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1. Mpoéioyog

H mopodoa mtuyloxn epyacio acyoreitor Pe T UETAPPOCT KOl TOV GYOAMOAGHO TOV
kewévov “Impact of ‘Cultural Imperialism’ on Advertising and Marketing”. To
Kelpevo-nyn mpokeltol yio perétn mov dnuootevtnke tov Noéupplo tov 2017 otn
45" ¢xdoon g Eoenuepidag AwmoAticpikng Emkowowviag tov Ivetitovtov
Metavaotov ot Xovndio. Xvvtaydnke and v Anuradha Bhattacharjee, emnikovpn
kafnyntpw, Onpocloypdeo kot vikntpww tov  BpoPeiov Bendre KoAvrtepng
Awaxtoptkng Atatping o 2006. MEpog NG mopovon TTUXIOKNG EPYACING amOoTEAEL
N AVOAVOT) TOV KEWEVOD, 1] LETAPPOGCT] TOV GTNV EAANVIKY YADGCGW, 1| TEPLYPOON TNG
neBddoLv epyaciog KoL TOV HETOPPUCTIKMV TPOPANUATOV TOV TPOEKVYAY, KOOGS Kot
TOV TPOTOV TOL AVTA OVTIUETOTIGTNKAV.

2. Kvpwo copa

O Avtiktonog Tov «IloMmTioTIKOD
Inmeproiopov» o1 Alo@uIon Kot To
MapkeTivyk

Anuradha Bhattacharjee

Indian Institute of Advanced Studies, Shimla, India

Iepidnym

O «IOMTIGTIKOG UTEPIOAIGHOC», UK EVPEMG CLCNTNUEVN £VVOld, OVOEEPETOL
ooV TpOTo e€arymync-piag Weoloyiag 1 evog tpdémov {ong and tn pia YHdpo 6TV
GAAN pécm TG UETAPOPAG TOMTICTIKOV ayofdv. EnHavtikog HoyAdg Tov
TOALTIGTIKOD UTEPLOAIGHOD GTNV EMOYN TNG TOYKOGHOTOINOMG, £ival ol peydieg
etapeieg, ToAAEG amd Tig omoieg £xovv ™ Pdom tovg ot Hvopéveg Iolreiec.
OewpoHvTal «OVVALEIS OLOYEVOTTOINGNGY, KAOMDS O YVMOGTOV, Ol ETOPEIES AVTES
npomBovv ta idia yovoto kot 6TVA TapdAAnia pe tig a&ieg kat to lifestyle Toug
0€ KOTOVOA®MTEG 68 OAO TOV KOGUO péoa amd Tic moykooueg pudpkeg tovg. H
TOYKOGUOTTOINGT OGOV apopd TN S1pN o KOl TO UAPKETIVYK, givorl pio amd Tig
70 TOAVGLINTNHEVEG EVVOLEG TOL TEAELTALN XPOVIOL, ETELON VITAPYEL SLOLLAYT Y10 TO
Kot mOcov ot mayKoouleg Propnyovieg HECOV  SNUOLPYOVV  OUOIOLOPPES
emBopieg kot ovvnBeleg. Avtd to GpBpo avorvel éva peEYIAO COUO KEWEVOV
OTOTEAOVUEVO OO  €VPOMOIKEG Kot VOIKEG EVTLTEG O Uicel ywoo vo



vrootnpifel 6Tl avii TG OHOYEVOTOINOMG, M TOYKOGHOTOINoY WITopel va
evBappivel o véa pLopen vPPSIGHOY.

AEEEIG-KAEWOG: AVTIKOGS LUTEPIOMTLUOG, OLopHULTN, OIEOVEIS OTPOTNYIKES
UGPKETIVYK, TOMTIOUOS, AVOOVOUEVES AYOPES, DPPLOICIOG, OUOYEVOTOINOY,
TOYKOGULOTIOINON

Ewayoyn

[ToAlol Bewpntikol tar TeElevTaio ypdvia Exovv vIooTNPiEEl OTL 1| TOYKOGOTOINoT
Aertovpyel pe OepeMmd®g KEVIPOUOAO TpOTO, emPBAALOVTIOC TV 10€0A0Yi0L KO TOV
Tpomo (mNg TG o€ GAAeg ydpec pall pe ta Tpoidvta Kol TIg vVInpecieg TG Meletntég
o6mwg o Wunderlich xor o Warrier, ylo mwapddetypa, vrootnpilovv 0Tl 16TOPIKA, N
TAYKOGHOTOINGT Bempeital amdToKOG TG OIKOVOUIKNG KOt TOAITIKNG KupLopyios, Tomv
HIIA, ot omoieg dradidovv eniong 1ig a&ieg toug o€ 6A0 TOV KOGHOo pall pe ta mpoidvta
Kot T vanpecieg Toug. ‘Evag axopa onuavtikds cvyypaeéac, o Benjamin Barber,
ONA®OVEL eMioNg OTL, «1 TOYKOGUIOTOINoN Aaveapet Evay eviaio TaykOGUO ToMTIGUO
HE EMIKEVTIPO TOV KATOVOAMTIGUO, TO HEGO MACIKNG EVIUEPMOONG, TOV OUEPIKOVIGHLO
Ko v ayyMkn yAooco». O Bhikhu Parekh ypdoet: «EEaxorlovBel va oyvetl 6t 0
JVTIKOG TOMTICUOG GNUEPD £XEL TEPAGTLO OIKOVOLULKY] KO TOALTIKY dSVVOuUT, KOPOS Kot
gvvmoAnyio. Ot oAAnAemidpdoslg Tov pHe GAAOVG TOATIGHOVG ocvpPaivovy og
eEapetikd dviceg ocuvOnkeg Ko ekelveg mov Ppickovror otn Béom tov 66k GLYVA
duckoievovtol va kévovv avtovopeg emhoyés. "O Herbert Schiller meptypdget avtyv
™ owdwkocio g «To dBpocua TOV OWOIKAGUOV HE TIG OmOleg Mot Kowvmvio
EIGEPYETOL GTO GUYYPOVO TOYKOGUO GUGTNUO KOl TAOC TO KLPIOPYXO GTPOUL TNG
wpocehkveTal, mECeTaL, eEavayKAleTon Kol HEPIKEG POPES dMPOSOKEITOL TPOKEIUEVOL
VO SIOHOPPOVEL KOWV®VIKOUG Beopotdg mov Oa avtictoryilovv 1 axoun kot Oa
mpomBodv T1g aieg Kot TIG OOUEG TOV KLpilapyov KEVIPOL TOL GuoThiuatogy. O Sui-
Nam Lee mopotnpel 0T« 0 WrePaAopog TG emtkowvmviag eivor 1 dtadikocioo 6TtV
omoia 1 W0KTNGio Kol 0 EAEYYOG TOL LAKOD KOl TOL AOYICUIKOD TV HECOV HOlIKNG
EVNUEPOOTNG, KOOMG Kol GAA®V CNUOVIIKOV HOPPAOV EMKOWOVIOG GE Ui yOpo
vrokertal EEYMPIGTA 1| GLVOAIKA GTNV Kuplopyio pog GAANg xopog pe emProPeig
EMNTMOOES OTIS €yXOpleg a&leg, TOVg Kavoveg Kot Tov moMtiopd”. Ot Mo Kowvég
epunveieg g maykooupomoinong eivar 0Tt 0 KOGUOG YIVETOL TOAD 7O OUOIOLOPPOG
HEC® €VOG TEXVOAOYIKOV, EUTOPIKOD KOl TOAITIGTIKOV GUYYPOVIGLOV TPOEPYOUEVOD
amd ™ AVoT. AVTEC o1 avTIAMNYELS elval 0AANAEVOETEG VIO TNV €vvola OTL ivorl Kot Ot
000 mopoAlayég Tov {00V VEokElpEVOL BEUOTOC TNG TAYKOGUOTOINOMG G
dutkomoinong tov ko6Gpov. Tt evvoodv ot dvBpwmotl 6tV [WAOHY Yo, SVTIKOTOINGN;
Mio oAOKANPN YKAUO Tpaypdtov, Yoo TV axkpifewo, mov odnyst amd NV



KOTOVOAMTIKY] KOVATOUPO. TOL OLTIKOV KOTITOAIOHOD, 101G TOV  OUEPTKOVIKOD
KOTITOAMGUOD, e TIG TOAD yvmotég eikoveg tov (McDonald's, Coke, Reebok, Nike)
€m¢ TV eEAMTA®ON TOV EVPOTUIK®OV YA®SSHV (1010iTEPA TOV OYYAK®V),TO VIVGIUO, TO
eoynto, 10 motd K.Am. Ot evpeleg emmtoelg eivar OTL avty 1M JdKacia,
HETAOIOOUEVT Ot T SLTIKA PEGO EVIUEP®ONG, OV OLOYEVOTOLEL oAl OAAG amoTeAel
KOl OTTEIAT] Y10 TOVG TTOALTIGLLOVG T®V TEPLPEPELOKADV BvADV Tov Tpitov Kdcpov.

Kobmhg 6A0 Kol TEPIOCOTEPES AVATTUGGOUEVES YMDPEG AVOLYOLV TIG AyOPEG TOVG, TO
EPMTNILO TOV OV VTTOTAGGOVTOL OAO KOl TEPIGGOTEPO GTOV TAYKOGHIO KATITAAIGUO KOt
TIG ovvdedueves e avTov JLTIKES adieg eSaxoAiovBel va elvar €ykvpo. Bpioketat
eniong oto enikevipo ¢ Bempiog TOV TOMTIGTIKOV IUTEPIOAGLOD.

T eivan 0 IToMmTioTIKOG Ipmepraiiopoc;

H Bewpia Tov TOMTIGTIKOD 1UTEPLOMGCHOL KaAEiTAL GLYVE Vo ENYNGEL TN dladtKaGio
pe TV omoia 1 GYECT TOV TOATIGUOV UE TIG YEMYPOUPIKEG KO KOWVWOVIKES TEPLOYES
AVAOLOLLOPPOVETAL OAO KOl TEPICCOTEPO GTNV EMOYN| NG TayKoosuonoinong. H éa
TOV «UTEPLIAGLODY, Ommg emeonuave o J. Tomlinson, mepiéyel T €vvoleg €vog
OKOTOV £pYyoV pe TV TpdBeomn ¢ d1ddoong EVOC KOWmVIKOD GLGTHUATOG AmO Vol
KéVTPo €Eovoiag o€ OAO TOV KOGHO. Xg €Vol EMIMEDO KOl OTMG VTOINADVEL 1| €vvold,
OPIGUEVOL TOMTIGUOL -KOl TO GLGTNUATO OEWDV TOVG- €ivol Tpovoplovyor Ady®
otopikdv cuvOnkav. H amowtokpatio, yioo mopddetypo, ETETPEYE GTOLG OLTIKOVG
TOMTIGLOVG Vo emPBdAovy TIS a&leg TOVG GTOVG KATAKTNUEVOVS Aaovg TG Aciag, TG
Appung, ™G Apepwng kot e mOAAA GAAo pépm tov KoOcpov. O AdYyog g
OOIKIOKPOTIOG POGIGTNKE OTNV TOMTIGTIKY] OvOTEPOTNTA TS AVONG Kot Ol JVTIKES
€VVOLEG TNG OKOVOULKTG TPOOAOL KOt TNG PLAEAEVBEPNC dnpokpatiog Tapeiyov cuyva
To oNUElD AvaPopag Evavtt TV omoiwv vrotifetol 0Tt GAALOL TOMTIGHOL Empene va
petpnoovy v aicOnomn g vmapéng tovg. Xwpic apeiBorio 0 SLTIKOG YWTEPLOAGOG
napeiye pepikég omd T Pactkég VTOOOUES Yo TV EMPOAN SVTIKOV 10DV, ayaddv,
alwv, Beopdv Kol TPAKTIKOV 6€ OA0 TOV KOOMO. Ol amotklokéG OLVAUES TNG
Bpetaviag kot AV kpatdv Ntav eniong avapeifolo ot To 16yvpoi Tapdyovteg g
TOMTIGTIKNG mayKoopionoinone. To télog g amowtokpatiog, motdco, £ykoviace
po véa gmoyn, mov &€ide TN petdfacn o€ p mo 1ooTun oxéon petaLh TV
TOMTIGU®V. H amoamotklionomon avETpeye TV EMEKTATIKY] AOYIKT] TOL GLVOEEL TOV
EKGLYYPOVIGUO HE TN OLTIKOTOINGoT. AVTO GNUHOVE OTL 1 OKATOVIKNTN TAGN TNG
TOYKOGUOTOINoNG 08V MTOV GLVOEOEUEVN] TAEOV HE OLTAV TN AOYIKY| oAAd MTOv
elevbepn va akoAovOnoet dtapopetikn topeia. Onmg to BTl 0 KotvwVvioAdyog Martin
Albrow, «IIpémel va okepTovpe OTL 1| TAYKOCUIOTOINGN, avti va givol To teAevTaio
0TAo10 oG pokpds dadkasiog avantuéng, etvar n cOAAYM avtod mov Bewpeiton
OedOUEVO, EVOC UETACYNUOTIGUOS TOV TPOKVTTEL OO £VOV GLVOLOCUO OLOPOPETIKADV
duvdpemv, mov aALAlel anpocddknTa TV KatevBuvon g 1otopiag. Ga propovoe va
etvar n petdPoon oe pia véa enoyn Tapd TO0 OTOKOPLP®LO TNG TAALdS. Ag Buunbovdue
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OTL PUE TO TEAOG TOL KOUUOLVICUOD, N TOYKOOULOTOINGoN EUQOVIoTNKE ®¢ TO Pactkd
kabopiotikd otoryeio pog véag Ioaykdomag TaEng mov yapoakmpileton amd v
movon Tov exfponpalldv PETOED TV dVO KLPILOPX®OV 1OE0AOYIDV TNG EMOYNG TOL
Poypod TToAépov: OV KOUHOVVIGHOV OPEVOS Kol TOL GIAEAEVHEPOV KOTITOMGHOD
aQPeTEPOV. AvTd, 6THG0, dNUoVPYEl Eva TOPAd0ED: M TPOPAVIG EVOOUATNOOT TOV
TAYKOGHOV TOMTIoUOV voiotator poall pe v avtiBeon g m emkpdrnon tov
KOTOKEPLUOATIOHOV TN VEX TAyKOGHO TAEN KaOIoTA amoapaitnn TV TEPLYPAPN TNG
oNUEPWVNG emoyNG ¢ TV emoyn twv dxpwv (Hobsbawn 1994). H mAéov didonun
éxppaon «Jihad evavtiov McWorld» ovpuPoriler ev  pépet avtiv 1t Vvéa
TPOYUOTIKOTNTAL.

Etvar n morykoopomoinon mpoypatikd venuicpios yo tny opuepkavikoroinon; Otav
gpombnke o Francis Fukuyama, omdvinoe: «Nopilw 01t givar kot yi 'avtd dev apéoet
og peptkovg avBpdmovg. Nopilm 0Tt mpémet va givat yior TV apeEPIKavVIKonoino, o1ott
and kdmola dmoyn, N Apepikn givol 1 TO TPONYUEVT] KOTITOAGTIKY KOW®OVIOL GTOV
KOGHO onpepa Kot £Tol ot Oecpol TG avTImPOoO®TELOVY TN AOYIKY] AVATTLEN TOV
duvapemv g ayopds. Eropévamg, edv ot duvdpelg g ayopds eitvat ovtég mov 0dnyovv
TNV TOYKOGUIOTOINGT, TOTE £ivol AVOTOPEVKTO OTL 1] AUEPIKAVIKOTOINGT B GLUVOdEVEL
mv maykoopomoinony. O Fukuyama, wotdéco, amoppintel v dmoyn OtL M
TOYKOGUOTOINGT 00NYEL GTNV TOAMTIOTIKY opoloyéveln, dwupefaidvovtog 6t odnyet
HOVO GTNV OHOYEVOTOINGT OPIGUEVMV TTUYMV TNG OKOVOUiag Kat tng Kowvmvias. Evao
0l TPOTAYMVICTEG TG TAYKOGHOToiNonG woyvpilovtal 6T 1 opoyevomoinon HEcw® TG
dutikomoinong elvar kdétt Oetikd, ot TPOTOOANTEG NG TOALVTOMTIGIIKOTNTOG
vrootnpilovy 0Tl «OAES 01 YOPEG elvar aBeVTIKES e TOVG d1koVGg TOLG OpoVS Kol OTL
ovte N Abon yevikd ovte ot Hvopéveg TloMreleg edikdtepa, Exovv 10 dikaimpo vo
emParlovv Tic memonoelg Ko Tig aEieg Toug 6 AAAOLG.

O o16)0¢ ™G TapPoLSAS EpYaciag, Tov mePlopiletarl ot HEAETN EVTLTOV SN UicEDV
0€ EVPOTOIKA KOl VOIKG TEPLOOIKA, E€lval VO OVUAVCEL TNV TOYKOGUOTOINGT GTO
TAOIG10 NG OMUOPIAOVG KPITIKNG OTL TPOKELTOL Yo £vOl IUTEPIOAMOTIKO €yyeipnpa.
Ymoompilel ™ 0éon 6T1 M QUON TOV TOAMTIGTIKOV GLVOVINCEDV UE TOV VITOAOUTO
KOGLLO VTOKELTAL GE OLGLUCTIKEG UETABOAEG AOY® TNG UETATOTIONG TNG OUKOVOUIKNG
Kot ToATIkn g e€ovaiag and T Avomn oty AVOUTOA.

Th elvon 1} Taykoopomoinon;

Yndpyovv TOALEG OLOPOPETIKES AMOYELS Yo TV TAYKOGHIOToinoT. Ot VToGTNPIKTEG
™G TN TEPLYPAPOVY MG Pt OKOTAVIKNTN KOt EVTPOCIEKTY] dVVAUT TOV PEATIOVEL TOV
Kocpo. [Ma avtode, N ToyKosonoinon ival, OVGLUCTIKG, U0 GUVEXELD, OV KOl GE L0
EVIOTIKOTOMMUEVT KOl  EMTAYLVOUEVT]  HOPOY|, TNG OpKOVG TPOKANGNG TOL
ekovyypoviopov. Ot emkpitég tov, amd TV GAAN mAevpd, 10 Yopoktnpilovv oG
«0000TPMOTAPO TOL OVEEEAEYKTOV KOMITAAGHOV», TOL 0dnyel Tov KOCUO GE €va
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OLYKEKPIUEVO €100C OVTIKOKEVIPIKNG -av Ol OTNV TPUYUOTIKOTNTO OUEPTKOVIKNG-
OUO10YEVELNG, Kol OTL To PéEGa UalIKNG EVNUEPMONG, TOL EAEYXOVTOL KOl TOAL At M
Avom, omuovpyovv éva €idoog «Mcworldy», 6mov kvplopyodv T duTIKG ayadd, TO
KeQPAAO0 Kot o1 10éeg. Oa mpoteivape, ®otdG0, O0TL pa e&icov oyvpn vdBeon v
OTL 1| TOYKOGHOTOINoT €lvol po opeidpoun dtadtkacio kot 6Tt ot TOMTICHOL TG
AvotoMc - Kiva kot Ivdia yio v oxpifela- mapeiyav v apyikn obnon om
TOYKOGLOTOINGT HE AVAKOADYELG OTT®G 1 TL&ida, To XapTi, TO UNdEV Kot TO OeKAOIKO
ovomua. Ilpdyupatt, kaBe éva amd to medio yvoong «vyning texvoroyiag» otov
KOGUO TPV amd o yetia, Ommg Yopti, EKTOT®OT, TLPITdN, AUAEa, YOPTOUETOC,
payvntikn mo&ida etyav nom kabepwbel oy Kiva kot tavtdypova, Ntov oyeddv
dyvooto adlov. Ouoimg, To dekadikd cOGTNUO, TO OTOI0 EUPOVICTNKE KOl £YIVE KOAA
eopatopévo oty Ivdla peta&d tov  OedTEPOL KOl TOL  EKTOL  OUMVO KOl
YpNoontomdnke emiong extevadg Alyo apydtepa amd tovg Apofeg pobnpoticoic,
éptace omv Evponn kvpiog to tehevtaio tétapto tov dékatov owwva. Hrav n
TOYKOGUOTOINGN oL T 01E0WGe 6€ OAO TOV KOGHO, GUUTEPIAOUPAVOUEVIG TNG
Evponng. H éa g« moykoopiomoinong », mov meptypaeetol g «1 KPLGTAAA®GN
OA0VL TOV KOGHOL MG éva evioio UEPOG, VTOONAMVEL cLVNOEGTEPA SLOGVLVOEST KO
aAANAEEAPTNON OA®V TOV TUYKOGU®V TEPLOYDOV O OTOTEAEGLLO. OLKOVOUK®OV KOl
TOATIGTIK®V TPOKTIKAOV, Ol OTOIES, amd HOVEG TOVS, O€ GTOYEVOLV TNV TAYKOGLLOL
EVOOUATOON, OAAG TTOp'OAOL OLTA TN TAPAYOLV.

Yvvoyilovtog TG SQOPETIKES AMOYELS YO, TNV TOYKOGUOTOINGT HETOEL TMV
ovyypovev Beopntikdv oe ahla pépn, o Held, yio mapdaderypa, Aéel - mpdTov, M
ToyKooponoinon yopoktnpiletar amd opoyevomoinomn g Owovopiag Kot Tov
moAtiopov. Kdmool e§lomvouy ) cOyypovn Ton TS TayKOGUOG EVEMUATMOONG LE
TNV EMEKTOCT] TOV «TOATIOTIKOD UTEPLOAICHOD» o€ guplTeEPN KAIHOKO OTOv O
KOGUOG YIvETOL OAOEVA KO O OUOYEVOTOUUEVOS KOl SUTIKOTOMUEVOS, EVD GALOL
TIGTEVOLV OTL O AVTIKTUTOG TG TOYKOGUOTOIN GG tvat piktog. Agdtepov, LITAPYEL M
onpacio g avénuévng chvoeons Kot g avtairayng tolrtiocpudv. Tpitov, 1 dmoyn
vt opveitor ™V VmopEn TG TOyKOoHomoinong kot Tovilel T CLVEYIoT TOL
aveEEAEYKTOV KOMTOAMGHOD KOl TETOPTOV, TIG CUVETELES TOV GUYXPOVAOV TOYKOCUI®V
OAMNAETIOPACEMV G TOAVTAOKES, OLLPOPETIKES KOt OTPOPAENTEG. ZOUP®VA LUE TOV J.
Tomlinson, M moykocpiomoinon eivol o Tapayomoldg dvvaun mov TeAkd Ha
OTOOVVOUMOCEL TNV TOMTIGTIKT] EVOTNTO OA®V TV £OVOV-KpaT®V, Ol LOVO EKEIVOV
OTOV OVOTTUOOOUEVO KOopo. Mo tpitn mpoomtik) mov oyetifeton pe v
TOyKOGHonoinon tvat o vpdopds. Avti 1 TPOOTTIKY|, OC TETOW, €V OIVEL Lo
OTNV TAYKOGLOTOINGT MG OLOYEVOTOUTIKY OUVALLY, 0VTE Bewpel TV ToTIKOTOINGoN
avtiotatiky Swdwacio avtiBeta ot maykooupomoinon. H vppdomoinon paiiov
vrootpiler Vv éupacn otig dadikacieg SapecoAdfnong mov OBewpel Kevipikd
oTol(El0 TNG TOMTIOTIKNG Tarykosponoinong. To epdTNUa Topapével - KAVOLV To
oebvn péoa Tovg TOMTIGHOVS GE OAOKANPO TOV KOGUO VPPLOKOVS PEPVOVTAG OE
avtotvg E€va moltioTikd ototyeio; ‘H or moMrtiopol ftav mévia oe kamoo Paduod
vBpkol, omdte Ta debvn péoa palikng evnuépmwong evioyvoav POVo o Mo
VILAPYOVCA KATAGTAON; AEV LITAPYEL TPOPOVIG ATAVTIOT GE QLTO TO EPMTNLOL ETELN



OgV VTLAPYOLV OPKETEG EUMEIPIKES OMOOEIEEIC OYETIKA He T LECO Kol TOV VPPLOoUO
Kol AOy® ™G Be@pnTIKNG TOALTAOKOTNTOG TNG KATAGTACTG. AVTO TOL amovVTAToL 0T
™V droyn g 0e@pnTIKNG KOTOVONoNG Kot TG EPELVIS Qaivetal va deiyvel Eva LEGO
£€00pog. Avtn N Béom avayvopilel OTL 01 TOMTIGHOL £pYOVTaL G EMOPN £0M KOt TOAD
Kopd HEGH OLTOKPOATOPIL®V, TOV gUmopiov, TG Opnokeiag Kol TOV KOTOKTHGEMV.
Emopévac, pmopet va vrotebet £vag Babpdc vPpidiopod OA®V TV TOAMTICUOV.

Y1601

To moapdv apBpo avaivel Evo peyddo delypa SloPNUIcEOV GE KOPLEAiN TEPLOJIKE
vevikov evolapépovtog otn Faddia, ™ [epuavia kot v Ivdia, énwg to L'Express,
Paris Match, Der Spiegel, Stern kot India Today xot meplopileton oe ypovikd
duotnua €61 UNveV yio vo cu{ntioel GOVIOHO LEPIKA Pacikd BEpata 6e GUYYPOVES
ov({nNoelg TayKoGonoinong Om®G: 1N moyKooulomoinon dnuovpyet aw&ovopevn
opowoyévela N etepoyéveln; [lpémet o1 maykdopeg etarpeieg va TposapuodGovY Kot Vo
nePOPicovLV Ta TPOIOVTA TOVG GE OPOPETIKEG YOPeS; Aaupdvetar vmdyn pio
GULYKPITIKN KO GTOTIGTIKY OVOAVGT) TNG OLLPTLLIOTG GE OVO YEDYPUPUKH SLOUPOPETIKES
eumopkég mepoyés - v Evpdmn kot v Ivdila - v va mpotabel 0t, mopd Tig
SPOPES LaG, KIVOOULAOTE, TOVAGYLIGTOV GTOV ETUPIKO KOGLO, GE VOV OLUTOATIGUIKO
XOPOKTNPQ, Evov Oeiktn mpog v emikeipevn toyeio dadkacio ToyKoGHoToinomg.
[NMati emAé€ope ovykekpyéva avtég tig tpelg yopes; H T'eppavio ko n FoaAdia
AmOTEAODV EAKLGTIKOVG TOATIOTIKOVS GLVOLOCHOVS Yl Tovg Olebveic eumdpovg.
Eniléybnrov otoysvpéva yio va mopEyovy TANPoQopIes Yia Tig S1opopEc, avesapTnTa
and 1o 1660 AemTéG, HeTall TV eBvav mov cuviBmg BewpovvTon ToPOUOI AOY® TNG
YEQYPAPIKNG Kol TOMTIGTIKNG TOvG €yyvtnras. H owovopkd evomomuévn Evponn
onpaivel emiong éva Kowvd GUVOAO KOTOVOADTIKOV avayk®v Kot emtBupidv; O Adyog
vy Tov omoio emAéyOnke (o avadvopevn ayopd 6mwg n Ivdia yio pior cuykpiTikn
HEAETN HE TIC OVO BLopmyoviKa TponyUEVES EVPOTATKES YMDPES vl ETEWN APYIKA GE
pio €m0y OOV 1) TOYKOGULO OIKOVOULKY] SUVOAUN QOIvETaLl Vo, LETATOTILETOL OO TN
Avon mpog v Avatod, m Ivola mpoxoiel pio Wwitepa  evolapépovoa
TEPUTTOGLOAOYIKY HEAETN. ZOppwva pe tov Goldman Sachs, 1 ydpa pe minbooud 1,2
dloekatoppvpiov, &xel maper Béon va yivel o amd TG KOPLPOIES TAYKOGUIES
owovopieg Tov pérdovtog, pali pe v Kiva. H dmoyn pog, motodco, stvar 0tL n yopa,
N omoia TOPO PLOVEL L0 TPOTOTOPLOKT OIKOVOIKY avamtuén, dev Ba yivel ebkoAa
SVTIKOTOMUEVT TTAPA TNV TAYKOGLOTOINGT Kot KAmola eEMTEPIKY TPOGEYYIoN LE TN
Avon.

[Tolovg mapdyovieg mpémel va Aappdvovy voyn ot etaupeieg 6tav dapnuilovv og
naykoco kK poko; [pémet to ovopato tpoidvioy 1 etovopudy va oAilayBovv; T1ote
TPENEL VO TPOGAPLOGTOVV Ol AMEIKOVIGELS 1 ToL avTiypapa; [16co cuyvd emAéyouv ot
ETOPELEG TOVOLOIOTUTIEG HETOPOPES; Mol GUYKPITIKT HEAETN TNG OLTIKNG KOl TNG N
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OLTIKNG dapN oG ypnoiponoteitat yio va 0écel o epdTNUo TOV €6V Ba Tpémel va
YPNOUOTOIOVVTOL OUOIOUOPPES CTPOTNYIKEG OTNV EMKOWOVIOL HETAED TOMTIGUOV.
Koatd v dmoyn pog, n dtouenpion amoterel 10 GLVOETIKO KPIKO avAUESH G OVO OO
TOL 7O OTLLOVTIKA TPOTOVTO TNG TOYKOGUIOTOINoNG - Tov 01eBvoig eumopiov Kot g
e€amimong pog TaykOG LG KOVATOVPOS e eEAeV0ep mTpdoPacn, adrd €xel emiong ™
duvatdTTo va Kiveital pe dveon petalld Tov Tomikoh Kot TOL ToyKOGUION EMTESOV,
KaOdG Kot HeTta&d Tov TGEVTOL Kat Tov duiov."”

Ot 19 xoatyopieg mpoidvtwv mov peretnOnkav eivat: (i) dpopa. (i) KoAALVTIKG Kot
npotovta mepuroinong ¢ (iil) poda VYNA®V Tpodiaypapav * (iv)  pordywa (V) GTUAO
* (vi) TpéQIa Kol ToTd * (Vii) tadidlo kot avayvyn © (Viil) aVTOKIiVITO Kol GUVAQY
poiovTa * (iX) LIOAOYIOTEG * (X) TnAEmKOV@Vieg * (X1) TeXVIKA TTPoidvTa * (Xii)
otéyaon / émmlo ¢ (Xxiil) Popnyovio kol gumoplo ¢ (Xiv) yPNUATOOOTNON Kot
ac@iion ¢ (xv) vyeia ¢ (xvi) avOpOTICTIKEG OpyAVAOGCELS * (XVil) gvépyeto  (XViii)
péoa; (xix) GAro. To d1eNUICTIKO GOUO Kol OTIG TPELS YMPES ovarvOnke oe Opovg (1)
YAOOGIKNG Kmdtkomoinong (tithot, vrdtithol, atdka/ eninedo avagopds / AoyoTumo,
avtiypago) * (i) omtknig kwdwomoinong (amewovioelg) * (ill) cLVIVAGUEVNC
AEKTIKNG/OMTIKNG  Kodwkomoinong 7y vo  KotaAnEel o€ OPIGUEVO.  YEVIKG
CLUTEPACUATO, PACEL GTUTIGTIKNC.

Avaivon Kol amoteEAEopOTO

Ta amoteléopata avtig TG HeAéTNG oV eMAEYONKAV Héc® avaivong mepimov 5.000
SWPN UG TIKOV OELYHATOV, delYVOLV OTL LIAPYOLY LOVO ALYEG TPOYLOTIKG TOYKOGHLES
pépkeg kot OTL M OPNCY] TOVG givar omdvio TApws tvmomomuév. Kotd koplo
AOY0, M TOMIKN TPOocApUOY] AopBdvel vIOYN TV TOYKOGUIOTOINGT], OLOTNPOVTIOG
BéPara TNV TOTIKY YEVOT AVETOQT).

Acg eEetboovpe mpmta £va amdAvta TOALTEAEG ovTikeipevo — 10 dpopa. Eyxovpe
peAetnost dtenuicels amd apopotonoovs o0nmg o Cacharel, o Giorgio Armani, o
Chanel, o Lancome, o Guy Laroche kot o Drakkar Noir. Zg yevikég ypappés, ot
eToupeieg aTé ypnoyomoovy Ti§ id1eg dwapnpioelg otn ['oAria, ™ [eppavio kot v
Ivdia, Omwg amodewcvieton amd to yeEYovog OTL  Ppébnkov mEVIE TOVOUOIOTUTES
petapopés. H Lancome, yio mapaderypa, 610tnpnoe To apyikd e YOAMKO avTiypopo
("Le parfum des instants précieux") kot v €wova (évo Aevkd yvvaikeio Hovtélo)
oT1g WokéS dapnuiceg tg. H Paloma Picasso dwatnipnoe 10 apyikd g yoAlikod
avtiypago "Paloma Picassso crée Minotaure" kot TNV €KOVO OTIG YEPUOVIKEG
dwpnuicels. Opoimg, n dapnuiorn tov Guy Laroche 1660 yia ) yolliky|, 660 Kot yio
™V WOIKN ayopd, datrpnoe emiong v il 1kOVA TOV OElYVEL TO YOUVO VD KOPUO
evog Kavkdoiov avopa pe pia yovaiko vo 6TEKeTon akppmg Tiow Tov.
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Onoteodnmote alhayég Nrav ehdylotes kol cvvnOmS eEAPTIOVTIOV OO T TOMIKEG
evawcOnoieg. H Cacharel, yio mopdodetypa, swenuiler 1o dpopo Eden otn ToAria
YPNOUOTOIMVTOS TN WITPOSTIVIY OYT LLOG YOUVNG VEAPNG YUVAIKOS, GLVOOELOUEVNG
and 10 ovvOnuo, "Le parfum défendu." H wdowr £€kdoon 1ng Stoenuong
petappaletor ota Ayylkd ("The Forbidden Fragrance") kot n ontikn okiaet yia va
OTTOKPOYEL TN YOV TOV LOVTEAOUL.

Ot gtaupeieg vynAng modtntag évovong Teivovv emiong va ¥PNOLOTOLOVV TIG 1O1EC
dwpnuicelg oe OAeg Tic ayopés. H Benetton, yio moapdostypa, ypnopomotet
nepionun emwvopia g "United Colors of Benetton" 6e 6Ao T0v KOGLO.

Mo va movAncetl o TpoidvTo EPovTidag dEPHATOS VYNANG TowdTnTag oty Ivdia, n
Lancome ypnoyonoince v id1a ewova evog yovaikeion Kovkdoiov poviéhov 1660
ot [oAria 660 kot oty Ivdia. To yoliikd keipevo «La France a son mot a dire sur
la beauté» wotdc0 petappdotnke oty Ivoia og “France has a word for beauty™.

Ov pdpkeg porOyu®V  YPNOUOTOOVV  EMIONG  TOYKOGUOTOMUEVO  OVTIYPOPO
dapnong - "Omega Is a Sign of Excellence”. (Omega) "" Swiss Quality;” (Tissot)
“A Different World”; (Rado)” “Officially Certified Swiss Chronometer;” (Rolex) and
“Water-Resistant Swiss.” (Hermes) Ot wdkég dagnpiceig tov Piaget datpnoav to
apykd Yoo keipevo «Joallier en horlogerie depuis 1874 — Genéve».

Ac mhpe otovg vmoroyotés. Ot ewkdveg mapopévovv ideg. AAAG Yoo evvONTOLG
AOYOVLC, 01 TEXVIKEG TPOdALYPAPES LETAPPALOVTAL.

Xy katnyopia texViKdV Tpoidvimv, to cAdykav tg Philips eivor to 1610 oty Ivdia
ko ) Teppavia: (G) Philips invents/Philips invents for you; (1) Philips — we invent
for you.” H Iamwvikn Pioneer ypnowonoince to idto ayyAkd covOnua - “The art of
entertainment” Kot 6Tig TpelS yopes. H yeppavikny Bose diatpnoe 1660 to dvopa tov
npoidvrog "Wave Radio" 0co kor to ayylkd keipevo - “Better sound through
research”/Big Sound Test” ko oT1g TpEIS YDPEC.

Qo1660, o1 graipeieg MAEmKOVOVIOV akoAovBodv pia mo pikt) mpocéyywon. H
Nokia kot n Alcatel ypnoonowovv ta ayyAikd chdykav tovg, “Connecting People”
kot “Your Reliable Partners in Communications” moykoouing. Qg delyuo oefacpov
o711 TOTIKY] KOVATOVPO, ®0TOG0, 1| Nokia ypnoyuonotel Tomikég Hetappdoels Onwg o
Menu (I'oAAia); Speicher (I'eppavia) kow Menu (Ivdia). e g avantuocodpevn yopo
onmg N Ivoia, n Nokia 6yt pévo tovilet to yeyovog 0Tt €ivarl 0 «mayKOGHOG NyETNG oTa
Kvnté ALQovVey, dAAd Kot OTL To Kvntd TmAépovo G glval @uMkd mpog To
xpnom: «Nokia. The world’s most portable cellular phone/ Nokia introduces the
world’s easiest to use cellular phone”. Ze pia mepintwon, n Motorola ypnoipomotet
opdon "Tu me manques" otn [aAlia, pe Koplodextikn ayyAkn petaepaocn - I Miss
You" - mov gppaviletal oTic YepUOVIKEG OlaPNUIcES TNG. 26TOGO, YPNCLOTOLEL TO
yoAlko "Je t'aime" ("X 'ayomd") kol 6Tig 0V0 YOpES, Kabmg N epdon eitvar oyedoOV
kaBolkd kotavont) o OAN v Evponn. H Siemens moiel kivntd tmiépova ot
I'eppavia ypnopomoiwvrag t epdon “You can count up to ten, can’t you?” Xe pua
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OVOTTUGCOUEVT] YOPO UE VYNAE TOGOGTA avaA@aPNTIcHoD akoun 6mmg 1 Ivoia, pa
tétola Oapnuon Ba uropovoe vo Bewpndei mpooPAntiKn. Q¢ ek tovtov, 1 Siemens
dwpnuiletar oy Ivdia o¢ Myémg mov ocvvoéel toug avBpomovg pe 1o «Global
Village». T'a moapdoderypa, “Local presence, Global Player”/“Connecting to the
“Global Village”.

Ot ta&10TIKéG eTOpEieg ¥PNOHOTO0VV EMIONG VOV GLVOVAGUO TLTOTONUEVMV Kot
npocappocuéveov dwupnuicemv. H Delta ypnowpomotel tig idteg dwapnuiocelg ot
ToaAMia, ™ Teppavia ko v Ivdia. H Korean Airlines ypnowponoince to cAdykav
«Les rute de la sérénité» otn ['oAAic yio vo TOVIGEL TNV «YOANVIO) TTUYN TOL
TaEW100, ahdd mpooapudomke oto «Lebensqualitit non-stop» yio T yEPUAVIKN
ayopd, Kabwng o ['eppavog Katavolotig lval Yvooto 0Tt divel 1dtaitepn onuacio ot
«motoTnTa {ONoy.

2mv zmepintowon tov avtokvntofounyaviov, n BMW dwenuiotke ot [eppavia
¢ "Freude am Fahren" ("Craze for Driving"). £t ['oaAAia, and v GAAN mAhevpd, 1
BMW éxove po wiaitepn mpoomdbeio vor eveouatmBel 6Ttov TomKd TOATIGUO,
delyvovtag tov mivaka Mona Lisa, tovg kfmovg tov Bepoailidv k.Am. Znv Ivdia,
O6mov 10 KOwmVIKO kafeotmdg eivor moAv onuavtikd, 1 BMW mov avtaymvileto
napkeg omwc n Mercedes kot GAAeg, TPOPAAAEL TOV €0VTO TG OG OVAUPIGPNHTNTO
nyém ¢ ayopds emonuoivovtag v mroyn - “Setting the Pace in Automotive
Status”/ “Unprecedented Standards in Luxury Motoring.” Idwaitepo evilapépov
napovctdlel To yeyovog 0ti, eved ot BMW, Mercedes kot Audi cuvifwg angikoviCovv
To. TPOIOVTAL TOVG HE YOAMKEG TvOKIdEG O YOAMKEG OlPNUICELS, Ol WOIKEG
SlpnUicelg Toug deiyvouv YepUAVIKES Tvakides KukAogopiog - divovtag Eugaoct
oV EEVN TPOEAELGT] TOVG KO EVIGYVOVTAS TNV a&io «KOWVWOVIKNG VITEPOYNS» TOVG.

On etopeieg NAEKTPOVIKAOV E10MV gVPEING KATAVAA®ONG, ®GTOGO, PaiveTal Vo glvat ot
mo TOavES var SN uilovv pe S1apopeTikd TPOTO PETOED TOMTIGUMV. Ot KOpueoieg
etapeieg ovveyilovv va ypNOHOTOIOVV TOYKOGUI CAOYKOYV, CALL TOAPAYOVV EMIONG
EYYOPLES SOPNUCEIS EAKVOTIKES Y10 TIG TOTIKES TpoTIUNoels. [a mapddetypa, n Sony
omv Ivdla ypnotpomolel chdykav ota Xivtt otig owenuicelg ¢ Handicam
Bwvteoxkapepag evd amelkovilel évav TOMKO YAUO OTO TOPACKNVIO - £€VOedn
oefacpov vy v wokn ocvvibeln va Prvteookomobvrol PEYAAEG TEAETEG Yo TIG
enopeveg yeviég. X FaAlia, amd tnv GAAN TAgvpd, 1 Sony ypnoonolel o eikdva
tov [Topyov 100 Aped g tomkn vota. Ildg eEnyovue Tig eupoveis dtapopés oe
vtV TNV gupeia Epguva;

Onwg paivetat, o1 01eBvmdg avayvoplopéves pdpkeg moAvteleiog tetvouy va dtatnpodv
T TOYKOGUO, CAOYKOV TOVG, OMMG TO, EUTOPIKE CTLLOTA, Y10l VO XPTCLLOTOOVV £Val
KMGE, «va movAGoLv» To ofjua tovs. Kot ot tpeig debvelg yAdooeg - AyyAikd,
FoAlkd kon T'eppavikd - ypnoomoobvior vpéms, aAAL To AyyAKA ¢aivetol va
KuPLpYoVV KaOAdGC TOGO TOALL EUTOPIKA CLLATO ONUIOVPYNONKAY GTOV ayYAOP®VO
koopo. Ta eEedikevpéva TPoiovTa, OTMG €10M HOdAG KOl GTLA, avayvopilovtol ot
YOAMKA Kot TOAOVVTOL YPNCUYLOTOLDOVTOS LTV TN YAOCGO 6€ OAES TIG AYOPEG.
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Qo1060, 01 SPNCTEG dIVOLV TPOGOYN OTIC EVOICONGIES TOV KATAVIAMTMOV-0TOY®V
Toug, Omwg eidape pe Tig Swpnuicelg twv Siemens kou Cacharel. Av kot ot
dwapnpioelg tov Cacharel mov aneikoviovv Eva yopvd povtédo etyov v id1a Pacikn
amynon ot loAiio kot v Ivdio, n okioon tov poviédov otnv wokn £€kdoom
VTOINADOVEL £vay N0 GEPAGHO GTIC TOATIGTIKEG TEGELC.

O1 molvebviég etaipeieg cuyvd emBopovy vo HETATPOTOVV GE «EBVIKES) €TOUpEieg
0TO HVOAO TOV GTOYELOUEVOL KOOV TOVG. 'ETot, ot d10pMoTég ToVg ovanthceou
KOUTAVIEG YOp® omd ovykekpiuévo Oépata KatdAAnAa yoo TV TOTIKN ayopd
(Bounbeite ™ dwenquon ¢ Sony kauepag Handicam, yio v omoio. {nbnke n
YVOUN TOTIKOV EUTEPOYVOUOV®DV). Mepkég Qopég, Ol SopNUOTEG XPNCLOTOLOVV
TOMIKE GOUPOAN AALA OPIVOVY TO OVTIYPOPO AOTKTO - V1o TOPASELY O, LU0 SLOPTLIOT
Ba ocitetl éva kopitol amd v Ivdia avtl yo éva kopitol amd ) Avorn. Opoiwg, ot
etapeieg pmopet va dtetnpovv ta idta cHPora ota epyareio Tov PapKeETIVYK OAAL VO
aALGlovv 10 KelpeEVO OGTE VoL TAPLALEL LLE TNV TOTIKT YADGGO KOl TO YOVGTA.

M eviapépovca Aemtopépelo. mov £pyeton o€ avtifeon pe TG OMUOPIAEIS
nemoldnoelg stvar OtL évag HeydAog aplBUdc OUEPIKAVIKMV TOALEBVIKMV, Om®G M
McDonald's, Torukomolovv T1g dopnpicelg toug. E@ocov ot gtaipeieg ovtég mwiovv
KOTOVOA®TIKG €0 paltkng mopayoyng kol oToyxebovy va TPOGEYYICOLV TOV
HEYOADTEPO SLVATO APOUO ATOUMV, TPETEL ATOPOLTITO VO, KAVOLV TOTIKEC EKKANGELC.
Axdpo Kot Ta TPoidvTo TOLG LEioTavVTo TEPIOTASLOKES aAlayég (to Mce Aloo Tikki
Burger vmofétovpe 611 mwAeitar povo oty Ivdia!). Avtég ot etanpeieg sivor mo
mBhovo va avtrypdyovv ta Bépata Tov dwupnuicemv toug otnv Evponn, aAid vo Tig
evtaEovv 610 TomKO TmAaiclo. Omtkd 10 Mo mpopaves Ba etvar Ivdol avii y
Kovkdolovg. And v dAAn mhevpd, axpid €idon molvtereiog Omwg avtokivnra,
VYNAY POTTIKY, OPOUATO KOl NAEKTPOVIKA €i0N Aavodpovv evioieg O10QNUOTIKES
KOUTAViES, KaOdg Ta TpoidvTa Tovg amevBivovial o€ o EMT TaEN KoTavaA®T®V TOv
elvarl mo mhavo va phovv po EEvn YAm®ooa 1 va givon e£otketmpévorl pe to 1010 to
npoiov. H mielovotnta tov yohlopovov elfetikdv stapeumv - Rado, Tissot, Rolex,
Hermes, Longines, Raymond Weil ka1 Vuarnet £ovv xpnoiponomoel to. moyKOGULo
AYYAIKA GAOYKOV TOVG TOVTOV.

Ot dwenuotéc AapPavovy emiong vToyN 10 €XINESO GTO OTOI0 AVAUEVOLY OTO TOVG
TEAATEG VO TAVLTIOTOVV UE TN YOPO TPOEAELONG €VOC mpoidvtog. Omnwg eldape
TPONYOVUEVMG, YEPUOVIKEG avToKvnToPlopnyavieg omwg n  Audi teivouv va
aneikoviCouv ta. OYNUATO TOVG HE YOAAKES TVOKIOES OTOV TOAOVV GE OVTEG TIC
ayopés. LodAikéc etarpeieg molobv NN mapepeepn avtokivnta. H Audi Bérer ta
AVTOKIVNTA TNG VO eaivovTol VTOma Y10 v, YIVOUV o aodEKTE KOt VO 0TOPUYEL TOV
AVTOYOVIOUO WE TOVS TOMIKOVG KOTOOKELOOTEC. XNV Ivdila, amd v dAAN mAevpd,
évag mehdne mov ayopdalel o Mercedes cuvnBmg eAmiler va Kavel por OMAmon
ayopalovtog éva EEvo avtokivnto. H ameikdvion tov oynudtov e HE YEPUAVIKES
TWVOKIOEG OTIC WVOIKEG oM cELS TNG KaB1oTd Aowtdv 1 Mercedes mo eAKLGTIKY Yo
TOVG TOTKOVS KATOVAAMTEG VYNADY TPOSLOLYPAPDV.
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Téhog, av kol OPOPETIKOL KAAOOL EVOEXETOL VO OVTILETMOTIGOVV OPOPETIKOVGS
Babuovg ocvykMong g RTnong Tov KATavoA®T®V, M Tdon oeoivetor vo givot
wlaitepa woyvp1 o€ cvuyKekpéveg Propnyoviec. Ipoidvra Arydtepo cuvoedepuéva e
TOV TOMTICUO OT®MG LTOAOYIGTEG, GLOKELES avamapaymyng CD, tniedpaorn K.AT.
etvat eukoAOTEPO Vo TPoBNBOVV S1eBvidg amd OTL TpoidvTa dnwg o TPOPILA. AVTO
ovpPaivel emedn oe Propnyavieg VYNANG TeXVOLOYIOG OTTMOS Ol TNAETIKOWVMVIES, TO
NAEKTPOVIKA €idN €vpeiog KATOVIA®ONG, TO PUPUUKEVTIKG TPOIOVTA, O TPOTE(IKOC
TOUENG KOl Ol EMEVOVOELG, VINPYE, TOPAOOGLOKA, TOAD LKPY KOTOVOA®MTIKY CRTnon.
Ta mwpoidvta Kol Ol VANPESIEC OTNV TPAYUATIKOTNTO OV VINPYOV £OC OTOL M
TEYVOAOYIN T £PEPE OTOVG KATOVOAMTES. [Ipdypatt, ol KaTavalotég o d1dpopa LLEP
TOV KOGLOL O10GYTNKAV VO, YPNOLOTO00V AT TO TPOIOVTO 1) TIC VANPEGIES KOl MG
€K TOVTOV &ly0V TOAD AlyEG TOMTIGTIKA-ENNPEACUEVES TPOTIUNGELG. £2C OMOTEAEG LA, T
ovyKAMon ¢ (NOoNG TOV KATAVOA®TOV o€ oVTEG TIG Proumyavieg sivor daitepa
woyvpn. Avtifeta, oe Prounyoavieg 6mov vIApYEL Hokpoxpovie {Mtnon - Omwg 1
neEPOiNoT SEPUOTOC N T TPOPIUL - 1) GOYKAIoN TS {NTNONG TOV KATAVIAMTOV Elval
oXeTIKA aoBevéoTtepn).

Avt) 1 peArétn deiyvel 0TL oe peydAo Pabud, ol EMATOCEIS TNG TAYKOGUIOTOINGNG
yivovtor  awoOntég moviov. o mopdderypo, eAPetikég etoupeieg KATAGKELNG
poroyidv, ommg ot Rado, Tissot, Rolex, Hermes, Longines, Raymond Weil ko
Vuarnet, £ouv pNGYLOTOUCEL TAVTOV T TOYKOGUIO oyyAlkd cAoyKav tovc. [ToAlol
KOTOGKEVOGTEG AUTOKIVITOV £XOVV GTPUPEL GTN ¥PTGT OVOULATOV Y10 TO AVTOKIVITA
TOVG OV €ite elval avayvopiclLa o€ TOAAEG YADOOES €T TOL £XOVV GKAPPLIOTEL Kot
dev vmdpyovv o€ kapio yAoooa - v wopddstype Mondeo (Ford), Pajero
(Mitsubishi), Laguna (Renault). [FaALo@mveg kot yepuavikég etoupeiec, 6nmg 1 Piaget,
n Moderna Klober kot dAleG, ypnoipomoincay YOAAKE KOl YEPLOVIKA Y10L TOANCELG
otV Ivdia. AvtiBétmg, vdwég etanpeieg 0nwg 1 Tata Industries £yovv ypnoipomomoet
YOAMIKES Ko yeppovikés AéEels (Yo mapddstypo, «Voilay, «Airbus Industrie» ko
«Autobahny) ylo vo TOvANGOLV TA TPOIOVTO TOVG GTNV WOIKN ayopd. Opoimg, ot
apepikavikég Chrysler kot Motorola €yovv  ypnoponmomost yoAAIKA Yy v
novAnoovv ot [eppavia (Bupdote ™ Sweruon Motorola - "je t'aime" kot
dwoenuon Chrysler Voyager "Grand Café des Arts"); H yepuavikn Volkswagen
YPNOOTOINGE TOV YOAAIKO Opo «noblesse» yia vo TpomOnoel T0 avTOoKIVITO YKOAQ
ot leppavia - «H podvpn ypoppur onuaiver Noblesse kor Kopyotmro» («Die Black
Line steht fur Noblesse und Eleganzy). Tavtdypova, dev eivan kabe ydpa tpdOoun va
VTOYWPYGEL GE OVTA TOV 1) 1010, AVTIAAUPAVETOL MG KOTAGTPOPIKE OMOTELEGLOTA TG
naykocponoinong. Qg ek tovtov, mapodro mov 1000 1 F'oAria 6co war n ['epuavia
£YOLV YPNOLOTOMGEL TA OYYAK(A GYETIKA EKTEVDS 0TI dlopron toug - 163 ko 634
eopéc avtiotoyya, M I'eppovia @aivetar va d€xetor to ayyAikd mo €0koAio omd
FoAMio ©¢ ™ YA®cca Tov debvovg sumopiov. Ot meplocdTEPEG YOAMKES eTOpeieg
EMIONG, O YEVIKEG YPOUUES, dlatnpnoav To 1010 Gvopo TPoidoviog Kabd Kot
YOAMKT YAMDGOO GTN GTPOATNYIKY HLAPKETIVYK TOVG. ATO Tig 63 Eveg etanpeieg mov
dpaoctnproroovvtor ot [aArio, povo 38 dev mPocopuOGTNKOV OTIG TOTIKEG
ovvOnkeg. X Teppavia, and tic 65 Eéveg etaupeieg mapovoeg, uovo 26 dgv
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TPOcapUOcTNKAY TOmKA. XNV Ivdia, amd T1g 36 etoupeieg mov dpacTnplomotovvTol
ot yopa, povo 11 emélelov vo dwtnprioovv v idwa dwapnuion. ‘Evag and tovug
AOYOVG Y100 TOLG 0TTO10VG 01 aPOOL GLVOAIKA Yl TOL OyYAMKA Elvan youUNAOTEPO GTNV
nepintoon g Fodlag - 163 o ovykpion pe 634 yio ™ Fepuavia (BA. ITivaxa) -
etvar emedn n FoAMa pe v whpodo TV eTtdv, £xel EomMoTel pe €va TPOYUOTIKO
omA0GTAG10 dlotdéemv Kot odnyidv Koatd avtov mov opilel wg "Franglais" 1 v
ewofoy tov Ayyhkov oto [oddwkd (v mopddstypa, to "le weekend", to "le
parking" 1} o "le marketing" eivol Tdpa 6YedOV YoAAIKOL Opot - YoV EVeOUOTOOET

2 (13

o1 YOAAIKY] YADGGO Le GALOVG dNUOPIAEIC Opovg dmwg “football”, “volley”, “goal”,
“meeting”, “faire un sitting”, “un “sketch”, un “gag” kAm). Me meprocdTEPOLS OO
420 yAwoo1KoHg cuvOVAGHOVE BewpnTikd dvvoTovg topa, N INoAla pootileton amd
TOV TTOAD TPayHoTikd eOBo 6Tl svvTopa 6Aotl amAd Ba T Tapatnocovy kat Bo PAovv
ayyAkd. Ot dapnuicelg mov mePEyovy ayyAlkoOs Opovg, pe Hepkég eapéoelc,
emopéveg  omayopevovior (amd 10 vOopo Tov Toéumov tov 1994) extoc edv
GLVOOEVLOVTOL OO UETAPPOACT. LT YEPLOVIKT 0yOpd, amd TNV GAAN TAELPA, 1| LEYOAN
TAELOYNOI0 TOV KOTACKEVACTMOV EYEL YPNOULOTOUWCEL KATOLO LLOPPT] ALYYAIKDV Y1l VoL
novAncel. Ot TePocOTEPOL £XOVV YPTCLOTOWCEL TO ONUOPIAES LETY IO OYYAIK®DV Kot
yepUavikav yvmotd o¢ Denglish yio v gumopia tov tpoidvtov tovg. H Audi yia
napadetypa, cag vrooyetal "Die Power". Xe avtifeon pe m yoAAikn dwaenuon, M
omoio. €lye HOVO 2 KOTAYWPNOES YEPUAVIKNG YADGGOS (moapadeiypoto eivar ot
dwpnuicelg Heineken kot Citroen) 1 yeppovikn dtapnuion mepieiye 77 KatoywpoEls
YOAMKNG YADGGOG UEPIKES POPES OKOUN KOl GE GLVOLAGUO HE T yepuavikd. o
nopaderyua, «Zelda. Die belle époque lebt »(Cor). «VINS DE FRANCE machen uns
immer so schon frisch; Leicht. Rassig Kraftig. Und so OH LA LA” (Vins de France);
“Mit einem Cotes du Rhone zahle Ich zur créme de la créme” (Vins de France);
“Rendez-vous mit einer Konigin (Cunard Travels); ‘Restaurant chez... Café
(Davidoff Classic and Light Cigarettes); “Je t’aime” (Motorola); “Grand Café des
Arts (Chrysler). Xty Ivdia, 6mov ta oyyAikd sivar o kavovag, ovtd Tov givol
wtaitepa evotapEpov elval OTL 1 vdkn otapnuon mepteiye 12 yorlukovg 6povg kot 5
YEPUOVIKOVG Opovg. EmumAéov, O6mwg ommv evpomaikn mnepintwon, to Denglish
(ovvovacpdg ayyMK®OV Kot yeppuovikav) kot to Franglais (cuvovaospog yoAAKOV Kot
AYYMK®OV) KATOOEIKVOOVV TNV OVOTTTUEN HOG VEAS LOPPNG TOYKOCUIOL UAPKETIVYK
OV EVOOUATAOVEL OO Kol TEPICCOTEPO TO TOMIKO KOl TO MOYKOCUIO EMIMESD. TNV
Ivdia €xer avamtuyBel emniong, o mapdpowo popen pdpketvyk yvoot og Hinglish
(ovvdvaopdg Ayydkov ko Xivrr). Ta va avaeepBodv pepucd mapadelypota, m
Chevrolet eumopeverar to povréda Beat Diesel oty Ivdia cvvovalovtog tov
napdyovta evbovolaopuod pe v amddoon kavoipov - “India drive khulke™ ("India
full throttle"). H owenuon ¢ potoowAétag Hero Honda emikevipdveton
AmOKAEIGTIKA 6T0 v TovAnost otvoh - "Ab sirf style hi bolega™ ("Only Style will
speak™).
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ivaxag: Zoyvotnto ypnong Eévawv yAwaowv atny diapnuion

Torhia I'eppovio = Ivdia
Ayyhkd 163 79% 634 78% - -
FoAwd - - 77 10% 12/35
I'eppavik
a 21 -- 515%
Xivtt 31% -- - -
Ionavika 4 2% 24 3% 2 6%
Itodka 13 6% 28 3% - -
Apofika 3 1% -- 721%
Alheg 19 9% 45 6% 8 24%
Ybvoro 207 100% 808 100% = 34 100%

Yvolntnon

H amoyn pog eivor 011 eved n Bewpio tov SvTIKOL UTEPIOMGHOV avayvopilel Tig
TAGELS Y10 AUEPIKAVIKOTOINOT), 0V OIVEL ETOPKT| OVAYVAOPLIOT GE OAPOPOVS TPOTOVG
avtiotaonc. Paiveron cav va vrobétel 0TL o1 AvOpmmOoL yivovtar mTovtoh mabnTiKd
Oopota oty avénom NG opepkovikomoinong kot g ovtikomoinone. Ia
Tapadelypa, oyvoel tov Tpomo pe Tov omoio M YOAAKN kuPépvnon emdinée va
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neplopiocel MV eoaymyn AE&emv un YOAAMKNG TPOEAELONG UECH TNG EQPAPLOYNG
TETOLOV OPOKOVTEDV VOL®V OT®mG 0 VORog tov Toumov tov 1994 - to amoteAéouata
avTNG ™G MeEAETNG Oetyvouv 0Tt amd T 20 apepikavikég eToupeieg mapodcses ot
FoAAio, ot 12 &giyov petappdost t0 cAoykov Tovg ota YoAlkd. H apepucovikn
etapeion Rank Xerox sivor pio amd Tig AMyec etoupeieg mov datnpovv o AyyAikd
("The Document Company") t6co ot ['aAAia 660 ko ot [epuavia. Pvcikd, avtég
Ol TPOOTATEVTIKEG TToMTIKEG, eite otn ['aAlia, oy Kiva 1 omyv KovPa dev eivan
OMOADTOG OMOTEAEGUOTIKEG, E€MEWN €ivol OVOKOAO VO €QPOPUOCTOOV Kol Vo
dtnpnbovv. Q6T6C0, 1 TAPATHPNON TOL KAVOLUE €ival OTL av Kot 1 Bewpio vt
elval ypnown yoo TNV EMIGNHLOVOT] TOV OVIOAAQY®V GTOV OIKOVOMIKO TOUEd, OEV
avayvopilel omapaitnTo OAEG TIG TOAVTAOKOTNTEG TMOV TOTIK®V TOPUOOGEMV GE
TOAALOVG AAAOVG TOUEIS TOAITIGTIKMY OVTOALAYDV OT®OG TO (OYNTO, TO TOTO KOl 1
Yoyoymyio 6mov o SLTIKG TOAMTIGTIKA TPOIOVTO TPEMEL VAL SLOTPOYUATELTOVV LUE TIC
TEPIMAOKEG TOMIKEG 10TOPIES KO TTAPAOOGES. XE U0 TPOSTADELD VO VIKI|GOVV TOV
AVIOYOVICUO otV Kotnyopio idtwv 1 mopOHomy TPoldvI®mV, TOAAEG TAYKOGUIES
pépkeg GAAagov ™ TOWKIAIL TPOIOVTOV TOVS £TGL MOTE VO TOPLALOVV OTIC TOTIKEG
npotyunocels. H Coke xar n Pepsi, yio mapddetypa, dev givar povo mo yAvkég oty
Ivdio, aAld kot ot 600 etoupeieg ypNOWOTOOLY €MIONG TOVS YVMOGTOVS VTOTIOVGS
nBonorovg Tov Bollywood Hrithik Roshan kot Shah Rukh Khan yia va movAncovv to
TPOIOVTA TOLG GLGYETILOVTOG £TOL TO TL €lval HOVTEPVO GTNV AUEPIKN HE TO TL €ival
eniong poviépvo oty Ivdia. H wdwm ayopd mov esivor 40% yoptogoyikn, pe
AmOGTPOPY] 6TO POELO KO TO YOIPVO KPEAS LETAED KATOLOV KPEATOPAY®V, OAAY LLE TN
YeEVIKN voKkn cvumdbela ylo proyopikd oe 6 o ta midta. 'Etot, 1o McDonalds epnipe
10 umotékt matdtoc McAloo Tikki, to Mac Pan Curry (tupi cottage) to
McMaharajah amoxieiotikd and mpodPelo kpéag Kot caAtoeg Onwg 1 McMasala kot 1
Mclmli ywo va ikavomomcovv v ok mpotipnon ywo proyopucd. To McDonald's
éxel eniomng gloaydystl TVALTO GAvToultg Aappdvovtag vroyn v aydnn g volag
vy toamdtt (€i00g woKov youov). Qotdco, dtav mpdkeltal Yoo GAlo TPaypoTo
OT®G M TEYVOAOYia, TO TPOTOVTA, 1 EELANPETNOT TEAATMV, TO. GUGTILOTO VYLEWVNG KoL
Aertovpyiog, to McDonald's €yt avotpéc Tvmomompéveg pebodove. Ommg deiyvouv
ta mapadstypata twv McDonald's, Coke wot Pepsi omv Ivdia, n owkovopkn
avamtoén evBappouvel o véo Lopen VEPOIGHOV. AVTA 1| GLYXDOVELOT AaUPAVEL YDPO
Oyt uévo otov Topéd TV TPOPiN®V OAAG Kot oTov Topéd TV €Wmv évovone. H
TAPOOOCLOKT VOIKT] EVOVGT GTNV TPAYLATIKOTNTO, OVOULYVOETOL TAPAYOVTOS £VOL VEO
look mov ovopdletar AvatolkodvuTikd viHoio. Avtod @aivetatl vo VTodNA®VEL OTL )
TOYKOGLUOTOINGT KOt 1 TOMKOTOINGN 610 Babud mov ovapEPovial GToV TOAMTIGUO,
elvan epunvevtikég dwdikacies. Onwg avapéper o M. Featherstone, «kapio kotvovia
dg AapPavetl moté TOMTIOTIKE TPOTOVTO ad TO EEMTEPIKO TAONTIKA, YWPIC CLUP®VICL.
Yuvnfwg TPOTOTOOVVIOL KO  OLLHOPOAOVOVIOL 00 TOVS TOPOUANTTES Yo, Vo
TaplalovV oTIg TOTIKEG avAyKes, a&iec Kot erhodo&iec. ' H o0nwg onueimdvetal and tov
J. Tomlinson, «AALG TL delyvel avT 1 SLOVOUT] OLOLOLOPP®Y TOATIGTIKOV oyodmv,
eKTOC amd T OOVOUN OPICUEVOV KOAMITOAICTIKAOV ETOPEIDV VO, J1OIKOVV €VLPELES
ayopég yuo To. TPoidvia Tovg oe OA0 Tov KOGpo; Edv vmoBécovpe Aowmdv OtL m
TAYKOGLLO TOPOLGIN AVTOV TV ayafov givor amd povn g éva onudol chykAong
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TPOg £vav EVIOI0 KAMITAMOTIKO TOMTIGUO, YPNOLUOTO0VUE TOavOV o POAAOV
QTOYN €VVOL0L TOV TOALTIGUOD - [0 £VVOL0L TOV UEUMVEL EVOV «TTOAMTICUO» LOVO OTO
VMKA ayaBd tov. » Me GALo A0V, OEV VTTAPYOVV «TTAYKOGES) N «EEVESH €VVOleg
YOPIG «TOTIKEY oNUELN OVAPOPAS Kol aVTICTPOPX * 0 010G 0 TOMTICUOG VITAPYEL LOVO
otav Bewpeitarl oxetikdg pe Evav GALOV TOMTIGUO ». AvTd emavorapupdverol amd Tov
Robertson mov meprypdpel v maykoopionoinon ¢ pio SoAekTikn) kivnon oty
omoio TO TAYKOGHIO EMIMEDO EUTAOVTILETOL OO TOTIKEG OIOUTEPOTNTES - GTNV OTOoin
dtver pila kaBoAkn mpocEyylon Kot otV omoio To TONKO emMimedo, amd TNV TAELPA
Tov, gumAovtiletal emiong amd TIS EMPPOES TOV TPOEPYOVTIOL OO TO TOYKOGLO."
AvT6 oL TPOKVTTEL OO OAO AVTA Elval APEVOS OTL 1] IUTEPLOMOTIKT Bempio VTOTIUG
TNV TOMTIOTIKY OVOEKTIKOTNTO KOl TOV SUVAUICUO TWV UN OLTIKOV TOMTIGUOV KOl
TNV IKOVOTNTA TOVG VO OPOUOLDVOVY TIG OLTIKES EIGAYMYEC. APETEPOL, 1| TOAOLOTEPT
TAON NG MOMTIGTIKNG EMPPONG TG AVONG OTN TEPIPEPELN OVTIGTPEPETAL OAO Kot
TEPLGGOTEPO GTOV GVUYYPOVOo KkOGHO. MbOvo Ayo mepiocdtepo  amd Tpidvia ypovia
HETO TO KOHO TNG TOYKOGUOTOINoNG mov €SamoAlvbnke omd TV €MOVAGTACT] TOV
Reagan-Thatcher, pepikég and tig mponyuéveg owkovopies énwg o HITA, n Evponn
kot 1 lamovia eatvetor va Bpickovror oe cofopn, av 0yl TeAMKN TT®on. Ot enevovTES
KepALovv AMyooTég e16Q0opES 6N AVOT KOl GKOTEVOLV TAOPO VO LETAKIVNBODV 0AAOD.
Ta ¢6vn BRIC, n Kiva kot n Ivdia ovykekpypéva, ®g ot dvo taydtepa
OVOTTUGOOUEVEG OGLATIKEG OIKOVOUEES paivetal va glval ot Tpogaveic ducoovyot. Qg
€K TOVUTOV, OVOUEVETOL OTL Ol TOATIOTIKEG E1GPOEC GTO GUYYpPOovo KoOouo dev Oa
ATOPPEOLY TAEOV OO TO AEYOUEVO «NYEUOVIKO TOATIOTIKO KEVTIPO» GTIC TEPLPEPELES
Tov KOGHOV, Ommg Yevikd Oewpeitor, oAdd Bo eivon opoPoieg kKo moOAALOTA®Y
Katevbovoewv.

YOUTEPACUATO,

EpoeaviCovtar dvo onueia cuvdeetlog - 1o mpdTo givar OTL 1 ToyKooomoinon umopel
va glvar «po TapIAANAn Agttovpyio TOMKNG / TOYKOGUIOG SUVOLIKNG TOV 0dNYEL GE
[0 TOAMTIOTIKY avApElEn N 6€ TayKOGUO GLUVOLOCUO TOAMTIGU®V. AVTH 1 Gmoyn
wpomBeiton amd moAAoVG pehetntég Onwg o Pieterse Nederveen mov mpoteivel 6TL ovTtd
mov AauPdvel yopa onuepa elval £voc TOYKOGUOS TOAMTIGUOG LPPLOIoUOD, Hio
dwdwocio mAEENG Ko Oyl amAdg 014000MG OO TIG OVETTLYUEVES YDPES TPOG TIG
avartvooopeves. Katd tv dmoyn tov, avtd mov PAémovpe onuepa sivar icwg o
aVaTPOTY] TNG OVTIKNAG TOMTICTIKNG Kuplopyiag, Omov ot ToyKOGHUIOL TOAMTIGLOL
Kvouvtolr topa mpog avtd mov o Pietersee Nederveen ova@épel ¢ «TOATIOTIKY|
vPpdomoinony - «n vEpomoinon gival 1 KaBEP®ON TOV TAYKOGUIOV TOMTIGUOD MG
TAYKOGUIOU GUVOLAGHODY». AgVTEPOV, QOIVETOL OTL PE TNV EUEAVION TOV OyOp®V
BRIC, ot moykdopieg MOMTIOTIKEG euUmEIpieg KvOoOVTOL Ol TPOG 0L HOVOAOIKN
KateLOLVON OHOOHOPPIOG KOl TLTOTOINGNG, OALA ®¢ aueidpoun JStadkacio TOv
TEPIAOUPAVEL TOV AVTIKTUTTO TOV UN-OLTIKOV TOMTIGUOV otn Avon. ['a Tapddetrypa,
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wowa mata Ontwg To Chicken Tikka Masala eivat e€apetikd dnpoeiAn otnv AyyAio.
To Balti, éva mokiotaviko Kapt, eival eniong £va maTo Tov TPoTIdaTol Wntépms. To
Kvellkd @ayntd o€ makéTo, €ivor gupémg oladedouévo. ZkePTeite emiong 1
TEUTTOVGIN TNG AYYAIKNG KOLATOVPOG, TO TAl. To todt uoikd dev KaAlepyeital o
Bpetavio oAAd mpoépyetar amd v Kiva kot v Ivdia. H wdwkn kivnupotoypaeikn
Bropnyavia, to Bollywood, dev givar povo peyorlvtepn amd to Hollywood, aAld €xet
A éov maykoca epPéreta (yio mapddetypo ot tovieg Monsoon Wedding, Bend It
Like Beckam, Lagaan k.Am.). Ivowég AéEeic dnwg ot karmayogin, guru, kundalini,
chakra k. Am. amotelovv TAEOV avamOoTOGTO UEPOC TNG O1eBvolC YAdooac. Ouoimg, 1
povowkn tCal, mov apywkd eeevpédnke omd povpove povoikovs, etvar TAEOV
TOYKOGUmG ONUoPAng. Ola avtd, dmwg £yovpe vrootnpilel, odnyovv emiong otV
avamTuEN €VOG VPPIOKOV TOMTIGHOV - I avTd oL 0 Pieterse Nederveen meptypaget
®¢ "EMTAYLVOUEVN TAYKOGUIOTOINGT KOl TOAITIOTIKY OVAUIEY - OV EVOMUOTOVEL
OA0 KOl TTEPLOCOTEPO TO TOMIKO OAAL KOl TO WOYKOOUO emimedo. Xtn podo,
HOVLGIKT Kol oKOUN KOt TO oyntd, avutd HeTAPPAleTal Mg GUYYXMOVELCT) AVUTOANG Kot
Avong (Yo mopddstypo, Tandoori Pizza, Mc Aloo Tikka). Avtd mov 6éhovpe va
Tovicovpe €00 glvar 0Tt v TpaypaTt avadviel Evag moyKOo oG ToMTIcHOS, Ba etvat
oVCOTIKE Evag VPPOKOS, «TOMTIGUOC KOG kot avdpelEney. 'H onwg 1o Bétet o
Lie, «n moMtiotikn) moykoosponoinon Paciletar otig vdpyovses Bewpieg Kot 10€€g
e€ApTNoNG, SVTIKOTOINGNG, TOALTIGTIKOD UTEPLOAICUOD, TOALTIOTIKOD GLYYPOVIGLOV
KOL TOV «TTOYKOGUION Y0Pplov». Avtd mov gival daitepa evOlopEPOV eivatl 0Tt 1| un-
dvtwomoinon elvar topa  eElocov UEPOG TG TOyKOGHomoinong OG0 Kot M
dutikomoinon. Katd v dmoyn pag, £vag d1acuvoedeéVoc KOGIOG ETITPETEL GE 10£EC
Kol Tpoiovia and KAfe PEPOC TOv KOCUOL va PTAGOLV € kOBe dALO PEPOG TOL
koopov. Kot 0tav ¢tdcovv otov vEo TTPOOPIoUd TOVG, OV ATOPPOPOVTOL HalIKA
oAMG  mpocapudlovtar  ywo vo  toplalovy oty TOMKY  KATdoToomn  (OnA.
naykocpotonikonoinon). Agv 0éhovpe va apvnBodpe o0t M Adomn, pe p
ovykekpipévn évvola, e&akorovBel va givarl woyvpn. AALG Tawtdypova, ot 1 16Y0G,
N omoia €ivol 6TEVE GUVOESEUEVT] UE TNV TEXVOAOYIKY], PLOUNYOVIKY KOl OTKOVOUIKN
™G OOVauUN, 0V avTikoTonmTpilel T Tpaypotikdtto. Me dAlo AOYlo, 1 KATAGTOON
elval ToAy mo mepimAokn ond to amdo "eite" / "|" wov vLOINADOVETOL OO TOV OPO
"Jihad evavtiov McWorld".

Avt M peAétn katodfyel pe v mapoatypnon o0t n Bewpio TOL TOMTIGTIKOV
WUTEPLOAIGHOD, OV KOl YPNOIUN YL TOV TPOGOOPIGUO TWV OVTOAAAYDV GTOV
OKOVOUIKO TOpE, umopel va unv avayvopilel omapaitnto OAES TIC TOAVTAOKOTNTEG
TOV TOTKOV Topaddcewv. Ot taykocues etarpeieg dmwg 1 McDonald's 1 1 Coke dev
TPOCAPUOLOVTOL OTIG TOMIKEG TPOTUNGCELS AGY® TNG PIAOCOPIKNG OEGUEVONG TOVG
oV maykocuo mowkiiopopeia. Ilpdrrovv €161 KaBOS avakdivyoyv OTL Ol TOTIKES
yevoelg dgv  aAldlovv o¥te opoyevomowobvtonr eOkoAa. Katd ovvémew, 1
TOYKOGUOToinon, kotd v dmoyn pog, eivor mbavotepo vo oyetiletor pe v
TOAVTTOMTIGUKOTNTA TOPE [LE Tr OLTIKOTTOIN O™ N TNV OLOYEVOTOINOT).
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3. MopaBeon TpOTOTHTOV KELPEVOL

Impact of “Cultural Imperialism” on Advertising

and Marketing

Anuradha Bhattacharjee

Indian Institute of Advanced Studies, Shimla, India

Abstract

“Cultural imperialism”, a highly debated concept, refers to how an ideology or a way
of life is exported from one country to another through movement of cultural goods.
A major driver of cultural imperialism in the era of globalization, are large
corporations, many of whom have their base in the United States. Viewed “as
homogenizing forces”, these corporations through their global brands are known to
sell the same tastes and styles along with their values and lifestyle to consumers
throughout the world. Because there is controversy over whether global media
industries create uniform desires and habits, globalization, for advertising and
marketing, is one of the most discussed concepts in recent years. This paper analyzes
a large corpus of European and Indian print advertisements to argue that rather than
homogenization, globalization may be encouraging a new form of hybridization.

Keywords: Western imperialism, advertising, international marketing strategies,
culture, emerging markets, hybridization, homogenization, globalization

Introduction

Many theorists in recent years have argued that globalization is working in a
fundamentally centripetal manner, forcing its ideology and lifestyle on other countries
along with its products and services. Scholars such as Wunderlich and Warrier, for
example, suggest that historically, globalization is perceived to have originated from
the economic and political domination of the USA, which is also spreading its values
worldwide along with its products and services. Yet another influential author,
Benjamin Barber also states that, “globalization introduces a single world culture
centered on consumerism, mass media, Americana and the English language.” Bhikhu
Parekh writes, “The fact remains that western culture today enjoys enormous
economic and political power, prestige and respectability. Its interactions with other
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cultures occur in grossly unequal conditions and those at the receiving end often find
it difficult to make autonomous choices.” Herbert Schiller describes this process as
“The sum of the processes by which a society is brought into the modern world
system and how its dominating stratum is attracted, pressured, forced, and sometimes
bribed into shaping social institutions to correspond to, or even promote, the values
and structures of the dominating center of the system”. Sui-Nam Lee observes that
"communication imperialism is the process in which the ownership and control over
the hardware and software of mass media as well as other major forms of
communication in one country are singly or together subjugated to the domination of
another country with deleterious effects on the indigenous values, norms and culture.”
The most common interpretations of globalization are that the world is becoming
much more uniform through a technological, commercial and cultural synchronization
emanating from the West. These perceptions are interrelated in the sense they are both
variations of the same underlying theme of globalization as Westernization of the
world. What do people mean when they talk about Westernization? As a matter of
fact, a whole range of things leading from the consumer culture of Western
capitalism, in particular, American capitalism, with its all too familiar icons
(McDonald’s, Coke, Reebok, Nike) to the spread of European languages (particularly
English) to styles of dressing, eating, drinking etc. The broad implications are that
diffused by the western media, this process is not just homogenizing but also a threat
to the cultures of the peripheral Third World nations.

As more and more developing countries open up their markets, the question of
whether they are being increasingly subjugated to global capitalism and related
Western values continues to be a valid one. It is also at the heart of the cultural
imperialism thesis.

What Is Cultural Imperialism?

The cultural imperialism thesis is often invoked to explain the process whereby the
relationship of culture to geographical and social territories is being increasingly
reformulated in the era of globalization. The idea of “imperialism”, as pointed out by
J. Tomlinson, contains the notions of a purposeful project with the intentions of
spreading a social system from one center of power across the globe. At one level and
as the notion suggests, certain cultures and their value systems are privileged because
of historical circumstances. Colonialism, for example, enabled Western cultures to
impose their values on the conquered peoples of Asia, Africa, the Americas and many
other parts of the world. The discourse of colonization was based upon the cultural
superiority of the West and the Western notions of economic progress and liberal
democracy frequently provided the benchmarks against which other cultures were
supposed to measure their sense of being. No doubt Western imperialism did provide
some of the essential infrastructures for the imposition of Western ideas, goods,
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values, institutions and practices around the world. The colonial powers of Britain and
others were also undoubtedly the most powerful agents of cultural globalization. The
end of colonization, however, ushered in a new era, one that saw the transition to a
more egalitarian relationship between cultures. Decolonization overturned the
expansionist logic that linked modernization to Westernization. It meant that the
irresistible trend of globalization was no longer tied to this logic but was free to take a
different course. As sociologist, Martin Albrow puts it, “We need to entertain the idea
that globalization, far from being the last stage of a long process of development, is
the arrest of what was taken for granted, a transformation arising out of a combination
of different forces, which unexpectedly changes the direction of history. It could be
the transition to a new era rather than the apogee of the old. Let us recall that with the
end of communism, globalization emerged as the basic defining element of a new
World Order, one, characterized by the cessation of hostilities between the two
dominant ideologies of the Cold War era: communism on the one hand and liberalism
capitalism on the other. This however, presents us with a paradox: the apparent
integration of global cultures exists along with its antithesis: the prevalence of
fragmentation in the new world order necessitates the description of the present age as
the age of extremes (Hobsbawn 1994). The now famous expression “Jihad vs
McWorld” symbolizes in part this new reality.

Is globalization really a euphemism for Americanization? Francis Fukuyama, when
asked the question replied, “I think it is and that is why some people do not like it. I
think it has to be Americanization because in some respect, America is the most
advanced capitalist society in the world today and so its institutions represent the
logical development of market forces. Therefore, if market forces are what drives
globalization then it is inevitable that Americanization will accompany
globalization.” Fukuyama, however, rejects the view that globalization is leading to
cultural homogeneity, asserting that it is only leading to homogenization of certain
aspects of the economy and society. While protagonists of globalization claim that
homogenization through Westernization is a good thing, the champions of
multiculturalism maintain that “all countries are authentic in their own terms and that
neither the West at large nor the United States in particular, has the right to impose its
beliefs and values onto others.

The objective of the present paper, limited to a study of print magazine advertising in
Europe and India, is to analyze globalization within the context of the popular
criticism that it is an imperialistic enterprise. It posits the thesis that cultural
encounters of the West with the rest of the world are now substantially changing in
their nature due to the shift of economic and political power from the West to the
East.
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What Is Globalization?

There are many differing views on globalization. Its supporters describe it as an
irresistible and welcome force that brings the best the world has to offer. For them,
globalization is, au fond, a continuation, albeit in an intensified and accelerated form,
of the perduring challenge of modernization. Its critics, on the other hand, term it as a
“juggernaut of untrammeled capitalism”, which is leading the world to a particular
type of homogeneity, west-centered (if not actually America-centric) and that the
media,again controlled by the West, creates a kind of “Mcworld”, where western
goods, capital, and ideas prevail. We would submit, however, that an equally strong
case can be made out to suggest that globalization has been a two-way process, and
that the civilizations of the East — Chinese and Indian to be more precise — provided
the initial impetus with such discoveries as the compass, paper, the zero and the
decimal system to globalization. Indeed, every one of the “high tech” fields of
knowledge in the world a millennium ago such as paper, printing, gunpowder,
wheelbarrow, kite, magnetic compass was already well established in China and at the
same time, practically unknown elsewhere. Similarly, the decimal system, which
emerged and became well entrenched in India between the second and the sixth
centuries and was also used extensively soon thereafter by Arab mathematicians,
reached Europe mainly in the last quarter of the tenth century. It was globalization
that spread them across the world including Europe. Described as “the crystallization
of the entire world as a single place, the idea of “globalization” most commonly,
suggests interconnection and interdependency of all global areas as a result of
economic and cultural practices, which do not, of themselves, aim at global
integration but which nonetheless produce it.

Summarizing the different views about globalization among contemporary theorists
elsewhere, Held for example, says - first, globalization is characterized by
homogenization of economy and culture. Some equate the modern trend of world
integration to the expansion of “cultural imperialism” on a broader scale where the
world is increasingly becoming homogenized and westernized while others believe
that the impact of globalization is mixed. Second, there is the significance of
increased connectedness and sharing of cultures; third, the view denies the existence
of globalization and emphasizes continuation of unregulated capitalism and fourth,
the consequences of contemporary global interactions as complex, diverse and
unpredictable. According to J. Tomlinson, globalization is a disruptive force that will
ultimately weaken the cultural unity of all nation-states, not just those in the
developing world. A third perspective related to globalization is hybridization. This
perspective does not, as such, give prominence to globalization as a homogenizing
force, nor does it believe in localization as a resistive process opposed to
globalization. Rather hybridization advocates an emphasis on processes of mediation
that it views as central to cultural globalization. The question remains - do
transnational media make cultures across the globe hybrid by bringing into their midst
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foreign cultural elements? Or have cultures always been to some extent hybrid
meaning that transnational mass media has only strengthened an already existing
condition? There is no obvious answer to this question because there is not enough
empirical evidence about media and hybridization and because of the theoretical
complexity of the situation. What does exist in terms of theoretical understanding and
research seems to point to a middle ground. This position acknowledges that cultures
have been in contact for a very long time through empire, trade, religion and
conquest. Therefore a degree of hybridization of all cultures can be assumed.

Aims

The present article analyses a large sample corpus of advertising in leading magazines
of general interest in France, Germany and India i.e L’Express, Paris Match Der
Spiegel, Stern and India Today and limited in period to six months to briefly discuss a
few key issues in contemporary globalization debates such as: does globalization
generate increasing homogeneity or heterogeneity? Should global companies adapt
and localize their products in different countries? It takes into account a comparative
and statistical analysis of advertising in two geographically diverse commercial
regions — Europe and India — to suggest that in spite of our differences, we are
moving, at least in the corporate world, to an intercultural ethos, an index to the rapid
globalization process at hand. Why specifically choose these three countries?
Germany and France, with cultural blends attractive to international marketers, were
specifically selected to provide insights into the differences, no matter how subtle,
among nations that are normally thought of as similar due to their geographical and
cultural proximity. Does the economically unified Europe also signify a common set
of consumer needs and wants? The reason why an emerging market like India was
chosen for a comparative study with the two industrially advanced European countries
is because first in an age where the global economic power is seen to be shifting from
the West to the East, India makes for a particularly interesting case study. According
to Goldman Sachs, the country, with a population of 1.2 billion, is poised, along with
China, to be one of the leading global economies of the future. It is our view,
however, that the country, which is now experiencing breakneck economic growth,
will not become easily Westernized despite globalization and a certain outer
rapprochement with the West.

Which factors must companies take into account when advertising globally? Should
product or brand names be changed? When should visuals or copy be customized?
How often do companies opt for identical transfers? To address the question of
whether uniform strategies ought to be used in communicating across cultures, a
comparative study of western and non-western advertising is in order. In our view,
advertising not only forms the interface between two of the most important products
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of globalization—international trade and the spread of a global more inclusive culture
but it also has the ability to move fluently between the local and the global as well as
between the concrete and the abstract.”

The 19 product categories studied are: (i) perfume; (ii) cosmetics and toiletries; (iii)
high-end fashion; (iv) watches; (v) pens; (vi) food and beverages; (vii) travel &
leisure;  (viii) automobiles and related products; (ix) computers; (X)
telecommunications; (xi) technical products; (xii) housing/furniture; (xiii) industry &
commerce; (xiv) finance & insurance; (xv) health; (xvi) humanitarian organizations;
(xvii) energy; (xviii) media; (xix) other. The advertising corpus in all three countries
was analyzed in terms of (i) linguistic codification (headlines, subhead,
tagline/baseline/logo, body copy); (ii) visual codification (imagery); (iii) combined
verbal/visual codification to arrive at certain broad conclusions, statistically based.

Analysis and Results

The results of this study culled through an analysis of about 5000 advertising samples,
indicate that there are only a few truly global brands and that their advertising is
rarely completely standardized. For the most, localization takes into account
globalization even while keeping the local flavor intact.

Let us first consider a quintessential luxury item—perfume. We have studied
advertisements by parfumiers such as Cacharel, Giorgio Armani, Chanel, Lancdéme,
Guy Laroche and Drakkar Noir. By and large, these companies use the same
advertisements across France, Germany and India as testified by the fact that there
were found five identical transfers. Lancdme, for instance, retained its original French
copy (“Le parfum des instants précieux”) and visual (a white female model) in its
Indian ads; Paloma Picasso retained its original French copy “Paloma Picassso crée
Minotaure” and visual in its German ads. Similarly, the Guy Laroche ad for both the
French and Indian markets also retained the same visual showing the naked upper
torso of a Caucasian male with a woman standing directly behind him.

Any changes were minimal, and were usually in deference to local sensitivities.
Cacharel, for example, advertises its Eden perfume in France using a frontal view of a
nude young woman, accompanied by the slogan, “Le parfum défendu.” The Indian
version of the ad is translated into English (“The Forbidden Fragrance”) and the
visual shaded to obscure the model’s nudity.

High-end garment companies likewise tend to use the same advertisements across
markets. Benetton, for example, uses its famous United Colors of Benetton branding
all over the world.

26



To sell its high-end skin care products in India, Lancome carried the same visual of a
female Caucasian model in both France and India. The French text “La France a son
mot a dire sur la beauté¢” however was translated in India as “France has a word for
beauty”.

Watch companies also use globalized ad copy—“Omega Is a Sign of Excellence”;
(Omega)” “Swiss Quality;” (Tissot) “A Different World”; (Rado)” “Officially
Certified Swiss Chronometer;” (Rolex) and “Water-Resistant Swiss.” (Hermes)
Piaget’s Indian ads retained the original French text “Joallier en horlogerie depuis
1874—Geneve”.

Let us come to Computers. The visuals remain the same. But understandably the
technical specifications are translated.

In the Technical Product category, the Philips slogan is the same in India and
Germany: (G) Philips invents/Philips invents for you; (1) Philips — we invent for you.”
The Japanese Pioneer used the same English slogan — “The art of entertainment” in all
three countries. The German Bose retained both product name “Wave Radio” and
English text — “Better sound through research”/Big Sound Test” in all three countries.

Telecommunications companies, however, take a more mixed approach. Nokia and
Alcatel use their English slogans, “Connecting People” and “Your Reliable Partners
in Communications,” worldwide. In deference to the local culture however, Nokia
carries local translations such as Menu (France); Speicher (Germany) and Menu
(India). In a developing country like India, Nokia not only emphasizes the fact that it
is the “world leader in cellular phones” but also that its mobile phones are user-
friendly: “Nokia. The world’s most portable cellular phone/ Nokia introduces the
world’s easiest to use cellular phone”. In one case, Motorola uses the phrase “Tu me
manques” in France, with a literal English translation—"“I Miss You”— appearing in
its German ads. Yet it uses the French “Je t’aime” (“I love you”) in both countries, as
the phrase is nearly universally understood throughout Europe. Siemens sells cell
phones in Germany using the phrase “You can count up to ten, can’t you?” In a
developing country with still high rates of illiteracy such as India, though, such an ad
could be construed as offensive. Hence Siemens advertises itself in India as a leader
that connects people to the “Global Village”. For example, “Local presence, Global
Player”/“Connecting to the “Global Village”.

Travel companies also use a mix of standardized and customized advertising. Delta
uses the same ads across France, Germany and India. Korean Airlines used the slogan
“Les routes de la sérénité¢” in France to emphasize the “serene” aspect of the journey
but adapted to “Lebensqualitidt non-stop” for the German market since the German
consumer is known to have a special resonance with “Quality of life”.
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In the case of the automobile industry, BMW advertised in Germany as “Freude am
Fahren” (“Craze for Driving”). In France, on the other hand, BMW made a special
effort to integrate into the local culture by showing the Mona Lisa painting, the
Versailles gardens etc. In India, where social status is all-important, BMW competing
against other brands such as Mercedes and others, projected itself as the undisputed
market leader by highlighting this aspect - “Setting the Pace in Automotive Status”/
“Unprecedented Standards in Luxury Motoring.” Of particular interest is the fact that,
while BMW, Mercedes and Audi usually depict their products with French license
plates in French ads, their Indian ads show German license plates—subtly
emphasizing their foreign origin and enhancing their “snob value.”

Consumer electronics companies, however, appear to be the most likely to advertise
differently across cultures. Leading companies continue to use global slogans, but
they also produce domestic ads appealing to local tastes. For instance, Sony in India
uses a Hindi slogan in its Handicam ads even while depicting a local wedding in the
background—a bow to the Indian habit of videotaping major ceremonies for posterity.
In France, on the other hand, Sony uses as local touch, a visual of the Eiffel Tower.
How do we explain the differences apparent in this broad survey?

Apparently, internationally recognized luxury brands tend to stick to their global
slogans, as the brand names, to use a cliché, “sell themselves.” All three international
languages—English, French and German—are used widely, but English appears to
dominate because so many brand names originated in the English-speaking world.
Niche products, such as fashion and style items, are identified in French and sold
using that language across markets.

Advertisers do, however, pay attention to the sensibilities of their target consumers, as
we saw with the Siemens and Cacharel ads. Although Cacharel’s ads depicting a nude
model made the same basic appeal in France and India, the shading of the model in
the Indian version suggests a subtle bow to cultural pressures.

Multinational corporations often wish to transform themselves into “national”
companies in the minds of their target audiences; their advertisers thus develop
campaigns around particular themes suited to the local market (recall the Sony
Handicam ad, for which local experts were consulted). Sometimes, advertisers use
local symbols but leave the copy untouched—an ad will show an Indian girl instead of
a western one, for example. Similarly, companies may maintain the same symbols in
their marketing materials but change the text to fit the local language and tastes.

One interesting detail that runs against popular belief is that a large number of
American multinationals, such as McDonald’s, do localize their ads. Because these
companies sell mass-produced consumer items and aim to reach the greatest possible
number of people, they must necessarily make local appeals. Even their products
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undergo occasional changes (Mc Aloo Tikki Burger must be sold only in India we
assume!). These companies are more likely to copy the themes of their advertising in
Europe but put it into local context; visually the most obvious will be Indians instead
of Caucasians. On the other hand, expensive luxury items such as cars, haute couture,
perfume and electronics launch uniform ad campaigns because their products appeal
to an elite class of consumers that is more likely to speak a foreign language or to be
familiar with the product itself. The majority of French-speaking Swiss companies -
Rado, Tissot, Rolex, Hermes, Longines, Raymond Weil and Vuarnet have used their
global English slogans everywhere.

Advertisers also take into account the level to which they expect customers to identify
with a product’s country of origin. As we have seen previously, German carmakers
like Audi tend to depict their vehicles with French license plates when selling to those
markets. French companies already sell comparable cars. Audi wants its cars to
appear local to make them more palatable and to avoid being seen as competing with
local manufacturers. In India, on the other hand, a customer buying a Mercedes
typically hopes to make a statement by purchasing a foreign car. Depicting its
vehicles with German license plates in its Indian advertisements thus makes Mercedes
more attractive to local high-end consumers.

Lastly, although different industries may face different degrees of convergence of
consumer demand, the trend appears to be especially strong in certain industries. The
least culturally bound products such as computers, compact disc players, television
etc are easier to market internationally than culturally bound products like food. This
is because in high-tech industries such as telecommunications, consumer electronics,
pharmaceutical products, banking and investment, there was, traditionally, very little
consumer demand. The products and services in fact never existed until technology
brought them to consumers. Indeed, consumers in different parts of the world were
taught to use these products or services and therefore had very few culture specific
preferences. As a result, the convergence of consumer demand in these industries is
especially strong In contrast, in industries where there has been long-standing demand
— such as skincare or food — the convergence of consumer demand is relatively
weaker.

This study shows that to a large extent, the effects of globalization are felt
everywhere. Swiss watchmakers such as Rado, Tissot, Rolex, Hermes, Longines,
Raymond Weil and Vuarnet for example, have used their global English slogans
everywhere. Many automobile manufacturers have turned to using names for their
cars that are either recognizable in many languages or invented and not found in any
one of them - for example Mondeo (Ford), Pajero (Mitsubishi), Laguna (Renault).
French and German speaking companies such as Piaget, Moderna Klober and others
used French and German to sell in India. Conversely, Indian companies such as Tata
Industries have used French and German words (for example, ‘Voila”, “Airbus
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Industrie” and “Autobahn”) to sell their products in the Indian market. Similarly, the
American Chrysler and Motorola have used French to sell in Germany (recall the
Motorola ad — “je t’aime” and the Chrysler Voyager ad “Grand Café des Arts”)? The
German Volkswagen used the French term “noblesse” to market its Golf car in
Germany — “The Black Line stands for Noblesse and Elegance” (“Die Black Line
steht fur Noblesse und Eleganz”). At the same time, not every country is eager to give
in to what they perceive as the corrosive effects of globalization. Hence even though
both France and Germany have used English relatively extensively in their advertising
- 163x and 634x respectively, Germany seems to accept English more easily than
France as the language of international commerce. Most French companies also, by
and large retained the same product name as also the French language in their
marketing strategy. Of the 63 foreign companies operating in France, only 38 did not
adapt to local circumstances. In Germany, of the 65 foreign companies present, only
26 did not adapt locally. In India, of the 36 companies operating in that country, only
11 chose to retain the same advertisement. One of the reasons why the overall figures
for English are lower in the case of France — 163 as compared to 634 for Germany
(see Table) - is because France over the years, has equipped itself with a veritable
arsenal of decrees and directives against what it terms as “Franglais” or the intrusion
of English into French (for example, le weekend, le parking or le marketing are now
quasi French — they are integrated into the French language with such other popular
terms as “football”, “volley”, “goal”, “meeting”, “faire un sitting”, “un “sketch”, un
“gag” etc). With more than 420 linguistic combinations now theoretically possible,
France is plagued by the very real fear that soon everybody will simply give up and
speak English. Advertisements containing English terms, with a few exceptions, are
therefore outlawed (by the 1994 Toubon law) unless accompanied by a translation.
For the German market, on the other hand, the large majority of manufacturers have
used some form of English to sell. Most have used the popular mixture of English and
German known as Denglish to market their products. Audi for example, promises you
“Die Power.” In contrast to French advertising, which had only 2 German language
inputs (examples are Heineken and Citroen ads) German advertising contained 77
French language inputs sometimes even in combination with German. For example,
“Zelda. Die belle époque lebt” (Cor). “VINS DE FRANCE machen uns immer so
schon frisch; Leicht. Rassig Kraftig. Und so OH LA LA” (Vins de France); “Mit
einem Cotes du Rhone zahle Ich zur créme de la créme” (Vins de France); “Rendez-
vous mit einer Konigin (Cunard Travels); ‘Restaurant chez... Café (Davidoff Classic
and Light Cigarettes); “Je t’aime” (Motorola); “Grand Café des Arts (Chrysler) In
India, where English is the norm, what is particularly interesting is that Indian
advertising contained 12 French terms and 5 German terms. What is more, just as in
theEuropean case, Denglish (combination of English and German) and Franglais
(combination of French and English) demonstrate the development of a new form of
global marketing that increasingly integrates the local and the global, there has now
developed in India also a similar form of marketing popularly known as Hinglish
(combination of English and Hindi). To cite a few examples, Chevrolet markets its
Beat Diesel models in India by combining the excitement factor with fuel efficiency —
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“India drive khulke” (“India full throttle’). The Hero Honda motorcycle ad is focused
exclusively on selling style — “Ab sirf style hi bolega” (“Only Style will speak”™).

Table: Frequency of Foreign Language Usage In Advertising

France Germany India

English 163 79% 634 78%

French -- 77 10% 12 35%
German 2 1% -- 5 15%
Hindi 31% -- --
Spanish ~ 42% 24 3% 2 6%
Italian 13 6% 28 3% --
Arabic 31% -- 721%
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Others 19 9% 45 6% 8 24%

Total 207 100% 808 100% 34 100%

Discussion

It is our view that the Western imperialism thesis while recognizing the trends
towards Americanization does not give adequate recognition to various modes of
resistance. It seems to assume that people everywhere passively fall prey to increasing
Americanization and Westernization. For example, it ignores the way the French
Government has sought to restrict the import of words of non-French origin through
the implementation of such draconian laws as the 1994 Toubon Loi - the results of
this study indicate that of the 20 American companies found in France, 12 had
translated their slogan into French. The American Rank Xerox Company is one of the
few companies to retain English (“The Document Company”) in both France and
Germany. Of course these protectionist policies whether in France, China or Cuba are
not totally effective, because they are difficult to implement and maintain. Yet and the
point we make is that the thesis although useful in highlighting exchanges in the
economic domain, does not necessarily recognize all the complexities of local
traditions in many other areas of cultural exchanges such as food, drink and
entertainment where Western cultural products have to negotiate the complex local
histories and traditions. In an effort to beat competition in the same or similar product
category, many global brands have changed their product mix to suit local tastes.
Coke and Pepsi for example, are not only sweeter in India but both companies also
use well-known local Bollywood actors Hrithik Roshan and Shah Rukh Khan to sell
their products thereby associating what is fashionable in America with what is also
fashionable in India. For the Indian market that is 40 per cent vegetarian, with an
aversion to beef and pork among meat-eaters but with the general Indian fondness for
spice with everything, McDonalds has come up with the McAloo Tikki potato burger,
Mac Pan Curry (cottage cheese) the all-mutton McMaharajah and sauces like
McMasala and McIimli to satisfy the Indian taste for spice. McDonald’s has also
introduced wraps keeping in view India’s penchant for chapattis. However when it
comes to other things such as technology, product, client service, hygiene and
operational systems, McDonald’s has strict standardized specificities. As the
McDonald’s, Coke and Pepsi examples in India show, economic development is
encouraging a new form of hybridization. This fusion is taking place not just in the
domain of food but also apparel. Traditional Indian wear in fact, is now getting more

32



fusion, spawning a new look that is called East-West outfits. This seems to suggest
that globalization and localization as far as they refer to culture, are interpretative
processes. As M. Featherstone puts it, “no society ever receives cultural products
from the outside passively, without engagement. They are usually modified and
molded by the recipients to suit their local needs, values and aspirations. Or as noted
by J. Tomlinson, “But what does this distribution of uniform cultural goods actually
signify, other than the power of some capitalist firms to command wide markets for
their products around the world? Well, if we assume that the sheer global presence of
these goods is in itself a sign of a convergence towards a single capitalist culture, we
are probably utilizing a rather impoverished concept of culture — one that reduces a
“culture” merely to its material goods.”In other words, there are no ‘global’ or
‘foreign’ meanings without ‘local’ reference points, and vice versa; culture itself
exists only when it is viewed relative to another culture”. This is reiterated by
Robertson who describes globalization as a dialectical movement in which the global
is enriched by local specificities — to which it gives a universal reach and in which the
local is, for its part, also enriched by the influences stemming from the global.” What
follows from all this is not simply the point that the imperialism thesis underestimates
the cultural resilience and dynamism of non-western cultures, their capacity to
indigenize Western imports, but also that in the modern world, the earlier trend of
cultural influence from the West to the periphery is now increasingly being reversed.
Only a little over thirty years after the wave of globalization was unleashed by the
Reagan-Thatcher revolution, some of the advanced economies such as the US, Europe
and Japan seem to be in serious if not terminal decline. Investors earning meagre
returns in the West are now looking to move elsewhere. The BRIC nations and China
and India, in particular, as the two fastest growing Asian economies appear to be the
obvious beneficiaries. As a result, it is anticipated that the cultural flows in the
contemporary world will no longer proceed from a so-called “hegemonic cultural
center” to the world’s peripheries as is generally assumed but would be reciprocal and
multi-directional.

Conclusions

Two points of relevance emerge — the first is that globalization can be “a tandem
operation of local/global dynamics leading to a cultural mixing or global mélange of
cultures. This viewpoint is forwarded by many scholars such as Pieterse Nederveen
who suggest that what is taking place today is a global culture of hybridization, a
process of braiding rather than simply diffusion from developed to developing
countries. In his view, what we may be witnessing today is a reversal of the Western
cultural domination with the world cultures now moving towards what Pietersee
Nederveen refers to as “cultural hybridization” — “the hybridization is the making of
global culture a global mélange”. Second, it would seem that with the emergence of
the BRIC markets, the world cultural experiences are moving, not in a singular
direction of uniformity and standardization but rather as a two-way process that
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includes the impact of non-western cultures on the west. For example, Indian cuisine
such as Chicken Tikka Masala is extremely popular in England. Balti, a Pakistani
Curry, is also a favorite. The Chinese take-away, is ubiquitous. Consider also the fact
that the symbol of quintessential Englishness, the cup of tea. Tea of course, is not
grown in Britain but came from China and India. The Indian film industry,
Bollywood, is not only bigger than Hollywood but it now has a global reach too (for
example, Monsoon Wedding, Bend It Like Beckam, Lagaan etc). Indian words such
as karmayogin, guru, kundalini, chakra etc are now an integral part of the
international lingo. Similarly, Jazz music, originally invented by black musicians, is
now globally popular. All this, as we have argued, is also leading to the development
of a hybrid culture — or what Picterse Nederveen describes as “accelerated
globalization and cultural mixing - that increasingly integrates both the local and the
global. In fashion, music and even food, this translates as a fusion of East and West
(for example, Tandoori Pizza, Mc Aloo Tikka). The point we seek to make here is that
if indeed a global culture is emerging, it will be essentially a hybrid, “cut and mix
culture. Or as Lie puts it, “cultural globalization builds on existing theories and ideas
of dependency, Westernization, cultural imperialism, cultural synchronization and the
“global village”. What is particularly interesting is that non-Westernization is now
just as much a part of globalization as Westernization is. In our view, an
interconnected world allows ideas and products from every part of the world to reach
every other part of the world. And when they get to their new destination, they are not
imbibed wholesale but adapted to fit the local situation (i.e glocalisation). We do not
wish to deny that the West, in a certain sense, continues to be powerful. But at the
same time, this power, which is closely aligned with its technological, industrial and
economic power, is not the whole story. In other words, the situation is much more
complex than the simple “either”/”or” suggested by the term “Jihad vs McWorld”.

This study concludes with the observation that the cultural imperialism thesis
although useful in illuminating exchanges in the economic domain, may not
necessarily recognize all the complexities of local traditions. Global corporations like
McDonald’s or Coke do not adapt to local preferences because of any philosophical
commitment to global diversity. They do so because they have discovered that local
tastes are not easily changed or homogenized. Consequently, globalization, in our
view, is more likely to be associated with multiculturalism rather than with
westernization or homogenization.
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4, Tyoloopnog

4.1 eprypaen) g Ospotikig Tov KII

H peAétn avolvel v Bewpio T00 TOMTIGTIKOD IUTEPIOMGHOD KoL TNV ETOPACT TOL
O0TO HAPKETVYK Kot TN owapnuion. Iapovosidler tov tpoémO pe tov omoio m dvon
emnpedlel TOV TOYKOCUO TOMTICUO AOY® TNG OWKOVOUIKNG KOl TOAITIKAG TNG
Kupropyiog Kaddg ol peyaheg etaipeiec mpowOBoOLV TV OLOYEVOTOINGT Kol TO, OLTIKA
TPOTLTO, GLYKEKPIUEVA UECH TNG KOTOVOAWMTIKNAG KOLATOVUPOS TOV OUEPTKOVIKOD
kamroMopov. H cuyypagpéag dev apveitar OAa 660 TPOGEPEPE O SVTIKOG TOMTIGHOC
and v mePiodo NG AMOIKIOKPATING, OT®G VTOOOUES WeMV Kol alldv, ®GTOCO,
vrootpilel o 6ot oxéon HeTald TV SOPOPETIKOV TOAITIGUMV. AVOQEPETL
oto Piprio «Jihad vs. McWorld» tov Benjamin Barber dote va tovicel tnv avtibeon
petalhd g SVTIKNG Kuplapyiog Kot TG TAANG Tov kpatdv tov Tpitov Koopov. Ta
televtaio. amavtovv pe axpaio €Bvikiopd 1 Oeokpatic, a@od 0 TOMTIGTIKOG
WUTEPLOAIGUOG KOTOANYEL 7oL Vo amoterel oamel. Qot1dc0, HEAETNTECG OTMOC O
dovkovyldpa vrosmpilovv 61t N TayKoouomoinon pmopel va opoyevomolel Truyég
NG OKOVOUIOG Kot TNG Kowvaviog, aAld 0yt ToATiopovs. 'Etol Aowmdv, | cuyypapéag
OVOADEL EVPOTATKES Kot IVOIKES PN IcELS Yo va amodei&el edv 1 mayKkooiomoinon
etvar telkd umeplaMoTikd eyyelpnuo. AmToOEKVVEL €V TEAEL OTL 1] TOYKOGLLOTOINGN
evBoppivel o kavovpla popen vPpdopov. O tomikol €kAGTOTE TOATIGUOL
AapPavouv emppoég amd eEMTEPIKOVG TOPAYOVTEG, EVD TOVTOXPOVO O TOYKOGLLOG
TOMTIGHOG EUMAOVTICETAL OO TOMIKES 1O10UTEPOTNTES KOL 1) TOYKOCULO OIKOVOULKN
eEovoia petatomileror ma amwd TNV dVCT GTNV AVOTOAN.

4.2 Keypeviki avaivon

Metd ™ meprypagn tg OBepatiknig tov kewévov-tnyr (KII) 6o mpofodue ot
KEWEVIKT avaivon tov. Onwg avaeépdnke vopitepa, ot mepintoon pog to KII
amotelel HEAETT, YPAUUEVT OTNV ayYAMKN YA®ooo kot dnpoctedeton oty Eenuepida
AwmoMtiopikng Emuowveviag, n onola amotehetl to péco petddoong tmge. Ipoxerron
AOUOV Y10 OMUOCIOYPOPIKO KEIUEVO KOl TOPUANTTEG €lvol Ol OVOYVOOTEG NG
epnuUeEPIdaC, MOV OMOTEAOVVIOL KLPI®MG OO EMGTAUOVEG TOL YDOPOL. XPAOVOG
TpocANyng tov apbpov givar o Noéupplog tov *17, ondte givor oyeTikd Kavovplo.
Autia dnpovpyiag tov amotehel 1 mpdOBeon TS GLYYPAPE®S Vo avaAVGEL TO TN
TOV TOMTIOTIKOD UTEPLOMGHOD, VO  EPEVVNGEL Tn OULGYETION TOL HE 1N
TOYKOGLULOTOINGT), KOl VO, TANPOPOPTGEL Y1 T VEAL VPPLOKT LOPPT| TOV TAYKOGLLOV
TOMTIGHOV.

4.2.1 Kelpuevikd yopoKTnploTiKd
Oocov agopd to kewevikd yopokmmplotik@ tov KII, mpokertar vy vynAng
TANPOPOPIKOTNTOG KEIHUEVO, WHE TLMOMOMUEVO Kol ETOTNUOVIKO Veoc. H yAdooo
YPNOYLOTOIEITOL LLE TV AOYIKT] TNG O1AGTACT KOl OEV VILAPYEL YPNON CYNUAT®OV AOYOUL.
O Adyog elvar meldg Kot amhdc, e EKTETOUEVN XPTOT OpoAOYinG, avOpmTovLIi®mY Kot
VEOLOYIOUAV, KOl ameLOHVETOL GE GUYKEKPIUEVO, EEEIOIKEVIEVO KOWVO.
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4.2.2 Eidog

To keyevikd €idog tov KII Oa xobopiotel pe Paon T Kupilopyn ETKOVOVIOKN
Aertovpyion tov. Tlpdkerton yio dnmpocloypaeikd Keipevo kot otdyog Tov glvar 1
TANPOPOPNGYN TOV OVOYV(OGTY, OMOTE GVAKEL GTNV KOATNyopio TV TANPOPOPIK®V
avaQOPIKOV KEWEVDV. [' autdv Tov Adyo Aomdv mpénetl va emAgyBodv ot avdioyor
YA®GGWKOT Kot vVEOAOYKol TOmMOL Yoo TV 0omdO0GN TOL TEPIEYOUEVOL KATH TN
dwdwacion petdepaons Tov, pe Pdaon Tic Kuplapyes VOPHES NG YADOGOS TOV
KeéEvov-otoyov (KX). To mepieydpevo 1 «Bépo» amotedel 10 kOplo otoyeio oto
omoio £o0TIAlETaL 1] EMKOWV®VIN, OTOTE TPEMEL TPOTIGTMOS VO EMIIOKETAL 1) SLOTHPNON
™G GNUAGIOA0YIKNG toodvvapiog (Munday 2002:127).

4.2.3 Kepevikég Aertovpyieg

Mo vo avoaAdcovpe TiG Aertovpyieg TOL KEWEVOL YPNOUYLOTOIOVUE TO HOVTEAO
teocapwv Aertovpyiov ™ Nord (2014:97 k.g.). Tn mepintoon HOG TO KEIHEVO
OVOQEPETOL GE OVTIKEILEVO KOL QOVOUEVE TOV KOGHOV, OTMOTE EIVOL OVOPOPIKNG
Aertovpyloc. Ataxpiveton mEPATEP® GE TANPOPOPLOKY, KaB®OG oTOYX0g €lvar 1
EVNUEPMOT KOl 1 TANPOEOPNOT TOL OEKTY, CLYKEKPUEVA Yo Tn Oewpio TOL
TOMTIOTIKOD  UTEPLONAICHOD Kot 1 VEQ HOPPN TOMTIGTIKOU VvPpdtopod. Ot
avayvooteg g Epnuepidoc d1ab0étovv 10 1010 €0pOC TPONYOVUEVOV YVAOCE®MY KOl
etvar og Béom va avtiAneBovV Kot va EneEePyacTovV TIG TANPOPOPieg VTG, OTATE O
0TOY0G TNG AVAPOPIKNG AEITOVPYING EMTLYYAVETAL.

424 Mera@paoTikés 00nyies

To maKéTo PETAPPACTIKOV 0dNYI®V omoteAeital amd T 0dnyieg mov kabopilovv Tig
ovvOnkeg vd 115 omoieg Ba Aertovpynoel to K. [Mapoinmteg tov KE Ba eivon
QOUTNTEC KO EMGTNIOVEG TOV YMPOL. Oa LETAPPACTEL GTNV EAANVIKT YADGGA, OTOTE
0€ OLLPOPETIKO YMPO KOl TOAMTICUO, EVD 0 YpOVOog TpdsAnyng tov KX givan 3 ypovia
apyoOTEPO TOV TPMTOTVTOL, KATL TOL MCTOCO Ogv emMNPedlel Tn WHETAPPACTIKN
drdkacio. Ot emOIOKONEVES KEWEVIKES Agttovpyies Ba efvorl TAAL 1| avapopIKn Kot 1
TAnpogoptlakt, kKobng 1o KX avapépetar ce yeyovota Kot €vvoleg ToOL KOGHOV KoL
o10Y0g €lval 1M eVNUEPMON TOL OAVOYVMOOTH, EVA TO KEWEVIKO €idog emiong
TANPOPOPLOKO, KOOGS KOp1o atotyeio givor | TAnpoeodpnon. To Heog tov KX Ba elvat
EMOTNUOVIKO Kot Tumomomuévo kot o petadidel 1o TANPES avopopkd Kot
EVVOL0AOYIKO TepleyOuevo pe amdd, meld Adyo. IMaparnpeitar Aowmdv 6t1 dev Ha
OAAGEOVV O AEITOVPYIES KO T OPUKTNPIOTIKA TOV HETOPPAcuaTog, aArd To KIT Ha
TPOGAPUOCTEL ATAMG GTIG VPOAOYIKES CLUPAGELS TOV TOAITIGHOD GTOYOV.

425 Ozopic Tov Zkomov
Mo mv enitevén mg petdepaong npénet va dobel emiong Pdon om Bewpio TOL
Yxomov (Skopostheorie), diatvnouévn yio Tpd™ Popd and tov Hans Josef Vermeer.
H Bewpla Tov XxK0omod ova@épeTon 610 GTOXO TOL UETAPPACUOTOS Kol OTOTEAEL
Baocwm apyn kot KatevBuvtiplo kovova yio Kae PeTa@pacTikn oladikacio. Méow
0V 6TOYO0VL, KabBopilovtol o1 HETAPPACTIKEG HEOOOOL KOl Ol GTPATNYIKEG TOV TTPEMEL
va ypnowonombov, ywu vo emitevyfel Eva AEITOVPYIKA EMAPKEG OMOTEAEGHQ
(Munday 2002:133), pe tpoémo mov e&aptdtor amd to Oéktn. O TpOmOg aVTOG
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KkaBopileTon avAAOYQ TNV LETOPPUCTIKY| TEPIMTOON. XT1 TEPITTMOOT LA O GKOTOG TOV
HETOQPACLOTOS TEPIOTPEPETOL YUP® OO TNV EVNUEPMOT] KOL TN TANPOEOPNON
avVOyVOOoT®OV UE TO 1010 YVOOTIKO eminedo TV avayvootdv tov KII, emouévog
tovtiletal pe Tov okomd Tov teAevtaiov. I'vopiloviag Aowmdv Tov Adyo petdopaonc,
TN AELTOVPYIO TOV EMOIWKOUEVOV UETAPPAGLATOS (LECH TOV TAKETOV LETOPPUCTIKMV
odMYLOV OV avaEEPONKE vOpiTEPA) KoLl TNPOVTAG TOV KAVOVO TNG CLUVEKTIKOTNTOG
KOl TOV KOVOVOL TNG TOTOTNTOG UTOPOVUE VO TPOYWPTCOVUE OTI UETOUPPOCTIKY
dwdkacia.

4.2.6 Eidog petappaong

[Teptypdpovtog Toug TapAYOVIES TNG ETKOWMVIOKNG TEPIGTAONC TPpocsdlopiletal to
€ldog g petdopaonsg mov gival ovoykaio. o mpémel Aowdv vo ypnoipomombet
epyorelaxn petdppaon kabmng to KX mov Oa mapaydei O mpémet va £xet 1o id10 e0pog
Aertovpyrov pe to KIT ko va unv yivetanr avTiiAnmtd og HeTAQpAcUEVO KEILEVO, AAAL
¢ mpwtotvno. H epyadietokr| petdepaocn £xel okond tn dnuovpyio 61N YA®Go-
oT0Y0 €vOG epyareion yia TNV emiteLEN O VENS ETKOVOVIOKNG O1Adpacong HETOED
TOV TOUTOV TOV TOMTICUOV-TNYNG KOl TO®V OEKTOV TOL TOATIGLOV-GTOYOV,
YPNOOTOIOVTOG ©®G TPOTLTO OpIopéveg mTuyég Tov moMticpov-tnyng (Nord
2014:112).. Xt mepimtoon pog M petdepacn mov Oa ypnowwomombei eivor
opotoiertovpytkt| kabmg n Aertovpyia tov KX givon 6pota pe ot tov KII.

4.3 MeTa@pacTIKG TPofALaTo Kol OVTIHETOTLON

[Tpoywpdipe Aoutdv 6To LETOPPACTIKA TPOPANLOTO TOV TPOEKLYAV KOTA TN OldpKELDL
™G UETOPPUCTIKNG dwdikaciag, KabdG Kol otov TpOTO UHe TOV  OMoio
OVTILETOTIGTNKAY Y10 TNV Topaymyn evog opbol petagppdopatog. To peta@pactikd
TpoPANUATO OTOTEAOVY 16MG TO KUPLOTEPO oMueio TPOPANUATIGHOD TOV UETAPPOUCTN
Kot ovpemva pe tn Nord (1991:167) katatdocovtat og 4 katnyopies. Xto mopov KII
evromiCovpe TG KOTNyopleg TV TPAYUOTOAOYIKOV Kol T®V  OOYAOCGIKOV
TpoPANUATOV.

43.1 IMpaypororoyikd

Q¢ dnuoocioypagikd keipevo, to KII mepiéyel capmg mpaypatoroykd mpoPAnuata.
Ta mpaypoatoroykd TpofANHATO TPOKVTTOVY OO TIS SUPOPES TV GLUPACEDY Kot
TOV EMKOWVOVIOKOV KOTACTAGE®V HETAED TV moMtiopdv tov KIT kot tov KX.
Mmnopodv vo. EVIOTIGTOOV LE T GUYKPLOT] TV EEMKEUEVIKOV TOPAYOVI®V (OEKTNG,
HEGO, YMDPOG, KEWEVIKT AELTOVPYI) KOL Y10 TNV OVTILETMTLCT] TOLS XPNCGLOTOM|OnKaV
LKPO-OTPOTNYIKEG GCOUQ®VO. [E TN Kotnyoplomoinomn ¢ Schjoldager (2008:89-109).
Méow autdV T0 PETAPPUCHO OTEKTNGE ONUOVPYIKOTNTO, KOl TPOCUPUOGTNKE OTN
YADOGGO Kol TOV TOAMTIGHO Tov KX,

INUovTikn amodelytnke 1 otpatnyikn g emeénynone. H emeEnynon kobiotd tig
gupeceg mAnpopopieg capeic OTAV LVILAPYEL OVAYKY ETEKTACTG KO KAVEL TO KEILEVO
mo ocvvektiko. H éxepaon “...general Indian fondness for spice with everything”,
LETAPPACTNKE MG «...YEVIKN WOIKN GLUTAOE0 Yo UTOyopkd 6€ OAOL TO, TTLATON,
Kabmg N ékppaomn “with everything” dev Ba nyovoe cootd petappacuévn avtorebel
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otV eAAnVviky YA®ooa. Katd tov 1610 tpdmo, | tpdtacn “Balti, a Pakistani Curry, is
also a favorite” petagppdotnke w¢ «To Balti, éva makiotavikd kapt, eivon eniong éva
TATO TOV TPOTUYLATOL LOIUTEPWCY.

Enépevn otpoatmywn otn Aloto eivar m mpdcobeon, kotd v omoia pio véa
EVVOLOAOYIKY Hovada TpochHéteTan 6to petdepacua. H cuyypapéag avapépetal oty
ayann g Ivdilag yuo toamdtt. Qot660, 0 'EAAnvag avayvootng dev yvopiletl yia Tt
npokerrat. [Ipootébnke Lowmdv 1 ppdion «eidog vdkod youlov» o€ Tapévieon yio
KOTOTOMIGN TOV OVOYVAGTY). XTO EMOUEVO TOPASELYLLOL 1] CLYYPOUPENS AVOPEPETOL GTIC
dwapnuioslg Handicam tng Sony, xdtt mov apyikd myel dyvowoto. I'’ owtd
drevkpviCovpe 6t Tpokettal yo Pvteokauepa. Télog, oto amdomacua “for example,
Monsoon Wedding, Bend It Like Beckam, Lagaan etc”, 1 cuyypagéog avoeépeTol
010 MroAryouvt kot amopifuel mopadsiypato. Qotdco Oa mpénetl vo mtpochicovpe 0Tt
npoKertan yio tovieg (“yio mapddetypa ot tavieg Monsoon Wedding, Bend It Like
Beckam, Lagaan k.An.”), koBdg 1 mhavomto vo, €gel T0 EMAMNVIKO KOO YVAOELS
OYXETIKA pe Tonvieg Tov Mmdyouvt givar pikpn.

[Ipoywpdpe otn TEYVIKN TG TAPAPPACTS, 1| OToia fvor pio amd T1g To ONUOVPYIKES
TEXVIKEG ovupova pe v Schjoldager (2008:89-109) kot amodsiytnke 1diaitepo
YPNOIUN. L€ OPIoUEVA CNUELN YPELAGTNKE VA YIVEL AVASIATUTIMGT] TOV AOYOL 1 oAAyN
0V TpOToV EkPpaong wote 1o KII va mpocappootel otic dopég g yAwooag tov K.
[Mapamnpeitar 611 ot0 KII ypnopomorodvior gupémg pNUOTIKES EKQPAGEIS. TNV
EMNVIKN YA®GOO OUMOG TPOTILOVVTOL Ol OVOUOTIKES EKPPAGES MGTE O AOYOG VoL Elvarl
7o Patog kar evpvbuoc. 'Etor Aowmdv, | tpodtacn “...to how an ideology or a way of
life is exported” omoddOnke ¢ «...otOV TPOTO €EAy®YNG MG 10€0A0YIOG 1| €VOG
Tpomov (on». Me avdloyo tpémo m pnuatikn ékepocn “these corporations...are
known to...” petatpdmnke oe «mg YV®OOTOV, Ol €TOIpeieg ovtéc...». 'Eva akoua
YOPOKTNPLOTIKO TNG AYYAIKNG YADGGAG €ivatl 1 TAom Yo xp1on TonTikig emvig. Z1o
EMNVIKG ©0TOC0, Kuplopyel 1 evepyntiky oovi. H éxepoon “Viewed as
homogenizing forces...” Oa petotpanel og evepyntiky eovi ©g €N «Oempodvtat
SVVAUELG OLOYEVOTTOINGNG. .. », KOOMOS M (p1|o1 Hetoyng oev Ba éoteke 6TOV AOYO.

H teyvikn ypnowomomnke emmAéov yo tov YOPGHO peydAwv mpotdcoewv. To
TPOPANUA aVTO TOpATNPEITOL EVTOVA GE TEPIMTAOGELS pYOciag 6To {eVYOS YAWGGMV
AYYAIKA TTPOG EAANVIKA, AOY® S0popds TV KEWEVIK®OV dOUDV TG KABE YADGGOC.
2y ayyAK YAOGGoo to vOnpo GOUTTOGGETOL LE TN ¥pNom Alyov Aéemv, woTdc0
oTNV EAMMVIKN YA®GOoO mopatnpeiton éviovo o0 pHokpomepiodoc AOYOC yu TNV
avantoén tov idov mepieyopévov. o tov Adyo avtd n mpotacn “Germany and
France, with cultural blends...geographical and cultural proximity” yopioctke og « H
I'eppovioe kow n ToAkia ...yio TOoUG O1EBveic eumdpovey kot «Emdéybnkoav
OTOXEVUEVA. .. YEMYPAPIKNG KOl TOATIGTIKNG TOLG €yyDTNTOCH. AKOUa, 1 TpdTaoN
“What follows from all this... is now increasingly being reversed” yopioctnke pe
YPNON TOV AVTIOETIKOV GUVIECUWOV aQEVOG — aQETEPOV. Ot TAPOUYOUEVEG TPOTAGELS
«AVTO OV TPOKVTTEL OO OAOL QVTA... VO OPOLOLDVOVV TIG JUTIKES ECAYWYESH Ko
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«AQETEPOV... OAO KOl TEPICGOTEPO GTOV GUYYPOVO KOGLO» GLVOEOMKOV TOPATAKTIKA
LE TO avTIOETIKO oYU Kot 0 AOYOG améEKTNGE pon Kal £yve MyOTEPO LOVOTOVOG,.

Enépevn otpatnyikn mov S1e0KOAVVE T HETAPPUCTIKY dtodtkacio Eival 1 TEXVIKN TNG
petdBeong. Zto KII ypnoiponolovvtal oyxetikd avbaipeteg cuvTakTikég opéEG, OGOV
agopd v evvolohoyikn cvvéyeta. [Mapaderypo eivor n npotacn “To address the
question of whether uniform strategies ought to be used in communicating across
cultures, a comparative study of western and non-western advertising is in order.” Av
ka1 1 Tpotaon Pyalel puoikd vomua, n GuvEXELD TV Op®V Ba NTAV SLOPOPETIKY GTNV
eMnviky yAowoca. H Bactk] guoikny pony TV GUVIOKTIKOV Opwv givor cuvibmg
VTOKEIUEVO — PO — OVTIKEIPEVO, UE TNV TPOGHNKN EMOETIKOV 1] PLATIKOV OPOV.
Oa petabécovpe LomOV TO aVTIKEILEVO TNV apyn TG TPOTAONGS, EMELTO TO PO KO
0o akolovBnoovv ot vTOromeg TANPOoPOpiec: «Mio GUYKPITIKY HEAETN TNG OLTIKNG
KoL TNG KN SLTIKNG S oNG ¥PNOLOTOLEITOL Yol v BECEL TO ep@TNO TOL €4V O
TPEMEL VO YPTCLUOTOIOVVTAL OUOIOUOPPES GTPATNYIKES OTNV EMKOWOVIN UETOED
moMTIoudv»y. Mg avdioyo tpomo m mpodtaon “Because there is controversy over
whether global media industries create uniform desires and habits, globalization, for
advertising and marketing, is one of the most discussed concepts in recent years” 6o
arodobel og «H maykoopiomoinon 6Gov agopd T SeNUIeT Kot TO LAPKETIVYK, elvar
plo amd TG Mo mwoAvouINTUEVEG €vvoleg T TEAEvTaio. YPpOVIa, EMEWN VLIAPYEL
dwpdyn vy t0 Kotd mOoov ot moykoouleg Propmyovieg péocwv  dnpovpyodv
opowdpopeeg embopieg Kot cuvnOeledy.

H televtaio otpatnyn mov ypnowonombnke givon n tpocsapuoyn. H mpocappoyn
dev oAAdlel To vonua tov KII, aAhd aAraler v enidpacn evog otoryeiov kol Tov
Tpomo oL ekepdletar oto K. IMaipvovpe ya mopaderypa tn epdon “the symbol of
quintessential Englishness, the cup of tea. H avaloyn ¢pdon «to @irtldvt todw dev
YPNOOTolElTOL e TOV 1010 TPOMO OTNV EAANVIKY YADGGO, Kol OgV OmoteAel
kafiepopévn epdon, Ot oty ayyAikn. ‘Etot Aowmodv, 1 epdon Oa amodobel mg «tn
TEUTTOVGIN TNG AYYAKIG KOVATOVPOS, TO TOA).

432 Awylocowkd
H debtepn xamnyopion mpofAnUdTeov mOL AVTIHETOMIGTNKAY KOTQ T LETOPPUCTIKN
dwdkacio eivor ta daylwoowd. Ta dSaylwoowd mpoPAnuata opeilovtor og
JopIKEG d1apopES 0To AeEIAGYL0, TN GUVTAEN KOl TO VIEPTEUAYIOKA GTOLXELD TV dVO
yAwoodv (Nord 2014:150). Apyikd, mpofAnua amotéAece 1 amdPOOT| LETOYPAPNS 1)
o avBpomovopiov (my. Herbert Schiller, Benjamin Barber), ovopdtov etaipeimv
(.. Lancome, Benetton) ko meplodikav (w.y. Der Spiegel, Stern). Arogaciotnke va
yiver ypfion TV oyyMK®OV Opwv Kabmg TPOKELTAL Y10 EMIGTHUOVES, ETOPELES Kot
TEPLOOIKA YVOOTA GTO €VPY KOO, KOl £TGL 0EV VIAPYEL TEPITTMOT SVOKOMAG GTNV
katavonon. Opot onmg “lifestyle” xor “Hollywood” dwtnpnnkav eriong omv
aYYAIKN YADOGGO, a@od mpokeltal Yo AEEEG OV €YoV E1GEADEL GV EAANVIKN
YADGGO Kol ypnoiponoodvtol TAEov og gvpeia kKhMpaka. EmmAéov, ta cAdykav Tov
etapedv dwmpndnkav g €xovv, kabdg TOo €EEOIKELUEVO KOWO GTO 0mOio
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anevBivetan 10 KX pmopel vo aviiAngBel amiés popeéc mpotdoewmv oe EEVeC
YADGGES, KOOMDC emiong yio va unv yobel 0 yopaKTNpog TOVG KATA TN UETAPPOCT
touc. Qo1600, T0 cAOYKav «H pavpn ypopur onuaivert Noblesse kou Kopydtnton
HETaQPGOTNKE, KpaT®OVTag TN YohAkn AEEn “noblesse” wc €xel yio va toviotel n
xpNnon  YoOAMK®V ot dwenuion g veppavikng  etoupeiog  Volkswagen,
GLVOOELOUEVO OO TNV AVOEVTIKY LOPPT) TOL GTN YEPHUOVIKT YADGGA GE TapévOeon.

Alayhoooikd TpdPfAnua anotédece  petdppoon tov dpov “glocalisation”. O dpog
amotelel VEOAOYIOUO, OTTOTE Dol TPEMEL 1] O LETAPPAUCTNG VO OPAGEL ONULIOVPYIKA KOt 1)
YADOGGO api&emg Vo ‘KOTAGKEVAGEL £vav O1KO NG, ONAMTIKA 16000V VEOLOYIGUO,
0 omoiog Ba pmopel voo TPOGAPUOGTEL LOPPOAOYIKA Kol GMVNTIKA 6TO AEEIAOY10 TNG
(Keravoprog 2007:92). O 6pog glocalisation” mpoépyetar amd tig Aé&elg “global” kot
“localization”, vrodnidvoviog €161 pio vEa HOPEN NG TOYKOGUIOTOINGoTG, OTOL
Aoppdvetar vroyn 0 TomKOG Topayovtoc. Eivar cOykpaot, agod dbo AéEelg Exouv
oLyy®veLBel Kot £xovv dnpovpynoet pia véa AEEN. Oa TPEMEL AOITOV VA, LETAPPUCTEL
pe apeco odvelo kor ot 6pot omd TOLG OMOIOLE OMOTEAEITOL VO LETAPPOAGTOVV
pepovopéva. Qotdco, TPEMEL O TAPAYOUEVOG OPOC VO GLUUOPPOVETUL GTOVG
LOPPOAOYIKOVS KOl POVOAOYKOVS Kovoveg g eAnvikng (Keldvopiag 2007:103).
Amod60nke AOWOV G «TAYKOGUIOTOTIKOTOINGT», 0p0o Tov omoio mpoteivel o Seel
(2008:5).

Televtaio petaPpaotikd TPOPANUO amoTéEAEGE 1| LETAPPOCT TOL Opov “localization”.
[Tpdkertar yio TPOPANHa TOAAATANG 0poroYiag KaOMDS ¢ TOAVES UETAPPACEIS TOL
Opov PBpéBnkav o1 POl «TOTIKOTOINGN», KEVTOMIOTOINGN» KOl «TOTIKT TPOGUPLLOYN.
Ot moAamAES aVTEG AEEIKES LOPPEG €XOLV LEV TOV 1010 OMUAGLOAOYIKO TLPTVA,
®0TOG0 JPEPOVY Ge  eMimedo VEOVG 1 cvvvmodniwons ev yéver ([Maprovod
2004:335). To @aivopevo NG GLYVAG EUPAVIONG GUVMOVOU®Y OP®V GTO. EMIGTNLOVIKG
kelpeva opeidetar otn poaydoio €EEMEN NG EMOTAUNG KOU TNG YVOONG, HE
OmOTEAECUO, OLYVE, o KOO VEN EMGTNUOVIKY £Vvolo, VO OVTICTOLOLV —Yid
dtbpopovg Adyovs- meptocdtepol Tov £voc opot (Iapravon/Kelavdplag 2001:262).
Enopévog mpémer va anopaciotel molog 6pog Ba ypnoipomrombei eEetalovrog to
KEWWEVIKO €100G, TOVG OEKTEC, TOV OTOYO KOL TNV EMKOVOVIOKY AEITOLPYIOL TOL
kewévov.  EmmAiéov, QuyiCovtag morog 0pog Ba avtamokpiBel 610 GLYKEKPYUEVO
nepBdArov, aveEaupétwc g axpifeiag tov. O Gpog «TOMKY TPOGAPULOYN», OV Kot
axpiPng, amoppintetor Adyw €AAewyng owovopiog kot dvokorag otn Owayeipion
kaOdg amotedeiton amd Svo Aéfewc, omdte Oa mpotynBel €vag Opoc ue
povoiektikotnro. H «gvtomomoinon» &xel mo AOY0 YopaKTipa, ®GTOCO OMOTEAEL
Mybotepo  dwdedopévo 0po. Oéhovpe 10 KE vo emtdyer 10 o100 TOL YO
TANPOPOPNCN UE TO va. Yivel KoTavontd amd TOVG OVAYVAOOTEG, TOL €KTOG 0o
eEMOTNUOVEG TOL YOpov, Ba eivar ko @ovmtéc. 'Etor, emAéynke o Opog
«tomKonmoinony, kabmg TPooeipel €EoKeElMOT, EMAPKENL OTOUVIUOVELOTG Kot
LEYOADTEPT] GLYVOTNTA YPTOTS.
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4.4 Tovoyn peTo@PaoTIKIS O1001KAGI0Gg KOl aSloA0YN 6] HETAPPAOTS

H dwdwacio g aviilvong kot petaepacng tov apbpov “Impact of ‘Cultural
Imperialism’ on Advertising and Marketing” omotélece pia dadikacio cuve)oHS
épeuvag Ko ypNomg AEEIKAOV, TOPOAANA®V KEWEVOV, OPOAOYIKOV Pdoemv Kot
Oeopntikdv ovyypappdtov. To petappacpa dev mopekkiiver amd to KIT ko
amoTeLEL TN 0TEVOTEPN OLVATH TPOGEYYIoN TOL. METUSIdETOL TO TANPES EVVOIOAOYIKO
KOl OVOPOPIKO  TEPLEYOUEVO TOV, YWPIG va OAAAEOLV Ol Agltovpyieg Kot To
YOPOKTNPIGTIKE TOV TPOTOTOHTTOV, AL LE TN TPOGOAPUOYN TOV UETAPPAGHLOTOS OTIC
oLUPAoelg Tov TOMTIGUOD TOVL. XPNGUOTOMONKE EPYOAEINKT LETAPPOCT KOl TO
Bapog eotidonKe OTN SATHPNON TNG ONUACIOAOYIKNG 1G0dVVApiaG, ETAEYOVTOG
TOVTOYPOVO TOLG AVAAOYOVG VPOAOYIKOVS KOl YAMOGIKOVG TOTTOVG TNG YAMGGOS TOV
KX. H petqopaon devepyndnke pe Pdon 1o Kaboplopévo TaKETO UETAPPACTIKMV
oomyldv kot tn Bewpio Tov XKomod ®¢ kaTeLOVVINPLO KAVOVO, LECH TMOV OTOI®mV
KkaBopiomnkay ot HEB0J0L Kol 01 GTPATNYIKES TOL YPNGLULOTOMONKAY Yo TNV EMiTELEN
TOV €V TEAEL AEITOVPYIKA €MOPKOVS petappdcopatos. Ta peta@pactikd mpoPAnuata
EMAOONKaY PAoEl HETAPPUCTIKOV Oe®PldV EMOTNUOVEOV TOL KAAOOL Kol e
tekunpioon ond a&omoteg myés. H cuvolikn dadikacio Katéotn ev TEAEL EMTUYNG,
ATOTEAMVTOG S1opKN TPOKANGN UE HEYAAO EVOLOPEPOV.
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