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ABSTRACT 

This study intends to delennine the relationship betweencultural factors and custornization strategy of a globalcontroversial 
product using Playboy magazine as a research target. Through a content analysis of four nation editions, the n:lationship 
between Uofstedc's cultul'll l dimensions and articles of Playboy magazine are hypothesized and tested. Result found that 
femininity significantly influences the type of writtcn articleen the magazine. 

KEYWORUS 

Customization., Hofstede's cultural dimension, global product 

I. INTRODUCTION 

1.1. Research Background 

Deba te on standardization vers us customization strategy for going global has been a neve r ending topic yet no 
final result has been decided (Duncan & Ramaprasad, 1995). Even though many scholars argued thai increasing 
number of world traveler and the improvement of technology create a homogeneous market (Levitt. 1983; 
Bartl et et 01., 2003), many studies illustrated that customization is still affecting sales (Duncan & Ramaprasad, 
1995; Viswanathan & Dickson , 2007), since many differences and constraint betwee n countries defeat the 
feasibility of standardization approach. Therefore, it is no longer the time to keep this issue on the surface. 
Instead , research on factor influencing the need for global product customization (Powers & Loyka, 2001) and 
deg ree of product customization are more suggested (Leonidoe. 19%; Viswanatah n & Dickson, 2(07). 

Consistent with the aforementio ned argument, the ex isting researches on controversial product explained 
tha t di fferences and constra int between countries arc also affect ing people perceive level of offensiveness 
toward products. It is thus co ntroversial products exist in the market (Wilson & West, 1981; Waller et aJ., 2004; 
Waller et aI., 2005), in which some of them are categorized as everyday products (Katsanis, 1994). Among 
various factors, culture and religion tum to be the major factors. Thus, it is expected that the presentation of 
controversial products in d ifferent markets should be customized in accorda nce to host cou ntry's culture and 
religion (Wilson & West, 19 81; Waller el al., 2004; Waller et aI., 2005). Nevertheless, none ofthe existing cross
country researches on controversial products examined the relation between cultural dimensions and product 
customiza uon strategy, whereas it is needed in order to make marketers know how to penetrate the markel.1t is 
thus this research intends to have it studied by using Playboy magazi ne as the illust ration . It is because Playboy 
magazine is considered as a global co ntroversial product that already exists in twe nty-three different countries 
with various nationa l ed itions. 

The importance of cu lture in market ing a global product leads to the subsistence of variou s great cross
cultural researches (de Moo ij, 1998; Hofstede, 2001) . Most of those: researches have employed Hofstede's 
cultural di mensions due to its va lidity and relevancy on cross-eultural studies (de Moo ij, 1998; Power & Loyka, 
2007; Baack & Singh, 2007; Soares et al., 2007). As such, the author finds thc relevancy in employing 
Hofstede 's cu ltural conce pts as cultural factors influencing global controversial prod uct's customization 'Strategy 
in this study. 

1.2. Research Objective 

The objectives of this study ca n be div ided into two. FirstlY,this study hopes to contribute additional empirical 
support on the importance of cultural factors inlluencing product customizarion strategy, especia lly on a global 
controversial magazine. 

Secondly, the result of this study is expe cted to help marketers of controversial product, such as editorsof 
controversial magazine and adve rtisers, for being acknowledged with cultural dimension s that should be 
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