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This paper introduces the results of national cultural dimensions of potential Lithuanian managers,
according to Hofstede’s indices. It will be seen that Lithuanians scored high on Masculinity, and ave-
rage on Uncertainty Avoidance, Individualism and Power Distance, relative to all other countries in
the database. These results are discussed in terms of their likely influence on management and mar-

keting in Lithuania.

Introduction

The influence of culture on management has be-
en a much-debated topic for the last three deca-
des, its importance increasing with the growing
rates of internationalization and globalization.
Companies and researchers alike have become
increasingly concerned with the application of
standardized or tailored management techniqu-
es across cultures. On the one hand are those
scholars advocating a “culture free” approach to
organizational solutions and, on the other, are
those who maintain and provide empirical evi-
dence that culture by large, through the values
and attitudes of individuals, determines the pre-
ferences for certain organizational forms and ma-
nagement methods over others. The latter view
will be explored in this paper.

The disintegration of the Soviet Union ope-
ned the doors for foreign investors to reap the
advantages of new markets, lower labor and
production costs and the like. However, the
doors were also opened to an array of cultu-
res, to people differing in their tastes and pre-
ferences, languages, religion, educational le-
vels, business and social customs and tradi-
tions, attitudes toward foreigners, work ethic,
negotiation styles, perceptions of time and spa-
ce, levels of and views toward corruption and
bribery, attitudes toward power, risk-taking etc.
And despite this, little to no research has thus
far been conducted on the cultural similarities
or differences on the countries of the former
Soviet Union (FSU). Except for case studies
or general descriptions of country environ-
ments, there are still few multi-country studies

* The author would like to thank the Foundation for International Information and Communication (IIC), the
Hague for providing a grant to visit the IRIC and Aalborg University, Denmark, for providing a research grant and
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enabling comparison of countries in this diverse
region. Some cross-cultural studies have been
conducted in the larger Eastern European
countries such as Poland (e. g., Nasierowski and
Mikula 1998). However, publications on ma-
nagement and organization in the smaller FSU
countries, except for general accounts of con-
textual factors, are still few and far between.
Lithuania has been included in one cross-cul-
tural study, measuring the differences in perso-
nality characteristics of managers in Lithuania,
Georgia, the Ukraine and Great Britain (Cook
et al 1998). However, this study says little about
the cultural characteristics of Lithuania, for alt-
hough personality traits can sometimes provi-
de indications as to the cultural characteristics
of a country, making generalizations on cultu-
res based on the personality dynamics of indi-
viduals is the same as treating cultures as though
they were individuals. Hofstede (1984) terms
this inadequate treatment of data “reverse eco-
logical fallacy.”

The objective of this paper is to introduce the
results of an empirical study on the cultural di-
mensions of Lithuania, based on the methodo-
logy of G. Hofstede. The Values Survey Module
1994 was administered to matched student sam-
ples in Lithuania and Denmark in the fall of 1999,
and scores for four dimensions — Individualism,
Uncertainty Avoidance, Power Distance and
Masculinity, were obtained. The paper begins
by outlining the methodological framework of
the research. The results of the study are presen-
ted and compared to Hofstede’s sample of coun-
tries. Suggestions for their application and for
further research are discussed in the final sec-
tion of the paper.

The comparison of Lithuanian dimensions
to those of numerous other countries in his stu-
dy will pave the path for more extensive stu-
dies on employee attitudes or the applicability
of various Western management practices in
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Lithuania. The results will serve local and fo-
reign business practitioners alike, enabling
them to select the best organizational forms
and practices and to identify areas of mutual
advantage and potential problems based on si-
milarities and differences.

Methodology

Any cross-cultural study must begin with a defi-
nition of culture. Kluckholn and Strodtbeck
(1961) identified 164 different definitions of
culture. Because this study is a replication stu-
dy, instead of developing a unique definition
of culture, Hofstede’s description of culture as
“the collective programming of the mind,
which distinguishes the members of one hu-
man group from another (1984:21),” will be
applied. In this case, nationality is used to de-
lineate groups and values are seen as the fun-
damental determinant of culture.

Hofstede (1984) conducted a study of IBM
managers and employees in 53 countries. He
distinguished four dimensions according to
which countries more or less differed in their
results and labeled these dimensions Indivi-
dualism, Power Distance, Uncertainty Avoi-
dance and Masculinity. He hypothesized the
implications of each of these dimensions on
management and organization.

Individualism (IDV) (and collectivism on
the opposite pole) refers to the relationship
between an individual and the society, to which
the individual belongs. Where individualism
predominates, there is a clear distinction, or
boundary, between the individual as a separate
entity and society. Where collectivism domi-
nates, the distinction between the individual
and the group is more blurred — the individu-
al’s personal interests tend to be determined
or predetermined by the interests of the col-
lective. The level of individualism / collecti-
vism in a society strongly influences the rela-



tionship between the individual and the orga-
nization. Collectivist societies are more emo-
tionally involved in the organization, and thus
the organization, in turn, must assume a cer-
tain responsibility for its members. The natu-
re of this psychological contract in such socie-
ties also determines the relationship among
members - there will be less acceptance of out-
siders and more willingness to conform, less
conflict, less initiative and more emphasis on
security and group decisions. The opposite is
true of individualist societies, where people join
organizations often to satisfy their own perso-
nal interests and needs. Employment, promo-
tion and dismissal will be based on merit, indi-
vidual initiative is encouraged and individual
decision-making, goals and rewards are pre-
ferred.

Power Distance (PDI) refers to the degree of
inequality existing in society (the way that po-
wer is distributed among the more and less po-
werful) and accepted by members or the extent
that effort is made to minimize these differen-
ces in society. In organizations, this would be
represented by the superior-subordinate rela-
tionship. In countries where power distance is
higher, individuals may behave more submissi-
vely toward people of higher status and will be
more afraid to disagree with their superior. Sym-
bols of status and prestige are accepted, deci-
sion-making will be concentrated in the hands
of those in power, meaning there will be more
autocratic or paternalistic management styles,
as the role of the manager in such countries is to
initiate structure. Employees in higher power
distance countries will be more likely to accept
close supervision and behave more formally to-
ward their superiors. The opposite is true in low
power distance countries.

The Uncertainty Avoidance (UAI) dimen-
sion indicates the way in which a society copes

with or accepts uncertainty. Higher uncertain-
ty avoiding societies tend to try to minimize
uncertainty through the use of more rules, con-
trol systems and rituals and adhering to tradi-
tions, they are more dogmatic, have more or
rigid laws. In organizations this is apparent in
specified rules and regulations, bureaucracy, ri-
gid planning, more use of reports and memos,
less risk-taking, more specialized tasks, func-
tions and careers, less initiative, fewer innova-
tions, loyalty toward the organization and into-
lerance of conflict and competition among em-
ployees. Lower uncertainty avoiding societies
have overall lower anxiety, are not as resistant
to change and more willing to take risks, have a
preference for the general versus the specific,
such as broad guidelines, conflict and competi-
tion are viewed as natural and sources of ideas,
innovations and change.

The final dimension (MAS) distinguishes
between those societies, in which there is a clear
distinction between gender roles and dominan-
ce of certain “masculine” attitudes and values
(high Masculinity) and those societies, in which
the line between sex roles is more fluid and the-
re is a preference for more “feminine” values
(low Masculinity). Individuals from masculine
societies will generally have a preference for
earnings, recognition and a challenge in their
job versus cooperation, working atmosphere or
job security. Individual decision-making will be
more valued, as will achievement / ambition and
large organizations. There will also be more gen-
der differentiation in such societies; that is, men
will generally assume “masculine” roles and jobs
and women “feminine” jobs. Feminine societies
value just the opposite — group decision-making,
more personal time versus larger salary, smaller
organizations etc. More men may assume more
“nurturing” positions, for example, male nurses
or teachers.
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Hofstede is not the only researcher, who has
conducted a multinational study of this type, to
identify value differences across cultures. Trom-
penaars (1993) draws upon data from over 50
countries and proposes seven dimensions of cul-
ture. Schwartz (1994) has also developed an in-
strument, including 56 values, which, after ana-
lysis of data from 38 countries, resulted in 7
dimensions. Laurent (1983) argued that mana-
gers have different perceptions about concepts
of management and that these beliefs influence
the way they manage across cultures. From a
sample of 817 managers from 10 Western coun-
tries, he obtained four dimensions, which cap-
ture the ways in which managers view organi-
zations and their role within them. However,
of all the studies on national culture, Hofstede
is the most widely cited author! . His study has
been replicated numerous times with similar
results, and his dimensions have been found to
correlate with those of other researchers,
among which are the above-mentioned scho-
lars. Triandis (1982) has stated that Hofstede’s
study “will stand as one of the major landmarks
of cross-cultural research for many years to co-
me.” Yet his work has been criticized as well -
critics often deem the use of the multinational
IBM a limitation, as the effects of its corporate
culture on employee values are debatable. Be-
cause the number of countries in Hofstede’s
database is so large, inclusion of Lithuania in
the databank provides prolific opportunities
for comparison to other countries. The use of
quantitative data collection methods also faci-
litates ease in replication and comparison of
data overtime. All of these factors influenced
the selection of Hofstede’s methodology for
this study.

! In fact, Hofstede’s work has been cited 834 times
from 19801994 in the Social Science Citation Index (Usu-
nicr 1998).
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Permission was granted by the IRIC? to use
the Values Survey Module (VSM 94) in this
study. This is the newest version of the VSM
and contains 26 questions, 20 measuring the
cultural dimensions and 6 demographic ques-
tions. The scoring of results followed the for-
mat outlined in the Values Survey Module 1994
Manual. The questionnaire was translated and
back translated before administering the final
version.

Sample Description

The sample consisted of 60 Danish and 136
Lithuanian respondents with similar levels of
education and age. Samples were matched ac-
cording to proportions of male and female res-
pondents within countries, education, ratio of
employed to unemployed respondents and age.
All respondents had a similar level of educa-
tion (students ranging from their third year of
undergraduate to second year graduate studies).
Danish respondents were students of Aalborg
University and majored in international rela-
tions / studies, economics and business admi-
nistration. Lithuanian respondents were stu-
dents of Vilnius University and were majors in
the fields of management, personnel manage-
ment, accounting and audit, production mana-
gement and marketing. Thus, all respondents
shared similar backgrounds and have been ex-
posed, to some degree, to business and mana-
gement. The sample characteristics are displa-
yed in Table 1.

The employment experience of the respon-
dents in both countries was also fairly similar,
although, the Lithuanian students had a somew-
hat higher level of employment in terms of job

2 The Institute for Research in Intercultural Coope-
ration, Maastrich and Tilburg, the Netherlands.



Table 1. Sample Characteristics

Males Females Age
N N % N % m std
Danes 60 20 33.33 40 66.67 2292 2.54
Lithuanians 136 46 33.82 90 66.18 22.57 0.89
Table 2. Respondent Employment Characteristics
Lithuanians Danes
Males Females Males Females
N % N % N % N %
Unemployed 18 39.13 45 5000| 8 40.00 17 42.50
Unskilled or semi-skilled worker 2 400 2 222 8 40.00 18 45.00
Office worker or secretary 4 870 4 444 | 1 500 2 5.00
Vocationally trained worker 1 200 1 1.11 1 500 1 2.50
Academically trained professional 21 4565 38 4222} 2 1000 2 5.00

position®. The question on the survey regar-
ding employment asked the respondent to cho-
ose the category, which describes his /her em-
ployment best. The categories ranged from
unemployed, unskilled laborer, university trai-
ned professional, to different managerial posi-
tions. None of the respondents held manage-
rial positions. The results are summarized in
Table 2.

Hofstede (1984) has emphasized the impor-
tance of matched samples. It does not matter
that the sample is narrow, and thus atypical
for society as a whole. What is important is that
the samples are atypical in the same way ac-
ross countries, and that as many factors as pos-
sible are ruled out, so that the only difference

3 This is explainable in terms of the economic situa-
tion and the cducational systems of the two countries. In
Denmark it is acceptable practice to finish one’s educa-
tion before obtaining a career and temporary jobs are
sought by studcnts in order to supplement their universi-
ty stipends. In Lithuania, because of the lack of specia-
lists in many fields of business and because of the low
financial aid provided to students, many students scek
careers and obtain their university education simultanc-
ously.

that remains is national culture (Hofstede 1984).
The sample in this study thus satisfies these cri-
teria. Hofstede (1984) also warns that in com-
paring the results, it is useless to calculate the
results for a sample from one country and com-
pare them to existing results. This is because we
must consider the relative distances between
countries and not absolute values. For this rea-
son Denmark, a country previously studied by
Hofstede, was chosen as a point of reference. It
should be borne in mind the Denmark serves
the purpose of comparison only, therefore, only
the results for Denmark will be presented and
concentration placed on the object of our study,
Lithuania.

Results

The results for the dimensions are presented
in Table 3. Scores for Lithuania were adjusted
by adding or subtracting the difference betwe-
en the obtained and Hofstede’s scores for Den-
mark. We can observe rather large dilferences
in all the dimensions between Lithuania and
Denmark. Lithuania scores much lower on In-
dividualism and significantly higher on Power
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Table 3. Actual and Adjusted Dimension Scores

for Both Countries

IDV PDI UAI MAS
Obtained Scores
Denmark 100.58 19.56 15.75 -21.25
Lithuania 76.41 46.30 59.56 27.48
Hofstede's scores, Denmark 74 18 23 16
Adjusted scores, Lithuania 49.83 44.74 66.81 64.72
Table 4. Individualism (IDV) Scores and Rankings for 70 Countries
Country or Country or Country or
Rank__| region Index | Rank | region Index | Rank | region Index
1 USA 91 24/25 | Israel 55 49 Malaysia 26
2 Australia 90 26 Slovakia* 52 50 Hong Kong 25
3 Great Britain 89 27 Spain 51 51 Chile 23
4/6 Canada 80 28 Lithuania 50 52/57 | West Africa 20
4/6 Hungary* 80 29 India 48 52/57 | Singap 20
4/6 Netherlands 80 30 Surinam* 47 52/57 | Thailand 20
7 New Zealand 79 31/33 | Japan 46 52/57 | Bangladesh* 20
8| laly 76 | 31/33 | Argentina 46| 52/57 | China* 20
9 Belgium 75 31/33 | Morocco* 46 52/57 | Vietnam* 20
10 Denmark 74 34 | Iran 41 58 Salvador 20
11/12_| Sweden 71 35/38 | Jamaica 39 59 South Korea 18
11/12 | France 71 35/38 | Russia* 39 60 Taiwan 17
13 Ireland 70 35/38 | Brazil 38 61/62 | Peru 16
14 Norway 69 35/38 | Arab countries 38 61/62 | Trinidad* 16
15 Switzerland 68 39 Turkey 37 63 Costa Rica 15
16 Germany 67 40 Uruguay 36 64/65 | Pakistan 14
17 South Africa 65 41 Greece 35 64/65 | Indonesia 14
18 Finland 63 42 | Philippines 32 66 Columbi 13
19/21 | Poland* 60 43/45 | Mexico 30 67 Venezuela 12
19/21 | Estonia* 60 43/45 | Bulgaria* 30 68 Panama 11
19/21 | I bourg* 60 43/45 | R ia* 30 69 Equador 8
22 Malta* 59 46/48 | East Africa 27 70 Guatemala 6
23 Czech Rep.* 58 46/48 | Yugoslavia 27
24/25 | Austria 55 46/48 | Portugal 27

Distance, Uncertainty Avoidance and Masculi-
nity.

The following tables depict the relative po-
sitions on the cultural dimensions of all the
countries in Hofstede’s database, including Lit-
huania and recent results for additional coun-
tries. Nasierowski and Mikula (1998) recently
obtained results for Poland, and Hofstede
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(2001) has published the results for 15 additio-
nal countries, obtained by various researchers
in replication studies. These new countries are
indicated with an asterisk (*). Lithuania is high-
lighted in boldface.

Table 4 depicts Lithuania’s ranking on the Indivi-
dualism dimension in comparison to other countries.
We can see that Lithuania ranks about average for




Table 5. Power Distance (PDI) Scores and Rankings for 70 Countries

Country or Country or Country or
Rank | region Index | Rank | region Index | Rank | region Index
1/2 Malaysia 104 | 24/26 | France 68 49 Trinidad* 47
1/2 Slovakia* 104 | 24/26 | Hong Kong 68 50 Hungary* 46
34 |G | 95 27 Columbi 67 51/52 | Jamaica 45
3/4 Panama 95 28/29 | Salvador 66 51/52 | Lithuania 45
5 Philippines 94 28/29 | Turkey 66 53/55 | USA 40
6 Russia* 93 30 Belgium 65 53/55 | Estonia* 40
7 Romania* 90 31/33 | East Africa 64 53/55 | Luxembourg* 40
8 Surinam* 85 31/33 | Peru 64 56 Canada 39
9/10 | Mexico 81 31/33 | Thailand 64 57 Netherlands 38
9/10 | Venezuela 81 34/35 | Chile 63 58 Australia 36
11/13 | Arab countries 80 34/35 | Portugal 63 59/61 | Costa Rica 35
11/13_| Bangladesh* 80 36| Uruguay 61| 59/61 | Germany 35
11/13 | China* 80 37/38 | Greece 60 59/61 | Great Britain 35
14/15 | Equador 78 37/38 | South Korea 60 62 Switzerland 34
14/15 | Indonesia 78 39/40 | Iran 58 63 Finland 33
16/17 | India 77 39/40 | Taiwan 58 64/65 | Norway 31
16/17 | West Aftica 77 41/42 | Spain 57 64/65 | Sweden 31
18 Yugoslavia 76 41/42 | Czech Rep.* 57 66 Ireland 28
19 Singapore 74 43 Malta* 56 67 New Zealand 22
20/22 | Bulgaria* 70 44 Pakistan 55 67 Denmark 18
20/22 | Morocco* 70 45 Japan 54 69 Israel 13
20/22 | Vi * 70 46 Italy 50 70 Austria 11
23 Brazil 69 47/48 | Argentina 49
24/26 | Poland* 68 47/48 | South Africa 49

this dimension (rank 28/70). It is apparent that all of
the Anglo countries score the highest on this dimen-
sion, followed by Western Europe. The Eastern Eu-
Topean countries generally scored medium to me-
dium-high.

Country rankings for Power Distance are de-
picted in Table 5. Lithuania has a medium po-
wer distance, ranking 51/52 out of 70 countries.
Again most of the Anglo and Western European
countries are clustered together on the low end,
while the Eastern and Central European coun-
tries fall in the middle. Lithuania resembles Es-
tonia in its position.

Uncertainty Avoidance rankings are displa-
yed in Table 6. We see that Lithuania scores
medium high on this dimension (rank 38/39),
and is similar to Germany. Again the Anglo
and Scandinavian countries score low in this

dimension, while the Latin cluster scores the
opposite. The German-speaking countries fall
in between, as do most of the Central and East-
ern European countries.

The last table of rankings presents scores
for the Masculinity dimension. We find that
all of the Scandinavian countries are on the
very low end of this dimension, and the Anglo
countries are on the higher side, as is Lithua-
nia (rank 14). Once again we see that Lithua-
nia scores fairly similarly to Germany.

Conclusions

Because this is the first such study on Lithua-
nian cultural values, the results open the doors
for further cross-cultural studies in virtually
all areas of management and marketing. One
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Table 6. Uncertainty Avoidance (UAI) Scores and Rankings for 70 Countries

Country or Country or Country or
Rank | region Index | Rank | region Index| Rank | region Index
1 Greece 112 24/25 | Hungary* 82 49 Netherlands 53
2 Portugal 104 26 Israel 81 50 East Africa 52
3 Guatemala | 101 27 Columbia 80 | 51/52 | Australia Sl
4 Uruguay 100 | 28/29 | Venezuela 76 51/52 | Slovakia* 51
5 Malta* 96 28/29 | Brazil 76 53 Norway 50
6 Russia* 95 30 Italy 75 54/55 | South Africa 49
7/8 Belgium 94 3! Czech Rep.* 74 54/55 | New Zealand 49
7/8 Salvador 94 32/34 | Pakistan 70 56/57 | Indonesia 48
9 Poland* 93 32/34 | Austria 70 56/57 | Canada 48
10/11 | Japan 92 32/34 | Luxembourg* 70 58 USA 46
10/11 | Surinam* 92 35 Taiwan 69 59 Philippines 44
12 Romania* 90 36/37 | Arab countries 68 60 India 40
13 Yugoslavia | 88 36/37 | Morocco* 68 61 Malaysia 36
14 Peru 87 38/39 | Equador 67 | 62/63 | Great Britain 35
15/20 | France 86 38/39 | Lithuania 67 | 62/63 | Ireland 35
15/20 | Chile 86 40 Germany 65 64/65 | Vietnam* 30
15/20 | Spain 86 41 Thailand 64 | 64/65 [ China* 30
15/20 | Costa Rica 86 42/43 | Estonia* 60 | 66/67 | Hong Kong 29
15/20 | Panama 86 42/43 | Bangladesh* 60 66/67 | Sweden 29
15/20 | Argentina 86 44/45 | Iran 59 68 Denmark 23
21/23 | Turkey 85 44/45 | Finland 59 69 Jamaica 13
21/23 | Bulgaria* 85 46 Switzerland 58 70 Singapore 8
21/23 | South 85 47 Trinidad* 55
Korea
24/25 | Mexico 82 48 West Africa 54

study has already been conducted (Mockai-
tis 2002), in which the effects of culture on
attitudes toward management were isola-
ted and found to be quite strong, adding validi-
ty to the results presented above as well as
to Hofstede’s hypotheses regarding the influ-
ence of his dimensions on attitudes. However,
to date there have been few studies relating cul-
tural values to marketing. This field has only
recently begun to increase in interest, and most
such studies focus on the effects of culture on
consumer behavior and advertising. Some of
the implications of culture on these areas will
be briefly touched upon below. However, it
must be stressed that this discussion is only of
a speculative nature, as no studies have yet be-
en conducted to confirm whether culture does
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in fact have an effect on these areas in Lithua-
nia.

Individualism (IDV). This dimension has be-
en argued to influence brand positioning (De
Mooij 1998b). In highly individualistic cultu-
res, for example, products are positioned as stan-
ding out from other brands, and appeals are ma-
de to the individual consumer. In collectivist cul-
tures, however, where opinions and social needs
are largely determined by the group to which
one belongs, we may expect group appeals, as
standing out from the crowd is socially undesi-
rable. In fact, De Mooij (1998a) has shown that
in highly collectivist cultures, several people (as
opposed to one) are featured in advertisements.
The same advertisement may receive different
reactions, for example, in highly individualistic



Table 7. Masculinity (MAS) Scores and Rankings for 70 Countries

Country or Country or Country or
Rank region Index| Rank region Index | Rank region Index
1 Slovakia* 110 24/26 | Greece 57 48/50 | Romania* 42
2 Japan 95 24/26 | Hong Kong 57 48/50 | Peru 42
3 Hungary* 88 27/28 | Argentina 56 51 East Africa 41
4 Austria 79 27/28 | India 56 52/54 | Salvador 40
5 Venezuela 73 29 Bangladesh* 55 52/54 | Vietnam* 40
6/7 Italy 70 30 Belgium 54 52/54 | Bulgaria* 40
6/7 Switzerland 70 31/32 | Arab countries 53 55 South Korea 39
8 Mexico 69 31/32 | Morocco* 53 56 Uruguay 38
9/10 | Ireland 68 33 Canada 52 57/58 | G 1 37
9/10 | Jamaica 68 34/36 | Malaysia 50 57/58 | Surinam* 37
11/13 | Great Britain 66 34/36 | Luxembourg* 50 59 Russia* 30
11/13 | Germany 66 34/36 | Pakistan 50 60 Thailand 34
11/13 | China* 66 37 Brazil 49 61 Portugal 31
14 Lithuania 65 38 Singapore 48 62 Estonia* 30
15/17 | Philippines 64 39/40 | Israel 47 63 Chile 28
15/17 | Colombia 64 39/40 | Malta* 47 64 Finland 26
15/17 | Poland* 64 41/42 | Indonesia 46 65/66 | Yugoslavia 21
18/19 | South Africa 63 41/42 | West Africa 46 65/66 | Costa Rica 21
18/19 | Equador 63 43/44 | Turkey 45 67 Denmark 16
20 USA 62 43/44 | Taiwan 45 68 Netherlands 14
21 Australia 61 45 Panama 44 69 Norway 8
22/23 | Trinidad* 58 46/47 | Iran 43 70 Sweden 5
22/23 | New Zealand 58 46/47 | France 43
24/26 | Czech Rep.* 57 48/50 | Spain 42

Estonia, than in the slightly more collectivist Lit-
huania.

Power Distance (PDI). Since PDI largely
determines how status differences and autho-
rity are perceived and accepted, this dimen-
sion too may be expected to influence adverti-
sing appeals and consumer behavior. In large
PDI cultures, visible symbols of status and pres-
tige are more valued. In small PDI societies,
on the other hand, individuals try to minimize
visible differences in status. What may be se-
en as a luxury good in small PDI cultures may
be viewed as a necessity or a means of attai-
ning respect from peers in large PDI cultures.
Marketing strategies should also differ in lar-
ge vs. small PDI socicties. For example, where
PDI is large, product differentiation and mar-

kel segmentation may be more necessary than in
small PDI societies. Advertisements may also
stress special product features, appealing to sta-
tus and prestige-conscious consumers. Alden et
al (1993) found that television advertisements
inlarge PDI socicties featured individuals with
more status differences between them than in
small PDI countries.

Uncertainty Avoidance (UAI). Several stu-
dies have shown how the UAI dimension influ-
ences consumption. De Mooij, for example,
found that automobile purchases in 15 Euro-
pean countries depended much more on UAI
than on wealth (Hofstede 2001). More uncer-
tainty avoiding cultures, which depend on ex-
pert knowledge and value security, tended to
prefer new to used cars. This may suggest the
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need to stress dependability and warranties in ad-
vertising to high UAI societies. On the other hand,
Lynn and Gelb (1996) related the purchasing
trends of innovative consumer goods to Hofste-
de’s dimensions and found positive correlations
with IDV and negative correlations to UAI, indi-
cating that lower UAI societies are more willing
to try new or modern products.
Masculinity (MAS). More apparent differen-
ces in consumer behavior as relate to this di-
mension have been exemplified by researchers.
Highly MAS cultures stress assertiveness, per-
formance, material success and value fast, big
and powerful traits, while feminine societies
stress nurturance, harmony, the environment
and slow and small traits. As the role of wo-
men and men differ depending on the degree
of MAS, so too may their roles as consumers
differ. In high MAS societies, occupational and
salary differences between genders are greater
than in low MAS cultures, and men are expec-
ted to be assertive, while women nurturing. We
may thus expect more gender differentiation
in targeting consumers, with “masculine” qua-
lities appealing to men and “feminine” quali-
ties to women. While purchasing may be a mat-
ter of necessity in low MAS cultures, in high
MAS societies it may be a way of asserting one-
self. De Mooij (1998b) found that owning a
second automobile served this function, and
reported a positive correlation between MAS
and second car ownership. Consumers in hig-
her MAS cultures may also prefer larger, more
powerful automobiles, as opposed to compact,
economy cars in feminine societies. Likewise,
environmental consciousness may have more
positive effects on sales in low MAS societies.
The greatest difference between Lithuanian
and Estonian cultural values is seen on this di-
mension (Table 7), where Estonia scores very
low, while Lithuania scores highly masculine.
We may expect to find differences between the-
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se countries not only in who makes the buying
decisions (in the family), but also in the types
of products preferred and the characteristics
that are seen as important.

It may be useful to conduct similar studies
as outlined above in the Baltic countries. It has
been seen that large differences exist in cultu-
ral values among the Eastern European coun-
tries, and between the two Baltic countries, Es-
tonia and Lithuania. These differences, at least
between Estonia, Poland and Lithuania, have
been shown to largely determine differences
in attitudes toward leadership and motivation
(Mockaitis 2002). This already leads one to
question whether uniform methods, whether
they pertain to management or marketing, will
be effective in all the countries of the region.
Because of the small size of the individual mar-
kets of each of the Baltic countries, it is com-
mon for marketers to use common advertise-
ments throughout the region, adapting them
only insofar as translation to the appropriate
languages. Often, these advertisements are al-
so taken directly from other countries. Whet-
her the reaction in a highly feminine country
such as Estonia and a highly masculine coun-
try as Lithuania to a given advertisement will
be equally effective is doubtful. The costs of
creating advertisements for each separate mar-
ket in the Baltic region, of course, outweigh
the benefits. Differences, however, should not
be ignored. Wherever possible, marketers
should attempt to adapt advertisements to the
local culture, even if this means simple tran-
slation of different available advertisements for
the same product best suited to each individu-
al market, instead of identical strategies in all
markets. The reactions of consumers toward
products and advertisements in the Baltic coun-
tries and the influence of culture on adverti-
sing effectiveness in these countries are an area
that warrants further exploration.
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LIETUVOS NACIONALINES KULTUROS DIMENSIJOS

Audra 1. Mockaitis
Santrauka

Straipsnyje patcikiami Lietuvos tyrimo rezultatai re-
miantis G. Hofstedes nacionaliniy kultiros dimensijy
mctodologija. Pateikiama Lietuvos santykiné pozicija
tarp septyniasdeSimtics Saliy pagal individualizmo, hie-
rarchi§kumo, netikrumo vengimo bei vyriSkumo di-
mensijas. Lictuvos pozicija pagal individualizmo di-
mensijg vidutiniSkai auksta ir $ick tick Zemesn¢, paly-
ginti su artimiausiy $aliy kaimyniy Lenkijos ir Estijos.
HicrarchiSkumas Lictuvoje santykinai Zcmas, panasus

i} JAV ir Estijos, Lenkijoje — vidutiniskai aukstas,
Rusijoje - labai aukstas. Lietuvos netikrumo vengimo
dimensijos pozicija vidutiniSkai Zema, panasiai kaip ir
Estijos, o Lenkijos ir Rusijos - labai auk3ta. Lictuvos
ir Lenkijos vyri$kumo rodiklis santykinai aukstas, Es-
tijos labai Zemas, panasiai kaip ir Skandinavijos Saliy.
Aptariamos §iy dimensijy taikymo galimybés marke-
tingo srityje ir tikétini Baltijos $aliy marketingo prak-
tikos skirtumai.
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