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Abstract

This dissertationexploresa translator's role in advertisirny analyzing transcreation
strategiesn advertisng in different culturesThe aim of thisdissertations to show that the
translator's linguistic and cultural knowledge of bibiaisource and target language and culture
is needed in adaptionprocessesised in marketingsuch as transcreati@nd localizationIn
order to determine the degreeagfaptation in international advertising and how culture affects
advertising adaptation, aanalysisis conductedon advertising material and marketing
campaigns fromRenault, an automotive company with an international presenc@he
advertising material waanalyzed using De Mooij's advertising stylefich are based on
Hofstede's dimensions of cultuiBhe analysis is based dRenaults advertising fronCroatig
as well asFrancophone andAnglophone countrieso cover a wider range ofultural
communitiesn which Renault's cars are soltheanalysis shows that, in marketing adaptation,
attention is paid to culturgpecific distinctions, which is achieved by localization, transcreation
and copywriting methods

Keywords:transcreationtranslating advertisingocalization marketing
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1. Introduction

Over the last few decadg¢he manner in which translation activities are performed and
the conditions in which they take pladeave changedwith the development of machine
translationand increasing global interconnectedneskat is in simple terms considered
translation hasbecome aoticeably more ambiguous practiteterms othe WUDQVODWRU {V
the notion that machine translation could entirely replace translators opens up a myriad of
guestions, most notably, what position translasbmuldoccupy as machine transtat evolves
and whether there are fields in which machine translation would never adequately do what
humars can.

Due to globalization and higher competitiom the global market, there has bes
growing focus on creatingnarketing campaignthat would mat successfully attract the
attention of its target audienceéompanieghat wish to markeheir product internationallgan
opt foreithera globalized or a more localized approdeébr. thosewhose products are aimed at
a wider market, international advertisinghigkey element for successu&esful intercultural
advertisingdepends on carefakaminationR1 FRQVXPHUVY ZD Q&\wvud cQtdrdGY O LI
values To achieve that, knowledH RI ERWK WKH VRXUFH DQGan& DUJHW
language is needed. Language and marketing professionals refer to this type of adaptation as

transcreation.

This dissertationwill explore the concepts of transcreation as a means of adapting
advertising material for a specific market aexlmine the correlation between translating
activities and advertisingInternational advertising strategies and trends throughout the years
can beobserved within the automotive industry. Hence, one of the biggest car manufacturers,

Renault, has been chosien a case study.

Our hypothesis is that international advertising and marketing campaigns rely on
transcreation as a strategy for adaptingeatising materialand thatincorporatingculture
specific values, norms and beliefs the key to successful advertising/le expectthat
advertising material from Renault will demorage the use of transcreatioorass different
marketsand highlight theneed for a tailored, cultwgpecific approachJltimately, our goal is
to find examples thashowthe importance o& culturespecific approacland to showthat
translators, with their linguistic and cultural knowledge, play an important role in bridging the

gap in international advertising.



2. Theoretical framework

2.1.Sourceoriented and targetoriented approachesto translation

In translation theorymost notably in the work of translation scholar Toudlhgre have
been debates on approaches to translation focusddterminingwhether translation should
be sourceoriented, that is, strive to retain soutegt equivalence, or targetiented, aimindo
tailor the text to the linguistic and cultural nuances of the tdageuageg Toury 1995) The
guestion was not whether any equivalence exists between the two texts, but rather what type

and degree of equivalence can be observed in the processstdticem

This dichotomy led to severakanslation scholars discussirthe purposes and
advantages oprioritizing the context of cultureNida was the first to explori detail the
importance of culture and context in translation, claiming that iicinéquivalence does not
exist(1964), but that there should be a degree of equivalence that both-$extreedience and

targettext audience can recognize:

Dynamic equivalence is therefore to be defined in terms of the degree to which the
receptors of the message in the receptor langusgend to it in substantially the same
manner as the receptors in the source language. This response can never be identical,
for the cultural and historical settings are too different, but there should be a high degree
of equivalence of response, or thantslation will have failed to accomplish its purpose.
(Nida & Taber, 1982: 24)

Dealing with the same subjeat emphasizing or reducing cultural differescelouse
makes a distinction between overt and covert translatiaiming that a text can either be
translated overtly, which allows the reader to become aware of the fact that the text is a
translation or covertlyaiming to minimize or erase any evidence of the source(iodse
1997. An overt translationfor exanple political speechis intended to be openly recognized
as a translatiosothere is no need to attempt to recreate a second orihmboal of a avert
translation, on the other hand, is the production of a text whose function is equivalent to the
source text. In this type of translation, the source text is not specifically addressed to the target
text audience but has to beaentextualizedA similar distinction can be seen in the two types

of approaches to translation discusbgd/enuti- foreignization and domesticatiofi995) In



foreigne DWLRQ WKH WUDQVODWRU EULQ J\Wnanmtdiring Rdnithldd L Q WR
the original discairse as possible In domestication, however, the translator changes the
expressions that are foreign to the target culture into familiar ones to make the translated text
easily understandable to the target audienceg®heis always to produce a textthall seem

like a wellwritten original and not reveal itself agranslation

The approach oriented to the target tgave rise tahe functionalist theory oskopos
theory.In opposition to the linguistibased approaches, in which the source dextrming
the nature of the target textyrictionalists generally beliege¢hat the function of the text, its
intention orskoposin the target culture determines the method of transla¥th function
seen ashe primary goal of translatiothhe focus was now increasingly on the slatedtext.
Vermeer (1987: 2%tatedthat linguistics alone is neffective because translatigself is not
merely nor primarily a linguisicSURFHVY DQG Washovye fonhdlxtedihe ight 3
questions to tackle our problerrgited in Nord 1997: 10).

Nord also distinguishetletweentwo basic translation typedocumentarytranslation
and instrumental translatiof1997) Documentary translation is mow@iented toward the
source context, while instrumentednslation is a process that entails the creation of a new text
in the targetanguage so thatfiinctions as an instrument of communication betweesdirce
text producer and the target audienteis instumental translation presents a pragmatic view
of translation, as UHDGHUV DUH QRW VXSSRVHG WaRV DB VDIZQ HD W/ KD+
(Nord 1997: 48)This impliesthat the translator hasadethe necessary changes to adapt the
textso that the targetudiencebelieves it is an original texroduced in the target culture

Debates within translation studies have shalatlanguages areomplex systesof
meaning andhat transferring thatmeaningis often challenging It should be noted that
translationhasnever been just a woifdr-word rendition of the source text. Translation has
always,in some capacity, depending on the type of text in quedtamhto take into account
the crosdinguistic and crossultural difficulties. It, therefore,begs the queisin of why
transcreation, a practice thatisscribedas PRUH WKDQ WUDQVODWLRQ" 3HGH
its focus on cultural nuancagquires another name to describe its activities, and what are some
complexities of transcreation that challenge tifaglitional view of translationThese are the

guestions we aim to explore in the following chapters.



2.2.Defining transcreation

Even though the concept of transcreation has existeskf@raldecadesmost notably
in the works of Inéan translator Puishottam Lal(Pederser2014 58), the term has not been
universally homogenously defined. The application of transcreation in various fields resulted
in different definitions, eactiescribinghe pupose of transcreation within the respective field
but neverproviding an alencompassip and universally applicable definitioiDebates on
whether or not transcreation is a part of translatiom@ndirelydifferent practice led to several
discussions abouhe scope of transcreatioBome authors do not consider tremestion a
separate gactice (Gambier 2019: 356 Timko 2021: %, but rather a culturgdragmatic
adaptation of a textvhich has beenarried ouby translators long before the term transcreation
started being used to describe this typaativity. ,Q *DPELHUV YatidthZallsuhded QVFUH
the portmanteau of translation, along with other nevadined practicesuch as localizeon and
marketing translationConvergly, Benetello argues that transcreation is not simply a type of
translation, but a diffrent practicentirely(2018) Her opinion stems from the observation that
we are unable to judge a successful transcreation using the same error categories we can apply
to a translated text. For instance, some lexical, morphological, grammatical otisexrrans
in translation would not necessarily be considereargin transcreatiobecause transcreation
is more focused on maintaining the desired effect rather than providing afoxaevdrd
rendition of the original texExamining differences betwedranslation and transcreation led
Pederseto believe that the field of application is what most defines transcreation as a separate
practice Henotes that transcreation is primarily used in marketing, where it entails the creative
adaptation of marketing, sales and advertising co@&i4 57). The focudn transcreations
onhow themessage is received and the reactionditelfrom the taget audience, whichntails
taking into consideration cultural nuances and maintaining the persuasive nature of the text
rather than directing attenticat produgng a faithful translationIn distinguishing between
translation and transcreation, Pedersen focuses on what isttsisterred 37UDQVODWLRQ
transferring words from one language to another. Transcreation is transferring brands and
PHVVDJHV IURP RQH FPefergi01H4: §2)RVHI€aRMidghtfodvard translation
may not be asffectivein reaching the target audienfoe commercial purposesranscreation
focusesprimarily on the commercial and persuasive intent of the messalydinguistic and
cultural nuancesn mind and useslemerts such as wordplayassonance and alliteratiom

retainthe desired impact and ensure a better reception by the target audience.



Adding to the definition of transcreatiosgme authors outlinhe required skills that
transcreation professmals should possess. Benetetibserveghat transcreatigrapart from
language and copywriting skillsequires cultural sensitivity and local market understanding
(Benetello2018: 41).Similarly, Gaballo(2012) points outthat transcreatiorrequires fluency
(the ability to generate ideas and meaningful responses), flexibility (the ability to repurpose
ideas), originality (the capacity to produce rare and novel ideas) and elaboration (the capacity
to develop ideas)Ultimately, Gaballo offers the following comprehensive definition of

transcreation

Transcreation is an intr@nterlingual reinterpretation of the original work suited to the
readers/audience of the target language which requires the translator to come up with
new conceptual, linguistic and cultural constructs to make up for the lack (or
inadequacy) of existing ones. It can be looked at as a strategy to overcome the limits of
HPXQWUDQVODWDELOLW\Y EXW LQ IDFW LW LV D KROLV\
methods and techniques can be ug&hballo2012: 111)

To conclude, translation and transcreation are often differentiatsed ortheir end
goal. Whilst translation is stightforwardly considered processof finding the equivalent
meaning of dext in the second languageanscreatiois primarily concerned witkransfering
the intent, style, tone, and emotional salience of the message from the source |lemthetge
of the targetulture Transcreation is commonly applied in marketing, where the transcreated
content has a persuasive roldfective transcreatiomequiresextensive knowledge of the
market and targetulture excellent language skills, and the ability to creatively adapt messages
for the target markeBeeing as localization, transcreation and, to some extent, copywriting are
relatively new translationelated practices that deal with adapting content, the lines between
them are often blurred and their definitions overlap. To more easily differentiate between these
terms, we will briefly reflect on how localization and copywriting compare to transcreation.

2.3Localization, copywriting and transcreation

Localization isa term used more broadly than jugthin the scope of translati@tudies
It is often consideredne of the processes in translatibat it can be regarded a standalone
practice It involves adapting elementsich as words, phrases or symbilsa specifidocale
with respect to its culture, values and normnsdefining transcreatiorRederseragres that

localization is most often associated with software progravhsreas transcreation is a term
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most used in marketing, where it entails conceiving creative camp&tgdsréer2014:66).

While both processes aim to create texts that are locally relevant and take into account cultural
nuance®f a specifidocale Pedersen concludes that the main difference betlweahzation

and transcreationis ther ILHOG RI DSSOLFDWLRQ 3/RFDOL]JDWLRQ L\
software programs, while marketing and advertisement transcreation mainly deal with creative
campaigQ \(Pederse2014:66). 6 LPLODUO\ ODQJLURQ DQG 27M+DJDQ SRLC
aside from the linguistic transfer, includes combining the translated text with software
engineering 0D QJLUR Q D QZB0& 1.1)DIhEer€jordocalization ismostoften linked to

the adaptation of websites, applications and platforms, as well as game development.

Copywriting is ¥he process of creating texts in multiple languages from scratch, with
reference to brand and campaign requirements7 $8 6 What distinguishes
copywriting from transcreatiois the absence of a source text, which means that copywriters
do notproduce their copies based prevously created content. Copywriting nsost often
found in the creation of marketinthe same as trawgseation where itcan be technical or

creative, depending on the purpose.

In ourdissertationwe will consider transcreation as an activity that encompasses all the
necessary procedurés adapting crossultural contenandwe will thereforebe guided by a
definition of transcreation offered by Ray and Keltitat places transcreation somewhere

between translation and copywriting

The term may be applied when either a direct translation is adapted, or when content is
completely rewritten inhte local language to reflect the original message. Most often,
transcreation includes a hybrid of new content, adapted content and imagery, and
straightforward translatiorfRay and Kelly201Q 2-3)

In practice, localizatigncopywritingand transcreatioare creative linguistic services
that are often used interchangeabBspecially inthe adaptation ofmarketing campaigns
depending on the level of adaptation that is neetled following graphien Figure 1provided
by TAUS in Transceation Best Practices and GuidelinsBows the differences between
different levels of content localization. On the bottom of the pyramid is mac¢tanslation,
whichusually produces high volumes of contentomparison to transcreation or copywriting
The level of automation is high atigere is little to no creativity involved. On the top of the

pyramid is copywriting, whose goal is the production of higlue influencing content that



requires creativity and localization skills. This typecohtent has to be thoroughly reviewed to

verify that cultural and linguistic nuances have been taken into consideration.

Content Localization Internal
Content Type Localization Type Review
Low High Very high value influencing content G\‘.’.‘IE]"- Low High
: g writing
: Full local review i A
Pt P
:  High value influencing content Transcreation H :
- -
2 & Sample S 2
_E = High value market info Translation local review 'E' &
2 = S =
o 5 =
; = %
! U [rrarariota Post-edited Machine Translation ﬁ:ﬁfiﬁ’ : ;
| - I
E 1
High Lowi Internal info Raw Machine Translation High Low

Figure 1.Content profiling(TAUS 2019:7)

2.3.1. Transcreation brief

To produce a target text that serves the same purpose as the original transcreation
professionals rely on transcreation briedstranscreation brief is a document that details the
linguistic and business needs of the brand, product or campaign thaigsatapted to a local
market (Paglia in Carreira 2020: 26). It is a set of instructions that define the scope where a
language professional carries out their job. Briefs are magiestarethat the core intent of the
source text is adequately transferretbithe target culture. A brief details the purpose of
WUDQVFUHDWLRQ DQG WKH FOLHQWTTV PDUNehWb&HFJRDO

ZRUGV RU SDUDJUDSKV $ WUDQVFUHDWLRQ EULHI DOVR KD
the markéand who the target audience is, as well as what kind of reaction the campaign should
elicit. Defining a transcreation brief is essential in establishihg distinction between

translation and transcreation because a transcreation brief further higthiglpersuasive goal

of a transcreated text



2.4.Advertising in Translation Theory

The translation of advertising and marketing adaptation has been somewhat disregarded
by translation studiesMunday examinesthe existing common features that translatoml
advertising sharehe focus on the target audience, the purpose of translation and adverts being

a clear example of crogaltural transfer.

Firstly, in both translation and advertising great amount dadttention is paido who
the contentis for. KH PDLQ IDFWRU LQ WKH SURGXFWLRQ RI DGYHL
translation decisions depend on the presupposition the translator has about the target
FRQVXPHUTV LQWH U S U HAIdes200R:Q RN ud &yttt Yhet Mnaiktaining
the persuasive effect must remain a central concern for translators of adverts, as well as
translation theorists (2014: 206).

The emphasis on the persuasive effamtresponds with the second crucial ppthe
purpose oskopof the translationReiss 1971/2000: 2bconsiders advertising translation as
an example of different functions -&xisting but claims that, in advertising, the persuasive
function takes priority over depictive functions.

Finally, the third consideration is culture, that is, cultural coni&d.havediscussed
the sourceoriented and targadriented approadsin translation, Wwere the focusis eitheron
removing the cultural barrieand retaininghe original messager accentiating the cultural
differences Katan distinguishes these approaches 3aanslating from cultures ZKHUH
GLITHUHQFHV VKR X O Gtrdaslatid] $0dnltu@si GL QD QBleeKces should
either be reduced (dontestion) or highlightedforeignization) Katan2012 1). From that
perspective, translatoese mediators between source and target text cultures whose role is to
reconcile crossF XOWXUDO GLIIHUHQFHYVY DFFRUGLQJ WR WKH UHDG

The focus on culture is often considered the most defining factor of transcreation
(Pederser2014:62). In terms of marketing and advertisinggnsumers are products of their
culture and that culture includes shared beliefs, norms, roles and values found among speakers
of a certain language in a specific geographical location living at the sam®arivo0ij 2004
181). It could be said that language, place and time are all elements of clliese pre
establishedwtural patterns determif®wan advertising messagall be received. Possessing
the knowledge of cultural values and nommakes it easigio convince target consumetsat
the product encompasses all those cultural valGesicepts and ideas in advertising are

embedded in the ture in which they originate, tiefore, words and sentences elaborated for
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one culture are not necessarily meaningiuhnother cultureLanguage in advertising makes

use of linguistic strategies that distract from or add to the literal mea@uoak (1992/2001.:

105). These include prosody and rhythm that make the language of advertising seem less rigid
and contrivedLoan words, puns and neologisms are often used for entertainment purposes and
WR DWWUDFW W K HMWhia) ZoHtU 303). DWW Wsd @ivedeRi@tegiespushes
advertising translatiomore in the direction of adaptation than standardizdiesause puns

and wordplay are extremely cultuspecific.

Finally, Munday contendsthat translation theorgtill focuseson the conventional,
progressively outdated, writtéranslation, GHVSLWH DGYHUWLVLQJ EHLQJ D F
QHZ PXOWLPRGDO PXOWLPHG INund&y204G2 IRIAGVRrEsi @teérF D WL R Q
relies on the semiotic interaction between thetemi text and the audisual aspect of an
advert. For instance, products are often depicted in an environment or a landscape that fits the
WDUJHW D X G LSintl& Iy, fuvictiondldrde@hg of elementssing color as a semiotic
deviceand substitting translation of wordsvith icons and symbols are common advertising
strategiesAdvertising has evolved from a monomodal to a multimoga of communication,

which should be reflected in the study of the translation of advertising.

2.5.Standardization or adaptation in international marketing

Launchinginternational adversing campaign®ften impliesthat companies have to
chooseeithera more internationally uniform approach or a more targeted, localized approach
to foreign marketsProponents of global consumer cultued standardized advertisi(fgatt,

1967; Buzzell, 1968; Levitt, 1983; Yip, 1996&rgue that, inW R G iDcr§asinglyglobalized

ZRUOG FRQVXPHUVY QHHGV D Qi glfdbe StahiarDizétHadVdftidingi® PH D L
alsomore costeffective and maintains a more homogeneous impression of the brand (Vrontis

& Throssou2007: §. On the other handydaptingadvertisinghas its advantagesd it is, in

some casesjeededSupporters of international adaptation argue that mecwronmental

differences require tailoring advertising to fit tAmique dimensions(Vrontis and Thrassou

2007: 478 of different irternational marketdMarketing a single product the same veayoss

different culturesmay result inthe product being unregistered by the consumers because
advertising does not cater to their neadsl wants A new market comes with new set of
macraenvironmental factors and constraints such as language, occupations, education,

different laws, cultures, and societies (Czinkota and Ronkainen 1988).idea behind



adaptation is that,fidone properly, adaptatiofor a particular market engages the target

consumers more profoundly and can ultimately result in better sales and brand recognition.

Researclon standardization anadaptation in marketingonducted ommultinational
companiesn the United Kigdom has shown that therimary reason multinational companies
choose adaptation as their marketing strategy is cufinentis and Thrasso@007) The
research suggests that multinational compaaieagrt from identifying their uniquednd voice
that translates well in standardized advertissigpuld undertake market research and pay

attention to culturahuances of their current marketattract more consumers

Heterogeneity among different countries does not afitamdardisation in an absolute
power. On the other hand, the huge costs involved in the adaptation approach and the
benefits of standardisation fail to allow adaptation to be used extBnsae

theoretically suggestedvrontis and Thrassou 2007: 8)

Vrontis and Thrassou suggest thatltinational companieshould not approach
international advertising exclusively by standardization or adaptdtistead, they claim that
the question of adaptation or standardization is a matter of degysgeecific toevery market

andshouldtake into consideratioculture-specific factors:

(...) standardisation and adaptation is not aroatothing proposition, but a matter of

degree. It identified that the huge costs involved in the international adaptive approach
WRIJHWKHU ZLWK WKH PXOWLQDWLRQDO FRPSDQLHVTY Gt
do not allow such adaptation to be used in an absolute manner. Similarly, organisational
differences, heterogeneity among different countries, macro and micrommental
IDFWRUV DV ZHOO DV FRPSDQLHVY GHVLUH WR VDWLVI\
standardisation to be practised extensiy&hontis and Thrassou 2007: 15).

Ther research ultimately confirms that culture is an essential component of an
international marketing strategy and tivatesting in a properly adapted marketing campaign
does pay off However, creating campaigns for international audiences entails nothenly t
adaptation of advertising but also the positioning of the brand in thiscaesumer culture,

which is our next topic of discussion.
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2.6.Consumer Culture Positioning

Globalization has had an impact on advertising technignédstrategiethatled to the
emergence dkerms such aglobal consumer cultur€onsumer culture is defined agensely
woven network of global connections and extensions through which local cultures are
increasingly interpenetrated by the forces ateinational capital, global information
technology and global media (Arnould and Thompson 20DB¢. global consumer culture
phenomenon developed from the belief that meaningsbals, valuesand activities are
globally sharedand understooth this newglobalized worldwherelocal culturescollide and
intertwine ,Q RWKHU ZRUGV JORE D QulRRa(ERtXyMmbt dsdoofaded/ ¥t &l LV D
single country, but rather a larger group generally recognized as international and transcending
individual mational cultures $OGHQ O6WHHQNDPS DAQén eVmabakdmihe
how companies in the global marketplace tackle globalization and how global consumer culture

is mirrored in advertising strategies.

The authors differentiate three typesapproacksto the marketface depending on its
consumersGlobal consumer culture positioninGCCB is a brand positioning strateglyat
associates the brand with a widely understood and remmyrset of symbols and values
believed to costitute global onsumer culturéAlden et al.1999: 75).0On the other end of the
spectrum idocal conamer culture positioning (LCCPg, strategy in which the brand reflects
the values and norms of the local culture; whatever is being sold or produced is designed to
attract localconsumersFinally, foreign consumer culture positioning&CB is a strategy that
depicts the brand as identifiable with or symbolia gpecific foreign consumer cultu@@den
et al.1999).For instance, associating a product, brand or company with its country or culture
of origin in other cultures is an example of FC@Pour research, we will explor HQD X O W |V

consumer culture positioning international advertising.

2.7.ConsumerBehaviour and Cultural Values

Attitudes towards standardized gl advertising vary; soméelieve that global
consumer culture is prevalent in recent decades and that advertising should ref{édtiémat
et. al. 1999)while othersthink that global consumer culture is reristent in practice and
rather a concept created awtpof the corprate strategy3There may be global products, but
there are no global people. There may be global brands, but there are no global motivations for
buying those brand§(De Mooij 2014: 46)
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De Mooij explores the correlation between consumer behavior anlaiwalues to show that

a culturally appropriate advertising style is the key to successful adveri&egrgues that

we have to consider the pestablished notions of each cultivecause consumers themselves

are products of their own culture and langudge Mooij 2004:181). Not only do different
languages have different symbolic references, but each person has their own set of meanings
and values that reflect their consumer hedra Culture includes shared beliefs, attitudes,
norms, roles and values found among speakers of a particular language who live during the
VDPH KLVWR UQeRMdQ)j 26041181R This leads to the conclusion thatlttires have

specific dimensions rocharacteristics which allow them to be rateatading to specific

countries In advertising, in particular, the focus is on communication

One of the major considerations when discussing communication is context because the
degree of contexpresence affects the level of directness in communicaban.Mooij
differentiates between loxswontext communication, which is explicit, direct and unambiguous,
and highcontext communication, which relies heavily on context and is chamszteby
indired verbal expression and symbd3e Mooij 2004: 182) Low-context and higitontext
communication styles can be applied in advertising depending on the cultural characteristics of
a certain nation that affect consunvefmotions, motives and needs. For anste,the author
compares American culture, in which the emphasis is on the persuasive function of language
and direct approach, tasian culturs, in which a more indigct approach is often favored.
Establishing diferences based on culture caitimately be useful in recognizing and
understanding different choices imarketing and advertising localization and transcreation
acrosdifferent ailtures

2.8. + R 1V W Nl &ddlbiNational Culture

To substantiate her theory of cultural relevariae Mooij usesdimensions of national
culture established by social psychologist Hofstedéne model of national culture is a
framework that is used to understand differences between cultures aadthhefablishing
crosscultural communicationin the sphere of marketindyé¢ model is used for understanding
consumer behavior because it relies on the fact that consumer behavior can be explained by
cultural dimensionsAs of 2022, Hofstedeestablishedix dimensionsPower Distance Index,
Collectivism versus Individualism, Uncertainty Avoidance Index, Femininityergus

Masculinity, ShodTerm \ersusLong-Term Orientation and Restrainensusindulgence The
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country scores were collected by IBM betwe®®7 and 1973. This was later extended to 50
FRXQWULHY DQG UHJLRQV ,Q WKH HGLWLRQV RI *HHUW +]|
for 76 countries and regions, partly based on replications and extensions of the IBM study on
different interna