FOURTH EDITION

©SAGE

Los Angeles | London | New Delhi
Singapore | Washington DC



Brief Contents

Foreword
Geert Hofstede

Preface to the Fourth Edition

Summary of the Book

Chapter 1. The Paradoxes in Global Marketing
Communications

Chapter 2. Global Branding

Chapter 3. Values and Culture

Chapter 4. Dimensions of Culture

Chapter 5. Culture and Consumer Behavior

Chapter 6. Researching and Applying Cultura! Values
Chapter 7. Culture and Communication

Chapter 8. Culture and the Media

Chapter 9. Culture and Advertising Appeals

Chapter 10. Culture and Executional Style

Chapter 11. From Value Paradox to Strategy

Appendix A: Hofstede Country Scores and Gross
National Income (GNI)/Capita at Purchase Power
Parity 2011, for 66 Countries

Appendix B: Data Sources
Index

About the Author

. XV

Xvii

Xix

27

53

81
111
161
195
231
271
303
329

365
369
377
395



