

 
Figure 4.29 

 
Figure 4.30 
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Appendix 28 
 
(Questionnaire output) 
 Figure 4.31 

 
 

Exhibit 4.32 Crosstab 

 
Cluster Number of Case 

Total 1 2 3 4 5 6 

Pleas

e 

select 

your 

age 

18-24 Count 1 2 8 2 2 10 25 

% within Please 

select your age 

4.0% 8.0% 32.0% 8.0% 8.0% 40.0% 100.0% 

% within Cluster 

Number of Case 

100.0% 9.5% 24.2% 14.3% 7.4% 35.7% 20.2% 

25-44 Count 0 9 20 11 11 12 63 

% within Please 

select your age 

.0% 14.3% 31.7% 17.5% 17.5% 19.0% 100.0% 

% within Cluster 

Number of Case 

.0% 42.9% 60.6% 78.6% 40.7% 42.9% 50.8% 

45-64 Count 0 9 5 1 13 6 34 

% within Please 

select your age 

.0% 26.5% 14.7% 2.9% 38.2% 17.6% 100.0% 

% within Cluster 

Number of Case 

.0% 42.9% 15.2% 7.1% 48.1% 21.4% 27.4% 

65 or older Count 0 1 0 0 1 0 2 

% within Please 

select your age 

.0% 50.0% .0% .0% 50.0% .0% 100.0% 
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% within Cluster 

Number of Case 

.0% 4.8% .0% .0% 3.7% .0% 1.6% 

Total Count 1 21 33 14 27 28 124 

% within Please 

select your age 

.8% 16.9% 26.6% 11.3% 21.8% 22.6% 100.0% 

% within Cluster 

Number of Case 

100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 
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Appendix 29 
Gastro Chef advertisements from magazines 
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