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Abstract-These days, India has all the earmarks of being an appealing purchaser advertise, in view of 

solid interest for buyer items like for the autos, mobiles, extravagant apparel, watches and so forth for as 

far back as quite a long while. The research is based in accordance to the Indian context and furthermore 

defining the six dimensions in local scenario only as comparing India to the outside world. The Research 

Design of the study is descriptive cum analytical in nature as the data was already available for the 

Hofstede dimensions, considering to the Indian aspect collected from the Hofstede online centre for the 

year 2017–18 containing all six cultural dimensions for India. The motivation behind this article is to give 

a review of Indian culture and Indian customer conduct and in addition, it might furnish advertisers with 

hints on how the way of life may influence on promoting blend choices and how the shopper view of value 

looks like on Indian commercial center in Indian Context. 

Keywords: Cross Cultural Marketing, FCB Grid Model, Hofstede’s Cultural Dimensions, Indian 

Culture.

 

INTRODUCTION 

The effect of culture on worldwide advertising 

choices is basic. While explaining a promoting 

technique, advertisers utilize numerous showcasing 

devices. One of the groupings, called 4P, is exhibited 

by McCarthy. As indicated by him, the advertising 

blend manages the manner by which a business utilizes 

value, item, appropriation and advancement to market 

and offer its item. Additionally, the promoting system 

needs to consider the way of life, purchaser needs and 

desires, shopping propensities, purchasing conduct of 

individuals for focused nation [1]. Multifaceted 

advertising is characterized as the key procedure of 

promoting among shoppers whose culture contrasts 

from that of the advertiser's own way of life in any 

event in one of the key social viewpoints-dialect, social 

framework, instruction, religion and the esteem 

framework and demeanors. Diverse promoting requests 

advertisers to know about and delicate to the social 

contrasts; to regard the privilege to culture by the 

shoppers in different societies and commercial centers, 

advertisers ought to comprehend that they merited the 

privilege to their societies. In the event that the 

advertisers need to be the champs in the culturally 

diverse showcasing they should make the promoting 

blend that meets the purchaser's esteems on a privilege 

to their way of life [2]. 

Culture has an exceptionally critical effect on 

different spaces of science shifting from humanities 

and human science to administration. Consequently, 

numerous definitions have been made for the utilization 

of each teaches. For the necessities of this article 

culture is characterized as traditions, convictions, 

workmanship, music and the various results of human 

idea made by a specific gathering of individuals at a 

specific time [3]. The most imperative components of 

each culture are: material life, dialect, social 

communications, style, religion, training, and esteem 

framework [4]. [5] Every one of these components 

impact each individual from a general public and in this 

manner, amid proportional connections, culture is 

learnt and transmitted to others. Culture can't be 

constrained just to the whole of components. It is a 

progressing procedure of gaining and transmitting 

above elements. 

Individuals regularly say that culture far and wide is 

ending up increasingly comparative on account of 

rising salary levels, correspondences and globalization 

of data. There are considerable measures of surely 

understood worldwide brands in a market like Pepsi, 

KFC, Adidas and BMW; in any case, it doesn't imply 

that individuals purchasing their items share similar 

esteems and convictions everywhere throughout the 

world. It demonstrates just the way that a few items are 
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general. Just by social viewpoints, can be clarified the 

contrast amongst eating and shopping propensities for 

two nations with a similar wage for each capita [6]. 

Albeit every nation has the distinctive social angles, be 

that as it may, in India it is very mainstream, 

particularly for young people as they are changing the 

western style of living which may be one reason why 

culture is winding up so comparative. An essential truth 

for promoting experts is that the way of life impacts 

purchaser conduct. This is the fundamental undertaking 

for them under the showcasing idea. Customers differ 

extremely solid in age, salary, instructive level, taste 

and portability designs. Along these lines, it is 

imperative to fulfill all customer gatherings [1]. 

Besides, individuals in India have diverse esteems and 

states of mind that additionally decide their decisions. 

This is the reason foreseeing purchaser conduct without 

knowing the way of life of a general public is genuinely 

unimaginable. 

 

Origin of Hofstede Dimensions 

The hypothesis of Hofstede's social measurements 

constitutes a system spinning around culturally diverse 

correspondence, which was formulated by Geert 

Hofstede. The measurements all in all depict the effect 

of the way of life imbued in the public arena on the 

estimations of the individuals from that society. So far 

as universal business is concerned, the measurements 

of culture frame an essential aspect. 

     Global comparison of culture on basis of Hofstede 

dimensions. As for national scores on a size of 1 to 120 

(1 speaking to the least and 120 speaking to the most 

astounding), the accompanying global correlation has 

been made between societies: Arab, African, Asian and 

Latin nations have a higher score with respect to control 

remove record while Germanic and Anglo nations have 

a lower score. While Europe and North America are 

exceedingly individualistic, Latin America, Africa, and 

Asia score low on the independence list with solid 

collectivist qualities. Highest vulnerability shirking 

scores are controlled by Latin American nations, Japan 

and Eastern and Southern Europe. The score is bringing 

down for Chinese, Nordic, and Anglo culture nations. 

Once more, Anglo nations, Japan, and European 

nations, like Switzerland, Austria and Hungary have 

high manliness scores. Long-term approach is high in 

East Asia, moderate in Western and adding for Eastern 

Europe and low in Latin America and Africa. Nordic 

Europe, Anglo nations, certain locales of Africa and 

Latin America have high liberality scores, while 

Eastern Europe and East Asia display more restriction. 

Understanding the FCB Grid Model 

Foote, Cone and Belding Model which is likewise 

named as FCB Grid, was detailed in the year 1980 by 

Richard Vaughn. The Foote, Cone and Belding Model 

composed in a lattice design in light of 'Think and Feel' 

as the base components. It coordinates both our 

imaginative methodology and our media system as it 

illuminates how customers approach the purchasing 

procedure for various items. The Grid encourages us 

comprehend where an item remains in the psyche of a 

buyer, by evaluating regardless of whether buy requires 

a profoundly included passionate choice or an 

exceedingly included scholarly choice. 

     Key favorable circumstances of utilizing Foote, 

Cone and Belding Model: Foote, Cone and Belding 

Model are exceptionally levelheaded and intelligent. It 

is very reasonable since it depends on human brain 

research. The model is reliable since it doesn't include 

discourses about changing shopper mentality yet just 

displays their buy related conduct. Though the model 

examines just about the customer conduct, it is 

equipped for applying impact over purchaser mantra, 

on buy related choices. This adjustment in attitude 

makes customers considers options amid their next 

buy. A purchaser who considers his buy design through 

the Foote Cone and Belding Model has a tendency to 

comprehend the non-reason way in which a portion of 

his buy choices were made. This achieves an 

adjustment in his conduct influencing him to think 

objective, before making a buy instead of harping on 

horizontal considerations. 

 

INDIAN CULTURE 

India is a differing nation regarding individuals, 

dialect, religion, social practices, traditions and 

conventions. It is known to be one of the most 

established human advancements on the planet with a 

history crossing over 10,000 years. The way of life of 

India has been formed by the very history, its 

remarkable geology and the fuse of traditions and 

conventions from its intruders and in addition 

neighbors and all the more significantly by protecting 

its antiquated legacies. From the thirteenth century 

onwards, following the Islamic victories and the 

resulting European colonialization, culture of India has 

been affected by Turkish, Persian, and Arabic and 

English societies [7]. In spite of all the strain, the Indian 

culture has not been liable to real westernization which 

demonstrates its solid roots and people groups' faith in 

their way of life. 
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Language 

Dialect is a critical perspective in promoting and in 

business correspondences. It is an essential issue in 

promoting, and also in arrangement. Dialect is a 

message transmitted by words, or by other nonverbal 

structures-signals, eye to eye connection or through 

other body developments. Dialect is imperative 

territory of social effect. Indian Advertising on TV has 

a tendency to be in Hindi, English or a mix of the two. 

Coke has been utilizing a mix of English and Hindi in 

its publicizing called "Hinglish" which is seen by 

Business week as mirroring the way that the Indian 

purchasers enjoys a mix and it is a piece of its most 

recent endeavor to center around the adolescent market 

[8]. India is where aggregate of 1652 dialects are 

talked, however just 22 dialects are recorded as official 

dialect. [9] Over (half) of India's Current Population 

contribute the young beneath 25 who know remote 

dialects for the most part English and French, 

regardless of whether they don't, they know some 

normal and prevalent articulations seeing from TV, 

Mobile Phones or other Electronic Gadgets. Outside 

Language can be utilized as a part of plug which is 

focused to particular gathering of youthful, dynamic, 

high-taught purchasers, what merits seeing in 

promoting of a few items in India, that extravagance 

and marked items like autos, watches, scents and so on, 

for the most part have outside dialect trademarks. For 

instance, for autos the dialect favored is English, since 

items are seen to be more expert. For aromas the best 

outside dialect is French, this dialect is associated with 

extravagance, magnificence and a high society life. It 

is additionally conceivable to construct the advertising 

methodology with respect to a remote brand. Indians 

lean toward the brand names that are in a dialect of 

nation of starting point and nation of produce. 

India is a country which is known for its rich legacy 

and publicizing offices set up their promoting spending 

plans as understanding to the neighborhood dialect of 

the state. As, including of the universal organizations 

like Apple, General Motors, McDonald's and so on, 

they all publicize in making utilization of the English 

dialect. Be that as it may, National level organizations 

like Infosys, TOI, CCD and so forth, may differs their 

promoting effort as understanding to the locale. 

 

Religion 

Religion is an extremely essential viewpoint, since 

it is a basic component in each culture. Religion 

influences singular conduct by its principles; "Most 

societies find in religion an explanation behind being". 

India is a country of numerous religions with Hindus 

and Muslims overwhelming the vast majority of the 

populace and afterward comes the Sikhs, Christians, 

and Buddhism. India likewise has various littler 

religious minorities. Young people and individuals 

around thirty years are not as religious as more 

seasoned individuals and they like disputable 

advertisements. Amid the most recent couple of years 

it is anything but difficult to see that the more youthful 

age does not think much about their religious 

convictions and the qualities. The Religious pioneer's 

supposition isn't essential for them and does not impact 

their purchaser conduct. 

In India, major occasions are associated with 

religion. Notwithstanding, as in Western societies amid 

Christmas time, Indians spend a great deal of cash for 

presents amid Diwali time. It is the time when the real 

ads battles are focused on. Besides, Indians are 

persuaded that they are an incredibly neighborly 

country and get a kick out of the chance to be affirmed 

of this. In the past it was frequently said "A visitor in 

the home, God in the home", which implied that a 

visitor must be offered all the best things accessible 

particularly amid Diwali time when family and 

companions accompany visits. Henceforth, these days 

you can hear the articulation "Stray into the red, yet do 

it in style". In this way, Diwali period is great for 

merchandise as well as for banks. So it is a period when 

interest for credits is extremely high. Obviously banks 

that are working in the Indian market saw this 

opportunity, and now just before Diwali time there is a 

tremendous scope of offers to be looked over. 

 

Value System and Attitudes 

A great part of the human conduct relies upon a 

qualities and states of mind. Our qualities and 

demeanors help to figure out what we believe is good 

and bad, and what is imperative and what is attractive" 

[6]. States of mind are assessments of choices in light 

of esteems [10]. Qualities affect purchaser conduct; 

kids take in fundamental esteems from their general 

public and family [1]. The Indian demeanor to 

publicizing contrasts from the involvement in different 

nations. As a result of their fair patriotism, the most 

prominent mediums are those which accentuate 

national esteems. The most imperative, Indian national 

esteems are as per the following: dialect, history and 

conventions. Past Research demonstrated that 

customers have been obtaining local items for their day 

by day necessities, because of lower costs and love for 

nation [11]. 
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The change in nature of local items expands the 

eagerness of buyers to buy Indian brands, particularly 

the ones for regular utilize. In addition, shoppers are 

purchasing items in view of cost and quality, and not 

on account of the item are of Western starting point. 

When purchasing an extravagance item, Indians give 

careful consideration to the nation of source and nation 

of produce. The nature of an item is essential for 

individuals, if the cost is too high. Principle factors that 

influence Indians to choose to purchase to a specific 

item are value, quality and its more extended timeframe 

of realistic usability to use it for the more drawn out 

length. Typically, less than impressive clients rely upon 

client prosperity, which is the reason for the poorer 

individuals the elements like nation of cause or brand 

name are not as imperative as cost. 

 

OBJECTIVES OF THE STUDY 

This study aims to analyze four different sequences 

to which as how different consumers get influenced 

using the FCB Grid Model; and to analyze different 

cultural dimensions using Hofstede’s cultural 

dimensions. 

 

METHODS 
 

Scope of the Study 

The research was based in accordance to the Indian 

context and furthermore defining the six dimensions in 

local scenario only as comparing India to the outside 

world. The Year targeted for the research is 2017-18, 

as the dimension scores for India are uniquely defined 

and specified. 

 

Research Design 

The Research Design of the study was descriptive 

cum analytical in nature as the data was already 

available for the Hofstede dimensions, considering to 

the Indian aspect. Moreover, the cultural insight data is 

available in arranged form and though the personal 

examination in relate to various dimensions could also 

be judged. 

 

Type of Data 

Secondary Data was targeted from both secondary 

and primary data, which was collected from the 

Hofstede Insight-an online website to analyze scores 

for the various dimensions for specific countries. 

Secondary data was earmarked further to define the 

behavior, attitude and lifestyle of Indian people as 

whole. 

 

Collection of Data 

The research is based on Processed Data. The Data 

is collected from the Hofstede online center for the year 

2017–18 containing all six cultural dimensions for 

India. 

 

Limitation of the Study 

The only limitation of the study is that the scope 

defined considers only the Indian nation and does not 

configures for any other country or includes data for 

any nation other than India.  

 

RESULTS 

FCB Grid Model depends on customary reaction 

hypothesis of the progressive system of impacts and its 

variations. In this model, the measurement of think 

versus feel association write is incorporated. Inclusion 

measurement identifies with the significance and 

required idea of settling on obtaining choice and 

potential misfortune or hazard if there should be an 

occurrence of wrong choice [12]. The measurement of 

think versus feel is hypothetically in light of cerebrum 

specialization. By review to these measurements of 

high/low inclusion level and think/feel association 

write, the FCB Grid Model groups purchaser basic 

leadership for items and administrations into four sorts 

i.e., quadrants;  

i. High – inclusion/think 

ii. High – inclusion/feel 

iii. Low – inclusion/think 

iv. Low – inclusion/feel 

Additionally, these four sorts of shopper choice 

making further portrays four essential kinds of 

promoting arranging methodologies appeared in Figure 

1. 

•Informative Strategy is fitting for exceptionally 

including items and administrations where sound 

reasoning and monetary contemplations win and the 

standard showing chain of importance 'learn–believe–

do' is the ordinary reaction demonstrate or the grouping 

in which purchaser's procedure promoting messages. 

•Affective Strategy is for very including and candidly 

spurred buys of items that satisfy the requirement for 

self–regard, or for which buy choices are driven by 

intuitive and conscience–related motivations. 

•Habitual arrangement Strategy is for low–

association/think items with such reutilized buyer 

conduct that learning happens frequently after 

exploratory trial purchasing. 

•Satisfaction Strategy is fitting for low–

contribution/feel items, things of individual taste for 
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which item encounter is a fundamental piece of the 

correspondence procedure. 

 

 
Figure 1: FCB Grid Model 

 

The FCB Grid Model permits arrangement of items 

into four quadrants by consolidating the two 

measurements of high versus low inclusion level and 

feel versus think contribution write. The high–

inclusion/think items incorporate home apparatuses, 

battery razors, protections, electronic machines and so 

on. The high–contribution/feel items incorporate 

corrective items, costly materials, house support 

materials, and gem dealer and so on. The low–

contribution/think items incorporate day by day use 

items, engine oil or oil related items and so on. The 

low–contribution/feel items incorporate brew, treat, 

fast food and sodas. 
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Figure 2: Categorization of 60 Common Products on the FCB Grid 
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High–contribution items have been portrayed as 

significant, irregular, hard to comprehend, unsafe and 

deserving of a purchaser's consideration, while low–

association items are depicted to be typical, simple to 

utilize, or include insignificant hazard and further 

proposes diverse promoting system for items in various 

level of inclusion. 

Think–situated buying choices along these lines 

generally has a tendency to be legitimate and objective, 

predominantly in light of utilitarian items qualities 

while feel–arranged acquiring choice gets from picture, 

emotions and tangible impacts. [13] Afterward 

exhibited a point by point record of the improvement of 

scales for estimating the areas of different items and 

mapped normal kinds of items on the FCB Grid 

appeared in Figure 2. 

The Graph shows India’s position on the cultural 

dimension index. 

 
Hofstede Cultural Dimensions Score of India  

(Graph adopted from the www.clearlycultural.com, 

authored by Hofstede) 

Power Distance is characterized as "the degree to 

which the less capable individuals from establishments 

and associations inside a nation expect and 

acknowledge that power is dispersed unequally" [14]. 

India scores high on the power remove scale, with a 

positioning of 77 contrasted with a world normal of 

56.5. High file shows an abnormal state of disparity of 

influence and riches acknowledged inside the general 

public all in all. Rank and age are essential 

determinants of the energy of a person. In any sort of a 

setting, discourses and choices are driven by senior 

individuals and those in the lower positions are 

intended to take after. Laborers from the most reduced 

positions in an association or a family unit address 

seniors as "sahib" or "mem-sahib" signifying "ace" or 

"courtesan" individually. Being a very religious nation, 

it isn't phenomenal to discover individuals who 

venerate their seniors or managers as types of 

god/goddess, particularly in provincial India. More 

youthful individuals from the family bow down to 

touch the feet of their older folks even today. 

Individualism–Collectivism portrays the degree to 

which the general public esteems assemble standards or 

individual opportunity. With a low score of 48 on the 

list, India holds a solid feeling of group. People tend to 

put others before him/her. "Fellowship" takes an 

alternate importance in the nation, where companions 

regularly drive a person to support the delight of the 

entire gathering. Voyaging alone is viewed as odd and 

perilous. Society assumes an essential part where 

individuals always stress over what the neighbors may 

say in regards to one's doings or belonging. Age old 

articulations like "Log kya kahenge" signifying "what 

individuals will state" are as yet existent in the nation. 

Youngsters are not urged to be free and independent, 

since the family is required to give an agreeable domain 

to augment the improvement of a kid's identity. Be that 

as it may, these conventions may change alongside the 

changing social esteems in India today. Higher 

individual objectives and harder rivalry support 

distinction among the cutting edge populace. Albeit 

one may put his companions previously him as far as 

individual space, he/she might be exceptionally 

prospective in the work space to acquire esteemed 

prizes. 

Masculinity centers around how much 'manly' 

qualities like aggressiveness, accomplishment, the 

securing of riches and achievement are esteemed over 

'female' qualities like relationship building and 

personal satisfaction. This measurement likewise 

manages the acknowledgment of certain sexual 

orientation part separation in the general public. India 

has a high manliness positioning at 56, with the world 

normal at 51. While as a manly society Indians 

accentuate realism and riches, the Hindu and Sikh 

religion reproves such esteems for nurturance and look 

after different creatures. Qualities from the two shafts 

of the measurement are therefore existent in the Indian 

culture particularly with the advanced improvement. 

Indians are progressively pulled in by western 

consumerism and materialistic conduct, while staying 

in contact with their conventional roots. Despite the 

fact that ladies in business have become regular in India 

over the most recent couple of years, it isn't deniable 

that men still summon more regard and power, 

particularly from other men. 

Uncertainty Avoidance alludes to "the degree to 

which individuals feel undermined by vulnerability and 

http://www.clearlycultural.com/
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uncertainty and endeavor to stay away from these 

circumstances" [14]. As far as this measurement, India 

positions low with a score of 40 contrasted with the 

world normal of 65. Superstitious and religious 

convictions in destiny and predetermination are as yet 

common. The idea of "everything occurs as indicated 

by God's arrangement" is compelling in the basic 

leadership and hazard taking conduct of numerous 

Indians. In addition, with the developing rivalry in the 

market, individuals will go for broke and take pride in 

such manly conduct. When managing tenets and 

directions, Indians are somewhat adaptable and pay off 

isn't remarkable to circumvent such principles. Indians 

are likewise less restless to indicate feelings out in the 

open, which can be followed to the significance of 

social regard. Another reason could be the regard given 

to the individuals who demonstrate manly 

characteristics of going for broke. Along these lines the 

commonness of low vulnerability evasion in India is 

persistently solid. 

Long Term Orientation depicts "how every general 

public needs to keep up a few connections with its own 

particular past while managing the difficulties of the 

present and future", and social orders organize these 

two existential objectives in an unexpected way. India 

has a score of 51 on this measurement, which 

demonstrates an inclination for an all the longer haul, 

commonsense culture. In India the idea of "karma" 

rules religious and philosophical idea. Time isn't 

straight, and hence is not as critical as to western social 

orders which regularly score low on this measurement. 

Hinduism is regularly viewed as a reasoning more than 

even a religion; an amalgamation of thoughts, 

perspectives, hones and elusive convictions. In India 

there is an acknowledgment that there are numerous 

realities and regularly relies upon the searcher. Social 

orders that have a high score on sober mindedness 

ordinarily excuse an absence of timeliness, an evolving 

blueprint in light of changing reality and a general 

solace with finding the destined way as one comes as 

opposed to playing to a correct arrangement. 

Indulgence is how much little youngsters are 

mingled. Without socialization none move toward 

becoming "human". This measurement is characterized 

as "the degree to which individuals attempt to control 

their wants and driving forces, in light of the way they 

were raised". Moderately powerless control is called 

"Liberality" and generally solid control is called 

"Restriction". India gets a low score of 26 in this 

measurement, implying that it is a culture of Restraint. 

Social orders with a low score in this measurement tend 

to negativity and cynicism. Individuals with this 

introduction have the recognition that their activities 

are controlled by social standards and feel that 

entertaining themselves is to some degree off-base.  

 

CONCLUSION 

To aggregate up, while expounding a showcasing 

technique for India, advertisers ought to profoundly 

analyze the market, putting immense consideration on 

Indian culture, shopping propensities, qualities and 

convictions of Indians. It is difficult to build up target 

bunches which have similar thoughts and comparable 

shopping propensities, yet is conceivable. Be that as it 

may, advertisers ought to understand that Indian 

customers are ending up increasingly cognizant about 

cost and quality. The concise rundown of Indian culture 

offers insights to advertisers about the general 

population intrigued by their own particular esteems 

and states of mind. In Indian Culture, the estimations of 

the more distant family are prevalent, in spite of the fact 

that uniqueness is lavishly created in Indians, including 

a substantial level of flexibility in feeling, considering 

and development of one's internal life. Aggressive 

Individualism however is seriously disapproved of in 

Indian culture since it can upset connections. 

Also, purchaser's ethnocentrism, nation of starting 

point and item need impacts item quality view of Indian 

shoppers. It is intriguing to take note of that the outcast 

organizations accompanying the "Day by Day require" 

items ought not advance their nation of beginning and 

nation of produce, keeping in mind the end goal to meet 

the day by day client. With respect to this fragment, 

Indians demonstrate more enthusiasm towards their 

own particular nearby made items. The greater parts of 

Indians still see Western items with higher costs. In this 

way, organizations wishing to showcase "non-vital", 

extravagance products to Indians ought to advance the 

nation of root and fabricate. Finally, nearness of 

various religions ought to enable advertiser to 

showcase its items as understanding to them or might 

bear terrible outcomes and could additionally prompt 

the most noticeably awful conditions.  
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