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Abstract
Nowadays, more and more research has been conducted on the idea that cultural
values influence us as individuals (Hofstede, 2011; Dorfman et al., 2012; Schneider et al.,
2003). Therefore, culture may also influence which marketing appeals we prefer. After
Hofstede (2001) identified his cultural dimensions, many research has been conducted on the
individualism/collectivism dimension and how this dimension influences consumer behavior.
Nevertheless, less research has been conducted on the masculine/feminine dimension.
Therefore, this study will examine the influence of a tailored slogan on the buying intention,
willingness to pay and word of mouth of consumers in masculine and feminine cultures. The
study was conducted by means of an experiment with a 2x2 between-subject design. The
participants filled in an online questionnaire after seeing the advertisement of a fictious
product with either the masculine tailored slogan or the feminine tailored slogan. The study
was completed with a total of N = 123 participants. It was concluded that a tailored slogan
does not persuade the participants into buying the product, willingness to pay for it or for
word of mouth. Future research could choose countries that are more of different parts of the
world so that distinctions can be clearer.

Keywords: tailored, slogan, buying intention, word of mouth, willingness to pay,
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Introduction
Nowadays, more and more research has been conducted on the idea that cultural
values have an influence on who we are (Hofstede, 2011; Dorfman et al., 2012; Schneider et
al., 2003). Cultural values also influence which marketing appeals we prefer. This has caused
the development of global marketing strategies and has been getting more attention in
research (e.g., Aaker, 2000). Nevertheless, articles like the one from de Mooij (2003) present
results that are not in line with the previous fact. She states that culture causes variations in
consumer behavior and that, moreover, culture does have an important effect on the consumer
behavior. She also states that when neglecting the influence of culture in a marketing strategy,
this could the lead to loss for different businesses. This is since these businesses lack
knowledge on the norms and values of a culture and therefore do not enhance these cultural
values within the marketing strategy. Next to this, De Mooij (2003) states that there are
different cultural values in each country, and that each of these values influence individuals
greatly. Therefore, countries that seem ‘alike’ in terms of religion or belonging to a certain
continent does not mean that the people are persuaded in the same way. Yie Lang and Botelho
(2010) add to this fact by stating that people from different countries have their own norms
and values, which can then influence how people perceive different marketing strategies.
To help understand how people who belong to a certain society behave in a certain
way, Hofstede (1984) introduced his paradigm, which identified different cultural dimensions
– uncertainty avoidance, power distance, individualism/collectivism, and
femininity/masculinity. These cultural dimensions have been widely researched in terms of
how they can influence people when looking at different marketing and advertising appeals
(Chang et al., 2009).
Nevertheless, research has been mostly focused on the dimension of
individualism/collectivism. The fact is that researching the individualism/collectivism
dimension and the effect this dimension has on the way that people perceive different
marketing strategies has become a widely researched way for the understanding of crosscultural differences in advertising effectiveness (Chang, 2006). Nevertheless, less attention
has been paid to the masculine/feminine dimension. Still, this dimension has also been found
to explain the way people respond to advertising messages (Chang, 2006).
Hofstede’s (1984) research generated four factors concerning masculinity/femininity,
these factors are “seeking for advancement’, ‘seeking for challenges’, ‘cooperating with one
another’ and ‘security’. Moreover, highly masculine countries score higher in terms of
assertiveness and orientation towards mastery (Hofstede, 1998). These items are each

associated with ‘masculine’ characteristics such as ambition, goal orientation, independence,
and successfulness (Chang, 2006). In contradiction, the countries that score low on de
masculine index support values like modesty, tenderness, concerning with the quality of life
and value high environment protection (Hofstede, 2001). Hofstede (1998) ranked 53 countries
in terms of masculinity. It turned out that most Asian countries ranked low on masculinity,
and that most Western countries ranked high on masculinity.
As mentioned before, not much research has been done on the masculine/feminine
dimension. Chang (2006) explains in her research that exploring the masculine/feminine
dimension might generate results that will fill in the research gap that is currently existing in
literature. Specifically, individualism/collectivism dimension cannot solely explain how and
why people make decisions since people from feminine and masculine societies also differ
greatly in their set of norms and values. She, moreover, states that masculinity and femininity
are differently rooted in individuals from various cultures. Which then, might lead to
individuals responding differently to marketing strategies that are tailored towards these
cultural dimensions.
Taking all this in consideration, this intended research aims to provide evidence for the
importance of the masculine/feminine dimension within marketing strategies and advertising
appeals with the following research question:
RQ: Do slogans tailored to a specific culture (Masculine/Feminine) increase a) buying
intention, b) willingness to pay, c) word of mouth?
When looking at advertising appeals, the two most used appeals are the image and
utilitarian appeal (Johar and Sirgy, 1991). In short, the utilitarian appeal focuses on the
performance of a product. As beforementioned, performance is a value greatly valued by
people from a masculine culture. So, not surprisingly it was found by Chang (2006) that
people from a masculine society prefer the utilitarian appeal over the image appeal. Next to
this, Chang (2006) also stated that people access their masculine/feminine characteristics
through product characteristics, and that there is often a compliance between the person
judging the product and the values and norms that are enhanced by the cultural dimension this
person lives in. Moreover, Tai and Chan (2001), found that ‘information cues’ in terms of
product performance are favored by people from a masculine culture, and not so much in the
feminine culture. This then illustrates that people will, most likely, prefer an advertising

appeal that is in line with the characteristics that are favored by that type of cultural
dimension.
This previous fact is also backed by another study from Nelson, Brunel, Supphellen
and Manchanda (2006). They conducted a study on charity donations in relation to egoistic
and altruistic ads. Their results stated that when a specific mindset from a consumer matched
with the motive this consumer has to buy a product, there was a more positive evaluation
towards this product. When looking at the masculine and feminine dimension. For the
feminine dimension (where both men and woman enhance nurturing) altruistic ads were
favored by men and egoistic ads by women. In the masculine culture, the opposite was the
case. This contributes to the fact that people belonging to a masculine culture, will react more
positively to a masculine appeal and people belonging to a feminine culture will react more
positively to a feminine appeal. Moreover, Ko et al. (2015) implied that when information
that is displayed about a product matches the culture the product is advertised in, this then
would lead to easier processing mechanisms which would then lead to a more positive
response towards this product because of a “feeling right” process.
Therefore, in this study it will be expected that people belonging to a
masculine/feminine culture will be more persuaded, and therefore, willing to buy a product
with a slogan that is tailored to this specific (masculine/feminine) culture. Moreover, the
willingness to pay for the product and the word of mouth amongst customers is also expected
to increase when people read a slogan that is tailored to their cultural dimension. The
hypotheses of this intended research will therefore be:
H1: Framing techniques in a slogan tailored to a feminine society raise the a) buying
intention, b) willingness to pay, c) word of mouth for consumers from a feminine society
H2: Framing techniques in a slogan tailored to a masculine society raise the a) buying
intention, b) willingness to pay, c) word of mouth for consumers from a masculine society.
Previous research like, Chang (2006) and Chang et al. (2009) have already illustrated the
importance of researching the feminine/masculine dimension identified by Hofstede (1984).
The current study aims to further contribute to the field of marketing and advertising in both a
practical and theoretical way. Moreover, this study aims to fill in the existing research gap on
the masculine/femininity cultural dimension and ultimately help marketing specialists to
better understand this cultural dimension and the way people from this dimension behave and

make decisions. This will, then, help to boost sales and gain revenue due to well-adjusted
marketing strategies. Lastly, Chang (2006) stated that product characteristics influence the
way people perceive marketing strategies in the masculine/feminine dimension. Nevertheless,
this has not yet been influenced in terms of wording in slogans and how people belonging to
the masculine/feminine dimension perceive this difference.

Buying intention
Tailored slogan
(Feminine dimension or
Masculine dimension)

Willingness to pay
Masculine vs. Feminine
cultural dimension
Word of mouth

Figure 1: Conceptual model

Method
Materials
This study aimed to find an influence of culturally tailored slogans on different
dependent variables. The independent variables of this study were the tailored slogans. These
tailored slogans were framed into either the feminine cultural dimension or the masculine
cultural dimension. These tailored slogans had been designed following previous research on
the masculine and feminine dimension. Hofstede (2001) stated that masculine cultures are
very ego oriented and are focused on success and performance whereas feminine cultures are
more focused on quality of life, health, and value environmental protection. The slogan for
the feminine dimension was “Protein supplement that will improve your health & gives back
to the planet” and for the masculine dimension was “The best product to achieve your top
form & reach your best performance”. For the poster with the ‘feminine slogan’ a description
was added. The description states ‘1% of the profits will go to saving the planet”. This was
done to explain how buying the product will indeed help to give back to the planet.
The two slogans were portrayed on a different poster. These posters contained the
same image of a fictious protein supplement brand (Appendix A.) together with one of the
two slogans.
First, to be able to create the ‘right’ mindset for the participants, a recall test was
implemented in the experiment. Han et al. (2017) conducted a recall test in their experiment.
This recall test will be modified for this experiment. The participants from the masculine
dimension will be asked to describe an event in which they felt ambitious. The participants
from the feminine dimension will be asked to describe an event in which they felt
compassionate.
Next, a manipulation check was induced to check whether the subjects belong to the
feminine or masculine dimension. All the participants received 7-point-Likert scales on
twenty different items. These items were based on the article from Bem (1974). Each item
represented femininity or masculinity (Appendix B).
Participants
In total, 123 participants took part in the experiment. Of which 67 woman and 56 men.
To be able to make an adequate comparison between a masculine and a feminine country,
participants from Italy were chosen to ‘represent’ the masculine culture and the Netherlands
to ‘represent’ the feminine culture. In total, 71 Italian participants and 53 Dutch participants

took part in the experiment. Mainly gender played an important role since the masculine and
feminine dimensions are often misplaced as gender specific dimensions. With an even gender
distribution over the different dimensions, an adequate comparison can be made. The ages of
the participants were between 15 and 78 years old (M = 45, SD = 1.77).
Design
This research made use of a 2x2 between-subject design. The two slogans were shown
to all the participants, but a comparison between the two subject groups (the group of the
masculine and the group of the feminine dimension) was made. The independent variable was
made out of the two tailored slogans (one slogan culturally manipulated to tailor the feminine
society and one slogan culturally manipulated to tailor the masculine society), this
independent variable used to look for an influence in three dependent variables; buying
intention, willingness to pay and word of mouth towards the product (protein supplement).
The moderator that this research entailed was one of Hofstede’s (2001) cultural dimensions:
masculinity/femininity.
Instruments
The three dependent variables (buying intention, willingness to pay, and word of
mouth) were operationalized through an online questionnaire.
Buying intention, the first dependent variable, was measured through nine-point
semantic differential scales, adjusted from White et al. (2016). The buying intention was
operationalized via 3 items of which one example is: how likely would you be to buy the
protein supplement? (1 = very unlikely, 9 = very likely) (M = 7.49, SD = 20.91) (Appendix
C.). The reliability of the scales was measured through Cronbach’s alpha. The reliability of
‘buying intention’ comprising three items was good α = .96.
The second dependent variable, willingness to pay, was operationalized via 3 items
with 7-point-Likert scales adjusted from Habel et al. (2016). An example was: I would like to
keep buying the protein supplement, even if other protein supplements were cheaper (1 =
strongly agree, 7 = strongly disagree) (M = 7.25, SD = 6.96) (Appendix D.). The reliability of
the scales was measured through Cronbach’s alpha. The reliability of ‘willingness to pay’
comprising three items was acceptable α = .76.
The final dependent variable, word of mouth, was operationalized via 3 items in the
questionnaire with, also, 7-point-Likert scales adjusted from Lim et al. (2017). An example
was: I will spread positive word of mouth about this product (1 = strongly agree, 7 = strongly

disagree) (M = 7.59, SD = 9.69) (Appendix E.). The reliability of the scales was measured
through Cronbach’s alpha. The reliability of ‘word of mouth’ comprising three items was
good α = .93.
Procedure
The questionnaire was an online questionnaire. With an online questionnaire it was
hoped to reach more participants due to social media platforms. The participants were invited
to take part via snowball sampling. There was no financial reward or any other incentive to
take part in the experiment. The experiment was conducted on individual basis in an online
setting. The procedure was the same for all the participants. As beforementioned, the
participants from the masculine culture received a recall test for the masculine culture. The
participants from the feminine culture received a recall test for the feminine culture. After the
recall test and viewing either the masculine tailored slogan or the feminine tailored slogan, all
the participants filled in the same online questionnaire. An estimation of the time that it took
to complete the experiment was approximately 10 minutes.
Statistical treatment
To be able to generate the adequate results for this 2x2 between-subject design
experiment, two-way ANOVA’s were used on the dependent variables (buying intention,
willingness to pay and word of mouth). Moreover, an independent samples t-test was used for
the manipulation check and chi-square tests, as well as a one-way ANOVA to check the
distribution of the participants.

Results
Manipulation check
To examine whether the participants belonged to the masculine or feminine society,
different independent samples t-test were conducted. An independent samples t-test showed a
significant difference between the masculine manipulation check and the recall test (t (121) =
2.11, p = .037) (Table 1.). The masculine recall test (M = 7.47, SD = 1.75) was showed a
higher masculinity level among the participants compared to the feminine recall test (M =
6.76, SD = 1.95).
Another independent samples t-test showed a significant difference between the
feminine manipulation check and the recall test (t (121) = 2.18, p = .031) (Table 1.). The
masculine recall test (M = 8.01, SD = 1.76) was showed a higher masculinity level among the
participants compared to the feminine recall test (M = 7.27, SD = 2.00).
Table 1.

Means, standard deviations and n between the manipulation checks and the
recall tests

Masculine

Masculine

Feminine recall

recall test

test

M

SD

n

M

SD

n

7.47

1.75

64

6.76

1.95

64

8.01

1.76

59

7.27

2.00

59

manipulation
check
Feminine
manipulation
check
Distribution of participants
To check whether the participants were evenly distributed over the four conditions (feminine
slogan and recall test/masculine slogan and recall test), different chi-square tests and one oneway ANOVA were conducted.
A chi-square test was performed to examine the relation between nationality and the
cultural dimensions. The relation between these variables was non-significant, X2 (1) =

0.50, p = .48). Which means the participants are evenly distributes over the cultural
dimensions in terms of nationality (Dutch/Italian).
A chi-square test was performed to examine the relation between gender and the type
of slogan. The relation between these variables was non-significant, X2 (1) = 0.06, p = .81).
Which means that the participants were evenly distributed over the different types of slogans
in terms of gender.
A chi-square test was performed to examine the relation between gender and the
cultural dimensions. The relation between these variables was non-significant, X2 (1) =
1.29, p = .26). Which means the participants were evenly distributed over the cultural
dimensions in terms of gender.
A one-way multivariate analysis for type of slogan and the cultural dimension
(Masculinity vs. Femininity), with age as factor, found a non-significant multivariate effect on
age (F (1, 178) = 0.92, p = .07). Which means that the participants were evenly distributed
among the conditions in terms of age.
Buying intention
A two-way ANOVA to analyse the effect of the type of slogan and the type of cultural
dimension (Masculinity vs. Femininity) on the buying intention of the product ‘Gainful’
showed a non-significant main effect of type of slogan on buying intention (F (1, 119) = 0.61,
p = 0.44). The type of cultural dimension (Masculinity vs. Femininity) was found not to have
a significant main effect on buying intention (F (1, 119) = 1.10, p = 0.30). The interaction
effect between type of slogan and the type of cultural dimension on buying intention was not
statistically significant (F (1, 119) = 1.27, p = 0.26). The Masculine cultural dimension (M =
3.94, SD = 2.32) showed to have similar buying intention than the people from the Femininity
cultural dimension (M = 3.53, SD = 2.20).
Willingness to pay
A two-way ANOVA to analyse the effect of the type of slogan and the type of cultural
dimension (Masculinity vs. Femininity) on the willingness to pay for the product ‘Gainful’
showed a non-significant main effect of type of slogan on willingness to pay (1, 119) < 1).
The type of cultural dimension (Masculinity vs. Femininity) was found not to have a
significant main effect on willingness to pay (F (1, 119) < 1). The interaction effect between
type of slogan and the type of cultural dimension on willingness to pay was not statistically
significant (F (1, 119) = 0.41, p = 0.52). The Masculinity cultural dimension (M = 3.62, SD =

1.33) showed to have similar willingness to pay than the people from the Femininity cultural
dimension (M = 3.63, SD = 1.18).

Word of mouth
A two-way ANOVA to analyse the effect of the type of slogan and the type of cultural
dimension (Masculinity vs. Femininity) on word-of-mouth for the product ‘Gainful’ showed a
non-significant main effect of type of slogan on word-of-mouth (1, 119) < 1). The type of
cultural dimension (Masculinity vs. Femininity) was found not to have a significant main
effect on word-of-mouth (F (1, 119) < 1). The interaction effect between type of slogan and
the type of cultural dimension on word-of-mouth was not statistically significant (F (1, 119) =
1.65, p = 0.20). The Masculinity cultural dimension (M = 3.80, SD = 1.55) showed to have
similar word-of-mouth than the people from the Femininity cultural dimension (M = 3.79, SD
= 1.52).

Conclusion and discussion
The purpose of this study was to examine the influence of a tailored slogan on the
buying intention, willingness to pay and word of mouth of consumers in masculine and
feminine cultures.
To start by explaining the results. Firstly, different manipulation checks were
conducted to check whether the participants were evenly distributed among the masculine and
feminine society. For the recall tests that were implemented in the experiment, the masculine
recall test had a higher masculinity level among both the participants from the masculine
compared to the feminine recall test. This means that all the participants were more able to
raise their masculinity characteristics over their feminine characteristics even when they did
not belong to a country that was identified to be more feminine (Italy) (Hofstede, 2001). This
is not in line with previous research like the one form Ko et al. (2015) where it was stated that
people belonging to a feminine culture would respond faster to situations that would match
their way of thinking (like caring for others/themselves).
Secondly, both the Italian and the Dutch participants rated themselves evenly
masculine and feminine, so there were no differences towards the dimension even though
these two countries are interpreted as either a very masculine society (Italy) and a very
feminine society (the Netherlands) (Hofstede, 2001).
Thirdly, when looking at the different dependent variables that were implemented in
this study – buying intention, willingness to pay and word of mouth – it can be concluded that
these variables are not influenced by either the masculine or feminine dimension in terms of a
tailored slogan. This means that both the hypotheses (framing techniques in a slogan tailored
to a feminine society raise the a) buying intention, b) willingness to pay, c) word of mouth for
consumers from a feminine society and framing techniques in a slogan tailored to a masculine
society raise the a) buying intention, b) willingness to pay, c) word of mouth for consumers
from a masculine society) of this study are rejected.
This is not in line with previous research. Previous research namely stated that culture
does cause variations in consumer behavior and that, moreover, culture does have an
important effect on this consumer behavior (De Mooij, 2013). Moreover, Chang (2006) stated
that masculinity and femininity are differently rooted in individuals from various cultures.
Which then, might lead to individuals responding differently to marketing strategies that are
tailored towards these cultural dimensions. Next to this, Chang (2006) also stated that there is
often a compliance between the person judging the product and the values and norms that are
enhanced by the cultural dimension (feminine/masculine) this person lives in. Also, Tai and

Chan (2001), too, found a difference between people from a masculine and feminine culture.
Namely, that the people belonging to one of these cultures react differently to different
‘information cues’. People belonging to a masculine culture were ought to favor ‘information
cues’ regarding performance more than people belonging to the feminine culture. All this
research made it worth to believe that tailoring a slogan in an advertisement would lead to
different responses from its consumers in a masculine/feminine culture. Lastly, Ko et al.
(2015) moreover stated that when information about the product matches the product, people
are more persuaded to buy the product because of the “feeling right” experience.
But when looking at the results of other studies like e.g. Aaker (2000) the results of
this study can also be explained. Aaker (2000) stated that the world is getting globalized,
leading to global marketing strategies since national boundaries and cultures are fading. This
could explain the fact that cultural characteristics, like being very feminine or masculine,
could not have an impact on consumer behavior since these national cultural characteristics
are fading. Another research from Pan (2019), who conducted research on tourism slogans,
concluded that only the dimension Hofstede (2001) identified as Uncertainty Avoidance
influenced the reactions of the participants towards this slogan. Therefore, it is not surprising
that there was no effect found in the dimension of masculinity and femininity.
Limitations & Future Research
This study had to deal with many limitations. Firstly, the number of participants (123) was
relatively low. Meaning that the results of this study cannot be generalized towards a whole
society. Thus, do not stand for the complete Italian or Dutch population.
Moreover, the participants from the two different countries (Italy and the Netherlands)
were chosen because they have extreme scores on the either the masculine scale (Italy) and
the feminine scale (the Netherlands). Nevertheless, both countries are European. Since most
research that generated significant outcomes were conducted on countries located in different
continents like the one from Pan (2019) where research was conducted between Asian
countries and European. Therefore, future research could use the current experiment but
conduct it among countries that lay further apart to check whether this would lead to more
significant outcomes.
Another limitation of the study could have been that background variables like
educational level, level of English and familiarity with the product (protein supplement) were
not added in the questionnaire. These background variables could have influenced the
answers to the questionnaire and therefore influenced the outcomes of this research.

Next to this, during the experiment, both the participants from the Netherlands and from
Italy were faced with either the masculine tailored slogan or the masculine slogan completely
randomized. In this way, not a correct comparison could have been made between the
participants of those countries and the way they respond towards the slogan. Future research
could delete this randomization and show the tailored slogan coherent to the masculine or
feminine society.
To summarize, this study proves that a tailored slogan towards the masculine and feminine
dimension does not persuade people belonging to either of those dimensions. Marketing
specialist could benefit from this by knowing that when targeting countries that have extreme
scores on these dimensions, this dimension can be neglected in their marketing strategy.
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Appendices
Appendix A.
Slogan tailored to masculine society

Slogan tailored to feminine society

Appendix B.
Bem´s (1974) items of the masculinity, femininity, and Social Desirability Scales of the BSR

Appendix C.
White et al. (2016) scale items for buying intention
How likely would you be to buy the protein supplement Gainful?
1. Very unlikely to buy this product / very likely to buy this product
2. Very unwilling to buy this product / very willing to buy this product
3. Very uninclined to buy this product / very inclined to buy this product

Appendix D.
Habel et al. (2016) scale items for willingness to buy
1. I am willing to pay a higher price for the protein supplement Gainful than for other
competitors
2. I would like to keep buying the protein supplement Gainful, even if other protein
supplements were cheaper
3. For the advantages I have as a consumer of the protein supplement Gainful, I would be
willing to pay a higher price

Appendix E.
Lim et al. (2017) scale items for word of mouth
1. I will spread positive work of mouth about this product

2. I will recommend this product for my friends
3. I will encourage my friends to buy this product
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