

  
    
            
        
      
      
        
          
        

        
          
            
          
        
        
          
            
              
                
              
            

            
              
                
                  Senest søgte
                

              

                
                  
                      
                      
                        
                      
                  

                
              
                Ingen resultater fundet
              

            

          

          
            
              

                
              
            

            
              
                Tags
              

              
                
                  
                      
                  
                
              

              
                

              

              
                Ingen resultater fundet
              

            

          

          
            
              
                
              
            

            
              
                Dokument
              

              
                
                  
                      
                  
                
              

              
                

              

              
                Ingen resultater fundet
              

            

          

        

      

    

    
      
        
          
        
      
              

                        
  
  

                
            
            
        
        Dansk
                        
          
            
            
              
                Hjem
                
                  
                
              
              
                Skoler
                
                  
                
              
              
                Emner
                
                  
                
              
            

          

        


        
          Log på
        
        
        
        
        
          

  





  
    
      
      	
            
              
              
            
            Slet
          
	
            
              
              
            
          
	
            
              
                
              
              
            
          
	
          

        
	Ingen resultater fundet


      
        
          
        
      
    

  







  
        
        
    
                
            
                
                    
    	
                                    
              Hjem
            
            








	
                          
                
              
                        
              Andet
            
            


                    Cultural factors
                

                                    
                        In document
                        
    Master Thesis in International Business Communication, American Studies
                        (Sider 36-51)

                    

                            
            
                                                                                         Discussion 7

                                                                7.1 Cultural factors

                                
                    The first and perhaps most important factor to consider given the high similarities between the 
 Danish and American economies and society structure is culture. As it stands culture is a very 
 diffuse and difficult parameter to obtain objective, quantitative data from. It therefore becomes 
 difficult to judge whether DK is higher or lower on cultural parameters than the US, often it 
 becomes an interpretation and judgement. However, Hofstede did manage to quantify culture into 
 numbers of six dimensions as explained in the theory section. His work has since gained widespread 
 use since it provides a way of putting culture into an analytical framework which also includes 
 datasets from economic and society. It should be noted though that CDT is also heavily criticized, 
 as highlighted in the theory section. Therefore, CDT will not stand alone in the culture section, but 
 will be applied in together with UGT. This will be done to cover all factors involved in SNS usage. 


National ideas, brands, and business culture will be analyzed to shed light on differences between 
the American and Danish society that might not be captured in Hofstede’s work. This will be done 
to accompany Hofstede’s more general assumptions with more specific details on each society to 
reach a more holistic conclusion. As a first approach the cultural factor of the “I” and “we” will be 
looked upon. This is done to identify differences both in American and Danish societies that may 
also reflect on SNS choice. 


I and we societies 
 7.1.1


Societies are made up by their sum of experiences and for DK and the US, this can be seen by the 
 creation of “we” and “I” mentality. DK and the US each have a set of cultural norms that show a 
 clear difference which roots itself into “we” and “I”. This has a strong impact on the actual usage 
 of SNS. Specific SNS often appeal more to one type of society than another. In this case SNS can 
 be more preferable to either “we” or “I” societies dependent on the SNS design. Such preference is 
 observed for the case with DK and US as the following discussion will highlight. 


The data show that the daily and monthly usage for the internet population is higher in the US than 
 DK for some SNS. Twitter, Instagram, LinkedIn, and Facebook show a higher usage both monthly 
 and daily for the US compared to DK. However, there is not a as a big difference for Facebook and 
 Instagram compared to Twitter and LinkedIn daily usage. On the monthly usage Twitter is almost 3 
 times as big in the US compared to DK. These significant differences can be explained by the “we” 


and “I” approach of these SNS. Twitter and LinkedIn are more “I” focused than e.g. Instagram and 
 Facebook that also promote “we” focused attributes. Americans have been found to be “I” 


conscious by (Jia, Sundar, Lee, & Lee, 2014). The following paragraphs will evolve the concept of 


“I” and “we” in American and Danish cultures. To begin with DK scores low, 18 points, on 
 Hofstede’s PD in comparison the US which scores 40 points, a low-medium rating. Thus according 
 to Hofstede DK is more equally “we” orientated than Americans. One of the perhaps most 
 well-known differences between DK and the US are their view on equality distribution. 


Distribution of wealth is also very different between the US and DK. The taxation system of DK 
 promotes a “we” mentality, whereas the US promotes an “I” mentality. The acceptance of an 
 economic equality is vastly different from the very “I” focused US to the “we” focused DK. DK 
 has a tax as percentage of GDP of about 50.8 % (Eurostat, 2016) and the US just 26 % (OECD, 
 2017). As such Danes have accepted that wealth is distributed equally whereas Americans more 
 believe that you should keep what you earn (C. Howard, 2008). This is another sign of the “we” 


that governs Danes compared to Americans’ “I” mentality. This difference again indicates the clear 
 difference between DK and the US on the cultural level, one that is rooted into political and 


economic situation of the country. Thus, Twitter that is “I” focused may have a stronger appeal in 
the American population than in DK. This strong acceptance of a higher power distribution also 
might lead to admiration of Twitter users with significant success in their life, public figures such as 
politicians, celebrities or other famous people. Therefore, this helps explain the higher usage of 
Twitter in the US than in DK. 


Americans are generally known to have a greater desire than Danes to follow public figures. This 
 supposedly makes an impact on the amount of Twitter users, as Twitter offers a way to directly 
 connect and follow public figures. A study performed by PRI in 2011, found that American users of 
 Twitter are more interested in connecting with politicians, celebrities or athletes than users of other 
 SNS (PewResearchCenter, 2011). One of Twitter’s main functions is the ability to connect with 
 public figures. It stands to reason that a country which has a higher admiration for people with 
 success will find a larger audience using Twitter. Therefore, Americans who are more celebrity 
 focused than Danes will subsequently find a larger user base for Twitter to recruit from, as the 
 service offers something they desire. The same can be said for Instagram as it just exchanged text 
 for photos. It can be questioned, if this is actual the reason for adoption, as it only says something 
 about current usage. Usage may differ from the reasons that users sign up. However, a study by 
 (Hargittai & Litt, 2011) confirmed that American adolescents primary reason for signing up during 
 the Twitter rush in 2008-9 was exactly celebrity focused. Therefore, public figures are important for 
 usage and adoption, especially for Americans. 


Another issue perhaps present with Twitter’s potential in DK is its very nature of short messages of 
 280 characters (was 140 until late 2017). Danes and Americans are different when it comes to how 
 they perceive short messages. Americans as a high “I” IND culture (IND score of 91) will 


according to (de Mooij & Hofstede, 2010) have more acceptance towards short selling points. 


Danes with a lower score (IND score 74) will require more context to build trust in the selling point. 


Therefore, Twitter’s short way of communicating may not sit well with Danes compared to 
 Americans. In the end the short messages of Twitter probably appeals more to Americans than 
 Danes, and this in turn may lead to a higher usage by Americans compared to Danes. It could be 
 argued that short messages are primary a problem of marketing factors on Twitter. Rather it would 
 hamper the value of ads on Twitter to Danish users, perhaps not Twitter usage itself. Often tweeting 
 can be followed by links to more information or as a series of tweets to create a longer message. 


Furthermore, if a user decides to follow a person then that user might already be at the point of 
 trusting the person. Therefore, it is doubtful if the point made by (de Mooij & Hofstede, 2010) on 
 trust in short messages is applicable to Twitter usage. Another difference claimed by the scores on 
 the IND scale is that Danes are more groups “we” orientated than Americans. 


As Americans score higher on IND than Danes (91 versus 74), it is to be expected that Americans 
would be less worried about being part of a group consciousness (de Mooij & Hofstede, 2010). This 


group consciousness is difficult to create on a SNS such as Twitter which had no real grouping 
 function until early 2015. It should be noted that the Twitter group messages only allows for 50 
 participants. The monthly usage in DK saw almost a doubling from 2015 to 2016, but an 
 insignificant rise from 2016 to 2017. It could be argued that Twitter reached a bigger portion of 
 Danes by this update. 


The grouping on Twitter is by any means not what you see in LinkedIn, Instagram or Facebook 
 which allows an unlimited amount of group members and more functionality. As Twitter lacks the 
 ability to create large grouped networks, it would appeal less to Danes that desire a more group 
 focused SNS than Americans according to CDT. However, a study by (Chen, 2011) showed that 
 Twitter actually promoted the feeling of “camaraderie”. This sensation of “feeling connected” to 
 others on Twitter could very well substitute the need for groups. Yet, Twitter still lacks the group 
 functionality of closed groups that can share content and having moderators. Even the feeling of 
 community might not be enough to replace a closed group, as the sensation of camaraderie might 
 take a while to create, whereas a group on e.g. Facebook is instant. This difference might therefore 
 be a factor for Danish newcomers to Twitter. 


Another significant difference between the American and Danish society related to group feeling is 
 that Danes are more modest about themselves than Americans. Danes are more modest and less 
 assertive than Americans (Mooij, 2014). MAS provide an insight into how modest or assertive a 
 country is. The scores for DK and the US are significantly different (16 vs 62). This put DK in the 
 FEM end and the US in the end of the MAS scale. As Danes are more FEM and modest they do not 
 want to seem too enthusiastic about participating in competition, debates or publicity share 


opinions. In MAS cultures one must be visible and compete among one and other. LinkedIn and 
 Twitter are two SNS that are primary about having an opinion, telling the world and showing your 
 skills, elements that cater to MAS cultures. It is, therefore expected that SNS that are about 


visibility and voicing an opinion should be more used in the US than DK. However, Sweden is also 
 low on the MAS scale (score of 5) yet show high usage of Twitter (Brynolf, 2015). This challenges 
 the concept that MAS is the main driver behind the Twitter usage. However, CDT is much debated 
 and might not display the culture sufficiently. This will be discussed more under the section 


national ideas. Hofstede’s scores is not the only thing which indicates the modest nature of Danes to 
Americans. Also in schools MAS culture vs FEM are evident in DK as opposed to the US. 


Success is important to MAS cultures. As such if a SNS evolves around showing your successes it 
 should enjoy higher usage. In American schools, physical education plays a central role in the US 
 and at the competitive level. School sports are not nearly as competitive in a FEM culture such as 
 DK (G. Hofstede, 2001). American sports coach George Allen said: 


“Winning isn’t the most important thing – it is the only thing” (Lasch, 1979) 


This is a typical a MAS trait. This is in contrast to FEM cultures, including DK, where doing the 
 best you can do is accepted. Furthermore, (König, Hafsteinsson, Jansen, & Stadelmann, 2011) 
 studied the level of self-representation among Iceland7, Switzerland and the US and found that the 
 Americans are more inclined to express themselves positively than Swiss and Icelandic persons. 


LinkedIn with its high focus on your positive self-representation can be considered competitive as 
 opposed to Facebook and Instagram which are more sociable. This trend in American society to 
 display success and strive for it can be observed in the daily usage of LinkedIn. One might argue 
 that just because Americans are more positive about themselves, it does not relate to increased 
 usage. However, as especially LinkedIn is about the positive presentation of the brand that is you. 


One’s daily activity usage of it would also increase e.g. amount of updates you post, the addition of 
 a skill that you just learned. Thus positive attitude about one-self should create an enhanced reason 
 to add things to LinkedIn. The perceived usefulness is also more important for MAS cultures 
 according to (Alarcón-del-Amo et al., 2016). The strong focus on yourself on “I” SNS can also be 
 considered a narcissists trait. 


Being self-centered is important for the activity and usage on SNS. Instagram, Twitter, and 
 LinkedIn are SNS that promotes a self-centered approach. Scholars (Ryan & Xenos, 2011) have 
 found that SNS are commonly used by narcissists who have the need to promote themselves on a 
 SNS site. This is especially the case with the usage of Twitter and Instagram. Twitter and Instagram 
 are more self-centered SNS than Facebook and lends itself more willingly to self-centered updates 
 such as one-way relations as opposed to Facebook (Davenport, Bergman, Bergman, & Fearrington, 
 2014) (Kleemans, Daalmans, Carbaat, & Anschütz, 2016). Moreover, as opposed to Facebook, 
 Twitter users do not have online “friends”. Instead Twitter’s similarities to “friends” are labelled 


“followers” a more ego-boosting name for connections. The number of followers provides a certain 
 feeling of connection and sensation of power for the user according to (Chen, 2011). Overall, this 
        


7 It is fair to compare Icelandic culture with Danish as they are both Nordic countries that share a long history together 
until Icelandic independence in 1943. 


indicates that the users of Twitter are more attuned to pursuit a stronger self-centered approach to 
 Twitter, a tendency which is stronger for American than Danes, as evidenced by the scores on MAS 
 (see figure 1). This means that it is far more likely for Americans to use Twitter, LinkedIn, and 
 Instagram than Danes. Being self-centered is often associated with higher thoughts of one-self, 
 which could affect how you express yourself on SNS. 


Feeling that your opinion matters that you matter in the grand scheme should potentially trigger you 
 to involve yourself more in SNS. Studies by (Alicke, Klotz, Breitenbecher, Yurak, & Vredenburg, 
 1995) and (Taylor & Brown, 1994)have found that many Americans consider themselves better and 
 smarter than the average person. Other scholars have inter alia examined the SNS usage among 
 American and European college students and found that Americans are more inclined than 
 Europeans to believe that they can multitask while being in class and checking SNS at the same 
 time (Ozer, Karpinski, & Kirschner, 2014). This could explain why SNS rates are higher in the US 
 than in DK, as ‘smarter’ persons may have a stronger desire to expose their views and their skills 
 the way “I” SNS allows it. It is found for Twitter that people often use it for narcissistic reasons 
 (Davenport et al., 2014). This provides some insight into why SNS overall are more used in the US 
 than in DK, especially for Twitter and LinkedIn. Feeling smarter than others perhaps makes one 
 increase the sensation of power to impact others. 


On a SNS as e.g. Twitter, it is about spreading your viewpoint and participating in discussion, 
 breaking news and debates. Also the power to like and share on Facebook can be consider power 
 giving (Dadgar et al., 2017). It follows that users of Twitter and Facebook should be more 
 acceptable of a specific power distribution, as followers and likes are “power”. Users on Twitter 
 thus have to accept that some have more power to spread their message than others. However, the 
 power functions of “like” can just as well be used for increasing social capita (A. Smith, 2018). 


Thereby, the ability to share and like posts and social profile update might serve a dual purpose, one 
which is not entirely associated to PD only. It can, therefore hardly be argued that like and share 
ability is solely associated with PD, as (Dadgar et al., 2017) claims. Equality and acceptance of 
power is significantly different from the US and DK according to Hofstede. Given the above 
discussion, it is questionable if this difference in PD between DK and the US really matter in this 
case. However, it might. Another impact of the ability to promote views could be the power to 
determining your own daily life. 


SNS usage can potentially also be influenced by the way people view their own career and life. 


Being ambitious about your work life creates an ego-centric point of view that drive usage of more 


“I” focused SNS. A study conducted by (Nelson & Shavitt, 2002) shows that all who had at least 
 an undergraduate degree or in the process of getting one were asked the question: “Where do you 
 see yourself in the future?” Americans’ first priority were to answer “good job/career” whereas 
 Danes’ first priority were to start a family (Nelson & Shavitt, 2002). Americans also prioritized 
 owning their own business whereas Danes answered that they saw themselves in a midrange 
 position. In other words, Danes appear to be more modest than Americans and do not have as high 
 professional expectations of themselves such as becoming an entrepreneur. This study gives an 
 indication of the differences and supports the argument that the US is more “I driven” and “goal 
 orientated” than DK. If this reflects on the use of Twitter and especially LinkedIn as career driven 
 SNS, it is not proven directly. Rather, Americans might just be online more than Danes. However, 
 LinkedIn offers tools to improve your career options (Utz, 2016). Therefore, it is highly likely given 
 the opportunity that people who are gratified by such elements seek out the tools to provide them 
 with such possibilities. It is therefore plausible that Americans are more daily active on LinkedIn 
 based on their culturally based more competitive and career focused attitudes. 


The impact of “I” and “we” orientation of societies on SNS is significant. This could very well be 
 a strong contributor to the difference usage observed. The way SNS way of self-enhancing very 
 much favors societies that is more “I” than “we” orientated. Americans therefore should have a 
 higher usage of “I” orientated SNS, e.g. LinkedIn, Twitter, and Instagram, since the cultural 
 dimensions prevalent in their society are promoted by these SNS. The cultural differences 


established between DK and the US somewhat supports this. However, it should be understood that 
 culture is very difficult to measure. CDT is not without its flaws and it might not capture the whole 
 identity of a country’s culture. As such less quantitative ways might be needed to evaluate how 
 much “I” and “we” society DK and the US actually is. Evaluating how open societies are can also 
 help understand the cultural factor. 


Personality traits of society 
 7.1.2


SNS are by the very definition a place where you communicate and create new connections 
 between people. It may be expected that the users identity - which is to a large extent is created by 
 their society is transferred into cyberspace’s SNS (Abeele & Roe, 2011; Chapman & Lahav, 2008). 


Therefore, personality traits such as openness, the need for privacy, and loneliness among could be 
important determinants for users’ choice of and how they behave on a given SNS. These personality 


traits vary from individual to individual. However, the country as a whole will be leaning towards 
 specific generic personality traits based on the culture of the society (Church, 2016). One significant 
 difference between Danes and Americans is more than just a myth – Danes are more reserved than 
 Americans. 


Being open to others is an important factor of SNS which are all about connecting, discussing, and 
 exposing one-self. Having a more open personality towards new people increase your usage of 
 SNS. A report on expats worldwide (InterNations, 2017) concluded that Scandinavia and especially 
 DK was reported as the most difficult country to obtain friendships in. This is in contrast to the US 
 which was reported in the mid-high range of positive responses in relation to establishing 


friendships. This is supported by (Allen, 2010) that states Americans has the reputation of being 
 open and polite to strangers. Danes are known as being reserved and closed to strangers (Strange, 
 2009) (Hjernøe, 2015). The reserved attitude of Danes towards new relations might very well also 
 be seen in their approach to SNS usage. This makes Danes use SNS less as one of their core 
 functions is to connect and meet people, not just your already established circle of friends. One 
 thing is being polite and open; another is how users seek out new people by themselves. 


Using SNS is not just for your current offline network, but also gaining new ones is a factor of SNS. 


An attitude that promotes a desire to meet new people and actively seek them out will increase SNS 
 usage. Danish users mainly use Facebook to keep in touch with the old friends they have met in real 
 life and not necessary seek out new ones (Kulturstyrelsen, 2015). Americans use SNS to gain new 
 friendships, contact and keep in touch with existing relations (PewResearchCenter, 2011). 


Americans seem to be more interested in new relations on SNS than Danes. As Danes do not feel 
 the need for expanding their social networks, SNS do not offer them any reason to use those 
 networks for anything but to keep in touch. On the contrary, Danes might just focus their time 
 elsewhere. However, the more social ties the more content is generated for consummation 
 increasing overall gratification a user receives. This creates more satisfaction for using SNS thus 
 increasing the time spent on them. Americans have about 350 friends on average on Facebook 
 (Webster, 2014) whereas Danes just have 235 friends in 2014 (Christensen, Knudsen, & 


Svenningsen, 2015). This could be one explanation as to why SNS, especially Facebook, are more 
daily used among American than Danes. Americans are more open and connect with new people 
more often. This in turn increases the content for consummation on SNS as they simply have more 


friends to get content from. Being alert of strangers and new people could also be a rooted in 
 privacy concerns and the fear of the unknown. 


Privacy and the ability to control which information users share is important to the usage of SNS. 


The more concern users have over their privacy the less inclined they are to adopt and use SNS. 


Privacy concerns was investigated by (C. Park et al., 2015), (Ng, 2016) and (Ribière et al., 2010) 
 whom all found that privacy concerns negatively influenced the usage of SNS. It was also 


discovered that UA played a role on this parameter. However, scoring low or high on IND reduced 
 this dependency in the researchers’ model. DK scores 23 and US 46 on the UA parameter and 74 
 and 91 on IND. Therefore, Americans should have a lower tolerance for insecurity related to 
 privacy on SNS usage, reducing their adoption and usage. However, their high score on IND scale 
 might make them view SNS as being advantageous to the degree that they neglect the issue of 
 privacy. If privacy concerns play a role in SNS usage, it is not strong enough to shift the overall 
 usage compared to other parameters in the two societies. It was also mentioned by (C. Park et al., 
 2015) that design features might reduce the influence of privacy concern. Twitter is a SNS which 
 does not require you to reveal personal information; a user can tweet under an alias. Therefore, 
 Twitter could appeal more to Americans since their UA is higher. In general it might be that the 
 current SNS investigated by this thesis do not raise privacy concerns or the impact of this is very 
 small on the overall usage. 


Privacy concern is one of the personality traits that are involved with a lot of complex interactions 
from other factors. In high COL society privacy concern is mitigated by the way the users use that 
SNS. In IND societies the highly innovative factor of SNS will neglect its impact (C. Park et al., 
2015). Thus, if a SNS promotes it innovative features to its users, it is likely that the usage and 
adoption is not limited by user privacy concern. On a contrary, in a COL society a SNS would need 
to be group focused to avoid privacy concerns. In one-way or another, this makes it highly difficult 
to make a sound assessment if privacy concern is a parameter that gives a contribution to the overall 
usage difference between DK and the US. It would appear as if other traits in culture neglect the 
influence of privacy concern on SNS. Whether or not the very public debate about the data leak on 
87 million accounts from Facebook to Cambridge Analytica will change user’s attitude remains to 
be seen. Another element which is not far from privacy is loneliness which could also influence the 
usage of SNS. 
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