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CHABRTER 1

INTRODUCTION

A. The Problem

The post-World War Il era is marked by the emergence and phe-
nomenal growth of the multinational corporations (MNC's). Exporting,
which once characterized the nature of international activities of
domestic firms, no longer represents a true picture of the scope of
operations conducted by the MNC's. Foreign direct investment in
manufacturing operations has now gained a dominant position and an

ever-increasing importance in the activities of MNC's around the globe.

Expansion into foreign markets requires three major decisions on
the part of the international marketer: (a) which countries to enter,
(2) which target markets to select within the chosen countries, and (3)
what marketing strategies would be most appropriate for each target

market selected.

The first decision requires consideration of political, economic,
legal and cultural variables which may serve as a barrier or incentive
to entry. Information input at this level of decision making would
consist of such aggregate characteristics as gross national product,
population size, degree of urbanization, percent of population in agri-
culture versus industry, availability of transportation systems, and so
on. One may arbitrarily establish certain minimum criteria on each of

these aggregate variables and select countries that fall above the
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established criteria. It is obvious that in using such aggregate
measures, one always runs the risk of eliminating countries which may
well contain certain attractive market segments. For instance, if a
country is eliminated from further consideration due to unsatisfactory
per capita income, it may contain a wealthy segment. (This is a real
possibility in case of third world countries where distribution of income
tends to be highly uneven). But this seems to be unavoidable, at

least, in the initial screening stage.

The second decision involves selection of appropriate target
markets within chosen countries. Information inputs at this level of
analysis would also consist of aggregate measures of consumer behavior.
For example, an important consideration at this level would be market
potential of various market segments. Here, aggregate measures such
as relative size of each segment, perscnal disposable income, etc. would

be useful in estimating market potential.

The third decision, namely, formulating marketing strategies to
market goods and services in selected target markets, requires a more
detailed investigation of consumer behavior. Aggregate country charac-
teristics would no longer be adequate for this purpose. One would
have to shift the emphasis from aggregate level to an individual or
micro level and systematically assess differences in the behavior of
buyers not only between countries but also within countries and the

causes that might account for such differences.
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Borrowing heavily from the behavioral sciences, marketing
academicians as well as the practitioners have developed concepts,
theories and methodologies to study consumer behavior in the context of
a single nation (primarily the U.S.). Many of the concepts and
theories have provided better understanding of the complex consumer
behavior and as a result, more effective marketing strategies have been

formulated.

While consumption behavior across countries have been research-
ed in terms of socio-economic-demographic variables, the full potential
of the concepts and theories developed in the U.S. has not been real-
ized in a cross-cultural setting. For example, the concept of life style
has been used in innumerable studies in the U.S. (Wells, 1971, 1974,
1975; Tigert, 1969; Plummer, 1974; Pessemier and Bruno, 1971; to name
just a few) as a means of understanding the dynamics of consumption
patterns. The application of life style analysis to explain similarities
and differences of consumption patterns across cultures, however, has

been very limited.

B. Purpose

The purpose of this study is to investigate the impact of socio-
economic-demographic variables versus life style on consumption pat-
terns across cultures. ngﬁ conrsumptiornrpatterns will be measured in
_tﬁerrfrns of use and ownership of several product categories and life style
will be measured in reference to the concept of individual modernity.

Briefly, this refers, as Inkeles (1977) suggests, to the "process of
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psychological change and adaptation in individuals as they come increas-

ingly into contact with modern institutions" (p. 137).

Individual modernity is just one aspect of a much broader con-
cept of modernization. There is considerable evidence in sociology,
psychology and social psychology which examines the differences
between modern and traditional societies and the individual members of
those societies as they move from being traditional to becoming modern
personalities. One of the major theoretical assumptions of the modernity
theory is that psychological modernity leads to modern behavior and
lifestyles (Lerner, 1965; Kahl, 1968; Inkeles, 1969, 1971, 1975; Peshkin

& Cohen, 1967).

The contention here is to integrate the less theoretical and more
empirically-based construct of life styles with the theoretical grounding
of the thesis of individual modernity from the literature of psychology
and social-psychology. The purpose of this study as described here is

significant for several reasons.

First, the concept of life style has sometimes been criticized as
"a disorderly, non-general, nonhierarchical, or atheoretical set of
vaguely related traits whose causal relationships to each other and to
anything else are unspecified (Felson, 1975, p. 37). By linking the
widely used concept of life style from the consumer behavior literature
to another widely used concept, i.e. the thesis of individual modernity,
from the fields of psychology and social psychology, this study is a

first attempt to organize the life style concept according to a set of
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theoretically defined dimensions as defined by the thesis of individual
modernity. And hence, this study provides a basis for the refinement

of the concept of life style.

Second, and as a corollary to the above, by introducing the
concept of individual modernity into the literature of consumer
behavior, this study takes advantage of the existing literature in other
areas of social sciences to suggest a concept which seems to be capable
of identifying response commonalities across-cultures. Identification of
such response patterns both within a country and across different
countries or groups of countries is an important consideration in the
evolving literature of cross-cultural consumer behavior (Wind and

Douglas, 1974, p. 212).

Third, as Green and Langeard (1975) observe "most of the
current information on the consumption patterns of people outside the
United States is strictly observational and often emphasize colorful
idiosyncrasies" (p. 34). Therefore, by linking life style concept to
consumption pattern across culture, this study seeks to fill the gap in
one of the most neglected areas in cross-cultural consumer behavior

research.

Fourth, marketers have tended to look at world markets on a
country-by-country basis or at most at a cluster of countries together.
While this practice might have been appropriate in the past, it no
longer represents a global view of marketing. A systematic assessment

of consumers on a cross-cultural basis is likely to reveal that clustering
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consumers both within and among countries may be more meaningful
than clustering countries (Sheth, 1974a). The present study provides
an empirical basis to assess the usefulness of this approach for market

segmentation in an international setting.

Finally, from a conceptual and theoretical standpoint, Wind and
Douglas (1974) argue that existing models of consumer behavior such as
the ones developed by Howard and Sheth (1969), Engel, Kollat and
Blackwell (1968), Nicosia (1966), and Andreasen (1965) are only of
partial usefulness in the design of international consumer research
because these models are based on the behavior of the U.S. consumer.
To extend the scope of these models one would have to modify these
models to include variables and constructs that are capable of
describing, explaining and predicting consumer behavior in any foreign
country. This study is a small step in this direction as it attempts to
assess the wusefulness of the concept of individual modernity to
describe, explain and predict consumer behavior on a cross-cultural

basis.



CHAPTER 2

LITERATURE REVIEW

The purpose of this chapter is threefold: (1) To introduce the
concept of individual modernity by reviewing the relevant literature
from the fields of psychology and social psychology. This will be done
by considering an historical perspective, theory of modernity and
measurement of modernity. (2) To review and summarize the literature
in the area of cross-cultural consumer research as it relates to the
purpose of this dissertations. More specifically, the emphasis will be
placed on cross-cultural consumer studies that have utilized either life
style concept or demographic characteristics of consumer as means of
understanding consumers in various countries. (3) To develop
hypotheses to be tested in the analysis phase of the present study.
This will be done by drawing upon both the literature on modernity as

well as cross-cultural consumer studies conducted to date.

A. Individual Modernity

1. Historical Perspective

Abraham (1977) has stated, "Modernization is a new word for an
old phenomenon: the many layered all embracing process of social
change" (p. 421). In this sense modernization is as old as human
societies. In fact some trace the origin of modernity to ancient Greece.
"The distinction between Greek and barbarian comprehended many of

the the ideas that help us discriminate between the modern and
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something else, in particular, the idea of self-conscious pursuit of
human ends" (Apter, 1965, p. 9). But, were ancient Greeks more
modern than ancient Chinese? It is doubtful. Both the Creeks and the
Chinese respected education which means that culture was for them a
self-conscious concern. Apter states that concern with culture in itself
is not necessarily modern. He suggests another possible view as to the
origin of the complex meaning we call modern:

Modernity began when men gained insight into their economies,

with measurable units (money), they found ways to assess

performances, controlling them within a context of rapidly
changing technology. With such concerns, there emerged the
desire to make explanations and predictions about social and
political life. Certainly the late mercantilist economists and the
early laissez-fair theorists, the physiocrats, and above all Adam

Smith, abstracted the mechanism of choice and exchange from the

range of activities of which daily life was composed. Thus,

modernization as the process leading to the state of modernity,
begins when man tries to solve the allocation problem, just as
social science was born with the study of choice and performance

to be modern means to see life as alternatives, prefer-
ences, and choices . . . choice by an individual define his

personality. (pp. 9-10).

Black (1966) concluded that the origin of "modern" as a term,
denoting the quality of a contemporary era, however, can be traced
back to the 6th century. The term was first used in Latin and later in
other languages including English to distinguish between contemporary
and ancient writers and themes, and by the 17th century "modernity,"
"modernizers," and "modernization" were used in a variety of contexts.

Black found, for instance, Shakespeare used the term to denote

commonplace and trite. The term "modernizers" was used to refer to

French revolutionary leaders by English writers. When, in the 17th

and 18th centuries historians abandoned the accepted periodization of
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history on the Christian era, Black hypothesized they began to refer to
ancient, medieval, and modern periods which is a more objective use of

the term "modern."

The most original formulations of tradition and modernity is
traced back to Sir Henry Main's (1861) distinction between status and
contrast and in Weber's (1922) discussion of traditional and rational
sources of authority. According to Huntington (1976), these formula-
tions see the human society as moving in response to essentially
economic causes through "identifiable sequence of ever more beneficient
phases" (p. 33). What was happening was that social scientists in their
attempt to apprehend processes leading to industrialism borrowed the
concept of "development" from the biological sciences and applied it to
continuous transformation of human societies in which societies contin-
uously move to higher levels of societal complexity. Portes (1976) lists
various theories of social evolution such as theories of Morgan, Comte,
Hobhouse, Spencer, Kidd, and Ward in the 19th century and more
recently of White (1959) and Steward (1955) that represent this "Social

Darwinism" viewpoint.

Despite substantive and methodological criticism directed at these
formulations, the various theories of social evolution dominated research
on the subject of tradition and modernity for a long time and portrayed
a picture of traditional and modern societies which long persisted in the
social sciences. In this picture, Eisenstadt (1973) states that the

traditional society is portrayed as static, with little differentiation or
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specialization, a predominance of mechanical division of labor, a low
level of urbanization and literacy, and a strong agrarian base as its
main focus of population. In contrast, he found the modern society was
characterized as a society with high level of differentiation, a high
degree of organic division of labor, specialization, urbanization,

literacy, and exposure to mass media.

This picture of tradition and modernity dominated sociological,
anthropological and comparative historical studies even after the
qualitative characteristics of modern societies became a less central
focus of sociological inquiry and analysis as a result of development of
social science research with separate traditions of theory, analytical
concepts, tools and specialized fields of inquiry in the early 20th

century.

According to Eisenstadt (1973), the nature and quality of modern
life came into the forefront of social sciences accompanied by new
analytical approaches and new methodological tools after World War II.
He further states that a closely related development was the emergence
of the so-called "Third World" countries and the great upsurge of
interest in their "development." Inkeles (1977) suggests that the
economists took the lead by studying development and growth in an
attempt "to identify the common socioeconomic characteristics of the
'advanced' and to discover the common paths, if any, that had led to
economic growth" (p. 136). Scholars from other disciplines of the

social sciences such as political scientists, anthropologists and
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psychologists each began to study one aspect of a larger process of
social change. Since economists played a significant role in research in
this field during the fifties, the concept of "economic development"
became a term under which other aspects of the problem were categor-
ized. But, as other dimensions of social change gained increasing
importance and attention in other disciplines, the term '"economic
development" no longer reflected the range of institutions under study
and diversity of perspectives involved. Therefore, there was a need
for a more general term to designate the process of common interest for

numerous social scientists.

In the period after World War Il the term "modernization" has
increasingly been used to denote this process and the term "modernity"
has been used to describe the characteristics acquired by the individual
members of the society as a result of the process of modernization

(Black, 1966).

2. Theory of Modernity

The individual modernity thesis is one of the most popular and
pervasive social psychological theories developed by Inkeles (1969) and
Inkeles and Smith (1974) and others (Armer and lIsaac, 1978). As
noted earlier, the theory of modernity is concerned with the place of
the individual in the process of modernization. An overview of the

theory will be presented by examining: (a) the meaning of modernity,

(b) causes of modernity, and (c) assumptions of the theory.




112

The Meaning of Modernity

A survey of the literature indicates that some students of
modernity have wused the term "modernization" and "Modernity"
interchangeably. Therefore, it is important, at the outset, to make a

distinction between the two concepts.

"Modernization," as defined by Gough (1977) is a term used to
summarize the changes that take place in technology, modes of
communication, normative sanctions, economic processes and world view
as a society moves from a less to a more industrialized status, and from
a lower to a higher level of material well-being. Viewed in this way,
modernization refers to a process, whereas modernity is the "mentality,"
the state of mind individual members of the society acquire as the
process of modernization gets underway. In Gough's terms, "individual
modernity is the concomitant organization within persons of those habits
of mind, expectations and preferences that accompany and presumably

arise from modernization of a culture" (p. 49).

There is no consensus as to what the meaning of modernity is.
Portes and Cobas (1976) found that there are almost as many definitions
of modernity as there are students of modernity. For instance, Lerner
(1966) emphasizes mental flexibility as the distinctive characteristic of
modern individuals whose major manifestation is empathy. Others have
defined the mental attitudes of modern individuals that develops once
the modernization process gets underway, as creative rationality

(O'Connell, 1976).



13

Smith and Inkeles (1966) have proposed a definition of
modernity, one with which this author would basically agree:

. . modern means a national state characterized by a complex

of traits including urbanization, high level of education, indus-

trialization, extensive mechanization, high rates of social
mobility, and the like. When applied to individuals, it refers to

a set of attitudes and ways of feeling and acting, presumably of

the sort either generated by or required for effective

participation in a modern society. (p. 353)

The list of definitions of modernity is much longer, but despite
this apparent diversity on the definitions of modernity, most students
of modernity seem to agree on a set of values or attributes that
characterize the modern man. The major attributes of modernity can be
divided into economic, political, intellectual and social spheres. These
categories have previously been used by Peshkin and Cohen (1967) and
Black (1966). In what follows, major attributes of modernity, organized

under the above-mentioned categories, and the researchers who have

identified them will be presented.

Economic Values

Readiness for New Experiences and Openness to Innovations. A

modern man is defined as someone who is a '"risk taker," a quality
which leads to accepting new ideas and innovations, new ways of feeling
and doing things. The readiness for new experience may be manifested
in a variety of contexts such as adopting a new drug or a new agricul-
tural technique, accept a new means of transportation, investing in
novel ways and so on (Inkeles, 1966, 1969, 1973, 1977; Inkeles &

Smith, 1974; Lerner, 1958; Peshkin & Cohen, 1967; Portes, 1973).
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Planning Habits. A modern man is oriented towards present and
future and in this respect he is well organized, punctual, and sees
schedules of time as a desirable way of handling life (Doob, 1967;
Inkeles, 1966, 1969, 1977; Inkeles & Smith, 1974; Kahl, 1968; Peshkin &

Cohen, 1967).

Political Values

Democratic Orientation. A modern man shows greater awareness

of diversity of opinions around him, has respect for other people's
opinions and in particular because women are required to play a
secondary role in many societies, acknowledges and believes in equality
of men and women in all respects (Inkeles, 1966; Inkeles & Smith, 1974;

Peshkin & Cohen, 1967; Schnaiberg, 1970; Triandis, 1973).

Distributive Justice. A modern man believes that rewards should

be according to contributions and not by whim or special properties
unrelated to one's contribution (Inkeles, 1966; Inkeles & Smith, 1974;

Lerner, 1958; Peshkin & Cohen, 1967; Triandis, 1973).

Intellectual Values

Belief in Human and Personal Efficacy. A modern man is the one

who believes that man's condition is not fixed by inexorable forces and
that he can learn and progress to control and dominate his environment
rather than being dominated by the environment. A modern man not
only believes that improvement in man's life conditions can occur, but

he is convinced that improvement should and will occur (Armer &
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Schnaiberg, 1972; Doob, 1967; Inkeles, 1966, 1977; Inkeles & Smith,

1974; Kahl, 1968; Peshkin & Cohen, 1967).

Faith in Science and Technology. Another important attribute of

a modern man is his respect and faith in science and education. He
believes in scientific methods and findings and views education as a
means of improving his life and enlarging his horizon (Doob, 1967;
Inkeles, 1966, 1969, 1977; Inkeles & Smith, 1974; Peshkin & Cohen,

11967 )%

Open Mindedness. A modern man has a different orientation

toward solving problems, making decisions and judging events. He is
most likely to base his decisions on evidence to support a given
position. This type of a person is more receptive to economic,

political, and social innovations (Peshkin & Cohen, 1967).

Social Values

Endorse Social Mobility. Just as modern man appraises his fellow

men by their contribution and not by qualities unrelated to their
contribution, so he believes that no one has occupied an automatic and
permanent status in the society; rather, men come to occupy a place
which they have earned through their performance. This method of
evaluation is extended to all persons regardless of sex, color, tribe or
religion (Inkeles, 1969; Inkeles & Smith, 1974; Lerner, 1958; Peshkin &

Cohen, 1967; Triandis, 1973).
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Emphasis on Nuclear Family. A modern man is the one who

values a smaller family than a more traditional one and is more likely to
adopt methods of birth control to achieve this end (Inkeles & Smith,

1974; Peshkin & Cohen, 1967; Triandis, 1973).

Weakening of Family Ties. For a traditional man family plays a

central role in his life which is evidenced by paying due respect to
elders, living close to home, accepting family's financial obligations and
the like. Whereas, a modern man is characterized with physical,

financial, and intellectual mobility (Peshkin & Cohen, 1967).

Value for Urban Life. Finally, because cities are the center of

modernization throughout the world, a modern man is strongly attracted
to living and working in a city as opposed to small towns and rural

areas (Peshkin & Cohen, 1967).

Causes of Modernity

There is no consensus as to what makes people modern. In an
attempt to provide an answer to this question, several theoretical
perspectives have been developed (Inkeles, 1977). Of these
perspectives, three seem to account for much of the variation of

opinions on this issue. These are explained very briefly here.

Social Structural Perspective
This perspective is based on theories of social evolution
developed in the 19th century. According to these theories, as Portes

(1976) explains, development is seen as "gradual, qualitative passage



1
from less to more differentiated social forms" (p. 63) which takes place
through processes of specialization and functional interdependence
within the society. In other words, according to Armer and Isaac
(1978), this perspective emphasizes the organizational and institutional
determinants of development. Several major works on modernization
(Eisenstadt, 1964; Lerner, 1965; Levy, 1966; Smelser, 1968) have been

influenced by the social structural perspective.

So far as the place of the individual in this evolutionary process
is concerned, proponents of this perspective believe that principles that
govern the organizational practice of the institutions in which people
live and work shape the individual's consciousness and the individual
becomes modern by internalizing these principles. Several empirical
works in individual modernity have adopted this point of view (Inkeles,
1960; Inkeles & Smith, 1974; Kahl, 1968). These studies demonstrated
that, in Inkeles' (1977) terms, "as theory predicted, work in factories,
in modern bureaucratic organizations, and in agricultural cooperatives
all produced significant and substantial increases" (p. 157) in several

modernity values.

Social Psychological Perspective

While social structural theorists emphasize the organizational and
institutional aspects of modernization, social psychological theorists
concentrate on motivation and values of the individual as forces of

social change. As Weiner (1966) notes:
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. although there are differences among social scientists as to
how values and attitudes can be changed, it is possible to speak
of one school of thought that believes that attitudinal and value
changes are prerequisites to creating a modern society, economy

and political system. (p. 9)
Social psychological theorists further believe that attitudes and values
necessary for the process of modernization are acquired, through
learning, early in life "as a result of distinctive family constellations"
(Inkeles, 1977, p. 153) and that qualities learned in this process remain

fixed for the life of the individual. In sum, this approach is the

continuation of Weber's (1958) thesis in Protestant Ethics and the Spirit

of Capitalism. Several major works can be classified under this
perspective (Hagen, 1962; Lerner, 1965; McClelland, 1961, 1963;

Schnaiberg, 1970).

World System Perspective

World system perspective or what has been referred by some
scholars as "dependency theory" (Portes, 1976, p. 74) emphasizes
international structures and processes in explaining development and
underdevelopment of societies (Armer & Isaac, 1976, pp. 316-17).
Therefore, for scholars who follow this approach, world system is the
unit of analysis. Unlike the social structural and social psychological
perspectives which are based on Western sociological thoughts and
traditions, the theory of dependency originates from the "Third World."
As Portes notes, "the theory of dependency is the counterpart of
earlier theories of imperialism (Lenin, 1939; Hobson, 1965) seen from

the standpoint of the subordinate nations" (p. 74). Examples of works
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in this category include Baran, 1957; Dos Santos, 1976; O'Brien, 1975;

Prebisch, 1950; and Wallerstein, 1974,

The logic followed in the dependency theory is that the power of
the advanced (colonial) system replaces indigenous culture patterns with
that of foreign models. The underlying process is that of cultural
imitation (i.e., "certain social classes in developing countries come
directly into contact with the international bearers of this new culture"
(Inkeles, 1977, p. 156) and simply imitate the new model. For those
who do not have this direct contact, Inkeles (1977) claims that movies,
TV, and other means of mass communication play the role of bearers of
the new cultural model and diffuse "superficial forms of adherence to

the same- Western model" (p. 156).

It follows from the dependency theory that individual members of
the society can become modern without the society itself being
developed economically. In fact, followers of the dependency theory
such as Portes (1976) do not view development and underdevelopment as
two different stages in the history of mankind, but as an integral part
of the same "word-economy" in which growth and development in the
West could not have occurred without keeping other parts of the

world--The Third World--underdeveloped (p. 74).

Assumptions of the Theory

The first assumption of modernity theory as stated by Tessler

and Hawkins (1979) is that certain individual attitudes and values are
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essential for development and that these attitudes and values emerge in
response to development related stimuli such as demographic and social
structural changes at the societal level. In other words, social changes
at the societal level first change the life styles of individual members of
the society and, consequently, their attitudes and values. Several
studies have supported this claim (Inkeles, 1969; Kahl, 1968; Levine,

1967; Portes, 1973; Rogers, 1969).

These authors, by and large, believe that social change takes
place in an integrated fashion. Schnaiberg (1970) sums it up by saying
that they conceive of the modernizing process "as some single unilineal
evolutionary development taking place across all behavioral and attitudi-

nal spheres" (p. 420).

In recent years, a number of scholars have challenged this
unidimensional view of modernity. For example, in his review of

Inkeles and Smith's Becoming Modern (1974), Yogev (1976) criticized

Inkeles and Smith for their insistence on unidimensionality of modernity
syndrome and argued that their "unidimensional approach is based on

rather weak empirical evidence" (p. 116).

Opponents of the unidimensional approach suggest that
individuals who are affected by the process of modernization are more
likely to change some patterns and commitments, but not others. Yogev

(1976) best expresses this position:
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Are there many people ("even" in Western affluent countries)

who are simultaneously aspiring, active public participants,

oriented toward change, well-informed, positively oriented toward
family size restriction and women's right, etc." And should
people lacking some of the above and other mental qualities be

considered "less modern" than others? (p. 116)

Yogev further argued that:

Although incorporating positive attitude towards women rights

into their "syndrome of modernity" . . . they [Inkeles & Smith]

constantly refer to the "modern person" as "modern man." (p.

116)

The unidimensionality assumption has affected the measurement of
the modernity syndrome. Various measures of individual modernity can
be distinguished based on their unidimensional or multidimensional
approach. More will be said about this issue in a later section on

measurement of modernity.

The second assumption of the modernity theory as explained by
Armer and lIsaac (1978) suggest that the resultant new personal
orientations (i.e., attitudes and values) are assumed to lead to modern
behavior. Inkeles and Smith (1974) note, for example, that:

. attitude and value change defining individual modernity are
accompanied by changes in behavior precisely of the sort which
we believe give meaning to, and support, those changes in
political and economic institutions. (p. 312)

Other studies have supported this notion (Inkeles, 1969, 1971, 1975;
Kahl, 1968; Lerner, 1959; Peshkin & Cohen, 1967; Portes, 1976; Portes

& Cobas, 1976).

Implicit from the second assumption is that new personal
orientations accompanied by modern behavior, in turn, intensifies

modernization at the societal level. Thus, the "spirit" of modernity,
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using Inkeles' (1966) term, is seen both as a precondition for societal
modernization and as a consequence of the process of modernization.
Inkeles notes:

indeed, in the end, the idea of development requires the
very transformation of the nature of man--a transformation that
is both the end of yet greater growth and at the same time one
of the great ends itself of the development process. (p. 138)

This assumption is supported in the works of a number of scholars

(Banfield, 1958; Hagen, 1962; McClelland, 1961).

3. Measures of Individual Modernity

Since the advent of the concept of individual modernity in the
early 1960's, numerous authors have proposed and constructed a variety
of scales to measure the individual modernity syndrome. The proposed
scales are quite varied in their basic orientation and approach toward
modernity. The intention here is not to review all these measures.
But, rather, to examine a sample of scales that have attracted much
attention and debate in the field and seem to encompass the varied

approaches and methodologies that have been utilized.

Generally speaking, two aspects of the measurement approach
stand out as distinguishing features of various scales of individual
modernity. The first aspect is the much debated controversial
assumption of unidimensionality. As pointed out earlier, a number of
respectable measures of individual modernity such as Inkeles and Smith
(19784) and Kahl (1968) have been constructed with a unidimensional
approach.  These scales have, among other things, one thing in

common: the items and subscales included in the scale are assumed to
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be intercorrelated. While most authors who have adopted this approach
recognize the possibility of variations, overall, they believe that the
items in the scale form a general value syndrome of modernism. In
Kahl's (1968) words, "on the average, a man who is high on some will
also be high on the others, although there is room for variation (p.

218

In  contrast to the wunidimensional approach to measuring
modernity, some scholars have adopted a multidimensional approach
(Dawson, 1967; Portes, 1973; Schnaiberg, 1970). These authors, by
and large, according to Triandis (1976), believe that a unidimensional
approach is too simple to capture "the complexities that cultural and
situational factors impose on the psychological states which can be

described as modern" (p. 178).

While the question of unidimensionality /multidimensionality must
be resolved through empirical work, there are convincing arguments in
the literature which propose a middle ground position and call for a
combination of both approaches simultaneously. Triandis (1976) states:

The truth probably lies somewhere in the middle; namely, that
there is a very powerful and significant first factor . . . which
can be considered the most important, so that Inkeles and others
who have dealt with only a simple factor have captured the most
important aspect of modernization. Nevertheless if you want to
do adequate work, and describe most of the variance, then you
want to add factors and some of these factors are not going to
be universal, but rather will be culture-specific; that is, they
will be specific manifestations of the modernization syndrome
which interact with cultural variables and produce unique
solutions to the modernization of particular social groups.
(p. 170)



24

The second aspect relates to the cultural orientation that has
guided the process of scale construction. Some authors have adopted a
culture-specific perspective in the construction of their scales. This
means that various items in the scale have been developed from "local
material" which are salient to the population under study. The set of
culture-specific scales have commonly been constructed after extensive
field research and with the aid of local "experts" who serve as judges
in the process of item selection. Furthermore, the direction of

modernity is also determined by what local people consider modern.

In contrast to a culture-specific approach, some authors have
opted for a "portable" measure (i.e., a culture-general scale that would
be applicable to any cultural setting). In this approach, items have
been selected from the existing literature and the direction of modernity

is determined by what modernity theory considers modern.

If we combine the two aspects (i.e., dimensionality and cultural
orientation), we can classify most measures of individual modernity
proposed so far in the literature. Figure 1 illustrates such a

classification scheme.

In this section, a number of scales of individual modernity that
fall in various cells of Figure 1 will be briefly reviewed. As mentioned
previously, this is not intended to be an exhaustive review of existing
measures of modernity. Rather, the purpose is to review one or two
well-known scales in each cell in order to illustrate various approaches

to measuring modernism. There are, obviously, many more scales that
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CULTURAL ORIENTATIOM

Specific General
DIMENSIONALITY
Shiloh Scale Inkeles & Smith's OM
Unidimensional
Doob's Scale Kahl's Scale
Dawson's Scale | Schnaiberg's Scale
Multidimensional

Figure 1. A taxonomy of measures of individual
modernity.
can be classified in various cells of Figure 1. Furthermore, the
classification scheme of Figure 1 does not result in clear-cut boundaries
between various scales. There is some degree of overlap between them.
For instance, a culture-general scale may well include some culture-
specific items. But, if most items in a given scale were regarded as
culture-general, the scale itself was classified as a culture-general

scale. We now turn to a review of various scales.

Unidimensional /Culture-Specific Scales

The Shiloh Scale

Unlike Smith and Inkeles who assume that modernism is a
universal phenomenon, meaning that all modern cultures share basically
the same content and that modern individuals share the same traits,
regardless of their past, Stephenson (1968) argues that "modernization
is the movement of persons or groups along a cultural dimension from
what is defined by the cultural norms as traditional toward what is

defined by the same culture as modern" (p. 268). Therefore, he set
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out to construct a measure of modernity from items that are regarded
by the population under study as relevant to being modern or tradi-
tional. Based on extensive notes, interviews and observations in
Shiloh, a small community in the southern Appalachian mountains,
Stephenson developed over fifty statements that were later submitted to
a panel of experts who were asked to sort them out on the basis of
their traditional or modern content. This procedure resulted in a
battery of fifteen value statements. He then constructed a Guttman
scale based on six of the original fifteen traditional-modern items.
From this, Stephenson concludes that "we are measuring something real
'out there' and that that something is what we thought it was"

(p. 274), (i.e., modernism).

The Shiloh scale suffers from a number of shortcomings. First,
the fact that only six of the original fifteen items met the requirement
of the Guttman scale casts doubt on the adequacy of the scale.
Second, as pointed out by Stephenson himself, the scale is only
applicable to the population of Shiloh and that a similar study with any
other population is likely to result in a different set of items. Finally,
the use of the Guttman scale in psychological measurement has been

. bt 1
heavily criticized on several accounts.

1For details of criticism directed at the Guttman scale see
Nunnally (1978), pp. 73-75.
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Doob's Scale
Doob's (1960) scale of psychological modernization is based on
what Doob calls "norms of moder‘nization.”1 Doob developed the scale
from his studies in a number of East- African countries including
Kenya, Uganda, Tanzania and Somalia. Each norm of modernization or
subscale consists of ten items that have "evolved from discussion with
various social scientists" (p. 415). Doob does not provide details on
the reliability and validity of these scale, but indicates that the 'scales
have been item-analyzed, most generally by means of a simple Likert-
type technique" and suggests that they are valid because "they appear
to be meaningful and intelligible to African respondents" and they
happen "to be the philosophy of many (not all) African leaders and

their followers for the moment" (p. 415).

Whether a response is regarded as modern or tradition,
according to Doob (1967), "is based upon what African leaders appear
to consider desirable as they define modernization" (p. #415). In this
sense, then, Doob's scale constitutes a culture-specific rather than a
cul\_:ure—general scale. However, Doob suggests that his scale can be

used with different samples elsewhere in Africa.

1There are eight such norms in Doob's scale: (1) Emphasis upon
the future; (2) positive attitude toward country's present government;
(3) confidence and optimism; (4) patriotism; (5) positive attitude toward
science; (6) non-paranoid; (7) approval of the country's leaders; and
(8) a de-emphasis of traditional values.
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Unidimensional/Culture-General Scales

Inkeles and Smith's OM

Based on a model of modern man (Inkeles, 1966, 1971) that
states standard institutional environments of modern society induce
standard patterns of response despite the countervailing randomizing
effects of persisting traditional patterns of culture, Inkeles and Smith
obtained data, through interviews with adult males, from six developing
countries of Argentina, Chile, India, Israel, Nigeria, and Pakistan.
Purely on theoretical grounds, Inkeles and Smith developed 166 items

that they thought were relevant for measuring individual modernity.

Inkeles and Smith (1966, 1971) conceived that each item
constituted a continuum running from the traditional to the modern.
The traditional and modern end of the continuum was determined
theoretically. Once the traditional and modern end of a continuum was
decided for each item, the operational definition of tradition and
modernity consisted of "that point in the distribution of answers to any
question which came closest to putting half of the country sample on
the modern side and half on the traditional side" (p. 87). Moreover,
traditional responses were scored 1 and modern responses were scored
2. The overall score consisted of the average of "ones" and "twos"
received by each individual. Using this method, Inkeles and Smith
developed a number of different forms of OM (overall modernity) scales
that were used throughout their analysis. The reliability of the various
OM scales were measured using Spearman-Brown and Kuder-Richardson

formulas. The reliability indices obtained were judged by Inkeles and
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Smith to be "quite satisfactory by the standards usually applied to tests
of individual attitudes and values" (1974, p. 91). To assess the
validity of OM scales, Inkeles and Smith examined simple and multiple
correlations of OM scales with eight "predictor variables" including
education, factory experience, urban experience, etc., and concluded
that various OM scales are valid indicators of individual modernity in all

six countries under study.

From a methodological standpoint, OM Scales may be criticized on
a number of accounts. First, while the criterion-group method used by
Inkeles and Smith (1974) is a commonly used method when there are
clearly identified test groups (Coughenour & Stephenson, 1972, p. 83),
its desirability in this case is open to question. For one thing, In
Inkeles and Smith's study, those with more years of schooling, factory
work experience, and urban experience comprise the modern group. To
what extent is one ready to accept the notion that the most educated
are the most modern at all times and all places? From a historical point
of view, as stated by Coughenour and Stephenson (1972), "the edu-
cated have often been allied with conservative economic and political
elements" (p. 83), and | trust that this is more so in most developing
societies. Secondly, the criterion-group method used by Inkeles and
Smith confounds the relationship between the OM scales and three
important variables (i.e., education, factory experience and urban

experience).
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Furthermore, their conception of tradition and modernity is one

of polar opposites implying that a modern individual is modern in all
respects of his/her life. This notion rests on shaky grounds as many
studies reveal that a mixture of tradition and modernity is quite a
possibility (Gusfield, 1976, pp. 445-446). Finally, the Inkeles and
Smith's system of dichotomization at median results, as they acknow-
ledge themselves, in grouping people who perhaps should logically be

kept apart.

Kahl's Modernism Scale

Joseph Kahl's (1968) study of values in Brazil and Mexico was
guided by the question: "To what degree does industrialism create a
common way of life for all people?" This is essentially the same
question raised by Inkeles and Smith in their investigation of individual
modernity in six developing countries. But, Kahl's concern was
primarily methodological (i.e., "to make an advance in the description

and measurement of values" (p. 8)).

Kahl (1968) began his study of values in Brazil and Mexico with
a series of qualitative interviews in 1970. Relying on social surveys
and aided by the interview material, Kahl developed a large number of
attitude items which seemed "to reflect the core values of a modern
orientation toward life, and more specifically, toward work and career"
(p. 132). The items that reflected a single basic value were subjected

to a factor analytic technique in order to "purify" each value scale.
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This procedure produced 14 scales. A respondent's score on a given

scale consisted of the sum of his responses to all items in that scale.1

Kahl (1968) argues that his modernism scale is a valid one
because first of all he feels that there is close correspondence between
the theoretical constructs found in the literature and the items used in
the construction of the modernism scale. Second, Kahl argues that the
pattern of item and subscale intercorrelations found in both countries

were highly similar.

Multidimensional/Culture-Specific Scales

Dawson's Scale

Dawson (1967) studied traditional versus Western attitudes in
Sierra Leone in terms of indigenous culture. The procedure for scale
construction can be summarized as follows: Eighteen social anthropo-
logical concepts ranging from the concept of gift to status of woman to
authority system, etc., were chosen as being representative of tradi-
tional social organization among the tribal groups of Sierra Leone. Each
of the eighteen concepts was defined by four statements, giving a
number of opinions about the concept, ranging from a traditional atti-
tude, to a semi-traditional attitude, to a semi-Western attitude, to a

Western attitude. Thus, Dawson's traditional-Western scale consisted of

1A response of '"Disagree very much" was scored 1 and other
answers were scored higher through "Agree very much" which was
scored 4. Moreover, these numbers were weighted by the loading the
item had in the factor analysis for that particular scale.
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four major eighteen-item sub-scales, and eighteen minor four-item

subscales.

The reliability of the four main subscales was assessed by
Spearman-Brown  Formula which revealed satisfactory reliability
coefficients ranging from .76 to .85. Validation of the scale consisted
of administering the scale to samples with known exposure to Western
influences. The scale sufficiently discriminated between
tradition-oriented samples and Western-oriented samples, an indication

of the validity of the scale.

Multidimensional/Culture-General Scales

Schnaiberg's Scale

Unlike Inkeles and Smith's (1974) unidimensional approach to
measuring individual modernity, Schnaiberg (1970) took a
multidimensional approach in his study of married Turkish women in
Ankara, Turkey and four Turkish villages. Specifically, he raised the

question:

Coes the term "modernism' refer to some set of items which are

both theoretically and empirically linked sufficiently to subsume

them under the same term? Or are there sets or clusters or

'dimensions' of items referring to individual modernity that do

not appear so closely linked to others? (p. 403)

Schnaiberg (1970) selected forty-six items "that were believed, a
priori, to represent the various dimensions of modernism" (p. 405) as
discussed in the literature. These items were categorized into six
dimensions of modernism: (1) mass media, (2) extended family, (3)

nuclear family, (4) religiosity, (5) environmental orientation, and (6)
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production/consumption behavior. Each individual item was dichotomized
at median giving modern responses a score of 1 and traditional
responses a score of 0. In this way, each index value was simply the
number of modern responses given by each individual respondent. The
data were factor analyzed with a varimax rotation. The results
revealed a four-dimensional structure of modernity. The first and the
most important factor on which most items loaded heavily was labeled an
"Emancipation Factor" since the items with highest loading on this factor
related to "freeing of the woman from the constraints of familial and
community proscription." The second factor was heavily loaded with
production/consumption items and suggested modernization of family
economic functioning.  The third factor reflected an emphasis on
nuclear family versus an extended family relationship. Finally, the
fourth factor cannot be readily interpreted since items from various

indices had high loadings on this factor.

Schnaiberg (1970) concludes that his analysis "cast some doubt

about the unity of modernism" (p. 418).

B. Consumer Demographic and Life-style Studies Across Cultures

The first study to be reviewed here is by Vickers and Benson,
Ltd. (1972). This is a report on the life style of French and English
Canadian women that was prepared based on a larger syndicated survey
conducted by Burke International Marketing Research in 1971. The

purpose of the report was to characterize the life styles of French and
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English Canadian females because it was believed that "the attitudes,
values and desires of Quebec consumers often differ from those of their
counterpart in the rest of the Canada" (p. 4). The female sample
consisted of regionally stratified sample from a number of major urban
centers. The questionnaire required responses to 300 activities, inter-
ests and opinions (AIO) items. The analysis of the data centered on
the proportions of the French and English Canadian groups who had
generally agreed on each scale. To partial out the effect of
socio-economic-demographic variables, a set of weights was applied to
the French responses to make the French group demographically
identical to the English group. The AIO items that significantly
differentiated the French and English respondents were factor analyzed
using principle component with a varimax rotation to reveal underlying
life-style dimensions. The analysis showed that the English and French
Canadian women are different from each other on several life-style
dimensions. For example, the study found that "the French woman sees
herself strongly in the role of homemaker and feels more strongly that--
woman's place is in the home--than does her English speaking counter-
part" along a life style dimension labeled as Role of The Homemaker.
Similarly, differences between the two groups were found along other
life style dimensions. In sum, the study concluded that "the needs and
priorities of the French Canadian woman are fundamentally different
from those of her English speaking counterpart. The two have strik-

ingly different outlooks on life." (p. 2)
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In an empirical investigation of the relationship between culture,
acculturations, and consumer behavior, Hair and Anderson (1972)
considered three hypotheses: "(1) cultural heritage is related to
acculturation in consumer behavior, (2) acculturations in consumer
behavior, and (3) demographic variables are related to the consumer
acculturations process." (p. 424) Acculturations defined as '"the
process of becoming more American-like, as manifested in one's behavior
as a consumer" (p. 424) was measured by means of three acculturation
scales concerning the extent to which one had acquired American
perceptual modes, acculturations in consumer behavior patterns and
acculturation in food habits. Respondents were 116 foreign students
and 84 American students attending the University of Florida in the
Spring of 1971. Foreign students came from several countries that were
subsequently classified into two subsamples: those from "developed"

countries and those from "developing" countries.

To test the hypotheses of the study a stepwise multiple regres-
sion was performed with individuals' acculturations score in consumer
behavior as the dependent variables and a number of independent
variables including acculturation scores in perceptual modes and food
habits and demographic variables. All three hypotheses posed by study
were supported by the analysis. The findings of particular interest
here are:

1. Respondents from developed countries generally were more

accultured both in their overall behavior and in their consumer

behavior, relative to those from developing countries. One
explanation for this is that the heritage life style of those from
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developed countries were closely resembled that of the United
States. . . Another possibility is that individuals from more
progressive countries generally tend to accept changes more
readily than those from less progressive, tradition-bound
societies.
2. Individuals were most accultured in their consumer behavior,
slightly less in their food habits and considerably less in their
perceptual modes. This finding is consistent with acculturation
theory which suggests that material objects generally are taken
over earlier than abstract, non-material characteristics.

3. The age of respondents were negatively correlated with the
extent of consumer acculturations. (pp. 426-427)

Green, Cunningham and Cunningham (1971) conducted a cross-
cultural study to provide an empirical base concerning whether "differ-
ences exist in the characteristics of consumers of four products in four
nations, and the type of characteristics which tend to distinguish the
consumers of these products in the countries under investigation." (p.
136). The specific hypothesis posed by the study was that "there are
no differences between the perceived image of consumers of the same
products across four nations. That is, socio-cultural factors do not
affect the perceptions of profiles of a typical user of a specific

product." (p. 136)

To test the hypothesis of the study, four parallel samples of
college students from United States, France, India and Brazil were
selected. The samples were comparable in terms of age, marital status
and consumption patterns of products under study. The respondents
were asked to identify the consumers of four products (soft drinks,
gasoline, toothpaste and ballpoint pens) according to thirteen socio-

psychological attributes (classified on a five point semantic differential
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scale). Discriminant analysis was used to determine if overall differ-
ences exist between the four countries based on the product attributes.
The analysis of the data suggested that consumers in the four nations
tend to be distinguished from each other along several dimension which
led the authors to reject the null hypothesis. For example, "the Indian
consumer of toothpaste was characterized as being more exciting, more
modern, and younger than consumers in the other nations." (p. 141)
This finding, according to the authors, suggest that toothpaste is
in an earlier stage of the life cycle in India compared to other countries
under study and hence these characteristics could represent the
perceived characteristics of innovators in India. This provides some
evidence that consumer characteristics across nations may vary
according to the product's stage in the life cycle. A similar finding
was noted with respect to consumers of the ballpoint pens in India.
The authors did not report their findings with respect to consumers of

the soft drinks and gasoline.

Cunningham, Moore and Cunningham (1974) studied shopping and
consumption patterns of individuals in the various social classes of Sao
Paulo, Brazil. The subjects in a stratified random sample of Sao Paulo
metropolitan area were asked to respond to a number of questions
tapping several areas of consumer behavior including type of retail
outlet patronized, sources used to obtain information about specific
products, means of transportation to markets, and the use of credit
cards. These were investigated with regard to purchase of eighteen

product categories (only nine were reported in the article) including
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major appliances, small appliances, TV's, housewares, cosmetics and so
on. The data were analyzed by means of contingency tables that
classified the respondent's social class against the response categories
on the respective questions. Significant differences were found among
individuals of various social classes with regard to their shopping

behavior.

In a cross cultural study of family buying decisions, Hempel
(1974) investigated husband-wife interactions in family decisions and
found that the extent of intrafamily consensus in families selected from
seven towns of Northwest England and Hartford, Connecticut was
related to a number of socio-economic variables. The findings indicated
that family size, stage in life cycle, attitudes toward previous residence
and life-styles (particularly physical mobility and membership in civic
organizations) were related to the extent of husband-wife agreement in
both cultures. Overall, Hempel (1974) found a high degree with cross

cultural similarity in household decision making process.

The Linton and Broadbent (1975) study primarily dealt with
research techniques that Leo Burnett uses to collect life style data in
over a dozen countries. To show the usefulness of life style analysis
in understanding consumers in different countries, Linton and
Broadbent (1975) compared percentage of French and British respon-
dents who agreed with a number of life style items in Burnett's life
style data of 1973 in France and 1972 data in Great Britain. They

found dissimilarities between the two cultures and attributed that to



39
genuine cultural differences. As an example, 70 percent of British
women agreed with "shopping for clothes is fun", whereas only 54
percent of French women agreed with the statement. From this they
concluded that "in France there is a more Latin view of the body,
where clothes are a serious business. The English women may be
physically more cool and correct, but lighthearted about shopping."

(pp. 53-54)

In a cross-national study of samples of consumers in France and
the U.S., Green and Langeard (1975) compared profiles of samples of
French and U.S. consumers along several dimensions of consumption
behavior and examined the profiles of the innovators identified in the
two samples. In addition to purchase information on fifteen grocery
products and the use of eight retail services, respondents were asked
to provide information along several socio-economic demographic
variables including age, income, education, employment status and
family size. French and American respondents appeared to be different
on a number of dimensions relating to consumption behavior including
word-of-mouth communication, willingness to try new products and
services, media habits and membership in formal organization. The
study also sought to compare French and American innovators of
grocery products and retail services along a number of socio-economic-
demographic variables. The study found that the U.S. grocery
products innovators could not be distinguished from the overall
population on demographic variables. The U.S. service innovators,

however, tended to have more children. Whereas, the French grocery
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product innovator could be distinguished from the non-innovators on
two of the demographic variables. They tended to be found in the 35
to 49 age group and in the middle income category. The French retail
service innovators could not be distinguished from the noninnovators in

terms of demographic variables measured in the study.

In an international comparative study of subscribers to and
users of product test magazines in the U.S. and Germany, Engledow,
Thorelli and Becker (1975) collected information about consumer
information agencies and the consumers which make use of their
information. The objectives of the survey were:

1. To characterize the subscribers of three major consumer
information publications as to demographics and certain attitudes.

2. To compare and contrast the subscribers of the three
organizations, so as to isolate similarities and differences in
subscriber characteristics among the different organizations.

3. To test the broad hypothesis that there exists a new breed
of affluent, information-intensive consumers with consistent

demographic and attitudinal patterns across cultural
boundaries--a group to which we refer as "The Information
Seekers."

The research design called for comparisons to be made between
subscribers and '"average consumers"‘within countries and between
groups of subscribers across countries. The subscribers were selected
randomly from the subscription list of consumer information agencies in
both countries. The '"average consumers" were selected from
Indianapolis and Frankfurt metropolitan areas using a stratified

procedure.
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The data has been analyzed from various perspectives and
reported elsewhere. (Becker, 1976; Anderson and Engledow, 1977) The
analysis reported in Engledow, Thorelli and Becker (1975) consisted of
two-group comparisons between subscribers and average consumers
within countries, and between subscriber groups between countries
using tests for statistical significance (Mann-Whitney U Test for ordinal
data and Chi-Square for nominal data). The findings of the study can
be summarized as follows:

". . . subscribers are found to be of higher income, education,

and social class than "average consumers" in their respective

countries, and are much more critical and "rational"

consumers--with a strong interest in consumer affairs. They

also, however, are somewhat more conservative and much more

discriminating in their criticism of business and advertising than

would be supposed by the usual consumerist stereotype.

(p. 141)
The finding of particular interest here is the striking similarity found
between subscribers in both cultures in terms of demographic charac-
teristics, attitude, and purchase behavior which led the authors to
suggest that:

". . . there exists a rather homogeneous cross-cultural elite of

afﬂuent and information sensitive consumers which may be of

strategic importance to consumerists, public policy makers, and

marketing decision makers." (p. 141)

Similar findings are reported by Anderson and Engledow (1977)
when the data analysis is extended from a univariate analysis of

similarities to multivariate analysis examining basic patterns of attitudes

and behavior across cultures.

Urban (1976) used the 1971 life style data collected by Leo

Burnett Company Inc. in the U.S. and the U.K. to investigate similar-
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ities and differences in consumer life style profiles. The study
hypothesized that '"greater similarities in life-style would be expected
between individuals with similar life-chance profiles, and thus simi-
larities across and differences within cultural (or national) groups
would be seen" (p. v-9). The life style construct was measured in
terms of 38 AIO variables from the total set of 200-300 items that were
judged to be conceptually equivalent in both cultures. To be conceptu-
ally equivalent the items had to be either identical in wording or be

equivalent in meaning as suggested by prior analysis.

The construct of life-chances, defined as the individual's
probability of a supply of goods and living conditions, was measured by

three demographic variables: age, education and income.

To test the hypothesis, the AIO items were factor analyzed by a
principal component analysis to reveal underlying life style patterns and
then discriminant analysis was used to predict the character and nature
of differences between all groups. The analysis of the data showed
that "only cultural group membership could be predicted by life style
responses" and that "the demographic distinctions (life-chances) of
individuals did not provide predictive measures of their stated
life-styles" and hence the research hypothesis was rejected. Neverthe-
less, the study found that cross-cultural consumer similarities exist
along life style dimensions. In sum, a number of conclusions were

drawn from the analysis including:
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1. It does seem realistic to empirically measure and "match"
consumer groups across national boundaries.

2. Distinct similarities and differences between specified market

groups can be drawn along various dimensions that define the

life style space, rather than depending on demographic
matching.

In another study by Douglas (1976) the life style patterns of
working wives in the U.S. and France were analyzed. The French data
was provided by Delta International and the U.S. data by Leo Burnett.
As a result a different set of AlO items were analyzed in the two coun-
tries with only 10% to 15% of the items being similar. A principal
component factor analysis was conducted separately on each country's
data and then the overall factorial structure were compared. Five
factors were extracted; the first four were highly similar in the two
countries, although the relative importance and the specific character of
these components differed. Briefly the similar factors were, (1) the
Home Factor reflecting the degree of home orientations; (2) The Social
Factor indicating involvement in social activities outside the home; (3)
The Frustration Factor representing women's failure (or success) in
coping with the dominant role model; (4) The Innovation Factor dealing
with degree of interest in innovation. In addition to these, the U.S.
data revealed a unique factor, The Intellectual Factor which covered
interests in a variety of intellectual pursuits whereas The Role Factor
representing traditional perceptions of male and female roles was
extracted from the French data. The general life style analysis was
followed by a life style study of two highly similar sub-groups in each

country, "The Liberated" and "The Traditionalists". Further analysis
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revealed that The Traditionalists in the U.S. showed an interest in
fashion while their French counterpart did not. The U.S. Liberated
group made less use of convenient food whereas The Liberated group in
France were heavy users of convenience items. Douglas (1976) explains
these differences by the different stages in the evolution of the feminist
movement in the two countries suggesting that in the U.S. where liber-
ated attitudes towards a women's role are becoming a norm and the use
of convenience foods is widespread, the "avant-garde" in the feminist
movement would tend to adopt advanced views in relation to important
social trends such as concern for ecology and hence an interest in

"natural" foods.

Similar to Urban (1976) study, Douglas (1976) was primarily
concerned with patterning of life styles in the U.S. and France.
Douglas (1976) claims that this is a study of grocery and fashion
purchase behavior, but what she really means is attitudes and opinions
toward grocery and fashion items rather than actual consumption

behavior as exemplified in the use and ownership of these items.

In 1977 Urban studied the effect of standard socio-economic-
demographic variables on the usage of media. More specifically the
research hypotheses tested were (1) '"usage of different classes of
media, and preferences for types of media is expected to be signifi-
cantly different for different socio-economic groups in the United
States," and (2) '"similar relative differences are expected to be
evidenced in another post-industrial society, France". (Urban, 1977, p.

56).
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To test the hypotheses of this study, Urban used Leo Burnett's

female life style data in the U.S. and data from a French study
supervised by Leo Burnett. Two sets of variables were utilized for the
test of hypotheses. The first consisted of standard socio-economic-
demographic variables of education, income and occupation. The second
set of variables measured respondent's behavior toward the four major
media: newspapers, magazines, television and radio. Group usage
means on each of the four major media classes were compared for
several demographic groups, (Demographic groups were formed by
identifying the high and low ends of each sample distribution on

demographic variables), using a t-test.

The analysis of the data supported the research hypotheses
posed in this study. Significant differences in both media exposure
and content preferences were found between socio-economic groups in
the United States and France. As an example, the study found that
"in both the United States and France, women with college-level
education watch less television, and read more newspapers and maga-
zines than do women with less education." The study concluded that:

1. . . . some underlying concepts--useful in domestic media
planning are transferable to a cross-national setting.

2. To the extent that similar patterns of media usage reflect
similarities in consumer life styles and time-budgeting, it seems
likely, that future research would yield positive result.

3. Although there are unique characteristics in each national
advertising environment, this study suggests that underlying
consistencies exist in the way advertising works across national
markets. (Urban, 1977, p. 60)
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Douglas (1977) examined the impact of employment status as
opposed to other socio-economic and demographic variables on the time
spent reading magazines for a sample of American and French women.
The data used for this study was a subset of a life style study
(Douglas, 1976) that has been summarized in this literature review and,

therefore, the details of data collection will not be repeated here.

For the purpose of the study reported in Douglas (1977) a
matched sample of working and non-working wives in the U.S. and
France were selected by a quota procedure in order to control for other
socio-economic variables. Readership of a wide variety of magazines
were factor analyzed in both countries using a principal component
analysis with varimax rotation to identify the major groupings of
magazines. Differences between working and non-working wives in
readership of these magazines were thus examined by two group dis-
criminant analysis using factor scores on major magazine types as

discriminating variable.

The analysis showed that frequency of magazine readership
across all magazines did not discriminate between the two groups.
Some differences, however, were found in readership of magazine
types. For example, the homemakers magazines were more frequently
read by non-working wives, as might be expected. Similar findings

were emerged from the French sample.

From these findings, Douglas (1977) concluded that:

"The similarity of findings in the French and the U.S. studies,
suggests that the lack of differences observed in the U.S. is not
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only a reflection of the widespread prevalence of progressive or
liberated attitudes among non-working as well as working women
in U.S. society, due to the development of the women's "lib"
movement, but probably reflects a more fundamental lack of
major differences in interests between the two groups. (Douglas,
1977, p. 43)

Furthermore, the author argues:

The similarity of the French findings provides further support

on a more generalized basis for these conclusions, providing a

validation in another social context. (Douglas, 1977, p. 43)

In an article emphasizing the need for consumer focus in
cross-national research, plummer (1977) suggested three analytic models
for cross-cultural analysis: shared cultural norms, segmentation within
cultures, and correlates of usage. Using Leo Burnett's life style data,
plummer (1977) showed how these analytic models can be used to aid

multinational marketers in developing relevant strategies for foreign

markets.

As for the analytic model of cultural norms, R-factor analysis
was used to empirically define pattern of shared meaning for a given
set of AlO statements for each country. To understand cultural norm
differences between countries the agreement levels from each sample on
the items comprising the underlying life style dimension- were examined.
For example a comparison of the percent of women in each country who
agreed with the item "there is too much emphasis on sex today" which
loaded significantly on each separate factor, plummer classified the
U.K., ltaly, France and English Canada and the U.S. as holding more
traditional and conservative views on the subject of morality and

Germany and Austria as being more liberal.



48

The second model, i.e. segmentation within cultures emphasizes
differences within a culture based on the argument that "there is
possibly as much variation in life styles and values within a culture as
there is between cultures." (Plummer, 1977, p. 11). Utilizing this
argument, each country's population was segmented based on their
responses to AIO statement by performing a cluster analysis. The
cluster analysis generated a number of homogeneous life style types.
As an illustration, the cluster analysis in the U.S. and the U.K.
generated nine female life style segments in each country separately
whereas in Canada seven English speaking and five French speaking
segments were found. The next step in this model involved an exam-
ination of demographic similarities across the four markets. Then
segments were grouped on the basis of the best demographic matches

among the thirty different segments.

In the final model, namely the correlates of usage, correlation
analysis was wused to identify those AIO statements which related
significantly to the use of a common product. Only the significant life
style items, were then used to profile the consumer of a given product.
As an example the life style profile of a heavy beer drinker in the U.S.
indicated that the heavy beer drinker was a risk taker and a pleasure
seeker, at least in fantasy. For cross-cultural purposes, the life style
profiles generated separately in each country can be compared to reveal

cultural similarities and differences.
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Chadraba and O'Keefe (1981) studied value perceptions in
several foreign countries to determine if consumers can be clustered
across national boundaries. The study utilized quota samples of college
students in four countries: Austria, France, Switzerland and the
United States. The respondents were similar in terms of age and
education. The respondents were asked to indicate the price they
would expect to pay for five products: pocket size camera, pocket size
calculator, AM/FM digital clock radio, high intensity desk lamp and
extension cord. In addition, the respondents were also asked to
indicate what price they would expect to pay for the base product with
one of several hypothetical features added. A formula was used to
calculate perceived value as a percentage increase over the price of the

base product.

The analysis of the data consisted of two phases. In the first
phase the owners of the products were compared for similarity in value
perceptions using the Mann-Whitney U Test. The second phase

compared non-owners using the same procedure.

Results of the analysis suggested that there are similarities in
value perceptions among students that hedge national boundaries. From
this the authors concluded that:

1. A concept such as the perceptions of added value seems
useful in cross-national pricing.

2. Innovations that improve upon well accepted products have a
likelihood of being valued similarly across national boundaries
." (Chadraba and O'Keefe, 1981, p. 336)
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C. Summary of Literature Review

A review of literature concerning the concept of individual
modernity as presented in this chapter leads us to several important
points. First, individual modernity is a universal phenomenon and not
a distinctive property of any single cultural traditions. Several major
studies of individual modernity have demonstrated that attitudes and
values of modernity express one form of human potential which comes to
prominence in certain historical times under certain types of social
conditions.

Second, the literature review indicated that those who adopt the
values and attitudes of modernity can be uniquely distinguished from
the rest of the society in terms of their life style and orientations.

Third, those individual members of the society who come into
contact with modern institutions of an industrialized or industrializing
society and thus acquire the attitudes and values of modernity must
become increasingly alike in their essential characteristics and behavior
across cultures.

The literature review in the area of cross-cultural consumer
behavior suggested that the life style concept has not been used as a
predictor of consumption behavior across-cultures. Studies such as the
one conducted by Linton and Broadbent (1975) lacked methodological
rigor in that they do not even attempt to determine whether or not the
differences observed amount to a statistically significant difference
between cultures examined. Other studies such as Urban (1976) suffer

from at least one limitation. While it is important to investigate simi-
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larities and differences of consumer's life-style profile on a cross-
cultural basis, an even more important aspect is whether these simi-
larities and differences in life style patterns translate into significant
differences in consumption patterns across cultures. This issue is not
addressed by the cross-cultural life style studies that were reviewed

here.

D. Hypotheses

The modernity literature reviewed in this chapter suggests that
despite diversity of cultures observable around the globe there is a
trend towards uniformity. This is to say, as Wilenski (1964) puts it "a
widespread sharing of beliefs, values, and tastes, cross-cutting groups
and categories" (p. 178). According to Wilenski (1964) forces such as
"popular education and mass literacy; high rates of social and
residential mobility; the emergence of national markets and a national
politics, both making use of nationwide media of mass communication and
entertainment" (p. 178) help create cultural standardizations through
changing values, attitudes and life style of individual members of the
society. But, it must be emphasized, that individual members of the
society undergoing the process of modernization will not be affected in
a similar way. This is to say that some people will be more receptive
to change while some others may resist change (Sheth, 1979). The
literature review also revealed that the individual modernity syndrome
as characterized by a set of values and attitudes is a manifestation of

the forces that tend toward cultural uniformity.
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A review of the literature in the area of cross-cultural consumer
behavior clearly indicated that "membership in a common culture or
society does not necessarily imply similar response patterns" (Wind and
Douglas, 1974, pp. 210-211). Within the context of a single nation, the
works of Levy (1968), Martineau (1958), Nicosia (1966), and Engel and
Blackwell (1982) show that different social classes within a given
country tend to have different interests, life styles, and behavioral
patterns. Furthermore, several cross-cultural life style studies
demonstrated that life style as a consumer behavior construct transcend
national and cultural boundaries. Therefore, despite observable
differences of consumer behavior from one country to another, one can

also identify similarities both within and between countries.

These premises have three significant implications for consumer
behavior as an important category of human behavior that are worthy of
further investigation. First, the consumption pattern of those who
adopt a modern life style, i.e. a life style pattern that is shaped by
values of modernity syndrome is expected to differ from the
consumption pattern of those whose life style is characterized by
traditional values. Second, consumption patterns shaped by modern life
style is expected to be similar across countries. This is to say that
national and cultural influences on consumption pattern is less
significant when compared with influences exerted by a modern life
style pattern. Hence, one would expect to observe a large between
group differences of consumption patterns in a given country than what

can be observed within groups across countries.
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Third, modern life style as defined by modernity values is

expected to exert greater influence in consumption of those products

whose consumption is value-bound as apposed to demographically

determined. These arguments can be formulated in the form of testable
hypotheses as follows:

I. Moderns and traditionals will differ significantly with regard to
their consumption patterns across several product categories.

1. The modern-traditional life style contrast will account for more
variance in consumption behavior than the national contrast.

I11. Life style variables better explain value-bound consumption
patterns than demographic variables. Similarly, demographic
variables better explain consumption patterns of products that are
considered as necessities.

The methodology to be used to test these hypotheses will be

discussed next.
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CHAPTERYB
METHODOLOGY

The general research strategy that was used to fulfill the pur-
pose of this dissertation consisted of three steps: (1) construction of a
scale to measure modern life styles, (2) classification of respondents
into two groups of modern and traditional life styles regardless of their
national identity, and (3) examination of consumption differences of the
modern and traditional groups with respect to a number of consumption
variables. The present chapter primarily deals with step one and two
while step three will be discussed in the following chapter on analysis.
More specifically, following areas will be covered in this chapter:

A. Data

B. Components of a modern life style

C. Item analysis and Reliability

D. Dimensionality of modern life style

E. Modern/Traditional life style groups.

A. Data

The data for this study was provided by Leo Burnett Advertis-
ing Agency. According to Plummer (1977) Leo Burnett began develop-
ment and use of lifestyles as a research tool in 1967. Plummer further
notes that a model of lifestyles that has for the most part guided re-
search in this area is comprised of four dimensions: (1) activities (how

people spend their time at work and leisure), (2) interests (what is



55
important to them in their immediate surroundings, (3) opinions (how
they feel about themselves and the larger world), and (4) basic charac-
teristics (the demographic parameters which describe their environ-
ment). These dimensions are usually measured with AlO's (activities,

interests, and opinions) using a Likert-type scale.

Each lifestyle study at leo Burnett, according to Plummer
(1977), has utilized large national samples "balanced to reflect the
broad characteristics of the population" (p. 7). Plummer further points
out that the use of lifestyle research outside the U.S. began with two
pilot studies in U.K. and Germany in 1971 and that "based on positive
experience from these two pilot studies and a commitment by Leo
Burnett management" (p. 7), a number of large scale national lifestyle
surveys were undertaken in a number of different countries. For

details of fieldwork see appendix A.

An important question at this stage of the research was whether
to include all countries listed in Appendix A or select only some of
them. Ideally, of course, one would want to include all countries for
which data is available. However, a careful examination of question-
naires used in various countries revealed, unfortunately, that this is
not possible at this time. A number of considerations precluded the

inclusion of some countries in the study.

First, and the most important from the standpoint of this study,

was that the content of questionnaire used in some countries differed
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from others. Second, inclusion of all countries in the study would have
amounted to a sample size of well over 34,000 which, from a technical
standpoint, would have limited severely the availability of computer
time. Third, Germany could not be included because an English ver-
sion of the questionnaire used in the country was not available. It was
thought that a simple translation rather than using back translation
method would have resulted in substantial loss of meaning and, there-

fore, it would have impaired comparability with the rest of the data.

Thus, based on the above considerations, four countries--United
States, Japan, France, and Brazil--were selected to be included in the
study. It is important to emphasize that the combination of these four
countries maximized the number of identical and/or similar items across

all four.

In all four countries, the population from which Leo Burnett's
samples were drawn generally consisted of male adults of 18 to 65 years
of age. The average sample size in the four countries included in this
study is 1,321 ranging from 400 in the case of Brazilian males, to 1,899
for Japanese males. Total number of respondents amount to 5,285
which represent on the average 81 percent of those who were initially
contacted. In most cases, incentives of some sort were provided to
those returning completed questionnaires. In all four "representative

national samples" were used (Plummer, 1977, p. 7).

The data collection procedures "varied by country due to the

nature of the population and the availability of survey research
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services" (Plummer, 1977, p. 8). According to Plummer, the procedure
used in the countries selected in this study consisted of consumer mail
panels in the U.S., personal interview and self-completion in France
and Japan, and personal interview in Brazil. Separate questionnaires
were used for each country and were, for the most part, originated by
Leo Burnett with close cooperation of Leo Burnett researchers in each
country. Questionnaires were originally developed in English, and later
translated and retranslated to arrive at a "culturally equivalent" version
to suit the spoken language in each country. Furthermore, question-
naires vary in length and content. On the average, each questionnaire
consisted of about 250 activities, interests, and opinion (AIQ's) items,
25 demographic measures, use and ownership data on about 50 product
categories, and information on respondent's media habits, including TV,

newspaper, magazine, radio, and cinema.

B. Components of a Modern Life Style

The first step in defining a modern life style was to identify a
number of life style items that dealt with major themes or values of the
modernity syndrome. It was necessary to define modern life style
across the four countries in the study, and thus, an added constraint
was to select items that were identical or at least similar across the four

countries.

In order to select appropriate items, each country questionnaire
was carefully screened and those items that represented a major value

of modernity and at the same time were common across the four
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countries were chosen to form the component of a modern life style
profile. This resulted in an initial pool of 18 items shown in Appendix

B.

The next step was to decide which end of the response contin-
uum should be classified as modern and which end as traditional. This
was determined theoretically with reference to modernity literature. In
Appendix B this is indicated by a plus (+) sign which indicates that
agreement with the statement is regarded as a modern response and a
minus (-) sign which indicates that agreement with the statement would
be classified as a traditional response. Having decided which end of
the response continuum is modern and which traditional, a decision had
to be made as to what the precise cutting point should be on each
response continuum. Since responses to each lifestyle statement had
been recorded using Likert-type scales in all four countries, but with
varying scale points, it was decided to use standardized z scores of the
raw r'esponses.1 Specifically, standardized z scores were computed
separately for each country and then averaged to get a single score.
This standardized score will be used throughout the analysis as a

measure of modern life style.

1U.S., 6-point scale; Japan, 4-point scale; France, 5-point
scale; Brazil, 6-point scale.
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C. Item Analysis and Reliability

Once the items were selected and modern and traditional end of
the response continuum determined, the main issue was which items
should be retained in the final version of the scale. Item analysis
technique was used to decide on the inclusion of individual items in the
scale. Simply, in an item analysis technique, "items are chosen which
correlate most highly with the other items in the scale" (Bohrnstedt,
1971, p. 90). Clearly, items that are correlated highly with each other
also will correlate highly with the total score obtained by summation of
these items. Therefore, the most straight forward method of item
analysis is the item to total correlations technique. This technique was
used in this study. Through successive iterations, 12 items from the
original pool of 18 were retained to form the components of a modern

life style. These are shown in Table 1.

The next step was to establish the reliability of the constructed
scale. Defined broadly by Peter (1979) reliability refers to the degree
which "measures are free from error and therefore yield consistent
results" (p. 6). There are a number of ways one can measure the
reliability of a constructed measur‘e.1 But the one method that is
appropriate in the present study is Cronbach's (1951) alpha which is a
generalization of Kuder-Richardson's KR20 (1937). A reliability coeffi-
cient of .53 was obtained for the measure of modern life style when all

subsamples were combined. Table 2 presents selected characteristics of

1For details see Bohrnstedt, 1970, pp. 80-99.
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VALUES OF MODERMNITY AND CORRESPONDING ITEMS IN THE

SCALE ORAMODERNSLIEEVSITRYILES
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Modernity Value

Lifestyle Items Included in the Scale

Readiness for New Experience
S

Japan:

France:

Brazil:

B5Sei:
Japan:

France:

Brazil:

WS
Japan:

France:

Brazil:

(+) I like to buy new and different things.
(+) I always buy newest products.

(+) More novelties welcome.

(+) When | see a new product, I'll buy it.

(+) The new styles turn me on.

(+) I am sensitive to fashion.

(+) | am one of the first to adopt a new fashion.
(+) | like everything that is modern.

have old fashioned tastes and habits.
hate men's long hair.

have old fashioned tastes and habits.
Men should wear short hair.

—~———
|
il e

Weakening of Family Ties

Ui S
Japan.

France:

Brazil:

(=) I am a homebody.

(-) My family is my life purpose.

(=) 1 like to spend my time at home.

(=) I would rather spend my time at home.

Democratic Orientation

oS
Japan:

France:

Brazil:

B =Sxis
Japan:

France:

Brazil:

(-) Movies should be censored.

(+) If pornography was made legal, sex morals will
not digress.

(=) There should be censorship of press and TV.

(=) Movies that present nudes should be censored.

(+) ERA should be added to the constitution.

(-) It would be a problem if women became
stronger.

(+) | am in sympathy with women's lib.

(-) It is silly for women to study too much.
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Modernity Value

Lifestyle Items Included in the Scale

LS.
Japan:
France:
Brazil:

WisS &s
Japan:

France:
Brazil:

Value for Urban Life

Bsrsie:
Japan:
France:
Brazil:
Nuclear Family
UaS.
Japan:
France:
Brazil:

Personal Efficacy
uLs

Japan:
France:
Brazil:
W&,

Japan:
France:

Brazil:

(=)
(-)
=)
(-)

(&)
(=)
(=)

=)

Women's place is at home.

Women should not have jobs outside.
Women's place is in the kitchen.
VWomen's place is at home.

Women are capable of combining their career with
marriage and children.

It is impossible for women to combine work and
marriage.

It is too hard when a mother works.

It is difficult to have a successful marriage when
the wife has a job.

A small town is the best place to live.
It is best to live in the province.
Life in the country is better.

If | could, I'd live on a ranch.

All couples should have at least one child.
Marriage without children is incomplete.

It is scandalous to get married and not want a
child.

People who avoid children are right.

| expect to be a top executive within the next 10
years.

| have a goal to accomplish within the next 5
years.

| hope to have a job with more responsibilities

in the future.

| have a splendid future.

My opinion on things does not count in today's
world.

My attitude doesn't count in today's world.
People like me can't influence what is happening
in today's world.

My opinion on things doesn't count in today's
world.
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the scale along with the alpha coefficient computed separately for each

country.

With regard to reliability coefficients presented in Table 2, an
important question to ask is what level of reliability can be regarded as
satisfactory. Nunnally (1967) provides us with a guideline (p. 226).
He argues that acceptable level of reliability depends on how a measure
is being used. In early stages of research (i.e., early development of
a measure of a construct), modest reliability in the range of .5 to .6

will suffice.

Another way of evaluating the reliability of coefficients reported
here is to investigate reliability assessment practices in the marketing
research literature. In a survey of 400 empirical research studies in
the area of consumer behavior reported in Journal of Consumer
Research, Journal of Marketing Research, Journal of Marketing,
Advances in Consumer Research, and American Marketing Association
Proceedings, Peter (1979) found reliability coefficients in the range of
.41 to .98 where a variety of techniques were used to assess reliability .
In the same survey, for research studies which used Cronbach's alpha
the range was .51 to 98. However, reliabilities reported for modernity
studies are generally higher. For example, Inkeles and Smith (1974, (815
89) reported reliability estimates using Kuder and Richardson's formula
in the range of .55 to .91 with the majority of estimates higher than
.70 for various modernity scales they developed in their study of six

developing countries.
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TABLE 2

SELECTED CHARACTERISTICS OF THE MEASURE
OF MODERN LIFE STYLES

Combined

Characteristics Sample U Japan Brazil France
Mean .05 <09 0.00 0.00 13
Variance 23.31 28.42 20.24 21P578 22.53
Standard

Deviation 4,82 5233 4,49 4,66 4.74
Average

Item-To-Scale

Correlations .21 .28 sili6 21 .20
Cronbach's Alpha <03 .63 Ly .49 52

Some additional comments with regard to interpretation of
Cronbach's alpha are in order. First, Carmines and Zeller (1979) have
shown that, in general, coefficient alpha "is a lower bound estimate of
the reliability of an unweighted scale of N items . . thus, the reliability
of a scale can never be lower than alpha even if items depart substan-
tially from being parallel measurements" (p. 45). In this sense, alpha
provides a conservative estimate of the internal consistency of a mea-
sure. Second, the value of alpha, to a large extent, depends on the
interitems correlations and the number of items in the scale. Specific-
ally,Carmines and Zeller found that as the average correlations among
items increases and as the number of items increase, the value of albha

increases.
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Third, Armer and Schnaiberg (1972) stated that "the internal
consistency reliability is an estimate of the extent to which a scale is
free from random variations among items or measurement errors" (p.
308). That is to say that in internal consistency reliability, it is
assumed that the scale is unidimensional and thus items should tend to
covary. Armer and Schnaiberg state further that, "To the extent that
the scale produces a high ratio of random variations (instead of
covariations) to total variations, reliability estimates are lowered" (p.
308). The point is that if a given scale is intended to include various
components of modernity rather than those items which measure the
general concept, correlations among items in the scale will be low which
reduces the reliability estimates. In sum, internal consistency reliabil-

ity has limitations as an estimate of reliability for heterogenous scales.

Finally, Rau (1978) emphasized that in the modernity literature a
crucial issue concerns the psychological integrity of overall modernity
construct, namely, whether modernity can be represented by a single
index.  Both reliability coefficients and item analysis rely on the
assumption that sample items included in a scale have been prede-
termined to be valid measures of the target domain. Therefore, without
a prior knowledge of construct validity, item analysis and reliability
produce reliable scales but it cannot establish unidimensionality or
conceptual homogeneity. Hence, according to Cronbach (1951), reliabil-
ity coefficients do not resolve the dimensionality issue since heteroge-
neous, factorially complex scales can still produce acceptable coeffi-

cients.
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D. Dimensionality of Modern Life Style

To purify the measure of modern life style, 18 life style items
which were thought to tap major values or dimensions of modernity
syndrome were subjected to an item analysis procedure to determine the
internal consistency of the items comprising the scale. Through suc-
cessive iterations 6 items were eliminated and the remaining 12 were
retained in the scale. The subsequent coefficient alpha computed for
the 12 item scale could not be increased by further elimination of items.
The coefficient alpha, as discussed earlier in the section on reliability,
and as stated by Churchill (1979), indicates to what extent all the items
in a measure are drawn from the domain of a single construct. How-
ever, it says very little about the dimensionality of the construct under
kinvestigation. Factor analysis was used to suggest the underlying
dimensions of the modern life style. Kim and Mueller (1978) have said,
"Factor analysis refers to a variety of statistical techniques whose
common objective is to represent a set of variables in terms of a smaller

number of hypothetical variables" (p. 9).

Before the results of factor analysis are presented, it must be
pointed out that some researchers have a tendency to perform a factor
analysis on the data before doing anything else in the hope of deter-
mining the number of dimensions underlying the construct. This seems
to be perfectly appropriate. But, as Churchill (1979) suggests, if
factor analysis is performed before a given scale is purified:

There seems to be a tendency to produce many more

dimensions than can be conceptually identified. This
effect is partly due to the 'garbage items' which do not
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have the common core but which do produce additional
dimensions in the factor analysis. (p. 69)

Thus, Churchill argues that coefficient alpha "absolutely should be the
first measure one calculates to assess the quality of the instrument" (p.
69). Only after a satisfactory coefficient is achieved through an itera-
tive procedure, then, can factor analysis be used to verify the

dimensions underlying the construct.

Following Churchill's (1979) suggestion, the "purified" 12-item
scale was subjected to a principal-axes factor analysis. Computation-
ally, principal axes factor analysis is very similar to principal-
components analysis. In principal-components, the first principal-
component accounts for the largest amount of total variance in the data.
The second component is defined in a similar way so as to maximize the

remaining variation and so on (Overall and Klett, 972 DS

The same principles hold true for a principal-axes factor analy-
sis. However, the difference between the two is one of emphasis.
Whereas, according to Overall and Klett (1972), principal-axes is fre-
quently performed on a correlation matrix with estimates of communality
in the principal diagonal, principal-components analysis requires total
variations (i.e., the principal diagonal of the correlation matrix consist
of unity). The relevance of this method of factoring to verify the
dimensionality of the modern life style lies in the fact that, if indeed a
single underlying dimension exists, this would be reflected in a power-
ful first factor. Specifically, according to Carmines and Zeller's

(1979), tests for dimensionality are based on the following criteria:
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1. The first factor should explain a large proportion of the
variance in the data.

2. Subsequent factors should explain fairly equal proportions of
the remaining variance except for a gradual decrease.

3. All or most of the items should have substantial loadings on
the first factor.

4. All or most of the items should have higher loadings on the

first factor than on subsequent components. (p. 60)

Two questions must be raised concerning the above criteria.
First, what proportion of the variance is large enough to satisfy the
criterion number one above? Second, what "high" loading can be
regarded as substantial to meet the criterion number three. There
seems to be no clear cut answers to these questions. It all depends on
the topic and preference of the researcher. Carmines and Zeller (1979)
suggest a minimum of 40 percent of the variance should be explained by
the first component to conclude that criterion one is met. On the other
hand, a review of modernity literature such as Portes (1973) indicates
that a percentage as low as 22 percent has been regarded as a "sizable
contribution" of the first component (p. 21). In fac‘t, a major study of
modernity values by Kahl (1968) in Mexico and Brazil reports proportion
of the variance accounted for by the first factor to be 23 percent and
27 percent, respectively. There seems to be more agreement on the
question of the size of the loading on the first component. Most
researchers have adopted a cutting point of .3 with loadings above this
figure regarded as acceptable (Carmines and Zeller, 1979:; Portes,

119781
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The result of principal component with a varimax rotation is
presented in Table 3. For the purpose of interpretation, a more strin-
gent criterion for factor loadings was chosen. Namely, variables with
loading of .40 and higher were regarded as having "substantial loading
on a given factor. This is believed by Kerlinger (1973) to result in
exclusion of "weak" variables and therefore produce a clearer picture of
the factor structure. In fact, many researchers do not bother with

loadings less than .40 at all (p. 662).

Table 3 shows the rotated factor matrix for the combined sample.
As can be seen from the table, the first factor is labeled Democratic
Orientation since the item with the highest loading on this factor is
negative attitude toward censorship of media (.53). Note also, that
this dimension is closely linked with positive attitude toward outside
women's work (.48) and negative attitude toward old-fashioned tastes

and habits (.41).

The second factor is labeled Women Role Factor, since it is
uniquely defined by three items: belief that women are capable of
combining career with family (.62); positive attitude toward outside
women's work (.51); and positive attitude toward women's liberation

movement (.42).

The third factor is defined by two items: preference for new
styles (.60), and occupational aspiration (.50). Taken together, these
two items seem to reflect the individual's propensity to change and,
therefore, is labeled as Change Factor. Finally, the last factor is
defined by only one item: preference for urban living environment

(.48) and so it is labeled as Urban Orientation.



TABLE 3

VARIMAX ROTATED FACTOR MATRIX OF MODERN LIFE STYLE ITEMS
(COMBINED SAMPLE)

Demo-

cratic Women Urban

Orien- Role Change Orien-

tation Factor Factor tation
Variable | 11 11 v
Novelty .29 .25 .04 .09
Urban Living .06 .06 .01 .ug?
Nuclear Family =37, .16 .06 14
Home Orientation . 36 eulhl =.01 S22
Censorship of Media .53° .13 .18 .02
Women's Liberation 14 .423 e ot
Human Efficacy .02 .08 L1 222
Women's Ability .16 1622 .06 .14
Outside Women's Work .48 S .02 -.01
Occupational Aspirations <19 .00 .50° =203
Fashion Orientation D7, .16 .60° .14
Old-fashioned Taste Wie .07 522 .01

@Factor defining items, loading greater than or equal to .40.
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Each country data was also subject to a principal component with
varimax rotations in order to compare the factorial structure of the
modern life style in the four countries. These are not presented here
due to space limitations (See Appendix C). But it is useful to compare
the overall structure and relative importance of each factor in the
overall life style pattern of each country as well as in the combined

sample. This can be accomplished by examining Table 4.

In all four countries as well as the combined sample, the basic
pattern of modern life style appears to center around attitude toward
the women's role in society. The fundamental differentiating dimension
among respondents seems to be rejection or acceptance of women's
traditional role (i.e., home-centered activities). The two variables that
consistently emerged with high loadings on this dimension were: (1)
belief that women are capable of combining career and family, and
(2)positive attitude toward outside women's work. This dimension is
also linked with positive attitude toward the women's liberation move-
ment, but the relationship does not appear to be as strong as the first

two variables.

A second fundamental pattern that appears to be common across
all four countries is the Change Factor. This dimension is closely
linked with three variables: preference for novelty, occupational
aspirations, and preference for new styles and fashions. A close
examination of loadings reported in Appendix C reveal that propensity
to change is manifested with slightly different emphasis placed in the

above mentioned variables. For example, the change factor is closely



71

*94N1doNJls J03dey By} ul 9buswa jou piIp Joldey
‘9dueldeA paule|dXd ¢ JO SwJs) Ul J01dey Jo ddurjdodwi Jo ._m_ncom

x x x x (%01) uoneIULLIQ UeqUn
x (301) 4 x x & Aoeousa
(311) € = X X X uolyse
x x AL & x x awoy
(32c) ¢ X X (3s1) € X Allweq Jesjony
X (%hS) 1 X nx 2€9) 1 UOI1BIUBIIQ D13RJD0WA(
(st1) € (3h1) € (822) (319) 1 (8LL) € abueyn
(2€8) 1 (891) ¢ (391) 1L (3€2) ¢ (391) ¢ 9|0y s, uswopm
9oueJ l1zeag ueder %S ojdweg J0310e 4
pauiquio)

eSASATVYHY SIXV TTVdIONIYd IAIL
dHL NI Qm_n:‘_.zmo_ SNOISNIWIA FTALS 3417 YOrvw IJHL

i 31dVL



72
linked to occupational aspiration and preference for new styles in the
U.S., whereas in Japan this factor is mostly associated with a prefer-
ence for novelty and for new styles and fashions. Overall, though, the
women role factor coupled with the change factor constitute the most

common pattern of the modern life styles in all four countries studied.

A less common dimension is the Nuclear Family Factor. As can
be seen from Appendix C, this factor emerged only in France and the
United States and is characterized by a close link with positive attitude
toward nuclear family. The fact that Japanese and Brazilian
respondents could not be differentiated on this dimension might be an
indication that the extended notion of the family is still prevalent in

these two countries.

Table 4 also shows that a number of unique dimensions emerged
in individual country analyses. For example, the Democratic Orientation
Factor emerged only in Brazil. This factor is characterized by a nega-
tive attitude toward censorship of media. It is also closely related to
negative attitude toward home orientation and old-fashioned tastes and
habits. It is tempting to argue that in most democratic societies cen-
sorship of media is rejected as a rule rather than the exception and
thus in societies where censorship has been the rule, adherence to
freedom of media from censorship becomes a strong differentiating
element among individual members of the society. The case of Brazil

might well be such a case.

Another unique dimension is the Home Factor in Japan. Again,

one might argue that in Japan where home orientation still appears to
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be strong and prevalent, rejection of home orientation becomes a distin-

guished dimension among Japanese.

Other unique factors that emerged are the Fashion Factor
(France) and Human Efficacy (Brazil). These two dimensions exemplify
the fact that modern life style appears to take varying emphasis and

meaning in these two countries.

E. Modern/Traditional Life Style Groups

In order to fulfill the purpose of this dissertation, the life style
measure as constructed in this study was used to classify all respon-
dents regardless of their national identity into modern and traditional
groups. More specifically, an average life style score was computed as
follows: (a) each respondent's score on every item in the measure was
standardized within a given country; (2) a total life style score was
computed by summing respondent's scores on all items; (3) an average
life style score was then computed by dividing the total score by the
number of items in the measure. In order to insure maximum variability
it was decided that only those respondents who were most modern in
their life style pattern (i.e., those who responded to all or most of the
items in a modern way) should be classified as modern and those who
responded to all or most of the items in a traditional way should be
classified as traditionals. This resulted in classifying the top 20
percent of respondents in the modern group and the bottom 20 percent
in the traditional group. These groups will be used as a basis to
compare consumption patterns across modern-traditional dimensions in

the following chapter on analysis.
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CHAPTER 4
ANALYSIS

To present the result of the analysis, this chapter has been
divided into two parts. In the first part, the demographic profile of
modern and traditional groups will be presented. The second part

consists of the tests of hypotheses.

A. Demographic Profile

In order to develop a demographic profile of the modern and tradi-
tional groups, frequencies and distributions were generated. The
demographic variables involved are: education, age, occupation, and
income. To insure comparability of results, these variables, with the
exception of the occupation variable,1 were transformed into dichoto-
mous variables using median as the cutting point, separately for each
country. Respondents falling below median received a score of zero
and constituted the "low" group and those above median received a
score of one and, thus, constituted the "high" group on a given demo-
graphic variable. This procedure takes into account difference in the
level of économic development, partly reflected in differences along
demographic variables, between the four countries in this study.
Therefore, the low/high dichotomization is defined within a given

country with respect to a point which puts half of the country sample

1 3 : T 3

Occupation variable was originally dichotomous where a blue collar
occupation received a score of zero and a white collar occupation a
score of one.
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on the low side and half on the high side. It is obvious that account-
ing for the level of economic development as reflected in the level
demographic variables reduces the strict comparability of demographic
variables scores from one country to another. Reviewing the profiles
generated (Table 5), it can be observed that more than two-thirds of
the moderns (67%) score "high" on education, whereas less than one-
fourth of the traditionals (23%) demonstrate "high" score on education.
Agewise, moderns are younger with only 14% scoring high on age
variables, while traditionals are considerably older with 72% scoring

"high" on age variable.

With regard to occupation, 77 percent of moderns claim to have
"white collar" occupations as opposed to 63 percent of traditions
claiming such occupations. Of those who are classified as modern by
our measure of modern life style 53 percent exhibit "high" incomes as

compared with 42 percent for the traditional group.

B. Tests of Hypotheses

A screening of questionnaires as described in the previous
chapter, revealed that there were 10 consumption variables common
across the four countries: (1) stereo equipment, (2) television set, (3)
soft drinks, (4) fruit juice, (5) alcoholic beverage, (6) washing
machine, (7) refrigerator, (8) car, (9) bank account, either checking
or saving, and (10) deodorant. These variables are dichotomous
variables where a zero indicates non-use/non-ownership and a score of

one means that a given item is used/owned by the respondent.
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DEMOGRAPHIC PROFILE OF MODERN AND TRADITIOMAL

EIEE"SIFY FERGROUPS

Demographic Moderns Traditionals
Variables (percent) (percent)
INCOME

High 53 42

Low 47 58
AGE

High 14 72

Low 86 28
EDUCATION

High 67 23

Low 23 67
OCCUPATION

White Collar 77 63

Blue Collar 23 37




Tl
1. Hypothesis |
The first hypothesis to be tested stated that "moderns and

traditionals will differ significantly with regard to their consumption

pattern across several product categories." The T-test was used to

test this hypothesis. The test of significance was based on the two-
tailed probability. Only those consumption variables with a two-tailed
probability equal to .000 were regarded as significant. The result of

the T-test is presented in Table 6.

As can be seen from Table 6, six consumption variables proved
to be significant in differentiating between modern and traditional
groups. Modern and traditional groups as measured by the scale of
modern life style developed in this study are significantly different with
regard to use/ownership of stereo equipment, soft drink, fruit juice,

alcoholic beverage, car, and deodorant.

The result of the T-test reported in Table 6 is consistent with
findings of past research in the area of consumer behavior. For
instance, in a study of environmental impacts of modernizing consump-
tion styles, Uusitalo (1982) suggested that one aspect of modernizing
consumption is reflected in decreasing home production of products and
services. Uusitalo specifically suggested that high household budget
shares for items such as alcoholic beverages and preprocessed foods
seem to differentiate modern households from traditional home production

oriented households spending a high budget share for food items such

as flour and grain used in the home production of food. As can be
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TABLE 6

T-TEST, CONSUMPTION VARIABLES:
MODERN/TRADITIONAL

2=hail
Consumption Proba-
Variable Groups Mean T-Value bility
1. Stereo Traditional .22 =6.03 .000
Equipment* Modern .42
2ianilV. Traditional .84 =05 .960
Modern .84
3. Soft Drinks* Traditional .66 =5/890 .000
Modern .83
45 YEruit Traditional 11512 -5.64 .000
Juice* Modern .69
5. Alcoholic Traditional 238 =3°66 .000
Beverages* Modern .49
6. Washing Traditional .70 .62 $538
Machine Modern .68
7. Refrigerator Traditional .88 .94 . 347
Modern .86
SamCans Traditional .59 -4,98 .000
Modern .74
9. Bank Traditional .76 ~. 49 .621
Account Modern 71
10. Deodorant* Traditional .50 =5%50 .000
Modern .68

*Item is significant in differentiating between modern and traditional
groups.
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seen in Table 6, three products (soft drink, fruit juice, and alcoholic
beverages) seem to reflect a decreasing home production of products as
suggested by Uusitalo (1982) and thus they significantly differentiate

between modern and traditional groups.

A second aspect of modernizing consumption identified by
Uusitalo (1982) represents a tendency to»buy time-saving product; and
_more frequent use of one's own car. The fact that modern and tradi-
tional groups are sighificantly different with regard to car ownership in
this study might well reflect this aspect of a modern consumption
pattern. What appears to be inconsistent with this argument, however,
is the ownership pattern of washing machine as a time-saving device
and two additional items, TV and refrigerator. This inconsistency may
be explained by noting that these products are highly diffused in the
samples represented in this study as evident from means reported in
Table 6 and hence they fail to differentiate between modern and tradi-
tional groups. This is not unusual as these products represent the
dominant consumption pattern, i.e., they are widely used, in indus-
trialized countries. Therefore, consumers of these products came from
both modern and traditional groups. Furthermore, a similar finding is
reported in at least one study by Clarke and Soutar (1982) with regard

to ownership patterns of refrigerators in Australia and the U.S.

Moderns and traditionals were also found to be significantly
different with regard to deodorant use as reported in Table 6. This is

somewhat consistent with findings of a study in the area of lifestyles.
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Cosmas (1982) found a relationship between several lifestyle groups and

consumption of personal care products. The description of these lifey

style groups identified by Cosmas highly resembles the descriptions of
the moderns in this study. For example, Cosmas suggests that

Actives--those who place emphasis on meeting people, going places, and

so on--and Sophisticates--those who emphasize social and external

events in their environment--were characterized by consumption of

personal care products. The qualities attributed to these lifestyle
groups are highly similar to qualities defined for the modern group as
discussed earlier. Finally, with regard to ownership and use patterns
of stereo equipment and bank account, no parallel study was found in

the literature of consumer behavior.

The first hypothesis is supported as modern and traditional
groups tend to be significantly different in six out of ten consumption
variables. Without further evidence, however, it is difficult to
attribute the differences found to modern life style influences. Spe-
cifically, one might argue that these differences are partly due to
cultural and national characteristics rather than life style influences per
se. Therefore, we take the analysis one step further to test the

second hypothesis.

2. Hypothesis I

The second hypothesis stated that "the modern-traditional life

style contrast will account for more variance in consumption behavior

than the national contrast." An appropriate method for performing this

analysis is an analysis of variance design.

\
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Dependent Variables

The dependent variables in this analysis consist of the six
consumption variables that were significant in differentiating between
modern and traditional groups as discussed above. Each of these
variables were used as a dependent variable in separate analysis of

variance designs with independent variables as described below.

Independent Variables

The first independent variable is the nominal level variable life
style at two levels: modern versus traditional. The second independ-
ent variable is the country variable at four levels: United States,
Japan, france, and Brazil. Although the data are in essence dichoto-
mous (users versus non-users/owners versus non-owners), ANOVA is
an adequate analytical technique. The work of Collier (1965) as dis-
cussed by Pressley and Tullar (1977, p. 109) suggest that the use of
such data entails only a minimal loss of power in the analysis of

variance.

The analysis consisted of six 4 x 2 factorial fixed-effect designs.
This design resulted in unequal cell sizes which indicates that the two
explanatory variables (i.e., modern life style and country) themselves
are related. Under such conditions, Iversen and Norpoth (1976)
suggest that it is more difficult to investigate the effects of
independent variables on the dependent variable. This is because a
given independent variable influences the dependent variable in two

ways. First, it influences the dependent variable directly and second,
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it influences the dependent variable indirectly through the other inde-

pendent variable.

The number of observations in the various cells differ in this
study as shown in Table 7. Since neither the cell entries nor the per-
centages for the two life style levels are equal in the four countries,
the two explanatory variables may well be correlated. In order to
determine whether the observed differences in cell sizes amount to a
statistically significant difference, a Chi-square test was performed.
The data in Table 7 gave a Chi- square value of 10.52, which is
significant at .05 level with three degrees of freedom. Therefore, the

two explanatory variables are correlated.

RABICEST

NUMBER OF OBSERVATICNS IN EACH CELL
AND ROW PERCENTAGES

Wlsic Japan France Brazil Total
Traditional 193 190 105 38 526

(38.7%) (36.1%) (20.0%) (7.2%) (100%)
Modern 207 134 118 42 501

(41.3%) (26.7%) (23.6%) (8.43) (100%)
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One way to analyze this data, given the conditions of this
study, is to perform the analysis in two steps as suggested by lverson
and Norpoth (1977, pp. 62-3). In the first step, one of the independ-
ent variables, life style, is introduced into the analysis and then the
second independent variable, country, is entered after life style has
been allowed to explain as much of the total sum of squares as it can.
The sum of squares for interaction will be found after adjusting for the
independent variables. In the second step, we turn the analysis
around and let the country variable enter first and then allow the life
style variable to explain as much as it can of the remaining variation.

The sum of squares for interaction will be found as before.

Since country and life style are correlated, the results of the
two steps are expected to be different. By entering the country vari-
able after the life style variable, we get an estimate of the effect of
national differences on the dependent variables (in this case, various
consumption variables) which would be observable if the four countries
were equal in life style. By the same logic, when the life style
variable is introduced after the country variable, we get an estimate of
the effect of life style on the dependent variable with country variable
held constant. Furthermore, by examining various sums of squares
obtained in the two steps discussed above, we get an estimate of the
part of sum of square that is shared by the two independent variables.

We now turn to the results obtained from this analysis.
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Table 8 shows consumption patterns in various product categor-

ies by life style and country. The numbers included in Table 8 repre-
sent percentage of users in each group. As can be seen from the
table, a fairly substantial difference exists between various groups both
across countries and modern traditional groups. To determine if these
differences are significant, we turn to analysis of variance tables for

each product category.

Table 9 shows the result of the two-step analysis of variance for
deodorant. As can be seen from the table, life style and country both
have significant effects on the dependent variable. When life style is
introduced first, the F-ratio is as large as 48.44 which is significant at
the .001 level. But when the life style variable is left to pick up after
the country variable, the sum of squares drops from 7.16 to 4.49 and
the corresponding F-value drops to 30.39 which is still significant at
the .001 level. Table 9 also shows that when the country variable is
introduced first, its sum of squares amounts to 91.36, but when the
country variable is entered after the life style variable, its sum of
squares drops to 88.69 with a corresponding F-value of 199.80. As
pointed out earlier, by entering the country variable after life style,
one gets an estimate of the effect of national differences on use of
deodorant which would be observable if the four countries were equal in
their modern life style. When the levels of country variable is held
constant, the direct effect of life style on the use of deodorant is
reduced greatly, but it is not eliminated. In both cases, the reduction

in the sum of squares from when the variable is entered first to when



TABLE 8

PERCENTAGE OF USERS IN EACH PRODUCT CATEGORY
BY MODERN LIFE STYLE AND COUNTRY

Category/
Country Traditional Modern Means
Deodorant
U.Ss. .89 .94 .91
Japan .18 839 .27,
France w23 41 w38
Brazil 71 .88 .80
Means 250 7 .58
Stereo Equipment
Ufeicis .90 .83 485
Japan .16 .28 <21
France .14 25 220
Brazil .16 450 .34
Means .22 .42 232
Car

(Wjpsce o577 .86 W2
Japan 253 353 <93
France a8 .85 .83
Brazil 2ol .45 .

Means 5.9 .74 .66




Table 8 Continued
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Category/
Country Traditional Modern Means
Soft Drinks
UsiSs .76 .88 .8
Japan .81 .90 <85
France 921 .61 .42
Brazil .74 <33 .84
Means 467 988 75
Fruit Juice
ESS? .41 .54 .u8
Japan .70 .88 < 7%
France .48 .87 .68
Brazil 29 .40 435
Means 252 .70 .61
Alcoholic Beverages
us s, 19 +33 =26
Japan 455 .63 59
France W41 .63 259
Brazil .26 .45 =36
Means .38 .49 .43




IABIEER9

ANALYSIS OF VARIANCE OF DEODORANT

Source of Sum of Degree of Signif-
Variation Squares Freedom F-Ratio icance
Modern

Life Style 758 16] 1 48,44 .001
Country After

Modern

Life Style 88.69 8 199.80 .001
Interaction 18432 3 2397, .031
Residual 147.08 994

Total 244 .27 1001

Country 81.36 3 205.82 .001
Life Style After

Country 4.49 1 30.39 .001
Interaction 1282 3 2897 039
Residual 147.08 994

Total 244,27 1001

E2 (Modern Life Style) = .03, E2 (Country) = .37, R = .39
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it is entered second equals 2.67. This is the part of sum of squares

that is shared by the country variable and life style variable.

Furthermore, Table 9 shows the interaction of country and life
style to be significant at .031 level. This means that life style has
greater influence on deodorant usage in some countries and less
influence in some others. Specifically, the percentage of deodorant
users in modern groups in Japan and France is substantially higher
than traditional groups (almost double) in these countries; whereas,
the difference between modern and traditional groups in terms of

percentage of deodorant users in the U.S. and Brazil is not as great.

When all the effects are taken together, the overall R% amounts
to .39 which indicates the percentage of variance accounted for by the
independent variables. It is also obvious from Table 9 that most of the
39 percent variance explained is due to the country variable rather
than the life style variable. The relationship between the country
variable and deodorant usage is not only significant but also strong
since E2 (Country) = .37 as compared with £ (Life Style) = .03 which
indicates a weak relationship between the life style variable and

deodorant usage.

Table 10 presents the results of analysis of variance of stereo
equipment. In this case, as can be seen from the table, both main
effects are significant at the .001 level while the interaction effect is

significant at the .013 level. As before when the life style variable is



TABIEET10

ANALYSIS OF VARIANCE OF STEREO EQUIPMENT

Source of Sum of Degree of Signif-
Variation Squares Freedom F-Ratio icance
Modern

Life Style 7.57 1 46,87 .001
Country After

Modern

Life Style 331182 3 69.76 .001
Interaction 11576 3 3.63 .013
Residual {11829 732 .16

Total 161.45 739 2

Country 38191 3 80.27 .001
Modern Life

Style After

Country 2.48 1 15235 .001
Interaction 1.76 3 3.63 .08
Residual 111875529 732 .16

Total 161.45 739 %)

E2 (Modern Life Style) = .05, E> (Country) = .28, R%® = .26
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allowed to enter after the country variable, its sum of squares is
reduced. The reduction in the life style sum of squares from when it
is introduced first is more severe in this case than the deodorant case.
As the numbers in Table 10 indicate, the life style sum of squares is
reduced from 7.57 to 2.48, a two-thirds reduction. The difference
between the two sum of squares, as discussed before, is the part of
sum of squares that is shared by both independent variables. It
appears that the life style syndrome has a far greater influence on
ownership of stereo equipment in Brazil than in other countries. The
independent variables taken together account for 262 of variation in the
data. It is also obvious that the country variable explains much of the
variations and is more strongly related to ownership of stereo equipment

than the life style variable.

Table 11 presents the results of analysis of variance for automo-
bile ownership. Again, life style and country variables influence car
ownership significantly. The interaction of country and life style is
also significant at .001 level. The life style variable is less affected
when it is entered second after the country variable meaning that a
smaller part of sum of squares is shared by the two independent vari-
ables compared to previous cases. The presence of a significant inter-
action effect indicates that life style has differential impact on car
ownership depending on what country one lives in. Examining the
means reported in Table 8 reveals that it makes a greater difference for
car ownership when one belongs to traditional versus modern group in

the United States than in other countries included in this study.



TABLE 11

ANALYSIS OF VARIANCE OF CAR

Source of Sum of Degree of Signif-
Variation Squares Freedom F-Ratio icance
Modern

Life Style 5.41 1 27523 .001
Country After

Modern

Life Style 16.45 3 2.7 .58 .001
Interaction 4.09 3 6.86 .001
Residual 195.58 984 19

Total 221.54 991 122

Country 17557 8 29.48 .001
Modern Life

Style After

Country 4,28 1 2115, 55 .001
Interaction 4,09 3 6.86 .001
Residual 119558 984 )

Total 221.54 99i 022

E2 (Modern Life Style) = .02, E2 (ICoUintry,) H="¥08, SREM=CH10
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study. Apparently, the independent variables account for only 10
percent of the variation in the data. But, the country variable is still

responsible for much of the variation explained.

The results of analysis of variance of soft drinks are reported in
Table 12. As in the previous case, both main and interaction effects
are significant at the .001 level. It appears that life style has greater
influence on consumption of soft drinks in France (quite substantial)
and Brazil than in the U.S. and Japan (see means reported in Table
12. The overall R2 = .19. Again most of the 19 percent variance

explained is due to the country variable rather than the life style

variable.

When the fruit juice variable was analyzed, the results shown in
Table 13 were obtained. This case is very similar to previous case
where both main effects and the interaction effects are significant.
Modern Life Style's influence is greatest in France than in Japan, U.S.,
and Brazil. The overall Rzis .13 with the country variable explaining

most of the variation in the data.

Finally, Table 14 reports the results of analysis of variance of
alcoholic beverages. In this case, main effects are significant at the
.001 level, while the interaction effect is not significant. The
independent variables apparently do not account for much of the vari-
ance in the consumption of alcoholic beverages, as evidence by a rela-

tively small RZ. But, again, most of the 10 percent variance



TABLE 12
ANALYSIS OF VARIANCE OF SOFT DRINKS

Source of Sum of Degree of Signif-
Variation Squares Freedom F-Ratio icance
Modern

Life Style 6.38 L 42,42 .001
Country After

Modern

Life Style 30.06 3 66.59 .001
Interaction 3.68 3 8.15 .001
Residual 148.53 987 15

Total 188.66 994 o1

Country 28.85 3 63.91 .001
Modern Life

Style After

Country 759 1l 50.48 .001
Interaction 3.68 3 8.15 .001
Residual 148.53 987 + 15

Total 188.66 994 19

E? (Modern Life Style) = .03, EZ (Country) = .15, R2 = .19



TABIE 13

ANALYSIS OF VARIANCE OF FRUIT JUICE
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Source of Sum of Degree of Signif-
Variation Squares Freedom F-Ratio icance
Modern

Life Style 7:36 1 35.80 .001
Country After

Modern

Life Style 23,61 3 38.27 .001
Interaction 2569 g 4.36 .005
Residual k)7 871 <20

Total 233.38 978 23

Country 20.94 3 33.94 .001
Modern Life

Style After

Country 10.03 1 48.80 . 001
Interaction 2:.69 B 4.36 .005
Residual 199.70 971 .20

Total 233.38 978 23

2 : o 2 2

E® (Modern Life Style) = .03, E° (Country) = .09, R = .13



TABLE 14

ANALYSIS OF VARIANCE OF ALCOHOLIC BEVERAGES
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Source of Sum of Degree of Signif-
Variation Squares Freedom F-Ratio icance
Modern

Life Style 3.25 1 14,71 .001
Country After

Modern

Life Style 22.15 B! 33539 .001
Interaction 263 3 <95 NS
Residual 218.26 987 922

Total 244,30 994 .24

Country 20. 4y 3 30.82 .001
Modern Life

Style After

Country 4.96 1 22.43 .001
Interaction .63 3 295 NS,
Residual 218.26 987 +22

Total 244,30 994 .24

E2 (Modern Life Style) = .01, E? (Country) = .09, R2 = .10
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explained is due to the country variable rather than the life style

variable.

Overall, it appears that the second hypothesis cannot be sup-
ported by the data. It is evident from the analysis just performed that
the life style effect is significant, but the effect is not strong enough
to wipe out the national and cultural influences which continue to exert

a significant and strong influence on consumption patterns.

3. Hypothesis Ill

The fact that the modern life style measure accounts for a small
percentage of explained variance could well be due to measurement
error. But, even if we assume that the life style scale is free from
measurement error, such a poor performance is not very unusual.
Other widely used measures of consumer behavior such as personality
measures have not really done much better. For example, in his review
of buyer behavior, Sheth (1967) revealed that correlations of person-
ality traits with consumption behavior tend to be fairly low. But this
is quite natural as Sheth (1974b) suggests: "No single viewpoint is
really enough to fully and adequately describe, explain and predict
complex consumer behavior" (p. 8). While lifestyles have done slightly
better, Sheth (1974c) argues that "the results are not worth bragging

about" (p. 11).

The third hypothesis stated that "life style variables better

explain ‘value-bound consumption patterns than demographic variables.

Similarly, demographic variables better explain consumption patterns of
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products that are considered as necessities." Stepwise discriminant

analysis was used to test this hypothesis. One common source of misin-
terpretation of discriminant analysis has to do with the way classifi-
cation tables are constructed. Frank, Massy, and Morrison (1965);
Morrison (1969); and Crask and Perreault (1977) have discussed in
detail the potential sources of bias that can occur as a result of using
all observations to derive the discriminant functions and then using
these functions to classify the same observations. Therefore, to avoid
this probiem, the original sample was randomly split into two sub-
samples. One subsample was used to generate the coefficients and then
these were used to predict group membership for each observations in
the "holdout" subsample. Separate analyses were performed as follows:
(1) life style variables as discriminating variables, and (2) demographic
variables as discriminating variables. In what follows the results of

each discriminant analysis will be discussed.

Life Style Variables

In the first analysis, the 12 items that were selected to compute
a modern life style score were used in six stepwise discriminant analy-
ses to explain and predict consumption patterns in the six product
categories included in this study. Table 15 reveals that the three most
consistent variables entering into each analysis were novelty, women's
lib, and old-fashioned tastes and habits. Between these three vari-
ables, novelty has the highest coefficient in three out of six analyses
(see Appendix D). In the deodorant analysis, the coefficient was as

high as .78; in stereo equipment analysis as high as .74; and in
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alcoholic beverage analysis as high as .70. This indicates that novelty
is the most discriminating variable among users and non-users of these
product categories. In the soft drink analysis, the highest coefficient
belongs to fashion orientation (.55) which suggests that this variable
better discriminates between users and non-users of soft drinks than
other variables included in the analysis. Likewise, in fruit juice and
car analyses, women's lib and outside women's work had the highest

coefficients, respectively.

In the six classification procedures of the discriminant analyses
using life style variables as discriminating variables, the prediction
rates went as high as 71 percent in the case of soft drinks and as low
as 53 percent in the case of fruit juice (Figure 2). The generally
moderate prediction rates reported in Figure 2 suggest that life style
variables do not predict very accurately due to a weak explanatory

power.

Demographic Variables

Four demographic variables (e.g., income, education, age, and
occupation) served as discriminating variables in a second set of
stepwise discriminant analyses. Reviewing Table 16 reveals that the
most dominant discriminating variables in stereo equipment analysis were
income and education with coefficients of .67 and .63, respectively (see
Appendix E). In soft drink analysis, the most dominant variable is age

with a coefficient as high as .80. Two other variables (e.g.,
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STEREO ALCOHOLIC BEVERAGE
Predicted Predicted
Actual 1F 2 Actual i
i 384 137 521 al 357 290 647
73.7% 26.3% 35.2% 44.8%
72 74 139 213 2 195 303 498
34.7% 65.3% 39.2% 60.8%
£f ob 2119 270 3 20 10 4.7
18.9% 81.1% 66.7% 33.3%
71% Correctly Classified 58% Correctly Classified
SOFT_DRINKS CAR
Predicted Predicted
Actual it 2 Actual 17 2,
A4 157 62 219 1 238 147 385
71.7% 28.3% 61.8% 38.2%
2 303 442 745 2 281 480 761
40.1% 59.3% 36.9% 63.1%
3 22 i 29 3 34 11 45
75.9% 24.1% 75.6% 24.4%
62% Correctly Classified 63% Correctly Classified
FRUIT JUICE DEODORANT
Predicted Predicted
Actual 1 2 Actual 1
Jt 217 195 412 18 291 123 414
52.7% 47.3% 70.3% 29.7%
2 338 393 7318 2 169 391 560
46.2% 53.8% 30,2 69.8%
S 17 31 48 3; 19 1130
35.3% 64.7% 63.3% 36.7%
53% Correctly Classified 70% Correctly Classified

a,
bNon-users/Non-owners
Users/Owners
Ungrouped Cases

Figure 2. Life Style variables: classification results.
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occupation and income) contributed to the discriminant function but to a
lesser extent as evidenced from their coefficients. While age is the
most important discriminating variable in fruit juice analysis with a
coefficient as high as .83, the occupation variable does enter into the
analysis and has a coefficient of .55. Education and occupation vari-
ables are the most important demographic characteristic discriminating
between users and non-users of alcoholic beverages. Their coefficients
of .67 and .62 indicate that they make almost equal contributions to the
discriminant function. Car owners are distinguished from non-owners
by their educational background .74 and to a lesser extent by their
occupation .55. Finally, users of deodorant are discriminated from
non-users by their income (.73), age (.61) and to some extent by their
occupation (.39). A review of Figure 3 indicates that when demo-
graphic variables were used as discriminating variables, prediction rates
went as high as 63 percent in the case of soft drinks, but seemed to

center around 55 on the average.

The last step in the analysis consisted of a comparison of clas-
sification results obtained from the two sets of discriminant analyses.

These are shown in Table 17.

As can be seen from Table 17, in stereo equipment analysis, the
highest prediction rate (71%) obtained is when life style variables are
used as discriminating variables which is an improvement, though not
substantial, over prediction rate of 59% when demographics are used as

discriminating variables.



STEREQ
Predicted
Actual 1
12 306 211
59.2% 40.8%
2P 90 129
41.1% 58.9%
3¢ il 154
46.0% 54.,0%

59% Correctly Classified

SOFT DRINKS
Predicted
Actual 1
1 123 82
60.0% 40.0%
2 221 403
35.4% 64.6%
3 14 5
73.7% 26.3%

63% Correctly Classified

FRUIT JUICE
Predicted
Actual il
1 126 148
46.0% 54.0%
2 183 354
33.8% 66.2%
3 20 I
62.5% 37.5%

2Non

59% Correctly Classified

-users/Non-owners

Users/Owners
Ungrouped Cases

Figure 3.
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219

285

205

624

19

274

542

32

Demographic Variables:

ALCOHOLIC BEVERAGE

Predicted
Actual i

1 15748 268 439
39.0% 61.0%

2 146 246 392
37.2% 62.8%

<) 12 5 17
70.6% 29.4%

50% Correctly Classified

CAR
Predicted
Actual 1 2
1i 241 125 306
65.8% 34.2%
2 427 348 775
55.1% 44.,9%
3 38 7 45
84 4% 15.6%
52% Correctly Classified
DEODORANT
Predicted
Actual 1 2
1 338 96 429
77.6% 22.4%
2 379 Tl 550
68.9 31.1%
3 22 4
84.6% 15.4%

51% Correctly Classified

Classification Results.
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TABEE ST

COMPARISON OF PREDICTION RATES OF
CLASSIFICATION PROCEDURES
(% Correctly Classified)

Product Life Style Demographic
Category Variables Variables
Stereo 71 59

Soft Drink 62 63
Fruit Juice 53 59
Alcoholic Beverage 58 50

Cdr 63 52

Deodorant 70 51
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In soft drink analysis, the predictive power of both life style
and demographic variables is almost identical with 62% and 63%, respec-

tively.

Demographic variables do slightly better than life style variables
in prediction fruit juice consumption, but the difference between the
prediction rates cannot be considered substantial. This argument can
be applied to analysis of alcoholic beverages as evident from prediction

rates shown in Table 17.

In car analysis, life style variables do better than demographics
with 63% and 52%, respectively. A more noticeable difference is found
when the prediction rates of deodorant analysis are observed. Life
style variables more accurately discriminate between users and non-
users of deodorant with a prediction rate of 70 percent. This is a
major improvement over a prediction rate of 51 percent when demo-

graphic variables are used as discriminating variables.

In general, the prediction rates obtained from the discriminant
analyses are low to moderate indicating that neither set of discrimi-
nating variables are able to accurately discriminate between users and
non-users of various product categories. Life style variables do better
than demographic variables in predicting consumption patterns with
regard to stereo equipment, alcoholic beverages, car and deodorant
whereas in soft drink and fruit juice analyses, life style variables seem
to perform as well as demographics. These findings provide partial

support for hypothesis |ll as they indicate that consumption of value-
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bound products is influenced by life style patterns to a greater extent
than the demographic variables. As an example, consumption of
deodorant is believed to be heavily influenced by the notion of social

desirability and acceptance rather than standard demographic variables.

Another product category in which life style variables exert
greater influence than demographic variables is car ownership. As
pointed out earlier, car as a time saving device represents a

modernizing aspect of consumption behavior.



CHAPTER 5
DISCUSSION AND IMPLICATIONS FOR
FUTURE RESEARCH

A. Discussion

The ever-increasing involvement of multinational corporations
(NMCs) in overseas operations has stimulated an interest and a need for
marketing research in foreign markets. The basic question faced by
multinational marketers is what should be the nature of marketing

research in overseas markets.

Generally speaking, expansion into foreign markets require
decision making at three different levels in a hierarchical fashion.
First, a decision would have to be made as to which countries to enter
followed by a decision to select market segment(s) to serve within the
chosen countries and finally a decision as to what marketing strategies

would be most appropriate for the selected target markets.

It was argued that the nature of information input for the three
major decisions discussed is different. While, macro level data would be
quite appropriate for the first two decisions involved, one would have
to shift to a micro level data to accommodate the information requirement
for decision making at the third level. This means that if one wants to
formulate effective marketing strategies to tap selected target markets
in foreign countries, one would have to understand the dynamics of

consumption behavior not only within the context of a single nation but
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also in a cross-national setting. The focus should be on discovering

commonalities of response behavior both within and across countries.

The idea advanced in this dissertation was to take advantage of
existing knowledge in the area of social sciences to discover such
response commonalities across cultures. More specifically, this
dissertation sought to integrate the literature in the areas of social
psychology and consumer behavior to develop a construct useful for
cross-cultural consumer research. This was done by linking the widely
used concept of individual modernity to that of life style concept to

define what was called a modern life style.

In Chapter 2, the thesis of individual modernity was examined in
some detail. Specifically, several aspects of the theory, namely the
meaning of modernity, causes of modernity, assumptions of the theory,
and measurement of modernity were discussed by drawing on the rele-
vant literature in sociology and social psychology. The literature
review revealed a great deal of disagreement among social psychologist

with regard to important aspects of the theory mentioned above.

In particular, there seems to be no consensus as to how this
concept should be precisely defined, conceptualized, and measured.
However, the unifying theme in the literature reviewed seems to be in
the basic utility of the concept. This seems to suggest that those who
become modern through whatever processes and measured by whatever
procedure tend to become increasingly alike in their essential charac-

teristics and behavior.
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The literature in the area of cross-cultural consumer research

was also reviewed in Chapter 2 focusing particularly on cross-cultural
life style and demographic studies. The literature review revealed that
there is merit in analyzing consumers both within and across countries
as there are similarities and differences of life style patterns and
consumption behavior across countries. The literature review led to

formulation of three hypotheses to be tested in this study.

Chapter 3 presented a detailed account of procedures and methods
used in the construction of a scale of modern life style. In retrospect,
it is highly desirable and necessary to critically evaluate the scale that
was constructed for the purpose of this study. This examination, par-
ticularly in light of evidence presented concerning the reliability and
validity of our modern life style scale will reveal the strengths and
weaknesses of the scale and most likely will facilitate the interpretation

of the results.

One common problem in cross-cultural research is an ethnocent-
rism bias. As defined by Van Raaij (1978), ethnocentrism bias arises
"from blindness for the unique and different characteristic of another
culture" (p. 699). The present study seems to suffer from this bias
for the modernity concept and research, for the most part, have been
developed by Western scientists. Therefore, when we are dealing with
this concept in our attempt to measure and/or interpret its meaning,
unless we take proper care to avoid it, we are likely to introduce a

very strong Western bias into the analysis. In the context of this
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study the components and direction of modern life style have been
determined with reference to the theoretical literature on modernity
rather than from the "local material." Therefore, it may be argued that

perhaps what we are measuring is Westernism rather than modernity.

A second area of concern is the formal equivalence of the
instruments that were used to collect the data. Van Raaij (1978)
suggests that:

formal equivalence of a questionnaire or a questionnaire

item means that an identical questionnaire and respond-

ent instruction are employed for all respondents involved

in the study. (p. 695).

In the context of the present study, formal equivalence concerns how
reliably does a given questionnaire item measure the components of
modern life style in different cultural settings. Hence, formal
equivalence is viewed as an instrument reliability problem. With regard
to consumption variables used in this study, formal equivalence can be
assumed because in this case we are dealing with behavioral measures
such as possession of household appliances, use of deodorant, etc. But
in the case of modern life style and its components, attaining formal
equivalence is more difficult because we are dealing with hypothetical
constructs, For instance, the statement, "ERA should be added to the
Constitution," may be a good indicator of the hypothetical construct
democratic orientation in one culture, but not in another. Formal
equivalence of items such as this can be attained using the method of
back translation. As pointed out earlier and indicated by Plummer

(1977), most items in the data used in this study have been tailored to
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suit each cultural setting, but identical interview procedures have not
been used. Nevertheless, the somewhat moderate reliability coefficients
reported for the scale of modern life style indicate that formal equiva-
lence has been attained to some extent and more importantly the
reliability coefficients are quite comparable to coefficients reported in

similar research studies conducted on a cross-cultural basis.

In evaluating the modernity scale, the problem of conceptual or
functional equivalence must also be considered. Van Raaij (1978)
suggests that "an instrument is functionally equivalent across cultures
if it measures the same construct" (p. 696, emphasis added). This is
to say that questionnaire items may be different for different cultures
but they must measure the same hypothetical construct. Hence, con-
ceptual equivalence constitutes a validity problem. The validity of
modern life style scale was examined through factor analysis. While a
very strong case of unidimensionality can not be supported by the
result of factor analysis, it is reasonable to conclude, however, that
certain elements of similarity were found when the factorial structure of

modern life style were compared across the four countries under study.

In order to complete the evaluation of the modern life style
scale, one must also discuss some positive features of the scale. First,
the life style scale as constructed in this study is composed of six
major components. Whenever possible, multiple-indicators have been
included to measure a given component. The importance of multiple-

indicators has been emphasized by many authors (see for example
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Carmines & Zeller, 1979; Kerlinger, 1973; Sullivan & Feldman, 1979;

Tessler, 1973).

Second, the direction of the various items used in the scale are
varied. This is important because '"yay-saying" and "nay-saying"

constitute a common type of response set in cross-cultural studies.

Finally, the items selected to measure the same component were
distributed throughout the questionnaire minimizing the possibility that
any response would be influenced by a conscious desire to be consistent

and insured that each item would be evaluated independently.

In Chapter 4 the results of the analysis were presented. First,
a demographic profile of modern and traditional groups revealed that
the life style scale behaved in an expected direction as it assigned
higher scores to those who were more educated and younger. This is
consistent with the findings reported in modernity literature. Second, it
was shown that modern and traditional groups are significantly different
with regard to their consumption pattern in a number of product cate-
gories. More specifically, moderns tend to consume more soft drinks,
fruit juices and alcoholic beverages. It was pointed out earlier that
such consumption items represent a life style pattern that tends toward
decreasing home production of food items as suggested by Uusitalo
(1982). This may reflect th fact that a modern individual has greater
demand on his/her time schedule, and therefore any product offering
that is perceived as time-saving is welcome. This has implication not

only for the type of products targeted to modern groups but also the
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kind of appeal used to approach them. For instance, moderns would be
a primary target for marketing of preprocessed food items and that they
may be approached by emphasizing the time-saving attribute rather than

the nutritional qualities of the product.

Modern and traditional groups were also found to be significantly
different with regard to their use of deodorant. Findings of the past
research indicate that individuals who are modern in outlook and life
style are generally heavy users of personal care products. This may
reflect the fact that modern groups tend to be more involved with the
world outside home and therefore they are more concerned about their
physical appearance than the traditional groups. Such tendencies make
the modern group susceptible to any personal care product that is per-
ceived as enhancing their image in the community and the world around

them.

This study also showed that moderns are characterized by more
frequent use of a car. This finding is again consistent with findings of
previous research as indicated earlier which represents a desire to be

more mobile than the traditional groups.

The results of ANOVA indicated that life style influences are
significant in explaining consumption behavior, but the effect is not
very strong. The data suggest that national and cultural influences
continue to determine the consumption patterns across the countries
examined. But it must be emphasized that the inclusion of national

identity as an independent variable in the analysis does not eliminate
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the effect of modern life style. Therefore, one may argue that the
effect of modern life style is there but it is not strong enough at this

point in time.

But, not all the variance that was accounted for by national
identity can be attributed to cultural and national differences either
because a number of situational factors, unique to a given country
environment, may influence the level of demand and availability of
certain product categories. For example, government economic policy
may encourage (discourage) consumption and production of specific

product categories such as alcoholic beverages.

Legal constraints such as quality standards may influence
availability of certain products in a given country. Furthermore, a
number of market specific conditions may also affect the level of
demand and availability of certain product categories. For instance,
stage of product life cycle, degree of competition and the nature of
market structure will affect consumers' response to alternative
marketing strategies and hence the level of demand for certain products.
Therefore, to isolate the effect of national and cultural differences, one
should select product categories that are free from the impact of these

confounding variables.

As to why life style influences did not show a strong influence
on consumption choices in this study may be explained in at least two
ways. First, it is possible that the measure of modern life style as
constructed in this study was not well explicated. This is to say that

may be certain important dimension of a modern life style was not
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captured by the scale developed in this study. This implies that
without further research on measurement, it would be difficult to rule
out the effect of modern life style on consumption patterns. Second, it
can be argued that individual differences within the modern group
produced more within group variance than between group variance.
This argument particularly makes sense because life style patterns
transcend across many social groups in the society and hence the

reason for large within-group variance.

Finally, the last step in the analysis consisted of determining the
relative strength of life style variables versus demographics. The
study results suggested that life style variables better explain
consumption of several product categories. Among these, one product,
i.e., deodorant, can be labeled as a value-bound product for reasons
mentioned earlier. Other product categories such as home appliances
seem to constitute essential items and hence they are in common use in
the countries included in this study. Therefore, neither modern life
style measure no demographic variables were able to explain

consumption patterns along these product categories.

B. Limitations
Any research study has its limitations, and this one is not an

exception. The major limitations of this study will now be discussed.

First, differences and similarities found might well be due to
varied sampling methods and data collection procedures as explained

earlier rather than true cross cultural differences and similarities.
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Second, the range of products included in this study may not be

broad enough to allow the measure of modern life style to be tested
over a wide variety of products, particularly those that are seemingly
susceptible to modern modern life style influences and represent

varying consumption patterns and styles.

Third, it may be that countries included in this study were not
diverse and varied enough with regard to consumption items examined
to permit sufficient variation in the data and to broaden the scope of
the study. Several products included in this study are highly diffused
in the countries under study and thus represent typical consumption

items.

Fourth, the data permits examination of modern life style influ-
ences at one point in time. A longitudinal study is perhaps preferred

because such influences can be studied over time.

C. Implications for Multinational Marketing

The result of this study indicates that a knowledge of life style
patterns along modern-traditional dimensions has implications on all
aspects of marketing programs of multinational companies. Some of the
more promising areas for research and application include cross-cultural
market segmentation, multinational product planning and promotion

across countries. In what follows each aspect will be examined briefly.

The findings of this study indicated that modern-traditional

groups differ in their consumption patterns with respect to several
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product categories. This knowledge provides a basis for segmenting
the markets along modern-traditional life style dimension both within
and across countries. Since, modern life style groups are characterized
with a set of value orientations that are fundamentally different from that
of other groups in the society, the multinational marketer could con-
sider these value orientations to expand their understanding of consum-
ers beyond the standard socio-economic-demographic variables and
hence design marketing programs with increased precision and effec-

tiveness.

In the area of multinational marketing planning marketer will
benefit from a knowledge of consumers along modern-traditional life
style dimension. Willingness to try new products and ideas and
receptiveness to change as unique attributes of the modern group makes
this group particularly susceptible to new product introduction. The
reaction and response of this group may well determine the fate of

these innovations in the diffusion process.

The findings of this study suggested that modern-traditional
groups may be attracted to product offerings for quite a different
reasons. For instance, time-saving appeal as opposed to nutritional
appeal may be more effective in marketing food items to the modern
group. Thus, such a knowledge can help multinational marketer to
develop promotional programs that are more effective in persuading

various groups in the market.



118

Finally, it is appropriate to suggest a number of questions to be

pursued in future research endeavor:

1

Are modern and traditional groups different in use and
consumption of a wide variety of products and services?
Inclusion of products that represent recent innovations such
as microwave ovens would be particularly helpful in this
area.

What consumption styles or patterns differentiates moderns
from traditions?

Are within group differences with regard to tastes and
preferences larger than between group differences?

Are moderns and traditionals different with regard to their
media habits?

How stable are modern-traditional groups over time? |Is
there a transitional group that can be identified in various
countries?

What other dimensions of modernity might be useful in
description and prediction of consumption patterns?

Is the concept of modern life style better suited to identi-
fication of consumer behavior differences and similarities in

industrialized countries than less developed countries?
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These questions and hopefully maybe others must be addressed

in further theoretical and empirical cross-cultural studies to achieve a
better understanding of the dynamics of consumer behavior across cul-
tures. As Green and Langeard (1975) put it "international marketing at
the level of sophistication currently practiced domestically in the United
States will only be possible when more is known about the behavior of

consumers outside of this country" (p. 41).
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APPENDIX A

LEO BURNETT'S LIFE STYLE DATA

121

Date of Sample

Country Fieldwork Size
ULs.

male 1978 1,739

female 189578 13,852
Canada

English male 1974 995

English female 11972 605

French male 9714 5123

French female 1972 584
Germany

male 1974 25138

female 1974 2,294
Britain

male and female 1972 6,483
South Africa

male 1973 19320

female 1973 1,405
Brazil

male 1974 400

female 1974 200
Japan

male 1978 925

female 1978 1,898
France

male and female 1974 2,511
Denmark

male 1978 1,274

female 1976 1,470
Italy

female 1974 771
Puerto Rico

male and female 9714 1,000
Mexico

male 1974 2,900



122

APPENDIX B

VALUES OF MODERNITY AND CORRESPONDING

LIFESTYLE STATEMENTS

Modernity Value Lifestyle Statement

Readiness for New Experience
(+)
()
(+)
(+)

e e

Japan:
France:
Brazil:

U.S.z
Japan:
France:

Brazil:

8eisie 3

Japan:
France:
Brazil:

Weakening of Family
=

WS
Japan:
France:
Braziils

(&)
()
(+)

(+)

(_.
(_
(_
(_

(-
(-
(-

)
)
)
)

)
)
)
)

I like to try new and different things.
I always buy the newest products.

More novelties welcome.

When I see a new product, I'll buy it.

The new styles turn me on.

I am sensitive to fashion.

I am one of the first to adopt a new
fashion.

I like everything that is modern.

I have old-fashioned tastes and habits.
I hate men's long hair.

I have old-fashioned tastes and habits.
Men should wear short hair.

Ties

I am a homebody.

My family is my life purpose.

I like to spend my time at home.

I would rather spend my time at home.

Democratic Orientation

GaSas
Japan:

France:
Brazil:
UasSia:
Japan:

France:
Brazil:

TGS
Japan:

France:
Braziil:

(-

)

(+)
(=)
(=)

Movies should be censored.

If pornography was made legal, sex and
morals will not digress.

There should be censorship of press
and TV.

Movies that present

nudity should be censored.

Era should be added to the Constitution.
It would be a problem if women became
stronger.

I am in sympathy with women's lib.

It is silly for women to study too much.

Women's place is at home.

Women should not have jobs outside
the home.

Women's place is in the kitchen.
Women's place is at home.



Appendix B Continued

Modernity Value Lifestyle Statement

Democratic Orientation continued

Wt (+) Women are capable of combining career
with marriage and children.
Japan: (=) It is impossible for women to manage

work and marriage.
France: (=) It is too hard when a mother works.
Brazil: (-) It is difficult to have a successful
marriage when the wife has a job.

Planning Habits

LSS Te (+) I am a very neat and organized person.

Japan: (+) I take good care of my clothes.

France: (+4) France: I am a very neat and organized
person.

Brazil:

WSESE: (=) It is important to live well now than
save for the future.

Japan: (=) It is better to live well now than to

save for the future.

France: (=) I would rather live well than save for
the future.

Brazil: (-) It is better to make good use of money
now than in the future.

Value for Urban Life
TSt (

Japan: (=) It is best to live in the province.

France: (-) Life in the country is better.

Brazil: (=) If I could, I'd live on a ranch.

Nuclear Family

Usine (=) All couples should have at least one
chi ld.
Japan: (=) Marriage without children is incomplete.
France: (-) It is scandelous to get married and not
want a child.
Brazil: (+) People who avoid children are right.

Respect for Manual Labor

Bf sl (+) I do a lot of repair work at home.
Japan: (=) I am not clever with my hands.
Erance: (+) I like to do manual labor.

Brazil: (+) I know a lot about the mechanical
aspectshofears.



Appendix B Continued

Modernity Value Lifestyle Statement

Respect for Manual Labor

UioSles (+) I am handy at fixing things.
Japan: (+) I am an expert in mechanisms.
France: (+) At home I do most installations

and repairs.
Brazil: (+) I always try to repair things at

home.
Faith in Science
UleSiels (+) I want my children to get a college
education.
Japan: (+) I want my children to get a college
education.
France: (+) I wish I had more schooling.
Brazil: (+) I would like my children to go to the
university.
Open Mindedness
ST (=) To a large extent, emotions influence my
decisions.
Japan: (-) I am not a flexible person.
France: (=) I am a very emotional person.
Brazil: (+) I think a lot before making a decision.
Personal Efficacy
W S Lee (+) I expect to be a top executive within
the next 10 years.
Japan: (+) I have a goal to accomplish within the

next 5 years.
France: (+) I hope to have a job with more
responsibilities in the future.
Brazil: (+) I have a splendid future.

e e 5 (=) My opinions on things doesn't count in
today's world.

Japan: (=) My attitude doesn't count in today's
world.

France: (-) People like me can't influence what is

happening in today's world.
Brazil: (-) My opinion doesn't count anything
in today's world.



APPENDIX C

FACTORIAL STRUCTURE OF MODERN LIFE STYLES

Factor analysis was used to examine the dimensionality of the
scale of modern life style. The result of the prinicipal component on
the combined sample are presented in Table C-1. The first factor
explains 24 percent of total variance. While this is comparable to
results obtained in modernity studies, it is lower than what Carmines
and Zeller (1979) consider as a minimum, i.e. 40 percent. As can be
seen, subsequent components explain fairly equal proportions of the
remaining variance required by criterion two discussed in Chapter 3.
All but two variables have loadings of more than .30 on the first
component, satisfying criteria three and four. Results thus indicate
that items included in the scale reflect a basic modernity dimension.
This is, of course, no surprise since a hypothetical modernity syndrome
has empirically been verified in Argentina, Pakistan, Chile, Israel,
Nigeria, and Indian (Inkeles & Smith, 1974), Mexico and Brazil (Kahl,
1968), Turkey (Schnaiberg, 1970), Guatemala (Portes, 1973), and the

Middle East (Lerner, 1965).

When the principal-components was performed separately in each
country, comparable results were obtained with few exceptions. These
results can be seen in Tables C-2 through C-5. In the United States
data (Table C-2), the first component explained 21 percent of the total
variance. Three items do not meet criterion three and one items does

not meet criterion four, discussed in Chapter 3.



TABLE "€=1

UNROTATED FACTOR MATRIX OF MODERN LIFE STYLE ITEMS

ALL SAMPLES

126

Factor

Variable | I 11 v
Novelty 58 =10 S0 .008
Urban Living g e .31 ¢
Nuclear Family .40 S0 =.107 .11
Home Orientation Bk =413 02 .28
Censorship of Media +51 .02 =76 .10
Women's Liberation 47 .02 =.26 .10
Human Efficacy 192 .10 .18 .08
Women's Ability 53 =2 <21 =23
Outside Women's Work 263 24 =513 =215
Occupational Aspirations .316b .42 =11 —.02
Fashion Orientation 1160 .45 .16 .06
Old-fashioned Taste .40 .10 =.20 .08
Total Variance

Explained 248 10% 9% 8%

3ltem does not meet criterion three.

b

Item does not meet criterion four.
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The results in Japan fall short of being similar to results
obtained from the combined sample. As can be seen in Table C-3, the
first component explains 16 percent of the total variance. About 50
percent of the items do not meet criterion three (seven items) and

criterion four (six items).

Table C-4 presents results of principal-components in Brazil.
As indicated, the first component explains 22 percent of the total
variance with only six items passing the test set forth for dimension-
ality of the modern life style mentioned earlier. Finally, in France
(Table C-5), the first component explained only 19 percent of the
variation with only five items satisfying the test of dimensionality.
The results of the factor analysis performed sepa-
rately for each country departs from the results presented
for the combined sample in a number of ways:

1. While most items have substantial loadings (.3 and higher)
on the first component in the combined sample, only 5, 6,
and 5 items have such loadings in Japan, Brazil, and
France, respectively.

2. Most items have higher loadings on the first component than
subsequent components, only 6, 7, and 7 items have such
characteristics in Japan, Brazil, and France, respectively.

3. The initial factoring yielded four factors in the combined

sample, where, in separate country



TABLE C-2

UNROTATED FACTOR MATRIX OF MODERN LIFE STYLE

ITEMS IN U.S.

128

Factor

Variable T3 IT TTT
Novelty .25° .16 18
Urban Living .34 A4 =.07
Nuclear Family «38 .02 -.43
Home Orientation .38 420 =05
Censorship of Media .48 107 =015
Women's Liberation 2 -.18 .04
Human Efficacy .25° 315 .06
Women's Ability .32b -.46 <27
Cutside Women's Work 259 -.43 S509
Occupational Aspirations =36 .24 .20
Fashion Orientation 33 13 <23
Old-fashioned Taste .42 16 =0
Total Variance

Explained 21% 1% 9%

3|tem does not meet criterion three.

b

Item does not meet criterion four.



UNROTATED FACTOR MATRIX OF MODERN LIFE STYLE

TABLE C-3

ITEMS IN JAPAN

Factor

Variable |13 I TTT TV
Novelty -0 .38 .08 -.18
Urban Living L1870 .02 -.07 .31
Nuclear Family 5 .01 -.12 -.08
Home Orientation .36 .08 =45 =503
Censorship of Media L0930 .25 .00 .01
Women's Liberation .49 =500 .01 A3
Human Efficacy .093P .04 F .24
Women's Ability .03 =8 .32 =)
Outside Women's Work .47 -.108 oAl3 =109
Occupational Aspirations —.OL}ab +26 12 07
Fashion Orientation L0730 .55 .16 .01
Old-fashioned Taste <36 2 =15 .01
Total Variance

Explained 16% 12% 9% 9%

b

3tem does not meet criterion three.
Item does not meet criterion four.



UNROTATED

TABLE C-4

FACTOR MATRIX OF MODERN LIFE STYLE
ITEMS IN BRAZIL

130

Variable T I F?fltor vV \Y%
Novelty = .16 il .00 .06
Urban Living T o T .09 = .19
Nuclear Family ~01%% " us -.07 .05 .15
Home Orientation .45 ~25 =1 =Y .14
Censorship of Media 352 .19 209 =05 .04
Women's Liberation .38 =132 .00 14 .28
Human Efficacy o T 135 = 37 .06
Women's Ability 499 =15 .01 211 .03
Outside Women's Work 262 -.04 .02 230 809
Occupational

Aspirations = 18R .00 .38 19 A2
Fashion Orientation (0550, 0 .29 .16 R
Old-fashioned Taste .64 #23 = 305 = () .07
Total Variance
Explained 22% 10% 9% 8% 8%

2tem does not meet criterion three.
Item does not meet criterion four.

b



UNROTATED FACTOR MATRIX OF MODERN LIFE STYLE

TABIEERC=5

ITEMS IN FRANCE

Factor

Variable I I TTT IV
Novelty c1atc .48 .00 13
Urban Living ST ok 21 18
Nuclear Family 253 -.06 .10 286
Home Orientation .y 403 =1l ~#05
Censorship of Media .40 = 1|0] =810 =
Women's Liberation st .05 20 sl
Human Efficacy 50 .01 04 12
Women's Ability 151 S0 .10 3
Outside Women's Work .62 =09 =522 19
Occupational Aspirations -.21ab .50 =419 o il
Fashion Orientation .OSab 523 239 10
Old-fashioned Taste 275 7 .06 .07
Total Variance

Explained 19% 118 9% 8%

3|tem does not meet criterion three.
Item does not meet criterion four.
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analysis, the number of extracted factors ranged from three
impthelll. SartafivesinsBrazils

4. A careful examination of the factor loadings reveals that
loadings of the same variable varies from country to

country.

From these considerations, one would tend to conclude that
factorial structure of the modern life style varies from one country to
another. But such a conclusion seems to be premature at best. The
reason is that factors derived by principal-axes tend to be complex and
difficult to interpret. This is due to the fact that principal-axes
factors are calculated in such a way that the first factor accounts for a
maximum amount of original variation, and each successive factor
accounts for a maximum of the residual variation; therefore, no atten-
tion is paid to meaningfulness of the initial, unrotated orthogonal
factors. In other words, according to Overall and Klett (1972), "the
principal-axes factors tend to be maximally complex with regard to the

configuration of variables" (p. 118).

Furthermore, if rotated factors are orthogonal, from a statistical
point of view, the rotated factors are "just as good" as the unrotated
factors. Nunnally (1978) states that this is because: (1) the rotated
factors explain the same amount of variance as the unrotated factors
did, and (2) the same common variance is explained in both the rotated

and unrotated matrices (p. 371).
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Thus principal-axes factors were rotated using varimax
orthogonal rotation procedures. According to Nunnally (1978), an
orthogonal rotation was chosen because: (1) orthogonal rotation is
simpler mathematically than oblique rotation; (2) it has been shown in
numerous studies that the two approaches lead to essentially the same
conclusion about the number and kinds of factors inherent in a

particular matrix of correlation (p. 376).

Second, among various orthogonal rotation procedures, varimax
was chosen by MNunnally (1978) because it is generally accepted as the
best method (p. 385). Since the goal of any rotation is to achieve the
properties of a '"simple struc‘tur‘e."1 Therefore, this analysis should
provide us with a factor structure that is simpler and more meaningful.
Furthermore, it should shed some light on the question of whether it is
possible to identify a set of meaningful subdimensions above and beyond

a basic modern life style.

The result of the principal conponent with a varimax rotations
for the combined sample were discussed in Chapter 3, therefore, they
will not be repeated here. Instead, the result of separate country

analyses will be presented here.

Rotated factor matrix of modern life style items for the U.S.

sample is presented in Table C-6. The first factor is identified by two

"The concept of "simple structure" was first advanced by
Thurston (1947). For a discussion of the concept and various rotation
methods see On-Kim and Mueller (1978).
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items: occupational aspiration (.47) and preference for new styles and
fashions (.40). Thus, it seems appropriate to label this dimension
Change Factor. The second factor is obviously a Women Role Factor
since the two items defining this factor are: positive attitude toward
outside women's work (.63) and belief that women are capable of
combining career and family (.62). The third factor reflects an
orientation toward nuclear family and thus is labeled as such. Items
defining this factor are: positive attitude toward nuclear family (.57),

negative attitude toward censorship (.41).

The Japanese (Table C-7) clearly show that the first factor is a
Women Role Factor with items: belief that women are capable of
combining career and family (.66), positive attitude toward outside
women's work (.48) and positive attitude toward women's lib (.38)
loading high on this factor. The second factor, Fashion Orientation, is
identified by preference for new styles and fashions (.57). The third
factor can be identified by negative attitude toward home orientations

(.59) and, therefore, it is labeled as Home Orientation.

The results of varimax rotation on Brazilian data (Table C-8)
reveal a Democratic Orientation Factor defined by: negative attitude
toward old-fashioned tastes and habits (.61), negative attitude toward
home orientation (.55), negative attitude toward censorship (.51), and

positive attitude toward outside women's work (.48). The second



135
factor with items: positive attitude toward women's lib
(.58), positive attitude toward outside women's work (.47),
and belief that women are capable of combining career and
family (.44) is labeled as Women Role Factor. The third factor, Fashion
Orientation, is defined by preference for new styles and fashions (.44).
The fourth factor, labeled Efficacy Factor, is closely linked to a belief

that one can influence his surroundings (.54).

Table C-9 shows the varimax rotated factor matrix for the
French data. The first factor is labeled Women Role Factor since two
items with "substantial" loading on this factor are: positive attitude
toward outside women's work (.56) and belief that women are capable of
combining career and family (.49). The second factor can be labeled
Nuclear Family because it is heavily loaded with positive attitude toward
nuclear family (.63). The third factor is identified with: occupational
aspiration (.57), and preference for novelty (.48) and, therefore, it is
labeled as Change Factor. Finally, the fourth factor is characterized
by a close link to preference for new styles and fashions (.45) and so

is labeled as Fashion Orientation.



TABLE C-6
VARIMAX ROTATED FACTOR MATRIX OF MODERN LIFE STYLE ITEMS
(Ur's'S)
Women

Change Role Nuclear

Factor Factor Family
Variable | I 11
Novelty .34 %05 .01
Urban Living .25 .04 27
Nuclear Family .02 .06 .57°
Home Orientation <38 .04 .20
Censorship of Media .25 .15 418
Women's Liberation .08 30 2110
Human Efficacy + 2.8 02 il
Women's Ability .08 622 -.08
Outside Women's Work .06 .63° .37
Occupational Aspirations suid .04 107
Fashion Orientation .u0° 12 .02
Old-fashioned Taste .34 .08 29

3Factor defining items, loading greater than or equal

to .40.
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TABLE C-7
VARIMAX ROTATED FACTOR MATRIX OF MODERN LIFE STYLE ITEMS
(JAPAN)

Women Fashion Home

Role Orien- Orien-

Factor tation tation
Variable | U 11
Novelty =00 37 N0i
Urban Living .02 .00 %
Nuclear Family S .00 .26
Home Orientation .04 =02 .592
Censorship of Media .00 .24 .10
Women's Liberation 238 =.06 922
Human Efficacy .07 .06 -.06
Women's Ability .66% -.03 .01
Qutside Women's Work .4g° .00 <15
Occupational Aspirations =03 .28 < U
Fashion Orientation .00 .57% .02
Old-fashioned Taste S8 223 S37

@Factor defining items, loading greater than or equal
to .40.
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TABLE C-8
VARIMAX ROTATED FACTOR MATRIX OF MODERN LIFE STYLE ITEMS
(BRAZIL)

Demo-

cratic Women Fashion Effi=

Orien- Role Orien- cacy

tation Factor tation Factor
Variable [ I 1T vV
Novelty =520 =) <35 .00
Urban Living .14 .01 J03 =101
Nuclear Family =11 .03 .00 =17
Home Orientation .55° .00 =40 (i
Censorship of Media .512 .15 .07 .09
Women's Liberation .04 .58° -.08 -.05
Human Efficacy .03 s -.03 542
Women's Ability .36 . 4y? -.06 ki
Outside Women's Work . 482 .47° .05 .05
Occupational Aspirations =0 202 $29 .17
Fashion Orientation S =02 R =212
Old-fashioned Taste .61° 19 -.05 -.03

@Factor defining items, loading greater than or equal
to .40.
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TABLE C-9
VARIMAX ROTATED FACTOR MATRIX OF MODERN LIFE STYLE ITEMS
(FRANCE)
Women Fashion
Role Nuclear Change Orien-
Factor Family Factor tation
Variable | I 11 A%
Movelty -.03 1 . 4g? 14
Urban Living 0 .01 = 01¢) o 112
Nuclear Family -.17 Wow .04 .03
Home Orientation .30 e .08 i)
Censorship of Media .20 17 O3 =g 1B
Women's Liberation .01 .05 .00 21
Human Efficacy 21 .06 .06 201
Women's Ability .49° .24 .00 .01
Outside Women's Work .56° .23 2 -.30
Occupational Aspirations S U8 -.04 572 =105
Fashion Orientation 102 =013 .08 452
Old-fashioned Taste =23 209 .20 .09

3Factor defining items, loading greater than or equal to .40.
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