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chapter 1
Introduction
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1.1 Research problem
In the fall of 2012, French Industry minister Montebourg exclaimed that the French should consume
French products to protect France against competition from other countries (Le Parisien, 2012). The
proclamation can be seen as part of a broader discussion on the position of French culture and
economy in a globalizing world. The discussion on the consequences of increasing interdependencies
between countries – as globalization is often defined – has gained much interest in the literature
questioning where popular cultural products originate from. Similarities between nations’ music
hit charts are often used to underline that globalization leads to the homogenization of culture. The
2012 worldwide smash hit ‘Gangnam Style’ from the South-Korean rapper Psy may be a good
example. The song was in 2012 simultaneously listed at number one in official hit charts of 24
countries. The relation between globalization and cultural consumption has incited UNESCO’s
(United Nations Educational, Scientific and Cultural Organisation) 2009 World Report on Cultural
Diversity to emphasize the necessity of protecting local and national cultures in order to maintain
cultural diversity in an increasingly globalized world. While diversity is at the core of the UNESCO
report, nationalist ideologies, voiced by increasingly popular radical right-wing parties, manifest
the protection of national culture by an aversion to foreign culture. Radical right-wing parties
propagate the revival of national pride, followed by concrete policies to stimulate the orientation
on and consumption of national cultural goods. The Flemish Committee of Nationalists against
Globalization formulated that “The only true opponents of globalization are the nationalists, who
already for years denounce the ongoing process that has led to globalization being a fact today” (De Wit,
2002). In 2011, the Dutch Freedom Party (PVV) successfully introduced a motion requiring a public
radio station in the Netherlands to play at least 35 percent of songs in the Dutch language
(Parliamentary Papers, 2011). With this motion, the Netherlands has joined countries such as France
and Portugal, which already have instituted a quota system to protect domestic culture. In France,
the Front National states that culture is an essential dimension of French identity and considers
cross-national differences and the relation to globalization
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French films as the only true competitor to Hollywood, which should benefit from promotional
activities funded by the state (Front National, 2012).
In this dissertation, we examine the popularity of cultural goods, dividing it in domestic versus
foreign cultural consumption. The focus is on the popularity of domestic and foreign films, books
and music, using a country’s box office charts, book sales figures and music hit charts. We consider
domestic cultural consumption as the consumption of films produced, books written and music
performed by a person or group from the same country as the consumer. For example, the French
movie ‘Amélie’, a domestic cultural product in France, acquires a foreign status outside the
country’s borders. Likewise, books from the Dutch author Magriet de Moor are only in the
Netherlands domestic products and music from the German band Rammstein is regarded as
domestic only within Germany.
The only common characteristic of domestic cultural products is that they originate from the
country the consumer lives in, whereas products can vary strongly on other attributes thought
relevant for cultural products. The categorization of the cultural products is hence a strong
simplification, since the origin of many cultural products could also be regarded as more complex.
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Examples are music bands with members from different countries, multi-country co-productions of
films, and writers whose parents originate from another country. Although we do account for
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differences between country of birth and country of residence of authors and artists, and
rather small share of all cultural products, and it will not be disentangled in this dissertation.
Empirical studies on the popularity of domestic and foreign cultural products that people
consume are scarce. The comprehensive field of study addressing cultural consumption patterns
usually neglects the origin of cultural products. Sometimes, specific national folk music styles, like
the Dutch Levenslied, the German Schlager and the French Chansons are seen as part of low brow
taste. The high brow versus low brow classification is linked to a more general research agenda
where cultural consumption is a means to distinguish groups, and forms cultural resources that
function as compensating strategies in the absence of economic means to create distinction (e.g.,
Chan & Goldthorpe, 2007; DiMaggio & Useem, 1978; Katz-Gerro, 1999; Kraaykamp, Van Eijck, Ultee,
& Van Rees, 2007). There have been a few exceptions focusing exclusively on the origin of cultural
goods. Rutten (1991) ascertained trends in the origin of popular music in the Netherlands.
Achterberg, Heilbron, Houtman and Aupers (2012) extended the Dutch trend and compared it to
trends of domestic, European Union (EU) and American music in France, Germany and the United
States. However, both Rutten (1991) and Achterberg and colleagues (2012) did not empirically test
explanations for these trends. Frith (2004) related the popularity of UK artists in the U.S. during
the 1980s to the musical developments of New Wave and Punk. Moreover, Hitters and Van der
Kamp (2010) related the success of Dutch music artists with policies and reviews of record
companies. Besides popular music, there are also studies that examined the origin of popular films.
These studies often focus on the success of Hollywood films (Fu & Lee, 2008; Fu & Sim, 2010). In
addition, a large body of literature has investigated why some books have a higher chance of
becoming successful than others (e.g., Chevalier & Golsbee, 2003; Clement, Proppe, & Roth, 2007;
Sorensen, 2007; Heilbron, 2008; Ginsburgh, Weber, & Weyers, 2011). However, studies underexpose
the extent to which the origin of the author affects the popularity of books.
The unique characteristic of domestic cultural products is their origin; they are produced,
written or performed by fellow citizens from the nation. Anthropologist Edensor (2002) described
the extent to which domestic cultural consumption is thought to be related to nationalist attitudes.
Cultural goods are thought to be a symbolic expression of (partly) shared norms and values of a
society (Anderson, 1991; Cohen, 1985; Dolfsma, 1999; Edensor, 2002). In consuming cultural
products, people show intentionally or unintentionally whether they identify themselves with the
norms and values of a (sub)culture (Edensor, 2002; Friedman, 1994). The expectation is that for
inhabitants for who the nation constitutes a more relevant group to derive identity from, the more
likely he or she will be to consume domestic products. Hence, for people who more strongly
support nationalist attitudes, consuming cultural products of their own country could be seen as a
symbolic expression of national identification (Edensor, 2002) and can be regarded as a form of
nationalist behaviour in everyday life. It is important to stress here that throughout this dissertation,
we do not expect that people who favour domestic cultural products are nationalist. Nevertheless,
we follow the theory that predicts domestic cultural products to be a means of behaviourally
expressing nationalist attitudes.
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notwithstanding the interest of these refinements in the classification, we found that it concerns a

The relation between nationalist attitudes and the preference for domestic culture (Meuleman,
Bekhuis, Lubbers & Scheepers, 2012), as well as the relation between nationalist attitudes and the
actual consumption of domestic consumer goods (Balabanis, Diamantopoulos, Mueller & Melewar,
2001) has been empirically demonstrated. As for the popularity of domestic cultural goods, the
relation with nationalist public opinion remains empirically unknown and will be addressed in this
dissertation. The anticipated association between nationalist attitudes and the consumption of
domestic cultural products makes it interesting, from a macro-sociological point of view, to study
country characteristics that affect nationalist public opinion, which also should have an impact on
the popularity of domestic cultural consumption. In the field of study on the origin of consumed
cultural products, globalization is thought to offer a key explanation (e.g., Throsby, 2002; Achterberg,
Heilbron, Houtman & Aupers, 2011). Globalization is likewise often related to nationalist public
opinion in order to explain cross-country differences. The expectations on the relation between
globalization and nationalist public opinion are however twofold: a negative (Giddens 2000;
Guillén 2001) or a positive association (Bauman, 1992; Evans & Kelley, 2002; Ariely, 2012) is
anticipated. In this dissertation we address to what extent a country’s globalization level is also
associated with the popularity of domestic cultural products.

1.2 Globalization, nationalist attitudes and domestic cultural
consumption
While Guillén (2001) states that the meaning of globalization remains contested, Ritzer (2007, p. 4)
defines globalization as “the worldwide diffusion of practices, expansion of relations across
continents, organization of social life on a global scale, and growth of a shared global consciousness”.
Knowledge, in our view, progresses by researching understudied aspects of a multi-faceted
phenomenon. Whereas previous studies simply equal globalization to time, we test whether actual
cross-national differences and the relation to globalization
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measures of globalization are related to changes in the origin of cultural products consumers
prefer. The degree of globalization differs between countries and over time (Mills & Blossfeld,
2003). Globalization could therefore be an explanation for differences in the popularity of domestic
cultural goods over time and between countries.
In line with the literature, we formulate two alternative expectations on the relation between
globalization and the popularity of domestic cultural products. The first view assumes a negative
association between globalization and the popularity of domestic cultural products, due to an
increased supply of cultural goods and a decreasing importance of the nation state. The second
view assumes a positive association between globalization and the popularity of domestic cultural
products due to increasing importance of the nation state and a stronger endorsement of
nationalist attitudes.
Globalization: increasing alternatives and decreasing importance of the nation
The flow of people, information and ideas, the movement of capital and goods between countries
results in an intensified awareness of the world at large (Giddens 2000; Guillén 2001), as well as in
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the emergence of hybrids of domestic and foreign customs and habits (Crane, 2008; Hopper, 2007;
Norris & Inglehart, 2009). The increasing flows of persons, information and goods from abroad
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increases the supply of alternatives to domestically produced goods. Therefore, globalization
non-domestic goods stimulates people’s awareness of the existence of such products and can
influence people to prefer and choose alternatives over domestic products. Janssen et al. (2008)
found that in many areas of cultural consumption, there has been a clear internationalization in the
way newspapers report about this, stimulating consumers’ awareness of international alternatives.
Additionally, globalization is expected to result in nation states losing power to international
organizations (Meyer, Boli, Thomas & Ramirez, 1997; Sassen, 2001). It would therefore stimulate a
cosmopolitan lifestyle, less focused on one’s own country (Bauman, 1998) and consequently, a less
strong preference for and consumption of domestic cultural products (Edensor, 2002).
Globalization: increasing importance of the nation
In contrast to an increased orientation towards foreign culture, globalization is often considered as
the reason for a stronger defence of the national culture and fostering nationalist attitudes
(Bauman, 1992; Robertson, 1995; Evans & Kelley, 2002; Norris, 2005; Ariely, 2012). This endorsement
of nationalist attitudes would result in larger support for cultural protectionism and consumption
of domestic culture (Edensor, 2002). Uncertainty Identity Theory (Hogg, 2007) postulates that an
increase in experienced uncertainty affects people’s level of identification with the nation and
creates more support for nationalist attitudes. If uncertainty grows, people would be more likely to
identify more strongly with a self-inclusive social category. In line with this theory, higher levels of
globalization would also mean higher levels of uncertainty. Globalization would increase economic
uncertainty since labour markets open up and cause firms and corporations to transfer jobs, capital
and technology abroad (Mughan, Been & McAllister, 2003). Klein (1999) put forward that as a result,
wages of workers in the Western world would decrease, by which the labourers in developing
countries will not profit. In addition, globalization can increase insecurity because ‘national
governments no longer have the exclusive capacity to exert cultural control over its citizens and/or
territory’ (Ariely, 2012 p. 463). Finally, the exposure to information and cultures from other nations
would blur cultural in-group boundaries (Dijkstra et al., 2001), increasing insecurity to national
identity. Consequently, levels of globalization increase support of nationalist attitudes. Recently,
Meuleman and colleagues (2012) showed that social categories in more vulnerable socio-economic
positions, thought to more likely perceive a threat to their national identity, hold more nationalist
attitudes and have a stronger preference for domestic cultural products. Moreover, they perceive
foreign cultural products as more threatening to their national culture.
Two views
This dissertation focuses on both contrasting views on globalization. On the one hand, we
emphasize the openness of countries to other countries, and the supply of alternatives to domestic
cultural products (Bauman, 1998; Beck et al., 2003; UNESCO, 2009). From this perspective, ongoing
globalization offers people more cultural variety, which would result in fewer nationalist attitudes,
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triggers more opportunities for people to consume non-domestic culture. An increased supply of

fewer cultural protectionism, as well as less consumption of domestic cultural products. On the
other hand, we examine globalization from the nationalization perspective fostering nationalist
attitudes (Evens & Kelley, 2002; Ariely, 2012), and consequently, more cultural protectionism and a
higher consumption of domestic cultural products (Edensor, 2002). The focus on the association
between globalization and domestic cultural preferences, as well as the actual consumption, is
most important because “countries have very different starting points and varying tendencies to
accept or resist globalization” (Mills, 2009, p.6).
These varying tendencies particularly come to the fore when countries of the EU are taken into
account. The extensive cooperation and integration between EU member states makes it the
ultimate test case for various outcomes of globalization (Norris & Inglehart, 2009). Within and
between EU member states, globalization processes are in a further advanced stage than in non-EU
countries. Results of globalization should therefore be more visible in EU member states. Hence,
based on the argumentation regarding globalization, we also formulate contradicting expectations
about EU integration, nationalist attitudes and the popularity of domestic cultural goods.

1.3 Research questions
As outlined above, we expect that a country’s globalization level affects individuals’ nationalist
attitudes and their preference for domestic cultural products. These in turn affect the actual
consumption of domestic cultural products. Therefore we anticipate that levels of globalization and
nationalist public opinion are associated to the popularity of domestic cultural products. Because
the relation between globalization and nationalist attitudes in previous research is shown as
ambiguous, and since the effect of globalization on the preference for domestic cultural products
is unknown, we first enhance the existing literature by examining the association between a
country’s globalization level, people’s nationalist attitudes, and the preference for domestic
cross-national differences and the relation to globalization
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cultural protectionism. The research questions regarding the influence of a country’s globalization
level on attitudes and preferences read: 1) to what extent affects country’s globalization level
nationalist attitudes? And 2) to what extent are individual preferences for domestic cultural products
affected by nationalist attitudes and country’s globalization level? Subsequently, we shift our focus to
the macro-level relation between a country’s globalization level and the popularity of domestic
cultural products within that country. These research questions read: 3) to what extent does the
popularity of domestic cultural products (films, book and music) differ between countries and over time?
And 4) to what extent is the popularity of domestic cultural products (films, books and music) associated
with globalization and nationalist public opinion?
The first and second research questions are questions about the influence of the macro-level,
country’s globalization level, on the micro-level, individual attitudes (this question is answered in
chapters 2 and 3) and preferences (this question is answered in chapter 3). The other questions are
about the association between macro-level characteristics (these questions are answered in
chapters 4, 5 and 6). Figure 1 shows the conceptual model of the macro-micro and macro-macro
relations studied.
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As Figure 1.1 shows, country level characteristics, such as country’s globalization level and EU
membership, are expected to be related to, inter alia, nationalist attitudes of individuals (Bowles,
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1998; Wallendorf & Arnould, 1988). Individual nationalist attitudes are expected to affect individual
& Verdier, 2001; Bowles, 1998; Wallendorf & Arnould, 1988). The aggregated cultural behaviour of all
individuals in a country is ultimately linked to the popularity of cultural goods at the macro-level.
We will not address all macro-micro and micro-macro links that are shown in Figure 1.1. Crossnational data on individual domestic cultural consumption is simply lacking. Therefore, we cannot
test the relation between globalization and the actual individual cultural consumption as outcome.
Nevertheless, we are able to study most of the macro-micro links separately. In addition, the macrolevel findings of this study result in new micro-level hypotheses, which is thought to contribute to
innovative and more exciting research (Ultee, 2010).
In this dissertation we contribute to the literature of cultural consumption, globalization and
nationalism by asking and answering questions about the influence of globalization on domestic
cultural consumption. We formulate the two contrasting hypotheses about the association
between globalization and the popularity of domestic cultural products as outlined above. Few
contributions addressed these opposing expectations empirically concerning the popularity of
domestic cultural goods. By testing these competing hypotheses about the association between
globalization and the popularity of domestic cultural consumption, this dissertation aims to bring
a new understanding to the field of cultural globalization.

figure

1.1: macro-micro, micro-macro and macro-macro links under study

Country characteristics:
Globalization and EU
membership

Country’s nationalist
public opinion (chapters
4, 5 and 6)

Domestic cultural consumption:
- Popularity of domestic films
(chapter 4)
- Popularity of domestic authors
(chapter 5)
- Popularity of domestic artists
(chapter 6)

Country (macro) level
Individual (micro) level

Individual nationalist
attitudes:
- National pride (chapter
2)
- Chauvinism and
patriotism (chapter 3)

Individual preferences:
National cultural
protectionism (chapter 3)

Domestic cultural
consumption (at the
individual level)
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cultural preferences, which in turn will affect the actual cultural consumption of individuals (Bisin

Demand side
In line with our research questions and conceptual model, we first and foremost focus on the
extent to which people’s demand for cultural goods may be affected by the society they live in. The
literature on cultural consumption has also strongly emphasized the role of the supply side (e.g.,
production companies, movie theatres, publishers, record companies, TV and radio stations,
legislation and subsidies). Previous research empirically showed the influence of the supply side on
consumption choices. For example, Waterman (2005), who studied the popularity of films,
emphasized the role of distributors and film theatre selections. While studies on literature focused
on the influence of books’ selling price on their popularity (Chevalier & Golsbee, 2003), or studied
the relation between book reviews, bestseller lists and actual book sales (e.g., Chevalier & Mayzlin,
2003; Clement, Proppe, & Roth, 2007; Sorensen, 2007). Studies on popular music showed the
influence of major record companies on hit charts through their selection or artists (Dowd, 2003;
Hitters & Van der Kamp, 2010). Although some characteristics of the supply side, such as legislation
and the existence of different media channels, will be controlled for in the analyses on the
popularity of domestic cultural goods, this dissertation does not comprehensively address the
supply side.

1.4 New data sources and the measurement of globalization
New data
This dissertation relies on unique databases to answer the questions. To test the relation between
globalization and nationalist attitudes in Western and non-Western countries and over time
(chapter 2) a new database is created containing all available survey data, with identical formulations
of the dependent and independent variables. We pooled the Euro Barometers of 1982 to 1988, 1994,
and 1999 to 2003, the European and World Value Surveys (EVS and WVS) of 1981 to 1984, 1989 to
cross-national differences and the relation to globalization
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1993, and 1995 to 2005, 2008 and 2009, and the International Social Survey Programme (ISSP) of
2003 providing information on 99 countries. Data from 52 countries are used for which the
necessary context data is available and that have three or more measurements of our dependent
variable over time, resulting in a total of 494,607 respondents.
To study the popularity of cultural goods, we rely on yearly box office figures, on fiction book
sales and music hit charts. Some recent research in economics has addressed the international
trade flows between countries, and relied on cultural trade flows registered in the United Nations
Commodity Trade Statistics Database (UNcomtrade) (e.g., Disdier, Tai, Fontagé & Mayer, 2010;
Moon, Barnett & Sim, 2010). These economists also call for more studies on the origin and
destination of cultural products. Despite the availability and richness of the UNcomtrade database,
we consider it less suitable for our study. In the UNcomtrade database, the origin of cultural
products is very uncertain because it includes transit figures. For example, CD’s from the U.S. that
are destined for Germany, but transported via the Netherlands, are characterized as trade between
the U.S. and the Netherlands and as trade between the Netherlands and Germany. Furthermore,
the origin of a product from the database does not always equal the country of production. A book
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by a Dutch author, which is printed in Italy and sold in the Netherlands, is characterized as trade
between Italy and the Netherlands. We therefore decided to create our own databases to study the
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popularity of domestic films, fiction authors and music artists.
box office figures and the origin of the films. We used the yearly box office charts between 2000
and 2007 of Australia, Austria, Belgium, Bulgaria, Czech Republic, Denmark, Finland, France,
Germany, Greece, Italy, the Netherlands, New Zealand, Norway, Poland, Russia, Spain, Sweden, the
United States and Canada combined, and the United Kingdom and Ireland combined. These last
joint figures were derived from the Mojo Box Office (http://boxofficemojo.com).1 The yearly box
office figures are a summary of the popularity of films during one calendar year. For the 100 most
successful films in the year-end box office charts, information about the production country and
language are collected and coded, using the Internet Movie Database (http://www.imdb.com) and
the LUMIERE database of the European Audiovisual Observatory (http://lumiere.obs.coe.int). In
total 13,447 films, from 42 different producing countries were coded.2
In order to study the popularity of domestic fiction authors (chapter 5), a database with
information on fiction book sales and the origin of authors has been created. We used the yearly
fiction book sales of Australia, Denmark, France, Germany, Ireland, Italy, the Netherlands, New
Zealand, Spain, the United Kingdom and the United States, between 2001 and 2010. The yearly book
sales figures are an overview of the 100 best sold fiction books during one calendar year. For the
100 most successful books in the yearly sales charts, information about the country of residence of
the author(s) at the time that a book was in the sales charts was collected and coded, using authors’
personal websites and the websites of publishers. We coded 6,668 books, from 42 different
countries of origin.3
Finally, we created a database with information on the origin of popular music artists to study
the popularity of domestic music artists (chapter 6). The year-end hit chart archives from Austria,
Flanders (Belgium), France, Germany, Italy, the Netherlands, Switzerland, the United Kingdom and
the United States are used. Since we are in this chapter interested in macro-level changes over
time, we selected only countries with archives dating from before 1990. The year-end hit charts
summarize the popularity of hit singles during one calendar year. For the 100 hit singles listed in
the year-end charts from 1973 until 2006, we collected and coded information about the country of
residence of the artist(s) at the time the single entered the hit chart and the language the single
was performed in. We coded 30,967 hit chart entries from 41 different producing countries.4
Measuring globalization
To measure the influence of globalization on macro-level outcomes, most cross-sectional studies
have used trade and capital flows as a proxy for globalization (Dreher, 2006). Although these
proxies (such as foreign direct investments or import as percentage of GDP) are commonly used, it
is argued that globalization is a more complex phenomenon than the expansion of international
trade. Globalization is thought to involve three dimensions of interconnectivity between countries
(Keohane & Nye, 2000; Dreher, 2006); an economic dimension, which is characterized as long
distance flows of goods, capital and services as well as information and perceptions that accompany
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To study the popularity of domestic films (chapter 4), we generated a database with countries’

market exchanges; a political dimension, characterized by a diffusion of government policies; and
a social-cultural dimension, expressed as the spread of ideas, information, images and people.
These dimensions are highly correlated, which make it impossible to include them all individually in
one model with a single indicator (Dreher, 2006). To measure all dimensions of globalization,
Dreher (2006) created an index which was updated by Dreher, Gaston and Martens (2008) that
combined 25 indicators related to the three dimensions of globalization.5 We use (one of the
dimensions of) Dreher’s so called KOF index of globalization to measure countries’ globalization
level.

1.5 Outline of the thesis
Chapters 2 to 6 are empirical chapters, which were written for publication in peer-reviewed
journals. The chapters may be read as stand-alone research articles. Overlap between the chapters
is therefore unavoidable. Across the empirical chapters, terminology may differ slightly in order to
tie in with terms used in the respective fields and journals in which the chapters have been
published or are submitted to.
The first empirical chapter of this study, chapter 2, focuses on the macro-micro link between a
country’s globalization level, as well as its EU integration, and individual nationalist attitudes. In
the second empirical chapter, chapter 3, we go a step further by examining direct and indirect
effects of a country’s characteristics on individual attitudes and preferences. The direct effects of
globalization and EU integration on individuals’ preference to protect the own culture are examined,
as well as the indirect effect via individuals’ nationalist attitudes. In the remaining empirical
chapters we examine the popularity of consumed cultural goods at the macro level. Chapter 4
examines the popularity of domestic films. This chapter emphasizes the association between
countries’ globalization level, countries’ nationalist public opinion and the popularity of domestic
cross-national differences and the relation to globalization
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films. The globalization level and nationalist public opinion are also the focus in chapter 5, yet the
explanandum in this chapter is the popularity of domestic fiction authors. In the last empirical
chapter, chapter 6, the popularity of domestic, EU and US music artists is analyzed. Again, the
focus is on a country’s globalization level and nationalist public opinion, but in this chapter we also
focus on macro-level changes over time. Table 1.1 provides an overview of the different chapters,
with the research questions, aims and data used.
In the seventh and final chapter of this study, the main findings from the five empirical studies
are summarized, the theoretical and empirical contributions are considered, and suggestions for
future research are provided.
Chapter 2: Globalization and nationalist attitudes in 88 countries between 1981 and 2009
In this chapter we study the influence of country characteristics on individual attitudes; the first
macro-micro link, which is shown in Figure 1.1. Previous research showed a positive relationship
between a country’s globalization level and inhabitants’ nationalist attitudes (Evans & Kelley, 2002;
Ariely, 2012). Euro Barometers of 1982 to 1988, 1994, and 1999 to 2003, the European and World
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Value Surveys (EVS and WVS) of 1981 to 1984, 1989 to 1993, and 1995 to 2005, 2008 and 2009, and
the International Social Survey Programme (ISSP) of 2003 are used to answer the questions 1)
Does globalization affect people’s nationalist attitudes positively or negatively? 2) Does the effect of
globalization on nationalist attitudes differ between educational levels? Our study enables us to
examine the relation between a country’s globalization level as well as its EU membership for a
longer period of time, and in more countries than in previous research. Moreover, we focus on
the extent to which the association is different for the lower and higher educated. By providing
evidence of a relation between globalization and nationalist attitudes, we build a foundation for
using the aggregate of national pride at the country level as indicator for a country’s nationalist
public opinion in chapter 6, where a similar time range is included as studied in this chapter.
Chapter 3: Globalization and the support for national cultural protectionism from a crossnational perspective
In chapter 3, the relation between country characteristics and individual preferences is studied; the
second macro-micro link is shown in Figure 1. We answer the questions 1) What are the differences
in support for national cultural protectionism between countries, and to what extent are these differences
related to levels of globalization? And 2) And to what extent does globalization affect the relationship
between nationalist attitudes and national cultural protectionism? Using data from the ISSP 2003, we
demonstrate that besides individual characteristics, as Olofssen and Öhman (2007), Roudometof
(2010), Meuleman and colleagues did (2012), both globalization and EU membership affect the
preference for protecting domestic culture directly, and indirectly via individuals’ nationalist
attitudes. In addition, by showing the relation between globalization, as well as EU membership,
and the nationalist attitudes ‘chauvinism’, ‘cultural patriotism’ and ‘societal patriotism’ we build a
foundation for using the aggregate of these attitudes at the country level as indicator for a country’s
nationalist public opinion in chapters 4 and 5. We cannot use this extended measurement of a
country’s nationalist public opinion in chapter 6, since it is not available for every year studied in
cross-national differences and the relation to globalization
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that chapter.
Chapter 4: A macro-sociological study into the origin of film popularity in 20 countries
In this chapter, the relation between the macro characteristics country’s globalization level and EU
membership on the one hand, and the origin of consumed cultural products in a country on the other
hand, are examined. We study the popularity of domestic films, using a unique dataset based on
the top 100 films in the year-end box office charts for twenty countries for the period 2000 – 2007.
Previous research examining the popularity of non-domestic films often used the relevance of
trade mechanisms, or explained cross-national popularity of films by cultural (dis)similarities
between the producing and consuming country (e.g., Fu & Sim, 2010). We expand this research by
adding explanations regarding nationalist public opinion. Consequently, the questions that we ask
are 1) To what extent does the popularity of domestic and foreign films vary between Western countries?
2) To what extent are differences between countries in film popularity explained by economic, cultural
similarity and nationalist factors?
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Chapter 5: A macro-sociological study into the origin of popular fiction authors in Western
countries

1

The second macro outcome that we examine is the popularity of domestic fiction authors in 11
globalization and the nationalist public opinion explanations. The questions that we answer in this
chapter read 1) To what extent does the popularity of domestic and foreign fiction authors vary between
Western countries? 2) To what extent are differences between countries in authors’ popularity explained
by economic factors, cultural similarity between producing and consuming countries and globalization?
To answer these questions, we studied the yearly fiction book sales of Australia, Denmark, France,
Germany, Ireland, Italy, the Netherlands, New Zealand, Spain, the United Kingdom and the United
States, between 2001 and 2010.
Chapter 6: A macro-sociological study into the changes in the popularity of domestic,
European, and American pop music in Western countries
In the last empirical chapter we study the popularity of domestic music in a country. Again, we use
trade mechanisms and cultural (dis)similarities approaches, supplemented with globalization and
nationalist public opinion explanations. This chapter goes beyond the chapters on domestic films
and authors because the data we have enable us to observe trends. Using the end-year hit charts of
Austria, Flanders (Belgium), France, Germany, Italy, the Netherlands, Switzerland, the United
Kingdom and the United States for the period 1970 – 2006 we answer the questions 1) To what
extent does pop music originate from the nation state or from foreign countries, and to what extent is it
performed in a domestic or foreign language, and 2) what is its association with the level of globalization
since the 1970s?

1.6 Notes
1

Mojo Box Office combines the box office figures of the Unites States and Canada and the figures of the UK and
Ireland.

2

The producing countries are: Argentina, Austria, Australia, Belgium, Bulgaria, Brazil, Canada, China, Czech
Republic, Denmark, Estonia, Finland, France, Germany, Greece, Hungary, India, Ireland, Israel, Italy, Japan,
Kazakhstan, Luxembourg, Mexico, Netherlands, New Zealand, Norway, Poland, Romania, Russia, Serbia and
Montenegro, Slovakia, Slovenia, South Africa, South-Korea, Spain, Sweden, Switzerland, Thailand, Turkey, the
UK and the U.S.

3

The producing countries are: Algeria, Austria Australia, Belgium, Brazil, Canada, the Caribbean, Chile, Colombia,
Cuba, Denmark, Egypt, Finland, France, Germany, Hungary, Iceland, India, Ireland, Israel, Italy, Jamaica,
Morocco, Mexico Nigeria, the Netherlands, Norway, New Zealand, Peru, Poland, Russia, Slovenia, South Africa,
Sri Lanka, Spain, Sweden, Switzerland, Turkey, the UK, Uruguay, the U.S. and Venezuela.

4

We distinguished the following producing countries: Australia, Austria, Belarus, Belgium, Canada, Croatia,
Czech Republic, Denmark, Estonia, Finland, France, Germany, Greece, Hungary, Iceland, Ireland, Israel, Italy,
Latvia, Lithuania, Luxembourg, Mexico, Netherlands, New Zealand, Norway, Ukraine, Poland, Portugal, Russia,
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introduction

countries. In line with the popularity of domestic movies, we expand previous research by adding

Slovenia, Slovakia, Spain, Sweden, Switzerland, the UK, the U.S., Other Asia, Other America, Other Africa and
mixed origin.
5

For the economic dimension, the following variables are used: trade (in percentage of GDP), foreign direct
investment flows (in percentage of GDP), foreign direct investment stocks (in percentage of GDP), portfolio
investment (in percentage of GDP), income payments to foreign nationals (in percentage of GDP), hidden
import barriers, mean tariff rate, taxes on international trade (in percentage of current revenue) and capital
account restrictions. The political dimension includes: embassies in country, membership in international
organizations, and participation in UN Security Council missions. The social-cultural dimension includes the
following variables: outgoing telephone traffic, transfers (in percentage of GDP), international tourism, foreign
population (in percentage of total population), international letters (per capita), Internet hosts (per capita),
Internet users (as a share of population), cable television (per 1000 people), trade in newspapers (per 1000
people), number of McDonald’s restaurants (per capita), number of Ikea stores per capita and trade in books

cross-national differences and the relation to globalization

the popularity of domestic cultural products:

(percentage of GDP).
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chapter 2
Globalization and Nationalist Attitudes
in 52 countries, between 1981 and 2009*
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2.1 Introduction
“We do not believe in the division between left and right. The true division is between those who
want globalization and those who do not. We are a patriotic party”, stated the party leader of
Hungarian Jobbik (Movement for a better Hungary) (Phillips, 2010). This is an example of how
popular radical right-wing parties propagate renewed national pride as a response to globalization.
It is often theorized that nationalist attitudes are strengthened by globalization because processes
of globalization would constitute a threat to national culture and interests (Norris, 2005).
Alternatively, because globalization implies increased knowledge of and contact with other people,
products and cultures it might also lead to less nationalist attitudes.
In this paper we examine these two possibilities with a greater number of countries and a
more extended time period than previous research (Evans & Kelley, 2002; Kunovich, 2009; Ariely,
2012). Moreover, this research did not examine whether globalization differently affects the
nationalist attitude of the higher and lower educated. This is a relevant question because the
theoretical literature predicts different consequences of globalization for feelings of insecurity and
related nationalist attitudes, depending on the level of education (Brown & Lauder, 1996;
Hainmueller & Hiscox, 2006).
Globalization describes “the process of creating networks of connections among actors at
multi-continental distances, mediated through a variety of flows including people, information and
ideas, capital and goods” (Clark, 2000, p. 86). The increasing flow of persons, goods and information
provides alternatives to domestically produced (cultural) products. These alternatives add to the
existing supply and culture in a country, and thereby might contribute to a less strong focus on the
national context (e.g., Cerny, 1995; Meyer, et al., 1997; Dijkstra, et al., 2001; Tambini, 2001). Others,
however, have argued and found that globalization processes cause a counter reaction (e.g., Ariely,
2012; Evans and Kelley, 2002). Globalization would result in a stronger focus on the national context
to protection of the national culture and support of nationalist attitudes.
Scholars who study the consequences of globalization have argued that the former result is
and their relation with globalization and eu integration
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because of the supposed threats it brings to the national culture. In turn, these threats would lead

more likely among people who have more to gain from globalization (Hainmueller & Hiscox, 2006;
O’Rourke; 2006). Particularly, the higher educated would be more likely to apply their talents in
international economic competition. On the other hand, the lower educated with their more
vulnerable positions are more likely to be negatively affected by increasing globalization making
them turn to their nation. This reasoning means that because of increasing globalization and its
differential impact on educational groups, the well known difference in nationalist attitudes
between higher and lower educated (e.g., Coenders & Scheepers, 2003) can be expected to have
increased with rising levels of globalization.
We build on the studies of Ariely (2012) and Evans and Kelley (2002), by analyzing nationalist
attitudes of more than 400,000 respondents in 52 countries in the period 1981 – 2009. For those 52
countries we have the information at three or more time points, therefore we are also able to study
the relation between the level of globalization and support of nationalist attitudes within countries.
We not only focus on the relationship between globalization and nationalist attitudes, but also on
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the differential influence of globalization for higher and lower educated. The central question is:
Does globalization affect people’s nationalist attitudes positively or negatively and does this effect differs
for educational levels?

2

2.2 Theory and Hypotheses

attitudes by ongoing globalization processes. The second view assumes an increasing importance
of the nation state and predicts stronger nationalist attitudes.
Globalization: decreasing importance of the nation state
It is typically argued that globalization involves three dimensions of interconnectivity between
countries: an economic dimension, a political dimension, and social-cultural dimension (Dreher,
2006). Each of these dimensions is characterized by increased interconnections and exchanges
between nations that would weaken the functioning and power of the nation state (Ariely, 2012).
This process would result in a less strong focus on the nation and the national identity (Cerny, 1995;
Meyer, et a., 1997; Dijkstra, et al., 2001; Tambini, 2001; Hobsbawn, 2007; Kunovich, 2009). On the
economic dimension, the increased relevance of international trade and economic
interdependencies are seen as crucial factors of globalization processes (Mills & Blossfeld, 2006).
According to Cerny (1995), international integration of markets and the increasingly internationalized
production undermine the importance of the nation-state, which would result in a less national
orientation. On the political dimension, globalization processes are seen in increased participation
in international organizations (Dreher, 2006). By the integration in supra-national bodies, the role
of the nation-state further decreases, which is expected to have negative consequences for the
importance attached to the nation (Dijkstra, Geuijen & Ruijter, 2001). The social-cultural dimension
of globalization, involves the increased exchange of persons, ideas and information (Dreher, 2006).
The international flow of (cultural) goods and information provides alternatives for domestic
(cultural) goods (Norris & Inglehart, 2009) and would make people less nationally oriented.
Kunovich (2009) for example, showed that people in more cultural globalized countries are more
likely to be pluralists. Because the three dimensions of globalization are expected to result in a
decrease of the importance of and a less strong focus on the nation, we expect that globalization
results in less nationalist attitudes. Consequently, the globalization as internationalization hypothesis
reads:
H1a

The higher a country’s globalization level, the less support for nationalist attitudes.

As a supra-national body, the European Union (EU) aims at extensive economic, political and
cultural integration of its member states. This has been explicitly formulated in the Treaty of
Maastricht of 1992, and according to Norris and Inglehart (2009) the EU is the ultimate test case of
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The first view assumes a decreasing importance of the nation state, and predicts less nationalist

between 1981 and 2009

There are two competing views on the impact of globalization processes on nationalist attitudes.

globalization outcomes. EU integration has led to rapid increasing interdependencies between the
member states. Alongside economic and political integration, the EU created free movement of its
inhabitants within the member states, and with cultural exchange programs the EU aims at
promoting a shared European identity and culture. The EU policies can be regarded as an extreme
form of globalization. Consequently, the EU membership hypothesis reads as follows:
H1b

Nationalist attitudes of EU inhabitants decreased since the Treaty of Maastricht in 1992.

Globalization: increasing importance of the nation state
Contrasting the ideas outlined above, some studies addressing the relation between levels of
globalization and nationalist attitudes have found a positive association (Ariely, 2012; Evans and
Kelley, 2002). The globalization process might weaken state functions and decrease state power,
but, the nation state remains for most citizens the most important economic, political and cultural
entity (e.g., Koopmans & Statham, 1999; Stein, 2001; Duch & Palmer, 2002; Smith, 2007). National
boundaries continue to function as demarcations for both economic redistribution (Koopmans &
Statham, 1999), political decision making and for identification (Castells, 2004). Moreover, it is also
argued that supra-national organizations are not able to create strong loyalties because they are
perceived as undemocratic and aloof (Stein, 2001). In other words, globalization would reduce the
relevance of the nation state, whereas it remains highly relevant for the inhabitants. The
uncertainties caused by globalization would result in increased nationalist attitudes (Bauman, 1992;
Norris, 2005; Robertson, 1995).
Uncertainty Identity Theory (Hogg, 2007) posits that uncertainties about oneself and the
world one lives in are uncomfortable. People strive to reduce these uncertainties in order to have
a clear sense of who they are and to make their social world more predictable. Group identification
is one of the most effective ways for reducing feelings of uncertainty. As argued by Social Identity
what you should think and do. Globalization increases economic uncertainty because the opening
of labor markets causes firms and corporations to transfer jobs, capital and technology abroad
and their relation with globalization and eu integration
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Theory (Tajfel& Turner, 1979), group identification furnishes a sense of who you are that prescribes

(Mughan, Been & McAllister, 2003). In addition, globalization may increase uncertainties because
‘national governments no longer have the exclusive capacity to exert cultural control over its
citizens and/or territory’ (Ariely, 2012 p. 463). Furthermore, the increasing international connections
and exposure to information and cultures from other places can undermine distinct national group
boundaries (Dijkstra et al., 2001). One’s nationality constitutes a very relevant group membership
for many people around the world and is used to define a positive and distinctive identity in
comparison to other nations (Mummendey, Klink, & Brown, 2001; Tajfel & Turner, 1979). Unclear
boundaries undermine the positive distinctiveness of one’s nation and therefore can lead to a
process of national reaffirmation, for example, in the form of increasing support for nationalist
attitudes. The globalization as uncertainty hypothesis reads:
H2a The higher a country’s globalization level, the more support for nationalist attitudes.
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Given the Norris and Inglehart’s (2009) assessment that EU integration, in particular since
1992, is a far-reaching form of globalization, we can expect from the described perspective that
European integration is perceived to pose a threat to national interests. Further EU integration
means a transfer of policy arrangements from the national to the European level and increased

2

exchange of goods and persons between member states. Previous research has found ample
evidence for the relation between euroscepticism and perceived cultural threats (Hooghe & Marks,

The influence of education
Recent survey research has found a strong negative relationship between educational level and
nationalist attitudes (Coenders et al., 2006). Following the line of argumentation from Uncertainty
Identity Theory, we expect that globalization increases uncertainties more among the lower than
the higher educated. As a result, lower educated would more strongly feel the need to reduce these
uncertainties, and therefore rely more on the nation to provide security. The claim that globalization
increases uncertainties stronger for lower than higher educated is substantiated by the position of
the lower educated on the labour market. Shifts on the global labour market – the outsourcing of
production to low wage countries, and the increased specialization in the knowledge and service
economy (Klein, 1999) – implies for the higher educated more opportunities in the knowledge and
service economy (Hainmueller & Hiscox, 2006). But these shifts threaten jobs in the production
economy of the lower educated. Therefore, the lower socio-economic strata might react to
globalization by strengthening their national in-group belonging and stronger support of nationalist
attitudes.
Another interpretation for increased uncertainties is that globalization implies higher
movement and inflow of people from abroad which increases the competition on the labour market
in particular among the lower educated. Lower social strata perceive more competition because the
market for lower skilled jobs is more saturated than that of higher skilled jobs (Coenders, et al.,
2006), and because migrants more often search for jobs in comparable sectors of the economy as
the lower educated.1 To reduce the uncertainties due to globalization, the lower educated in
particular can be expected to endorse nationalist attitudes. Consequently the educational difference
hypotheses read:
H3	Country’s globalization level (H3a) and country’s EU membership (H3b) have a smaller
effect on nationalist attitudes among higher than among lower educated.
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H2b Nationalist attitudes of EU inhabitants increased since the Treaty of Maastricht in 1992.

between 1981 and 2009

2005; McLaren, 2006). Consequently, the EU uncertainty hypothesis reads:

2.3 Data and Measurements
Data
To test our hypotheses we used several datasets, in which the same formulation of our dependent
and independent variables are included. We used the Euro Barometers of 1982 to 1988, 1994, and
1999 to 2003, the European and World Value Surveys (EVS and WVS) of 1981 to 1984, 1989 to 1993,
and 1995 to 2005, 2008 and 2009, and the International Social Survey Programme (ISSP) of 2003
providing the information of countries. We selected 52 countries for which the necessary context
data is available and that have three or more measurements of our dependent variable over time,
resulting in a total of 435,923 respondents.
Dependent variable: nationalist attitudes
In each of the surveys, the respondents’ nationalist attitude was measured with the question “How
proud are you of your country?” Respondents could answer using one of four categories, ranging
from 0 not proud at all to 3 very proud. Wagner, Becker, Christ, Pettigrew and Schmidt (2012) showed
that this question is an adequate measure for nationalist attitudes. The mean and standard
deviation are 2.321 and .779, respectively.
Independent individual level variables
Respondents’ educational level is measured by the age that the formal education was completed.
A small proportion (2.63%) indicated that they finished education above the age of 27 making the
distribution of the variable skewed to the left. Therefore, we decided to use 27 as the highest age
of completed education, which seems a plausible age to complete tertiary education in most
countries. Respondents who reported that they finished their education after the age of 27, were
recoded to 27. The mean years of education is 17.499 and the standard deviation is 4.289.

Because we rely on various data sources, other control variables such as religiosity and income
and their relation with globalization and eu integration
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We control for respondents’ gender (47.51% of the respondents is male, 52.49% is female) and
age. Age ranges between 18 and 80 years, with a mean of 44.727 and a standard deviation of 16.935.
could not be included. These variables were either lacking in some of the surveys or differently
measured.
Independent country level variables
For the country’s globalization level we used the KOF index (Dreher, 2006). The KOF provides on an
annual basis an index of a country’s level of globalization, including the economic, political, and
cultural dimension for the period 1970 – 2009. This index ranges the country’s globalization level
from 0 (no globalization) to 100 (maximal globalization). The globalization level for the current
countries is between 31.26 and 92.76. A commonly used (control) variable in country comparative
research is country’s GDP. Previous research showed that the KOF index is strongly associated with
country’s GDP (Kunovich, 2009). Because we are interested in the influence of globalization we
therefore do not control for country’s GDP.2
Finally, we included a dummy variable that indicates whether a country is an EU member or
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not at the year that the survey was conducted. Table 2.1 shows the mean, standard deviation and the
minimum and maximum of the variables before the mean-centring.

table

2

2.1 description of variables

Variable

Mean

Max.

2.321

0.779

0

3

17.499

4.289

0

27

0

1

Female1

0.525

Age

44.727

16.935

18

80

Globalization2

73.428

13.618

31.260

92.760

EU member2

0.563

0

1

1


1

n= 435,923; 2 n = 359

2.4 Analyses and Results
Descriptive findings
Figure 1 shows the mean nationalist attitudes of the countries considered. The mean in each
country is higher than 1.50 which is the score that indicates a neutral attitude. In Germany people
have the lowest nationalist attitude (1.79), whereas in Columbia the nationalist attitude is the
highest (2.83).

figure
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between 1981 and 2009

Nationalistic attitudes1

St. Dev.

Testing the hypotheses
The data has a three level structure with respondents (n = 435,923) nested in year country
combinations (n = 359), which are nested in countries (n = 52). Therefore, to explain the country
differences shown in Figure 2.1 and to test our hypotheses, we applied multi-level regression
analysis in Stata.
We start with some descriptive analyses. Table 2.2 shows the results of these multi-level
regression analyses. The first Model is a random intercept model without predictors. It shows that
nationalist attitudes vary significantly between individuals, years and countries. Moreover, the
intra-class correlation for the country level is [.267/(.267 + .127 + .722)] .239, which indicates a
moderate relationship between individuals’ nationalist attitude and the country they live in. The
intra-class correlation for the year level is [.127/(.127 + .267 + .722) =] .114, indicating a weaker relation
between individuals’ nationalist attitude and the time they live in.
In Model 2, the linear trend shows that nationalist attitudes increased significantly over time
(b = .004). However, the significant random slope indicates that the extent to which nationalist
attitudes increased differs across countries. The random slope is .004 with a confidence interval
between .002 and .008, indicating that in some countries there is no increase in nationalist
attitudes over time, whereas in other countries the increase over time is much stronger.3 At the
individual level, education has a significant negative effect on nationalist attitudes (b = -.012),
indicating that as educational level rises, people’s nationalist attitude decreases, replicating
findings from previous research (e.g., Hello, 2003; Coenders, et al, 2006). Moreover, older people
and women have stronger nationalist attitudes than younger people and men.

table

2.2 multi level regression analysis on national pride
model 1
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β

model 2
s.e.

β

s.e.

Linear trend

0.004 ***

0.001

Education

0.000

Female

***
-0.012
0.020 ***

Age

0.004 ***

0.000

2.267 ***

0.043

Constant

2.344 ***

0.038

0.267 ***

0.028

0.002

Variance
Country
Linear trend

0.275 ***
0.004 *

0.030
0.002

Year

0.127 ***

0.005

0.118 ***

0.005

Individual

0.722 ***

0.001

0.715 ***

0.001

Log likelihood

-477175.080

Source: ISSP, Eurobarometer, EVS and WVS, n = 435,923;
~p < .1 * p <.05 ** p < .01 *** p < .001
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-473265.860

In Table 2.3 we replaced the linear trend by the level of globalization, to test the influence of
globalization and EU integration on respondents’ nationalist attitude. In the first model we included
both the individual and country level characteristics. The effect of globalization is positive and
significant (b = .003) indicating that people in more globalized countries and periods have more

2

national pride. This finding is in accordance with the globalization as uncertainty hypothesis (H2a)
and rejects the globalization as internationalization hypothesis (H1a).4 The effect of country’s EU

by hypotheses 1b and 2b, is insignificant (therefore not shown). Consequently we have to reject
both contradicting EU hypotheses (H1b and H2b).
In the second model of Table 2.3 we allow the effect of globalization to vary across countries
to see if the effect of globalization is positive in all countries. The significant random slope indicates
that the effect of globalization differs significantly across countries. In some countries the effect is
negative and in accordance with the globalization as internationalization hypothesis, whereas in
other countries the effect is positive, which is in line with the globalization as uncertainty hypothesis.
Additional analyses in which the regression analysis was performed per country showed that the
effect of globalization was negative in eleven countries: Australia, Brazil, Japan, Lithuania,
Luxembourg, Poland, Romania, Slovenia, Spain, Switzerland and the US.
In Model 3 we included the interaction terms globalization * education and EU membership *
education. The former interaction is negative and significant. If the educational level increases, the
positive effect of globalization decreases. The predicted effect of globalization on nationalist
attitudes for the lowest educated is [.003 + (-17.643 * -4.55E-4) =] .011, whereas the effect for the
highest educated is [.003 + (9.357 * -4.55E-4) =] -.001 and differs not significantly from zero. The
effect size for the lowest educated is [.011 *65.07 =] .716, and equals zero for the highest educated
since the effect does not differ significantly from zero. Globalization is thus positively related with
nationalist attitudes among the lowest educated, whereas it is not related with nationalist attitudes
among the highest educated. This finding is in accordance with the education hypothesis (H3a).5
In addition, the finding for the influence of education on the effect of EU membership is also
in accordance with the expectation. The effect of the EU membership on nationalist attitudes for
the lowest educated is [-.029 + (-17.643 * -.008) =] 0.112, whereas the effect for the highest educated
is [-.029 + (9.357 * -.008) =] -.104.6 In other words, EU membership increases nationalist attitudes of
the lowest and decreased nationalist attitudes for the highest educated. This finding is in accordance
with the education hypothesis (H3b).
Finally, we also find that the interaction effect of globalization * education differs across
countries (see Model 4). The random slope is relatively small (b=0.001) which means that the
interaction effect ranges between -0.001 and 0.007.
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states, which models a possible decrease or increase of national pride in EU countries as predicted

between 1981 and 2009

membership is negative but insignificant. In addition, the linear trend since 1992 for EU member
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0.020 ***
0.004 ***

Age

0.280 ***

-473244.520

-473271.730

0.715 ***

Source: ISSP, Eurobarometer, EVS and WVS, n = 435,923; ~p < .1 * p <.05 ** p < .01 *** p < .001

Log likelihood

0.001

0.001

-473187.010

0.715 ***

0.001

0.002

0.001

s.e.

0.001

0.005

9.94E-05

0.029

0.042

0.001

1.29E-04

0.035

0.001

6.84E-05

-472714.770

0.714 ***

0.715 ***

0.005

0.029

2.360 ***

-0.015 ***

-2.68E-04 **

-0.042

0.004 ***

0.004 ***

0.019 ***

-0.008 ***

β

Individual

0.125 ***

0.277 ***

0.041

0.001

2.49E-05

0.036

0.001

6.81E-05

0.002

4.55E-04

s.e.

0.124 ***

0.005

0.001

0.032

2.354 ***

-0.008 ***

-4.55E-04 *

-0.029

0.003 **

0.004 ***

0.021 ***

-0.008 ***

β

0.001 ***
0.117 ***

0.006 ***

0.284 ***

0.0.043

0.037

0.001

6.80E-05

0.002

2.94E-04

s.e.

model 4

0.125 ***

0.005

0.029

2.338 ***

-0.008

0.003 **

0.004 ***

0.020 ***

-0.012 ***

β

model 3

Year

0.276 ***

0.041

0.036

0.001

0.000

0.002

2.94E-04

s.e.

model 2

Globalization * education

Globalization

Linear trend

Country

Variance

Constant

EU membership * education

Globalization * education

2.356 ***

EU membership

Interactions

0.003 **
-0.032

Globalization

Country characteristics

-0.012 ***

Female

β

model 1

Education

Individueal characteristics
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table

2.3 m ulti level regression analysis on national pride

2.5 Discussion
In this paper we answered the question to what extent globalization affects people’s nationalist
attitudes, indicated by national pride, and whether this relation depends on the level of education.

2

We examined both the influence of globalization and EU integration which, according to Norris and
Inglehart (2009) can be seen as the ultimate test case of globalization. Based on the information of

accordance with the proposition that globalization induces insecurities and what has recently been
found in research using other measures of nationalist attitudes (Evans & Kelley, 2002; Arielly, 2012).
Yet in some countries (eleven) we found a negative relation between globalization and nationalist
attitudes. This finding is more in line with the idea that globalization weakens state functions and
decreases state power (Cerny, 1995; Meyer, et a., 1997; Dijkstra, et al., 2001; Tambini, 2001;
Hobsbawn, 2007) and lead to lower support for nationalist attitudes. The countries in which
globalization is related with less nationalist attitudes (Australia, Brazil, Japan, Lithuania,
Luxembourg, Poland, Romania, Slovenia, Spain, Switzerland and the US) are difficult to cluster on
aspects of economic growth and wealth, historical events, or immigration. Further research should
examine the conditions and processes that lead to globalization having in some countries a positive
and in other countries a negative effect on nationalist attitudes. It might be interesting, for
example, to examine national legislation that aims to protect the country’s economy or culture
from globalization.
We found that the effect of globalization differs for higher and lower educated. Globalization
has almost no effect on nationalist attitudes among the highest educated, whereas it increases
nationalist attitudes among the lowest educated. We also found that EU integration decreases
nationalist attitudes of the higher educated but increases the nationalist attitudes of the lower
educated. These findings are in accordance with the assumption that globalization increases
feelings of uncertainties stronger among the lower educated. However, we were not able to directly
test the underlying uncertainty mechanism and further research using panel data is needed for this.
We have used a dataset that covers as many countries and years as possible. Therefore we
could only use one item to measure people’s nationalistic attitude. It would be interesting for
further research to use a more elaborate and comprehensive measure in which different aspects or
dimensions of nationalism are assessed. In addition, for the same reason we could only take a few
individual background characteristics into account. We were not able to include other micro-level
control variables or other measures of nationalist attitudes because these were either lacking or
measured differently in the surveys we used. Still, the findings are in accordance with research that
covers a shorter time period and considers fewer countries and that was able to control for other
background characteristics and used more extensive measures of nationalist attitudes (Evans &
Kelly, 2002; Ariely, 2012). In addition, studies on the influence of education on nationalist attitudes
have found a similar differences between higher and lower educated (Hello, 2003; Coenders et al.,
2006).
In conclusion, this study demonstrates that globalization affects nationalist attitudes in most
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globalization and nationalist attitudes in 52 countries,

countries globalization is associated with more support of nationalist attitudes, which is in

between 1981 and 2009

435,923 respondents from 52 countries covering the period 1981 – 2009 we found that in most

Western countries positively. Moreover globalization affects the attitudes of higher and lower
educated differently. It is likely that higher educated see globalization as an opportunity, whereas
the lower educated perceive it as a threat. These different perceptions can result in different
nationalist attitudes among higher and lower educated, and therefore in a widening gap between
the educational categories with increasing levels of globalization.

2.6 Notes
1

There is also competition between migrants and natives for higher educated jobs. However, the market for
higher educated jobs is, in general, less saturated. And knowledge migrants are often recruited in their country
of origin, because there is lack of specific skills in the host country.

2

However, we conducted additional analysis with country’s GDP instead of the KOF index, see note 5.

3

The random slope indicates that the effect of the linear trend ranges between 0.004 plus or minus 0.004, in
some countries the effect is 0, whereas in other countries the effect is 0.008. Because the confidence interval
ranges between 0.002 and 0.008 this effect may be weaker or stronger (0.004 plus or minus 0.002 or 0.004
plus or minus 0.008).

4

In additional analyses we replaced the KOF index with the economic dimension of the KOF index only. It
turned out that the results with the economic dimension of de KOF index are comparable to the findings with
the full KOF index.

5

	In additional analyses we replaced the KOF index with country’s GDP and we included the GINI coefficient for
country’s income inequality. It turned out that the results country’s GDP are somewhat different. In contrast
to the KOF index, there is no significant relationship between GDP and respondents’ national pride. Yet, the
interaction term between GDP and education turned out to be negative and significant, comparable to the
interactions with the KOF indexes. It is, however, not to be expected that differences between higher and
in line with theoretical expectations. If the GINI coefficient is included simultaneously with the KOF index, it
turned out that the conclusions remain the same and that there is no significant relation between country’s
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lower educated would be larger in countries with a higher GDP, whereas the interaction with globalization is

income inequality and nationalist attitudes. If the GINI coefficient is included without the KOF index it
appeared that country’s income inequality is positively associated with nationalist attitudes. This result is
comparable with the findings of Solt (2011).
6

	The main effect if EU integration (-0.029) is not significant. This, however, does not affect the difference
between lower and higher educated. If we consider the main effect of EU integration as 0, the effect for the
lowest educated is [0 + (-17.643 * -.008) =] 0.141, and the effect for the highest educated is [0 + (9.357 * -.008)
=] -0.075.
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chapter 3
Globalization and the Support
for National Cultural Protectionism
from a Cross-National Perspective*

3

A slightly different version of this chapter is forthcoming in the European Sociological Review (Bekhuis,
Meuleman & Lubbers, forthcoming). The study on which this chapter is based is presented at the ESA
Consumption meeting in Tartu, Estonia (August, 2010).
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*

3.1 Background and Research Question
Worldwide highly popular TV series, like CSI, Dexter and Friends provide a view of various aspects
of the producing country. In general, TV series, films, music, arts, and other cultural expressions
carry to a greater or lesser extent values of the producing country (Anderson, 1991; Cohen, 1985;
Edensor, 2002). According to cultivation theorists, it is likely that heavy consumers of these
products may construct a reality based on the supply of - often foreign - cultural goods (Gerbner,
1973). It is one of the reasons why cultural protectionists have seen the consumption of foreign
cultural products as threatening to (imagined) nat aional cultures. Others have seen the sharing of
culture as the ultimate means to unite people, for example in the European Union (Edensor, 2002;
Swidler, 1986). In this contribution, we study the extent to which the populations of various
countries aim to protect national cultural goods. We focus on cross-national differences in
explaining cultural protectionism.
For decades the world has been characterized by an ongoing trend towards globalization
(Bauman, 1998; Beck, Sznaider, & Winter, 2003). Since the mid-1970s, the flow of goods and labour
between countries has amplified, whereas a simultaneous liberalization of financial markets
occurred, with increased tax competition between countries and intensified exchange of
information – the four structural shifts often defining globalization (Mills, 2009). The increasing
flow of persons, goods and information from abroad provided alternatives to domestically produced
cultural goods. These alternatives can be regarded as a surplus to existing culture in a country,
giving a diversification of cultural goods, or fuse with existing cultural forms into new hybrid forms
– a process labelled as glocalization (Robertson, 1995). Others, however, have put forward the
expectation that globalization processes can cause a counter reaction (Bauman, 1992; Norris, 2005).
From that perspective, the process of globalization results in a stronger inclination towards the
local or national context because of the threat it brings to (perceived) local or national cultures, and
cleanse the national from all (perceived) foreign influences, and that is why Norris and Inglehart
(2009) refer to this nationalization consequence as the Taliban-effect.
and their relation with globalization and eu integration
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consequently, stronger support for cultural protectionism. In most extreme forms, regimes aim to

Studies on support for cultural protectionism found that in Sweden there has been a trend
towards more culturally protectionist attitudes (Olofssen & Öhman, 2007). Haller and Roudometof
(2010), analysing the 1995 and 2003 international ISSP data covering many countries, showed a
stronger orientation on the local community in 2003 as compared to 1995. Using the same data,
Meuleman, Bekhuis, Lubbers and Scheepers (2012) showed that nationalistic attitudes affect
people’s preferences for domestic films and programmes on the national television, as well as the
extent to which people think that the national culture is damaged by exposure to foreign films,
music and books. These studies, however, largely ignored country differences and the extent to
which contextual characteristics are related to cultural protectionism. The question remains
whether levels of globalization affect national cultural protectionism, which is the more interesting
because countries have varying starting points and trends in levels of globalization (Mills, 2009).
In this contribution, we explain support for national cultural protectionism by the context in
which people live, and study to what extent country conditions affect the assessed relation
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between nationalistic attitudes and national cultural protectionism. Using cross-national data
(ISSP 2003) we will answer the following questions:
1		What are the differences in support for national cultural protectionism
between countries, and to what extent are these differences related to levels
of globalization?
2		

3

To what extent does globalization affect the relationship between nationalistic
attitudes and national cultural protectionism?

support for national cultural protectionism. On the one hand, we focus on the openness of
countries to other countries, and the supply of alternatives to domestic cultural goods (Bauman,
1998; Beck et al., 2003; UNESCO, 2009). From this point of view ongoing globalization offers people
more cultural variety, what they enjoy, and which would result in less support for national cultural
protectionism. On the other hand, we focus on the nationalization interpretation of globalization,
fostering nationalistic attitudes (Evans & Kelley, 2002; Ariely, 2012), and consequently, national
cultural protectionism (Edensor, 2002). From the latter approach we also derive expectations on
the extent to which cross-national differences exist in the association between nationalistic
attitudes and national cultural protectionism. Norris and Inglehart (2009) recently studied the
extent to which people in different countries are exposed to various (international) media sources,
and to what extent this can be understood by the different views on globalization. These authors
see the EU as the ultimate test case for various outcomes of globalization, because the EU
integration process has led to rapid increasing interdependencies between the member states on
the economic and political level. So, we expect that globalization and European integration in
particular could have opposing effects, resulting in less or more support for national cultural
protectionism. The expectations regarding a negative association between globalization and
national cultural protectionism are formulated in Hypotheses 1 and 2. And the expectations
regarding the role of nationalistic attitudes fostered by globalization are expressed in Hypotheses
3 to 5.
Globalization and alternatives to domestic cultural goods
Globalization describes “the process of creating networks of connections among actors at multi
continental distances, mediated through a variety of flows including people, information and ideas,
capital and goods” (Clark, 2000, p. 86). Globalization covers three dimensions, an economic
dimension (the importance of international trade), a political dimension (participation in
international organizations), and a social-cultural dimension (the exchange of persons, ideas and
information) (Dreher, 2006). In particular the growth of international trade, with its increased flow
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We focus on two contrasting views on globalization to understand cross-national differences in

protectionism from a cross-national perspective

3.2 Theories on Globalization and Hypotheses

of persons and goods between countries, results in alternatives to domestically produced goods
(Antonio & Bonanno, 2000; Rifkin, 2000). These alternatives can be seen in light of the views of
globalization leading to homogenisation, diversification and hybridization of culture (Achterberg,
Heilbron, Houtman, & Aupers, 2011; Hopper, 2007; Norris & Inglehart, 2009). Though quite different
in their consequences, they have in common that people welcome cultural products from abroad,
and hence that cultural protectionism would be lower when markets become more open and more
interdependent. The first view describes globalization merely as an Americanization or
Westernization process where cultural consumption will more and more resemble that from the
dominant markets, read the US (Beck et al., 2003; Crane, 2002). Dominant markets may be more
efficient to distribute and sell their products, but culture from dominant markets may also be
perceived as carrying a higher status. The second diversification of culture view on globalization
argues that the supply of foreign goods from all over the world increases. This supply of foreign
products acquaints people with alternatives to domestic products (Crane, 2002; Nederveen
Pieterse, 1995). Alternative preferences only develop in awareness of alternatives. It is therefore
expected that in countries that are more open to the supply of foreign goods, people become more
aware of these products and their chance of developing a taste for alternative goods is greater. The
third hybridization view on globalization is in short the mixing of domestic and international
cultures, creating new cultural forms and products (Nederveen Pieterse, 2009; Robertson, 1995). It
is referred to as the creolization of culture (Hannerz, 1992). In all these views on globalization,
people get more acquainted with foreign cultures – either via personal experiences or via media –
and they increasingly can choose among alternative non-domestic (cultural) products. The positive
returns of increased choice, among which new cultural experiences, are expected to affect people’s
evaluation of foreign goods positively, from which follows that people will be less protectionist
(Bauman, 1998; Beck et al., 2003). Our globalization as increased alternatives hypothesis reads:

protectionism in that country.
and their relation with globalization and eu integration
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H1	The higher a country’s globalization level, the lesser people’s support to national cultural

Integration into a supranational body: EU membership
When countries aspire to cooperate and integrate into a supranational body, we may expect a
greater contact and exposure among countries, particularly when this body formulates policies
directed at the sharing of culture. As an international body, the European Union (EU) aims at
economic, political and cultural integration of its nation states. This has been explicitly formulated
in the Treaty of Maastricht of 1992. Norris and Inglehart (2009) therefore see the EU as an ultimate
test case of the effects from globalization. In order to establish a common European culture and
European identity, the EU initiated five main cultural exchange programmes, and subsidized around
12,000 European artists since 1992 (European Union, 2008). The expectation was that through
cultural exchange programmes European citizens would come into contact with other European
cultures, which would stimulate consumption of cultural goods from other EU countries (EU
Commissioner for Education Training Culture and Multilingualism, 2006). Although the effect of
EU cultural exchange programmes is unknown, we would expect that EU citizens have increasingly
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turned to other cultures from member states since the instigation of these programmes. After all,
familiarity with cultural products, as well as their supply, is crucial for the development of people’s
cultural preferences (Bauman, 1998; Beck et al., 2003). Consequently the EU membership hypothesis
reads as follows:1
H2	People’s support to national cultural protectionism is lesser in EU member countries
than in non-EU member countries.

3

Globalization and the mediation via nationalist attitudes

national (Bauman, 1992; Norris, 2005; Robertson, 1995). In that view, people would experience a
threat to the (perceived) local and national culture when being exposed to foreign culture, and
consequently show greater support for cultural protectionism. This approach proposes that
nationalism is reinforced by conditions that threaten the uniformity of the nation and as a
consequence, people prefer cultural goods of national origin. Social Identity Theory (SIT) can be
used to underpin this proposition. People strive for a positive self-concept and a positive self- and
group identity (Lalonde, Moghaddam, & Taylor, 1987; Tajfel & Turner, 1979). One’s citizenship
constitutes a relevant group membership (Mummendey, Klink, & Brown, 2001). Globalization
would be perceived to pose a threat directly to national group identity by affecting homogeneity
of the national culture, but also because of the associated threats to economic security, affecting
the need to reinforce a positive national identity (Beck & Beck-Gernsheim 2009). Meuleman and
colleagues (2012) indeed showed that people who are more likely to perceive their national identity
to be threatened are more nationalistic and have a stronger preference for domestic films and
programmes on the national television, as well as they perceive foreign cultural products as more
threatening to their national culture. Going beyond Meuleman et al., we propose to test to what
extent levels of globalization and EU integration affect cultural protectionism. Nationalist
ideologies pertain to the idea that a uniform national culture which is unique and superior to
others, should be preserved (Norris, 2005). Consequently, the inflow of foreign people and products
is in this ideology seen as a threat to the nation (Hall, 1997). As people strive for a positive social
identity, national threats as brought by further globalization are expected to be responded by
stronger support of nationalistic attitudes (Norris, 2005), and stronger support for national cultural
protectionism. The globalization threat hypothesis reads as follows:
H3	The higher a country’s globalization level, the stronger the nationalistic attitudes, and,
the stronger people’s support for national cultural protectionism.
In a similar vein, we can also expect that European integration can pose a threat to a country’s
sovereignty. Further EU integration means a transfer of policy arrangements from the national to
the European level, which in turn would affect people’s support for national cultural protectionism
through stronger nationalistic attitudes. Previous research has found ample evidence for the
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In contrast to an increased orientation on foreign culture, either Americanized, diversified or

relation between euroscepticism and perceived cultural threats (Hooghe & Marks, 2005; McLaren,
2006). Consequently, the EU threat hypothesis reads as follows:
H4	Inhabitants of EU member states support nationalistic attitudes stronger and,
consequently, national cultural protectionism is supported stronger in EU countries.
Nationalistic attitudes
Several authors have stressed that nationalistic attitudes comprise different dimensions.
Nationalism is divided into chauvinism and patriotism. Chauvinism is the view of uniqueness and
superiority of one’s own national in-group and country (Coenders et al., 2004; Davidov, 2009;
Dekker, Malova, & Hoogendoorn, 2003). Patriotism is the expression of love and pride of the
nation. In contrast to chauvinism, patriotic attitudes are based on a critical assessment of the
nation. Both dimensions, however, assume a positive in-group comparison (Coenders et al., 2004;
Davidov, 2009; Dekker et al., 2003). Consequently, both chauvinism and patriotism are expected to
be positively related to national cultural protectionism. Yet we expect that in particular the relation
between patriotism and national cultural protectionism is dependent on the country’s globalization
level, where we do not expect such a conditional effect of chauvinism.
Because chauvinism is described as a blind and uncritical view of uniqueness and superiority
of the national in-group and country (Coenders et al., 2004; Davidov, 2009; Dekker et al., 2003), it
is likely that chauvinistic people always want to protect their (perceived) national culture, regardless
of the level of globalization. For patriots, this may be different. If globalization actually increases
people’s perceived threat to the national identity (Norris & Inglehart 2009), patriots, who are
described as critically assessing the nation, could perceive the urge to protect the nation’s culture
better against foreign influences when the country is more globalized. Consequently the hypothesis
regarding the interaction between country’s globalization level and the chauvinistic and patriotic

H5	The relation between patriotism and support for national cultural protectionism is
and their relation with globalization and eu integration
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attitudes of individuals reads:

stronger in countries with a higher globalization level (5a), whereas the relation
between chauvinism and support for national cultural protectionism is less affected by
countries’ globalization level (5b).

3.3 Data and Measurements
Data
To test our hypotheses we used data collected by the International Social Survey Programme (ISSP)
in 2003. It was administered through a written questionnaire. We collected additional context data
which was added to the ISSP 2003 data. We make use of 23 countries, for which we obtained all
contextual level information.2 Given the interest in national cultural protectionism, respondents
who were not citizens of the country in which they resided (3.47%) were excluded from the
analyses.
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Dependent variable: Support for national cultural protectionism
To measure respondents’ support for national cultural protectionism we used two items. First,
people were asked to what extent they agreed with the statement that [Country’s] television should
give preference to [Country’s] films and programmes. By the second item respondents were asked to
what extent they agreed with the statement Increased exposure to foreign films, music, and books is
damaging our national and local cultures. Both items were answered in a five-point scale, ranging
from 1 ‘Disagree strongly’ to 5 ‘Agree strongly’ after recoding. Explorative factor analysis on a larger
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set of items related to nationalistic attitudes showed that both items refer to the factor ‘support for
national cultural protectionism’ (see Table 3.1). The Pearson correlation between the two items was

3.1 exploratory factor analysis of items referring to nationalistic attitudes
Factor loadings

Items

Support for

Chauvinism

Communalities

Patriotism

Cultural
patriotism

national cultural
protectionism
v40 Preference [country's] films

0.848

-0.055

-0.007

0.024

0.751

0.887

0.020

-0.018

-0.049

0.774

0.083

-0.868

-0.044

0.000

0.773

-0.045

-0.845

0.094

0.007

0.756

-0.064

-0.014

0.812

-0.055

0.666

0.164

0.057

0.745

0.105

0.576

v28 Proud economic achievements

-0.063

-0.051

0.753

0.049

0.629

v29 Proud social security system

-0.062

0.031

0.796

-0.135

0.608

-0.008

-0.100

0.621

0.094

0.472

-0.080

-0.066

-0.052

0.802

0.629

0.009

0.176

0.055

0.818

0.669

v34 Proud history

0.071

-0.132

0.034

0.605

0.450

Eigen value

2.077

0.910

3.416

1.351

and programs
v45 Damage to our national and
local cultures
v21h World better place if other
countries more like [country]
v22 [Country] is a better country
than most other
v26 Proud democracy
v27 Proud political influence

v35 Proud equal treatment of all
groups
v31 Proud achievements in sports
v32 Proud arts and literature

Source: ISSP 2003, n = 27,275.
We perforemed a principal factor analysis with oblique rotation.
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.536. To measure support for cultural protectionism we computed a mean score on the two items.

Independent individual level variables
Based on our theoretical concepts and previous research by Coenders et al. (2004) and Davidov
(2009), we distinguish nationalistic attitudes into chauvinism and patriotism. Two items referring to
feelings of national superiority measured chauvinism and eight items referring to feelings of
national pride were used to measure respondents’ patriotic feelings. Exploratory factor analysis on
a larger set of items clearly showed a discrepancy between chauvinism and patriotism (see Table
3.1).
Moreover, the exploratory factor analysis showed that the patriotism items refer to two
dimensions. The items referring to respondents’ pride in achievement in sports, arts and literature,
and pride in the country’s history refer to a separate dimension, which is interpreted as a cultural
dimension of patriotism. We labelled the other dimension of patriotism as societal patriotism, since
it concerns items alluding to one’s pride of how society works in one’s country, such as democracy,
political influence in the world and the social security system. In addition to chauvinism, societal
patriotism and cultural patriotism are included in the analyses. For all three concepts, we computed
the mean score.
Previous research showed the influence of sex, age, educational attainment, and church
attendance on people’s nationalistic attitudes and their perceived threat (e.g. Coenders et al.,
2004; Dekker at al., 2003; Meuleman et al., 2012). Therefore we include these characteristics as
control variables. Educational attainment was measured according the international educational
classification scheme of the ISSP, which discerned six different educational levels. After a test for
linearity we decided to include this variable as an ordinal variable in our analyses. Church attendance,
which was measured in eight categories, was also included as ordinal variable after a test for
linearity.
Independent contextual level variables
(Mills, 2009). To measure countries’ globalization level in 2002, we used the economic dimension of
the KOF index of globalization (Dreher, 2006). This index expresses the economic level of
and their relation with globalization and eu integration
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Globalization is a complex construct, so it is key to unfold what is part of its operationalization

globalization in countries, between 0 (no globalization) and 100 (maximal globalization). The
economic dimension subsumes actual flows and restrictions on trade and capital.3
In order to test our hypotheses about the European Union, we included a dummy variable of
whether a country was an EU member state in 2002 or not.
We control for cultural legislation and cultural imports. Many local and national governments
try to protect and preserve cultural heritage for future generations by stimulating domestic cultural
consumption with policies and regulations (Feist, Fisher, Gordon, Morgan, & O’Brien, 1998;
UNESCO, 2009). Some countries support regional and national cultural talent to become successful
in the home country as well as in other countries (Janssen, Kuipers, & Verboord, 2008). Other
countries go further by imposing on public service broadcasters a minimum percentage of domestic
programming. It is expected that cultural protectionist policy measures and cultural protectionist
attitudes affect each other. We use information from the Compendium of Cultural Policies and
Trends in Europe (Council of Europe/ERICarts, 2011), The National Performance Network (Bedoya,
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2004) and the National Endowment for the Arts (National Endowment for the Arts, 2000) to
measure which countries protect their national culture via cultural legislation. Based on historical
legislation descriptions and the ratification of international treaties, we divided countries on a
scale of the number of laws and international treaties which protect or benefit their culture. This
scale ranges from zero, no cultural protectionism laws present, to 1, all cultural protectionism laws
present. In Appendix 3.1, a description of the construction of this variable and the laws and treaties
which are used is given. Country’s actual cultural import figures on books, films, videos and CD’s,
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as a percentage of country’s GDP, were derived from the UNCTADstat (2011) data base. We have to
remark here that the imports also cover transit figures. We control for these figures, because

The percentage of missing values varies between 0.01 and 12.04 percent per variable.4 We chose to
replace missing values by simulated values using multiple imputations according Rubin’s procedure
(Rubin, 1987). However, we dropped respondents who had a missing value on the dependent
variables (5.36%). Also respondents who had eight or more missing values (2.31%) were excluded.
After listwise deletion, the dataset consisted of 27,275 respondents. Table 3.2 shows the mean,
standard deviation and the minimum and maximum of the variables defined above before the
mean-centring. In Appendix 3.2, the correlations between all variables are shown.
table

3.2 description of variables after imputation

Variable

Mean

St. Dev.

Min.

Max.

Correlation
with support
for protectionism

Support for national cultural

3.060

1.091

1

5

-

Chauvinism

3.154

0.973

1

5

0.232 ***

Cultural patriotism

3.087

0.581

1

4

0.148 ***

Societal patriotism

2.455

0.668

1

4

-0.170 ***

Education

2.835

1.448

0

5

-0.164 ***

Religion

3.375

2.162

1

8

0.124 ***

Sex

0.533

0.499

0

1

0.024 ***

Age

46.974

16.975

15

98

0.267 ***

77.296

11.482

51.670

95.640

-0.286 ***

Nationalistic climate

1.927

2.480

0.067

9.906

0.225 ***

EU membership

0.435

0.507

0

1

-0.085 ***

Protectionism1

0.348

0.274

0

1

-0.085 ***

Import of cultural products1

0.120

0.058

0.380

0.284

-0.097 ***

protectionism

Globalization1
1

1

Source: ISSP 2003, n = 27,275; 1 n = 23
*** p< .001
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people may not perceive the need to protect their country’s culture in the absence of actual inflows.

Measurement equivalence
Since we compared inhabitants of 23 countries, it was crucial that our measurements were
equivalent across countries (Cheung & Rensvold, 2002; Coenders & Scheepers, 2003; Harkness,
Van de Vijver, & Mohler, 2003; Hui & Triandis, 1985; Steenkamp & Baumgartner, 1998). We performed
structural equations modelling in LISREL (Jöreskog & Sörbom, 1993a, 1993b) to test this equivalence.
These analyses, which are discussed in Appendix 3.3, let us conclude that our theoretical concepts
are comparable across countries.

3.4 Analyses and Results
Country differences in the support for national cultural protectionism
In order to gain insight in country differences regarding support for national cultural protectionism,
we start with a graphical representation of the mean support in each country (see Figure 3.1). Figure
1 shows that only four countries have a mean preference slightly below the scale mean (2.5) of the
measurement scale, indicating a weak support for national cultural protectionism. These countries
are Sweden (2.31), the Netherlands (2.43), Switzerland (2.45) and Norway (2.47). Support for
protectionism is strongest in the Russian Federation (4.09), at some distance followed by Bulgaria
(3.74), Hungary and Portugal (both 3.63).

figure

3.1 support for national cultural protectionism by country
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Country differences in support for national cultural protectionism explained
To explain country differences shown in Figure 3.1 and to test our hypotheses, we applied multilevel regression analyses in Stata, since our data are characterized by a nested structure
(respondents are nested in countries). Individual variables have been centred to the mean.5
Table 3.3 shows the results of the multi-level regression analyses. The first Model is a random
intercept model without predictors. It shows that support for national cultural protectionism varies
significantly between individuals and countries. Moreover, the intra-class correlation is [.218/(.218

3

+ .953)] .186, which indicates a moderate relationship between individuals’ support for national
cultural protectionism and the country they live in.

significantly across countries, however, the random slopes are not large. The control characteristics
cultural legislation and import of cultural goods have no effects. Moreover, excluding these
predictors does not alter the effects of the other variables in the model.
It appears that a country’s globalization has a small significant negative effect on people’s
support for national cultural protectionism (b = -.035). People in more globalized countries support
national cultural protectionism less, which is in line with our globalization as increased alternatives
hypothesis (H1). Model 2 shows that country’s membership of the EU affects cultural protectionism
positively (b = .253). This finding contradicts the expectation of the EU-membership hypothesis (H2).
People’s nationalistic attitudes affect support for national cultural protectionism differently.
Chauvinism and cultural patriotism are positively related with support for national cultural
protectionism, whereas societal patriotism contributes to a lower support for cultural protectionism.
We postulated that living in more globalized countries (H3) and living in a EU member state (H4)
contributes to more nationalistic attitudes, which result in higher support for national cultural
protectionism. Additional tests are needed to reach a conclusion since we stated that a country’s
globalization level and EU-membership indirectly affect support for national cultural protectionism
via nationalistic attitudes. To examine these indirect effects, we performed a variant of the Sobel
test (Sobel, 1982), which allowed us to test multiple indirect effects simultaneously. We computed
the indirect effects by using the product of coefficients method, which determines the indirect
effect by multiplying the regression coefficients. We corrected the standard errors and confidence
intervals through bootstrapping (1000 replications), since the z-test and p-values for indirect
effects, cannot be generally trusted (Preacher & Hayes, 2008). Table 3.4 shows the results of this
analysis.
It appears that the effect of globalization has an indirect effect through chauvinism and both
dimensions of patriotism. Country’s globalization level is positively related to the chauvinistic and
cultural patriotic attitudes of its inhabitants, which results in higher levels of cultural protectionism.
The globalization-threat hypothesis is thus supported for these two forms of nationalism. However,
there is an unexpected negative indirect effect of globalization level via societal patriotism. People
in more globalized countries show more societal patriotism and because societal patriotism lowers
levels of protectionism, globalization results in less protectionism via this form of patriotism. As
this path via societal patriotism is stronger than the effects via cultural patriotism and chauvinism,
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chauvinism, cultural patriotism, and societal patriotism to vary across countries.7 The effects differ

protectionism from a cross-national perspective

In the second Model we included all the predictors.6 Moreover, we allowed the effects of
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the total indirect effect of globalization is negative. Consequently, the globalization-threat

hypothesis is not supported.
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Source: ISSP 2003, n = 27,275; * p <.05 ** p < .01 *** p < .001

According to the EU threat hypothesis (H4) countries’ EU membership should contribute to
more chauvinism and patriotism, which would result in a greater support for national cultural
protectionism by inhabitants of EU countries. Against our expectation, the relationship between
EU membership and cultural patriotism is negative. Inhabitants of EU countries display less cultural
patriotism, and therefore have lesser support for national cultural protectionism. In addition, there
is, as expected, a positive relationship between EU membership and chauvinism. People who live
in EU member states are more chauvinistic, which contributes to a stronger support for national
cultural protectionism. Inhabitant of EU countries are less societal patriotic, and therefore are
more in support of cultural protectionism. Given the overall positive indirect effect of EU
membership through the various dimensions of nationalism, we cannot refute the EU threat
hypothesis.
Interactions between country’s globalization level and nationalistic attitudes
To test the hypothesis that the effect of chauvinism and patriotism are affected by a country’s
globalization level (H5), we performed three additional multilevel analyses; for the interaction
between globalization level and chauvinism, for the interaction between globalization level and
cultural patriotism, and for the interaction between globalization level and societal patriotism. The
interaction between globalization level and chauvinism is insignificant (and therefore not shown in
Table 3.3), which is in line with our expectation that country’s globalization level does not influence
the effect of chauvinism (Hypothesis 5b).
The interaction between country’s globalization level and cultural patriotism (see Model 3)
and between country’s globalization level and societal patriotism (see Model 4) are both positive
and significant. If country’s globalization level increases with one point, the effects of cultural
patriotism and societal patriotism become .004 and .005 stronger. This means that cultural
patriotism in more globalized countries affects cultural protectionism stronger. As the main effect
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societal patriotism
Total indirect effect EU membership

0.001
protectionism from a cross-national perspective

cultural patriotism

0.001

of societal patriotism is negative, it appears that in more globalized countries societal patriots are
less against cultural protectionism. These findings are in accordance with hypothesis 5a.

3.5 Conclusion and Discussion
In this contribution we focused on two opposing views on the relation between globalization and
the support for national cultural protectionism. On the one hand we focussed on the openness of
countries to other countries, resulting in less national cultural protectionism. On the other hand we
focused on conditions that foster nationalistic attitudes, and we related this to support for national
cultural protectionism. We expected that increasing globalization and EU integration bring positive
cultural returns by ways of a more diverse supply of cultural goods, and possibly new cultural
experiences, which could lower support for cultural protectionism. Alternatively, we derived
hypotheses from social identity theory, expecting that openness to other countries forms a threat
to the national identity, reinforcing nationalistic attitudes and support for cultural protectionist
measures. We found support for both processes, the first stronger than the latter though.
We found that levels of globalization as measured by the (economic dimension of the) KOFindex lessens the support for national cultural protectionism. However, EU integration, which also
results in more alternatives to domestic cultural goods, is associated with more support for national
cultural protectionism. The more widespread public support for protectionism in EU countries is
more in line with the view on globalization resulting in more nationalism, for which we found
evidence as well. Interestingly however, is that patriotism is empirically divided into two dimensions,
a cultural and a more critical societal patriotism. This latter form of patriotism is negatively
associated with cultural protectionism. It is precisely in more globalized countries that the public is
more societal patriotic, resulting in less cultural protectionism. At the same time, in more globalized
protectionism. There is hence evidence for both supply of alternatives and threat processes
resulting in less and more protectionism, whereas the first process of globalization turned out to
and their relation with globalization and eu integration

individuals’ nationalist attitudes, domestic cultural preferences

countries, the public is more cultural patriotic and chauvinistic, resulting in more cultural

be stronger. The results in the previous chapter, together with the theoretical contribution of Ultee
(1992), who awaited that Europeanization processes would affect higher social classes positively,
while lower social classes negatively, makes it likely that the two processes apply differently to
higher and lower social strata. Consequently, the threat hypothesis seems most relevant for the
lower social strata, while the globalization and EU as increased alternatives hypotheses seem to
apply for the higher strata.
It appears that the effects of chauvinism, cultural patriotism and societal patriotism differ
between countries. The variance between the countries in the effects of chauvinism and cultural
patriotism are small, and in all countries there is a positive relation between support for national
cultural protectionism and chauvinism and cultural patriotism respectively. However, the effect of
societal patriotism differs more strongly between countries. Although there is an overall negative
effect (people who show more societal patriotism have less support for national cultural
protectionism), the effect is positive in some countries. This cross-national variance in the effect of
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societal patriotism on support for national cultural protectionism is related to country’s globalization
level. In more globalized countries societal patriots are less against national cultural protectionism
than societal patriots in less globalized countries. Although, societal patriotism is a critical form of
national pride, we tentatively conclude that when national identity is threatened by globalization
also this critical form of nationalism become less opposed to cultural protectionism.
Levels of globalization, protectionist policy measures and the public’s nationalist and
protectionist opinions are interrelated, and mutually affecting each other. We tested the relation

3

between actual levels of globalization and cultural protectionism, taking into account actual flows
of culture and protectionist policies, still showing a positive relation between globalization and

country would lead to higher levels of globalization. Nevertheless, it would be relevant to test the
posited hypotheses in a longitudinal study – with a rather demanding design of a large crossnational panel study. It would also be challenging to include in such a study the origin country of
the cultural goods, and whether people support protectionism of cultural goods from one country
stronger than from other countries. US cultural products are more familiar and more accepted for
Western consumers than non Western cultural products (Kuipers, 2011). However, the US are
dominant in the import figures of cultural goods in most countries, and it might be that people
want to protect against US cultural goods in particular.
This contribution provides evidence for the influence of globalization on support for national
cultural protectionism. Globalization leads to less cultural protectionism, though it also increases
chauvinism and cultural patriotism, increasing levels of cultural protectionism. It may be expected
that with increasing cross-national interdependencies a divide in society between those with a
stronger global orientation (accompanied by a more critical form of nationalism) and those with a
stronger national orientation (accompanied by a less critical form of nationalism) will turn into one
of the strongest cleavages in current societies.

3.6 Notes
1

	Other Western countries may also be members of supranational organizations but do not follow cultural and
political integration directives as implemented by the EU.

2

	Austria, Australia, Bulgaria, Canada, Denmark, Estonia, Germany, Great Britain, Finland, France, Hungary,
Ireland, Latvia, the Netherlands, Norway, Poland, Portugal, Russia, Slovakia, Slovenia, Sweden, Switzerland and
the U.S..

3

We did the analyses also with the complete KOF index, which did not result in different conclusions.

4

The variable with the most missing values is “Proud on country’s achievements in the arts and literature”,
which is used to measure respondent’s cultural patriotism.

5

We also perform multi level regression analyses with the separated items of the dependent variable, this did
not result in different conclusions, see Appendix 3.4.

6

	Including four country variables simultaneously in the analysis could result in unreliable results since there
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relation: there are no theoretical arguments that more chauvinism or cultural patriotism in a

protectionism from a cross-national perspective

chauvinism and cultural patriotism. These indirect effects are highly unlikely to have the reversed

were only 23 countries in the analysis. Therefore, we first included the country variables one by one. The results
of the separate analyses did not differ significantly from the results in which the four variables were included
together.
7

The analyses were also done without the random effects of chauvinism, cultural- and societal patriotism.

and their relation with globalization and eu integration

individuals’ nationalist attitudes, domestic cultural preferences

It appears that allowing these effects to vary across countries do not result in different outcomes.
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A Macro-Sociological Study into the Origin
of Film Popularity in Twenty Countries*

4

A slightly different version of this chapter is currently under review, co-author is Marcel Lubbers.
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4.1 Background and Research Question
Hollywood dominates a large part of the global film market (Cowen, 2004; Miller, 2005). Although
not all American based productions are from Hollywood, a large share of successful films
throughout the Western world is American and produced by Hollywood studios (European
Audiovisual Observatory, 2010). Much research has focused on why Hollywood productions differ
in the level of success between countries (for an overview of these studies, see Fu, 2006; Lee,
2006a), yet fewer studies have examined why non-US blockbusters are popular in countries other
than where they have been produced and even fewer have empirically addressed the success of
domestic films (see for exceptions: Fu & Lee, 2008; Fu & Sim, 2010). In this contribution, we focus
on various producing countries of successful films, and pay special attention to the popularity of
domestic films in twenty – foremost Western - countries.
The popularity of film productions in non-domestic markets is often explained by two different
approaches. The first is the relevance of trade mechanisms; the second explains cross-national
popularity of films by cultural (dis)similarities between the producing and consuming country (Fu
& Sim, 2010). The first approach bases its explanation on the economic idea of profit maximization
and the large costs related to film production as compared to other cultural products (e.g., Cowen,
2004; Dupagne & Waterman, 1998; Fu & Lee, 2008; Jayakar & Waterman, 2000; Lee, 2002; Oh, 2001;
Segrave, 1997; Varis, 1988; Wildman & Siwek, 1988). The second approach departs from the
suggestion that films and culture generally function as the symbolic expression of values in
societies (Anderson, 1991). Films which are closely related to the domestic culture and language are
more easily understood and therefore more attractive to a larger audience (Fu & Lee, 2008;
McFadyen, Hoskins, & Finn, 2003; Oh, 2001).
It is generally acknowledged that dominant countries in the film market have an advantage in
exporting national values (Cowen, 2004). According to Cowen (2004, p. 88), ‘Hollywood has always
drawn on the national ethos of the United States’, despite its profit maximization point of departure

globalization, eu integration and nationalist public opinion

the popularity of cultural products and its relation with

to please an audience as large as possible internationally. Not surprisingly, the term cultural
imperialism has been particularly applied to film market studies, in which cultural globalization is
largely equal to cultural Americanization (Nederveen Pieterse, 1995; Craig, Greene & Douglas,
2003). However, studies on cultural globalization stressed that protectionism of the national
culture is another consequence of globalization (Barber, 1992). Norris and Inglehart (2009) refer to
this as the ‘Taliban effect’ where in its most extreme form all foreign influences are banned, and
cultural consumption is limited to prescribed in-group products. Barber (1992) described the
opposed views on globalization as ‘McWorld’ versus ‘Jihad’. The rationale of the latter is that the
process of globalization might be perceived as a threat to local and national cultures, which
reinforce processes of national identification, inducing support for nationalist ideologies and
stronger orientation toward the local or national cultures. National culture consumption can then
be regarded as a benchmark for national identity, by which people demarcate in-group boundaries
in everyday life situations (Edensor, 2002).
In this contribution we build on previous research, which focused on the popularity of
(Hollywood) films, we test for trade mechanisms and cultural similarities explanations, and add the
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relevance of nationalism as an explanation. As suggested by Fu & Sim (2010), we do not restrict the
study to imports from the largest film producing countries; we also pay special attention to
domestic film popularity. Most previous empirical studies examine imports only, therewith
neglecting the popularity of domestic movies. To summarize, we formulate the following research
questions: 1) To what extent does the popularity of domestic and foreign films vary between Western
countries? 2) To what extent are differences between countries in film popularity explained by economic,
cultural similarity and nationalist factors?

4.2 Theory and Hypotheses

4

We follow three theoretical approaches to explain the origin of film popularity in countries. First,

the producing and consuming country. Finally, we focus on nationalist factors to understand crossnational differences in the popularity of domestic films.
Economic mechanisms
Economists explain media flows between countries by factors of content production and
consumption (e.g., Eichengreen, 1998; Fu, 2006; Fu & Sim, 2010; Hoskins, McFadyen, & Finn, 1997).
Films and TV series that are produced for a broader market potentially bring in bigger profits,
warranting larger investments, which consequently increase quality content. Producers from highly
populated countries, therefore, have bigger budgets for foreign marketing. Furthermore, the
competitive edge from the resulting better quality content also increases revenues from foreign
countries, fueling further investments by producers. Countries producing big-budget films attract
wider audiences since they can afford costly special effects, actors, scriptwriters and set designers
(Waterman, 2005). As Cowen stresses (2004), these countries will also attract higher investment
capital from foreign countries, stimulating talent from across the world to mobilize these markets.
Empirical research shows that the domestic market scale positively affects export figures,
regardless of whether it is related to ‘population size’, ‘ GDP’ or ‘media market size’ (Dupagne &
Waterman, 1998; Fu & Lee, 2008; Jayakar & Waterman, 2000; Oh, 2001; Segrave, 1997; Varis, 1988).
In line with this research, we formulate the following producing population size hypotheses:
H1	The larger the population of a country, (H1a) the larger this country’s share of films in
the box office chart of other countries, and (H1b) the larger the share of domestic films
in the producing country box office.
Cultural and linguistic similarity
In the film literature, the role of cultural and linguistic similarity is recognized as relevant in film
success in foreign countries (Craig, Greene & Douglas, 2003), since audiovisual media carry societal
values, beliefs and styles of the producing country (Edensor, 2002). A film transmitting similar
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we focus on the economic model of media trade markets regarding profit maximizing. Second, we

values, beliefs and styles to those of the audience is more easily received and understood than a
film with more culturally distant values, beliefs or styles (Straubhaar, 1991; Wildman & Siwek, 1988).
Studies generally suggest that the more audiences recognize their own culture in a foreign cultural
product, the more easily they absorb it (Fu & Sim, 2010). The assumption is that films produced in
countries with a similar or familiar cultural background are generally perceived as culturally closer
(Fu & Lee, 2008). Consequently, the cultural similarity hypothesis expects:
H2	The smaller the cultural distance between the producing and consuming country, the
larger the relative share of films from the producing country in the box office chart of
the consuming country.
Next to cultural (dis)similarity, language (dis)similarity is also expected to determine the
opportunities for films to become successful. Language could affect people’s preferences for
certain cultural goods. Familiarity with a language appears to be enough to develop a penchant for
music in that language (Patel & Daniele, 2003). We expect this also to apply to film preference.
Although films in foreign languages are dubbed in many countries, subtitles are still used in a
significant number of countries (Koolstra, Peeters, & Spinhof, 2002). Yet audiences might be more
receptive to hearing a film in their own language rather than in a foreign language. The linguistic
similarity hypothesis reads:
H3	Films produced in countries with the same language as the consuming country’s official
language have a higher share in the box office charts of that country than films in other
languages.
Nationalization
To the role of profits and cultural distance, we add the role of nationalization. We derive the
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expectations on nationalization of culture from the literature on cultural globalization. However, in
this literature, an inward nationalist orientation is only one of possible outcomes of ongoing
globalization processes. Therefore, we formulate two contrasting hypotheses on globalization to
understand cross-national differences in the popularity of domestic films. On the one hand, we
focus on the openness of countries toward other countries, and the supply of alternatives to
domestic cultural goods (Bauman, 1998; Beck et al., 2003; UNESCO, 2009). From this perspective,
ongoing globalization offers people more cultural variety, which consequently would render
domestic films as less popular. On the other hand, we focus on the nationalization interpretation
of globalization, fostering nationalist attitudes (Norris, 2005) resulting in an increased popularity
of domestic cultural goods (Edensor, 2002).
Globalization and alternatives to domestic films
Globalization describes “the process of creating networks of connections among actors at multi
continental distances, mediated through a variety of flows including people, information and ideas,
capital and goods” (Clark, 2000, p. 86). The literature on globalization describes various outcomes
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of the increasing interdependencies between countries. First, there is the expectation of cultural
homogenization, where audiences from different countries more and more resemble each other in
the repertoire of consumed cultural goods (Achterberg, Heilbron, Houtman and Aupers, 2011;
Norris & Inglehart, 2009). Although sometimes seen as a process of diversification, where products
from all over the world become popular around the globe, thus diversifying the supply base of
products, others have stressed the dominance of some countries or areas (Beck et al, 2003;
Eichengreen, 1998). From this second perspective, cultural homogenization is merely a process of
Westernization or, more specifically, Americanization (Nederveen Pieterse, 1995). Still others have
stressed that globalization leads to broader mutual influences in the cultural domain, where
domestic products alter in a process of adopting and adapting to foreign culture, leading to hybrid

4

forms of culture (Achterberg et al, 2011; Norris & Inglehart, 2009). All of these views on globalization
might have different consequences but they all share the fact that people’s acquaintance with

among which new cultural experiences, are expected to affect people’s evaluation of foreign goods
positively, including a greater interest in foreign films. Our globalization as increased alternatives
hypothesis reads:
H4	The higher a country’s globalization level, the lower the relative share of domestic films
in the box office chart of this country.
Globalization and nationalization
In contrast to increased orientation toward foreign culture, either Americanized, diversified or
hybridized, globalization is often described as resulting in a stronger defense of the national culture
(Bauman, 1992; Norris, 2005; Robertson, 1995). Increased availability of alternatives to domestic
products, as well as the incoming flow of people from other cultural backgrounds puts pressure on
the perceived superiority of one’s own culture (Hall, 1997). Since people strive toward a positive
self-identity, a violation of the superiority of their culture and country would challenge their
positive identity. Globalization could, therefore, result in increased nationalist attitudes,
contributing to a stronger consumer preference for domestic cultural goods. Consequently, the
globalization threat hypothesis reads:
H5	The higher a country’s globalization level, the higher the relative share of domestic films
in the box office chart of that country.
The nationalization perspective on cultural globalization implicitly relates globalization to
nationalism. The suggestion is that public opinion becomes more nationalistic because of the
perceived threat to globalization (Norris, 2005). Attitudes and behavior are shaped by prevailing
views in society (Levin, 1961; Weil, 1985). Consequently, more people turn toward domestic culture
in countries with a higher nationalist public opinion (Norris & Inglehart, 2009). The nationalist
public opinion hypothesis reads:
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foreign cultures – either via personal experiences or via media –increasingly exposes them to

H6	The more nationalist the public opinion in a country, the higher the share of domestic films in
the box office charts of that country.

4.3 Data
We studied the yearly box office charts of Australia, Austria, Belgium, Bulgaria, Czech Republic,
Denmark, Finland, France, Germany, Greece, Italy, the Netherlands, New Zealand, Norway, Poland,
Russia, Spain, Sweden, the combination of United States and Canada, and the combination of
United Kingdom and Ireland, between 2000 and 2007, which were derived from the Mojo Box
Office (http://boxofficemojo.com).1 This selection of countries is based on the combination of the
availability of data on independent and dependent variables. The yearly box office figures are a
summary of the popularity of films in one calendar year. The years covered by the box office charts
vary, with figures for most countries available from 2002.

4.4 Measurements
Dependent variable: origin of films
For the 100 most successful films in the year-end box office charts, information about the
production country and language are collected and coded, using the Internet Movie Database
(http://www.imdb.com) and the LUMIERE database of the European Audiovisual Observatory
(http://lumiere.obs.coe.int). We coded 13,447 films, from 42 different producing countries.2 We
recoded the position of the year-end box office chart such that the number 1 most popular film
scored 100 points, and number 100 scored 1 point. For films with more than one producing country
involved, we followed the standard in the literature toward the popularity of films (Fu & Sim, 2010)
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and coded only the main producing country. We aggregated the number of points a producing
country scored in a consuming country in a given year. We then calculated the share of the
producing country in the total of obtainable points in the consuming country in that given year.
Consequently, the relative number of points that a film producing country scores in a country in a
given year is our dependent variable, for example, the share of points of French films in Germany
in 2005. In total, there are 4,032 of such combinations. Since we formulated expectations about the
popularity of domestic and foreign films we differentiate between the share of domestic and
foreign films. Therefore we include a dummy indicating whether the relative number of points
refers to the popularity of domestic films or not. The popularity of domestic films in a given year
ranges between 0 percent (no domestic films among the 100 most popular films in a year) and
95.47 percent (almost all popular films are domestic in a given year) and the mean is 18.59 percent.
Independent variables
Information about the population size of the producing country was derived from the database of the
World Bank. Luxembourg is the smallest production country with 470000 inhabitants, and China is
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the largest with more than 1.39 billion inhabitants. We divided the actual population size by a
hundred million.
In line with previous research (e.g., Fu & Sim, 2010; Lee, 2006b), we used Hofstede’s updated
cultural index (Hofstede & Hofstede, 2004) to determine the cultural distance between the
consuming and producing country, in order to test the cultural similarity hypothesis.3 The Hofstede
project indexes the cultures of 65 countries in terms of power distance, individualism, masculinity,
and uncertainty avoidance. To test the linguistic similarity hypothesis we indicated whether the
official language(s) of the producing and consuming country is shared (same language). Information
about the languages was derived from Lewis (2009). Some countries have several official languages,
for example Switzerland and Belgium. Consequently, these countries fit into several language

4

categories simultaneously.
To measure countries’ globalization level, we used the economic dimension of the KOF index of

The ISSP 2003 dataset was derived to measure a country’s nationalist public opinion. The ISSP
2003 was administered through a written questionnaire in 35 countries, and focused on
respondents’ national identification, aspects of national pride, and attitudes toward national and
international issues. To measure a country’s nationalist public opinion respondents’ nationalist
attitudes were aggregated to the country level. Unfortunately, the ISSP does not provide
information about years other than 2003, nor do we have Box Office charts for 2003 of all the
countries in the ISSP. Consequently, we can only use Australia, Czech Republic, Finland, France,
Germany, Netherlands, New Zealand, Norway, Poland, Spain, the UK and Ireland and the US and
Canada to test the nationalist public opinion hypothesis.
In accordance with previous research (Coenders, Gijsberts, & Scheepers, 2004; Davidov,
2009), we distinguish nationalist attitudes into chauvinism and patriotism. We measured chauvinism
with two items referring to feelings of national superiority. Eight items referring to feelings of
national pride were used to measure respondents’ patriotic feelings to distinguish between cultural
and societal patriotism.
Controls
In some countries, films in a foreign language are subtitled, whereas the same films are dubbed in
other countries. Dubbed films could be more popular than films with subtitles, since they require
less effort from the audience (Mera, 1999). Therefore, we control for dubbing.
We use information from the Compendium of Cultural Policies and Trends in Europe (Council
of Europe/ERICarts, 2011), The National Performance Network (Bedoya, 2004) and the National
Endowment for the Arts (National Endowment for the Arts, 2000) to control for the extent to
which countries protect their national culture. Based on historical legislation descriptions and the
ratification of international treaties, we formulate four criteria to rank countries’ cultural
protectionism. These criteria are: is there a legally mandatory minimum percentage of broadcasted
domestic culture, and are their governmental funds for domestic artists in addition to the state’s
cultural budget. We also took into account the social security laws for artists (whether or not
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between 0 (no globalization) and 100 (maximal globalization).
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globalization (Dreher, 2006). This index expresses the economic level of globalization in countries,

countries have additional social security laws which benefit self-employed artists), and the signing
the European convention for the protection of the audiovisual heritage (the aim of this convention is
to ensure the protection and appreciation of a country’s audiovisual heritage by means of collection,
preservation and exhibition). A country gets one point for protectionism if it is characterized by
one of these four criteria. However, non-EU countries may not sign the EU-convention. In order to
have comparable scores, we divided the sum of the protectionism points by the possibilities to
protect the national culture. The score of countries’ cultural protectionism ranges from zero, no
protectionism, to 1, maximum protectionism.4 Finally, we control for whether countries belong to
the EU. And we indicate whether the consuming country and the producing country share EU
membership in a certain year, since the EU financially supports film exchange between its member
states.
Table 4.1 shows the mean, standard deviation and the minimum and maximum of the previously
defined variables before centering to the mean.

table

4.1 d escription of variables before centering

Variable
Population size "producing" country in 100 million
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Cultural distance

Mean

St. Dev.

Min.

Max.

0.966

25.300

0.005

13.200

1.927

1.443

0

10.652

0

1

Same language

0.050

Globalization "consuming" country

77.883

8.846

55.280

93.630

Chauvinism

3.220

0.322

2.823

3.737

Cultural patriotism

3.079

0.212

2.678

3.386

Societal patriotism

2.584

0.285

1.948

2.976

Domestic films

0.025

0

1

Dubbing

0.406

0

1

Protectionism

0.486

0

1

EU member

0.708

0

1

Shared EU membership

0.310

0

1

0.281

4.5 Analyses and Results
Descriptive results: the popularity of domestic films
First, we give the popularity differences of domestic films between the countries under study.
Figure 4.1 presents the percentage of points for domestic films, averaged over the years of available
charts. In the US (and Canada) almost without exception, only domestic films reach the top-100 of
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most popular films in a year. The gap with other countries is enormous. France comes second, with
almost a third of all films originating domestically. In Australia, Bulgaria, and New Zealand the
share of domestic films is negligible, around one percent.

figure

4.1 m ean popularity of domestic films per country, expressed as the percentage
of possible points
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Three-level regression analysis: testing hypotheses
To test our hypotheses, we constructed a three-level model with repeated measures of the relative
number of points that films from the 42 producing countries have in a given country. At level 1 is
the year, the second level is the producing country and the third level is the consuming country, the
country with box office chart figures. For example, the popularity in 2005 (level 1) of French films
(level 2) in the box office chart of Germany (level 3). The equation for the basic three-level model
reads as follows:
			

yijk = β0ijk + β1xijk + εijk

This is a linear regression model, in which the intercepts β0ijk depend on year (i) the originating
country of the film (j) and consuming country (k) and therefore are indicated with the subscript ijk.
In our analyses, level 3 is included to provide the hierarchical structure. The variance at the third
level is negligible because for each of the 20 countries, the sum of film popularity over all producing
countries, including the consuming country is equal. Consequently, indicators of the consuming
country are only relevant when interacted with the domestic versus foreign variable. The method
applied allows for interrupted time series.5
To test the robustness of our models, the analyses were performed once without the US (and
Canada), because of popularity of domestic films in the US (and Canada). The findings indicate that
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with or without the US (and Canada) the results are comparable. Therefore only the analyses
including the U.S. (and Canada) are discussed.6
Table 4.2 gives the results of our analyses. We expected that films produced in more populated
countries would be more popular than those produced in less populated countries (hypothesis 1a).
Model 1 shows a significant positive effect (b = 0.241) indicating that film popularity is greater when
the producing country population size increases, which is in line with our producing population size
hypothesis. However, the parameter is significant only at the p < .10 level.
To test the role of population size for the popularity of domestic films (hypothesis 1b) we
added the interaction between population size and domestic films in Model 2. We expected
domestic films to be more popular in the higher populated countries. The interaction term is
positive and significant, and in accordance with the expectation as put forward in hypothesis 1b.
Concerning domestic films, the effect of population size is 0.225 + 29.849 = 30.074. Note that
among the consuming countries, the US is the most populated country with 309 million inhabitants
and a score of 2.12 on the centered variable.
In the cultural similarity hypothesis (H2), we supposed that a larger cultural distance between
the producing and consuming country results in a smaller share of films from the producing country
in the consuming country’s box office chart. The effect of cultural distance is negative (Model 2; b =
-0.612) and significant, which means that the popularity of films decreases when the cultural
distance increases. This supports the cultural similarity hypothesis.
In addition, we expected that films in the official language(s) of the consuming country would
be more popular than films in other languages (H3). It appears that films produced in countries
sharing the same language as the consuming country are significantly more popular (Model 2; b =
9.652), which is in line with our linguistic similarity hypothesis.
In Model 3 we included the interaction term between the level of globalization of the
consuming country and whether the popularity of films concerns foreign or domestic films.
Although the main effect of globalization is insignificant, the interaction term is positive and
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significant (b = 0.539). The more globalized a country is, the more popular domestic films are in that
country. This finding is in conflict with the globalization as increased alternatives hypothesis (H4), but
is in accordance with the globalization threat hypothesis (H5) in which we expected that domestic
films are more popular in more globalized countries.
From the control variables, it appears that dubbing and EU membership affect the popularity
of domestic films, though their effects are unstable between the models. Protectionism was
removed from the analyses, since it did not affect the popularity of (domestic) films in any of the
models.
Two-level regression analysis: testing the nationalist public opinion hypothesis
To test the nationalist public opinion hypothesis (H6) we included a country’s nationalist public
opinion measures in Models of Table 4.3. Since we only have information about countries’
nationalist public opinion for 2003, our data are now characterized by a two-level structure. We
have measures of the relative number of points that films from the producing countries scored in
2003 (level 1) in the box office charts of the consuming country (level 2).7
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are based on the popularity of films in only twelve countries in 2003, the results are comparable

with the results of Model 1 in Table 4.2, which are based on the popularity of films in twenty

countries spread over several years.

In Model 2a, we included country’s chauvinistic public opinion and the interaction term

between a country’s chauvinistic public opinion and whether it concerns domestic versus foreign

films in order to test our expectation that domestic film popularity is higher in countries with a

stronger chauvinistic public opinion. The main effect of chauvinism is negative (b = -1.943) and

insignificant. However, the interaction term is positive (b = 25.932) and significant. The effect of

country’s chauvinistic public opinion on the popularity of domestic films is -1.934 + 25.932 = 23.932,
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840
20

N level 3
p < .1; * p < .05; ** p < .01; *** p < .001

4032

Variance level 3
N level 1

3.83E-05

Variance level 2

0.004

4.065

0.026

0.105

0.580

0.125

1.551

0.780

1.334

0.007

0.940

~

20

840

4032

2.26E-04

109.287 ***

1.057 ***

29.849 ***

-0.036

2.806 ***

-0.050

-5.854

-0.772

22.537 ***

1.58E-04

9.652 ***

-0.612 *

~

0.225

0.253

0.136

model 2
2.239 ***

b

0.500

s.e.
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Model 1 in Table 4.3 is comparable to Model 1 in Table 4.2.8 Although the analyses in Table 4.3
popularity in twenty countries

N level 2

1.049 ***
115.460 ***

Variance level 1

Variance components

Globalization * domestic films

Population size * domestic films

Interaction

2.738 ***

-0.048

EU member
-0.035

19.057 ***

Dubbing * domestic films

Shared EU membership

-0.779

EU membership * domestic films

-0.724

Domestic films

-1.01E-04

Dubbing

Controls

Globalization "consuming" country

9.935 ***

Same language

~

0.241
-0.612 *

Population size "producing" country
Cultural distance

2.233 ***

model 1
Intercept

b

0.001

5.340
0.009

20

840

4032

1.037
116.744

0.026

0.539

0.701

0.317
-0.032

0.613
0.106

0.366

0.124

0.125

***

***

***

***

20.701
-0.006

3.236

1.170

0.002

4.490

0.026

0.092

0.104

1.371

0.741

1.933
-0.851

~

0.007

0.745

0.245

0.099

0.761

-0.005

0.007

***

s.e.
0.502

3.582

8.263

2.035

*

*

0.238
-0.617

0.133
0.248

***

2.250

0.487

model 3
b

s.e.

table

4.2 multi level regression analysis on the popularity of movies

4

indicating that domestic films are indeed more popular in more chauvinistic countries, which
corroborates our nationalist public opinion hypothesis.
The influence of a country’s cultural and societal patriotic public opinion on the popularity of
domestic films is tested in Model 2b and Model 2c respectively. These models on patriotism
replicate the findings on chauvinism. Both models show that the main effects are negative and
insignificant (cultural patriotism, b = -3.071; societal patriotism, b = -1.064). However, the interaction
terms between both nationalism measurements and domestic films are positive and significant
(cultural patriotism * popularity of domestic films, b = 30.592; societal patriotism * popularity of
domestic films, b = 20.665). Therefore, both country’s cultural and patriotic public opinion have a
positive effect on the popularity of domestic films (cultural patriotism, -3.071 + 30.592 = 27.521;
societal patriotism -1.064 + 20.665 = 19.601), and we consequently cannot refute the nationalist
public opinion hypothesis.

4.6 Conclusion and Discussion
We coded 13,447 entries in the year-end box office charts of twenty foremost Western countries to
answer the question to what extent the origin of film popularity differs between countries, and
how these differences could be explained by economic, cultural similarity and nationalist factors.
Not only did we add this latter explanation to existing research on film popularity, we also
differentiated between the popularity of foreign films and domestic films. We verified that there
are large differences between the popularity of domestic films in Western countries.
Most of our findings are in line with the established literature on film popularity. We
corroborate that films from countries with a larger population size are more popular, suggesting
that media flows between countries behave according to profit maximizing conditions (e.g., Fu,
2006; Fu & Sim, 2010; Hoskins et al., 1997). We found a particularly strong effect of population size

globalization, eu integration and nationalist public opinion

the popularity of cultural products and its relation with

on the popularity of domestic films.
Film popularity is, however, not only affected by expected profits. In line with previous
research (Fu & Lee, 2008; Fu & Sim, 2010), we found that cultural similarity between the producing
and consuming country contributes to the popularity of films. Moreover, also linguistic similarity
contributes to film popularity. The extent to which a film reflects the culture and language of its
audience determines, partly, its success.
We added the role of nationalism, derived from the literature on cultural globalization.
However, this literature suggests opposing consequences from globalization. From the view that
globalization results in countries opening up to other countries, we expected that globalization has
a negative effect on the popularity of domestic films. However, from the contrasting view that
globalization poses a threat to the national identity, leading to a stronger orientation toward the
domestic culture and a more nationalist public opinion, we expected domestic films to be more
popular in more globalized countries and in countries with a more nationalist public opinion. We
found support for the latter expectations on the globalization-as-threat view. In addition, we also
found that domestic films are more popular in EU member states than in non-EU member states,
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0.013

Globalization "consuming" country

-1.739

18.110
1.622
2.399

-2.331

Dubbing

Dubbing * domestic films
EU member
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Shared EU membership
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*
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N level 2

Variance level 2

N level 1

121.965 ***

6.91E-15

Variance level 1
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Soc. patriotism * domestic films

Cult. patriotism * domestic films

Chauvinism * domestic films

Interaction

-3.847

Domestic films

Controls

Societal patriotism

Cultural patriotism

~

12.155 ***

Same language

Chauvinism

0.415 *

-0.918 *

Cultural distance

~

Population size "producing" country

1.709

Intercept

7.683
9.00E-08

~

12

504

2.30E-14

120.388 ***

25.932 *

-2.141

16.637
1.333
6.449

9.160
1.719
9.419
1.386

-1.722

-6.305

-1.934

0.005

12.930 ***

-0.883 *

1.677

5.417

0.068

2.576

0.377

0.400 *

1.808 *

0.786
0.204

b

Model 2a
s.e.

1.59E-07

7.583

10.572

1.379

9.123
1.718
9.508

1.666

5.466

1.673

0.068

2.612

0.376

0.202

0.786

s.e.

~

12

504

4.15E-14

120.967 ***

30.592

-2.219

11.301
0.835
9.165

-1.092

-5.833

-3.071

0.019

12.689 ***

-0.920 *

0.408 *

1.853 *

b

Model 2b

2.13E-07

7.620

16.491

1.381

9.862
1.852
10.080

1.781

5.483

2.701

0.069

2.596

0.376

0.203

0.795

s.e.

~

~

121.300 ***

20.665

-2.251

17.131
1.804
-2.384

-1.648

-1.052

-1.064

0.014

12.628 ***

-0.871 *

0.406 *

1.533
~

Model 2c
b

12

504

1.90E-14
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Model 1
s.e.

1.49E-07

7.641

12.575

1.383

9.154
1.742
9.832

1.694

5.674

2.043

0.069

2.614

0.385

0.203

0.843

table
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and that EU productions are not more popular in other EU countries than in non-EU countries.

Since EU integration is seen as an extreme form of globalization (Norris & Inglehart, 2009), it is

plausible that identity concerns, particularly among EU nations, relate to the protection of the

national culture.

4.3 m ulti level regression analysis on the popularity of movies with country’s
nationalistic climate

4

Although globalization and EU integration may increase the awareness and supply of foreign films
and other (cultural) products, we found more evidence that these internationalization processes
(re)direct the focus toward the nation. We interpreted this to be in line with the theorizing on the
posed threats from globalization to the national identity and national culture. We expected that the
macro level circumstances affected individual, micro level nationalist attitudes influencing people’s
preferences and consumption of domestic cultural goods, which would result in the macro level
outcome of greater popularity of domestic films. We did not test this macro-micro link, because we
relied on country level data. However, we did explore the influence of countries’ nationalist public
opinion, by aggregating individuals’ nationalist attitudes. According to our expectations, it appears
that countries’ both cultural and societal patriotic public opinion, as well as countries’ chauvinistic
public opinion, affect the popularity of domestic films positively. Further research should test this
relationship in more countries and more thoroughly by using individual level (longitudinal) data.
A limitation of this study is its focus on consumer audiences, whereas the influence of the
supply side, among which production companies, distributors, film theaters, and governments, are
less taken into account. Although we included the population size of the producing country, as well
as governments’ cultural protectionism measures, and even though a country’s population size and
the size of its film industry are closely related, future studies should elaborate on the role of supply
side factors and the role of distributors and film theater selections in particular (Waterman, 2005).
Nevertheless, it remains a trade-off between more specific information and the number of
countries in the analyses. We have limited our analyses to the countries for which we could obtain
relevant information. A promising path for research is to extend the number of consuming countries
to more non-western countries, including box-office charts from Asian, African and Latin-American
countries.
This contribution provides evidence that the origin of film popularity is affected by economic,
cultural, and nationalist explanations. We confirm that profit maximizing and cultural and linguistic
similarity affect the popularity of films. In addition, a country’s globalization level and EU
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membership also influence domestic film popularity. The influence of these country characteristics
are interpreted by the mechanism of perceived threat to the national identity and culture. This
results in a greater popularity of domestic films in more globalized countries and in EU member
countries. Our study suggests that nationalism relates to an inward cultural orientation, by which
it not only affects explicit negative reactions to perceived others, but also shapes cultural everyday
life expressions, such as film appreciation.

4.7 Notes
1

	Mojo Box Office combines the box office figures of the Unites States and Canada and the figures of the UK and
Ireland.

2

The producing countries are: Argentina, Austria, Australia, Belgium, Bulgaria, Brazil, Canada, China, Czech
Republic, Denmark, Estonia, Finland, France, Germany, Greece, Hungary, India, Ireland, Israel, Italy, Japan,
Kazakhstan, Luxembourg, Mexico, Netherlands, New Zealand, Norway, Poland, Romania, Russia, Serbia and
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Montenegro, Slovakia, Slovenia, South Africa, South-Korea, Spain, Sweden, Switzerland, Thailand, Turkey, UK
and U.S.
3

	We are aware that the measurement of cultural distance with Hofstede’s cultural index is contested. However,
we did not find a better measure that includes all countries. Moreover, our approach is in line with Fu & Sim
(2010).

4

	We are aware that the accuracy of this measurement is questionable. However, the English sources we used
do not provided detailed information for every country. In addition, we tested the robustness of our
measurement by including protectionism with only the criterion is there a legally mandatory minimum
percentage of broadcasted domestic culture and are their governmental funds for domestic artists, as well as with
the constructed measurement but without the minimum percentage of broadcasted domestic culture. These

4

different measurements did not result in other conclusions.
5

	Furthermore, the most important statistical assumptions behind multi level regression analysis were tested.

var(ei|Xi) = σ2 were all met. In addition, we tested for collinearity. Although country characteristics have, in
general, a relative high correlation, there appeared to be no collinearity.
6

These analyses are shown in Appendix 4.

7

	Because we only use the film box office charts of 2003, not all producing countries from the complete database
(42) are present in the 2003 sub-sample.

8

	We performed the analyses also without the U.S. & Canada, which drew almost the same conclusions. See
Appendix 4.
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are uncorrelated, E(ei ei) = 0; and the requirement that errors have the same variance for every X value,
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The requirement that the mean of the errors for every value of X equals 0, E(ei|Xi) = 0; the constraint that errors
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chapter 5
A Macro-Sociological Study into the Origin
of Popular Fiction Authors in Western
Countries*

5

in Utrecht, the Netherlands (May 2012).
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popular fiction authors in western countries

The study on which this chapter is based has been presented at “De dag van de Sociologie” [Day of Sociology]

* 

5.1 Background and research question
American and English authors are over-represented in worldwide online best-selling lists of fiction
books (“List of best-selling books”, 2012). Moreover, Norris and Inglehart (2009) show that the U.S.
and the UK are the two largest exporters of fiction books. However, the popularity of American
and English fiction authors differs strongly between countries and years. For example, in the 2010
Australian book sales top 10, no American or English author is listed, whereas in the same year six
American or English authors are listed in New Zealand’s book sales top 10. Until now, this crossnational variance in the popularity of authors from different origins has been hardly addressed
empirically. There exists a large body of literature explaining why some books have a higher chance
to become successful than others. They focus on the role of the selling price (Chevalier & Golsbee,
2003), book reviews and bestseller lists (e.g., Chevalier & Mayzlin, 2003; Clement, Proppe, & Roth,
2007; Sorensen, 2007) and the success opportunities of book translations into other languages
(e.g., Benhamou, Flores, & Peltier, 2009; Heilbron, 2008; Ginsburgh, Weber, & Weyers, 2011). But
the extent to which the origin of the author affects the popularity of books remains an unaddressed
issue, possibly because of the dominance of American and English authors in the Western world. In
this contribution we focus on the popularity of fiction books, and consider cross-national
differences in the popularity of foreign and domestic authors in 10 Western countries.
Studies on the difference in popularity of books and cultural products in general on foreign
markets often stem from two approaches: the relevance of trade approach (e.g., Canoy, Van Ours,
and van der Ploeg, 2007) and the approach focusing on cultural (dis)similarity between the
producing and consuming country (e.g., Benhamou, Florês & Peltier, 2009). The first approach
stems from the economic idea of profit maximization (Canoy, et al., 2007). The greater the expected
profit rate from a book based on market size, the more investments are permitted (e.g., in foreign
advertising), contributing to larger sales, and therefore more profit. The second arises from the
suggestion that cultural products, including books, function as the symbolic expression of a
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nation’s values (Anderson, 1991). Books that are expected to be more closely related to the domestic
culture are more easily understood and potentially more attractive to readers than others books
(Benhamou, Florês & Peltier, 2009; Craig, Greene & Douglas, 2003).
A third alternative approach to understand flows of cultural products derives from the
literature on cultural globalization (Edensor, 2002; Norris, 2005; Robertson, 1995). Two views are
advanced to understand the role of globalization. One is that openness, brought about by
globalization, stimulates non-domestic product consumption. The other is that globalization is
regarded as a key force in triggering nationalistic sentiments, and stimulating a cultural orientation
towards the nation (Bauman, 1998; Beck et al., 2003; UNESCO, 2009). Norris and Inglehart (2009)
take this latter position to extremes when they refer to the Taliban effect, where a regime boycotts
all foreign cultural influences. For the Western countries in our study, one does not need to pass
borders to find examples of cultural protectionism fuelled by nationalist attitudes. Most radical
right-wing political programs propose measures to protect and favour national culture. In the mid1990s, the Front National imposed its ‘national preference’ policy in the three cities where it took
the absolute majority, affecting the library holdings in these towns (Shields, 2007).
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In this contribution we test empirically the variance in the popularity of foreign and domestic
books between Western nations, and the extent to which explanations derived from the approaches
on the relevance of trade mechanisms and cultural similarity are supported. According to studies
on the relevance of globalization in flows of cultural products, we additionally focus on the
significance of globalization levels and nationalist public opinion in countries. Summarizing, we
formulate the following research questions: 1) To what extent does the popularity of domestic and
foreign fiction authors vary between Western countries? 2) To what extent are differences between
countries in authors’ popularity by origin explained by economic factors, cultural similarity between
producing and consuming countries and globalization?

5.2 Theory and Hypotheses

5

We take three theoretical approaches to explain the origin of authors’ popularity in countries. First
we look at the economic approach of book trade markets regarding profit maximizing. Second, we

globalization providing alternatives to domestic authors and globalization as threat to the national
identity and culture.
Economic approach
Population size
Economists explain media flows between countries by factors of content production and
consumption (e.g., Eichengreen, 1998; Hoskins, McFadyen, & Finn, 1997). The focus is therefore
often on book publishers, because they make select books for publication based on profit
maximizing (Cole, 2004; Suzanne, 2004). According to Caves (2000), cultural products share some
properties, such as nobody knows (uncertain demand), time flies (short period of profitability),
infinite variety and vertical product differentiation (based on one aspect, consumers deciding which
product is better). These characteristics create uncertainty in cultural markets. What readers want
is difficult to predict; popular book genres differ through time and across countries. There is no
manual on how to write a bestseller, and a bestseller author who is published is no guarantee for
success (Canoy, et al., 2007). To attain long-term success in the book market (in order to maximize
profits), publishers must respond quickly to the (changing) demands of the readership (Canoy, et
al., 2007). Therefore, publishers have a large portfolio of (popular) authors who write in different
genres. However, to acquire a portfolio of popular authors, a publisher must be able to invest
significantly, which depends on prior success and also on the size of the publisher’s market share.
The influence of market size on the success of a publisher is a self-reinforcing process. Books
written for a broader readership potentially deliver larger revenues, warranting larger investments
(Canoy, et al., 2007). These bigger investments increase the probability of long-term success for
publishers since they allow for the possibility of a larger and more diverse pool of authors. A
country’s population size is one of the main determinants of a country’s book market. Publishers
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consuming countries. Finally, we look at two contrasting views in the globalization approach;

popular fiction authors in western countries

focus on the cultural discount approach, focusing on cultural similarities between producing and

from higher populated countries operate in a larger market and are therefore able to invest more.
As a result, they also can invest more in foreign marketing, and the expected foreign revenues are
higher, allowing publishers to make further investments. Consequently, the population size
hypothesis reads as:
H1	The larger the population of a country, (H1a) the greater the popularity of authors from
that country in other countries, and (H1b) the larger the popularity of domestic authors
within that country.
Number of people who speak a given language
The number of people who speak a given language in the world (language size) is another crucial
determinant of book market size (Canoy, et al, 2007; Ginsburg, Weber, Weyers, 2011). To understand
foreign literature, translation is for a large portion of the readership necessary.1 The costs of book
translations come at the expense of publishers’ promotion budget and (expected) profits. Books
that do not require a translation to be understood in foreign countries represent a net financial
advantage to publishers. Consequently, the same self-reinforcing process behind the influence of a
country’s population size on the popularity of domestic authors can be used to formulate a
hypothesis concerning the worldwide number of native speakers of a given language. After all,
publishers that are active in lager markets have lower costs and are able to invest more. The
language size hypothesis reads as follows:
H2	The larger the number of people in the world who speak a country’s official language,
(H2a) the greater the popularity of authors who originate from that country in all other
countries, regardless of the country’s official language, and (H2b) the greater the
popularity of domestic authors in that country.
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Book genres
In the book publishing market, comparable to the film industry market (Wang, 2009), there seems
to be a cross-national pattern of genre specialization, with some countries renowned for authors in
a specific genre. For example, Sweden is often acclaimed for its crime and thrillers literature. Genre
specialization can allow publishers to better predict the needs and tastes of their readership,
guiding them in selecting books that yield higher returns specialization. We expect that with genre
specialization, publishers as well as audiences abroad will positively associate authors from specific
countries with a genre. The genre specialization hypothesis reads as follows:
H3	The greater the popularity of a book genre in a country, the greater the popularity of
authors in that genre from that country in other countries.
Cultural similarity
In the literature on cross-national flows of cultural goods, cultural (dis)similarity is commonly
indicated to be relevant for the success of audiovisual media in other countries (Benhamou, Florês
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& Peltier, 2009; Craig, Greene & Douglas, 2003), since media carry societal values, beliefs and
styles of the producing country (Edensor, 2002). Cultural products transmitting similar values,
beliefs and styles to those of the audience are more easily received and understood than products
with more cultural distant values, beliefs or styles (Straubhaar, 1991). The underlying idea is that as
audiences recognize their own culture in foreign cultural products, they more easily absorb these
products (Cantor & Cantor, 1986; Fu & Sim, 2010). The cultural similarity hypothesis reads as follows:
H4	The smaller the cultural distance between the producing and consuming country, the
greater the popularity of authors from the producing country in the consuming country.
Globalization
Globalization is often used to explain diversity in the consumption of cultural products (e.g.,
Edensor, 2002). We take two contrasting views on globalization to understand cross-national

5

differences in the popularity of domestic authors. On the one hand, we focus on trade openness
and the increased product supply by alternatives to domestic cultural goods (Bauman, 1998; Beck

examine globalization from the nationalization view, by which globalization is understood to foster
nationalist attitudes and consequently, increase the popularity of domestic cultural goods.
Globalization and increased alternatives to domestic authors
In the expectation that globalization fosters the consumption of foreign cultural products, the
general assumption is that people increasingly can choose alternative non-domestic (cultural)
products. The positive returns of increased choice, among which new cultural experiences, are
expected to affect people’s evaluation of foreign goods positively that will in turn stir up more
interest in foreign cultural products. Moreover, this approach view that increasing interdependencies
between countries stimulates openness to cultural products from abroad. Although this view on
globalization is expected to have quite different consequences for the cultural market, such as
cross-national cultural homogenization (Achterberg, Heilbron, Houtman and Aupers, 2011; Norris
& Inglehart, 2009) or the Americanization of culture, particularly in Western nations (Nederveen
Pieterse, 1995), it does predict that domestic authors face an increasingly international competitive
market, expanding readers’ choices from domestic authors to authors from abroad. Because of this
increased international competition, the share of domestic book sales is expected to drop. Our
globalization as increased alternatives hypothesis reads:
H5	The higher a country’s globalization level, the lower the relative share of domestic
authors in the book charts of this country.
Globalization and nationalization
In contrast to an increased orientation towards foreign culture, we expect that globalization results
in a stronger national orientation (Bauman, 1992; Norris, 2005; Robertson, 1995). Barber (1992)
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et al., 2003; UNESCO, 2009). According to this view, globalization provides welcomed cultural

described this opposed view on globalization as ‘McWorld’ versus ‘Jihad’. Norris and Inglehart
(1992) labeled this the ‘Taliban effect’, where in its most extreme form cultural consumption is
limited to prescribed domestic products, and all foreign influences are banned. This view on
globalization pertains that globalization causes various uncertainties concerning prosperity, politics
and identification (see Ariely (2012) and Evans and Kelly (2002)). People strive to reduce
uncertainties in order to have a clear sense of who they are and to make the social world more
predictable (Hogg, 2007). One of the most effective ways for reducing feelings of uncertainty is
group identification. One’s nationality constitutes a relevant group membership (Mummendey,
Klink, & Brown, 2001). With ongoing globalization, people may perceive the national uniqueness on
which they distinguish themselves from other groups being affected as group boundaries blur.
Reaffirming national positive distinctiveness could be expressed by an increasing support of
nationalist attitudes. National culture consumption can be regarded as a benchmark for national
identity, by which people demarcate in-group boundaries in everyday life situations (Edensor,
2002). Globalization could therefore contribute to a stronger consumer preference for domestic
cultural goods. Consequently, the globalization threat hypothesis reads:
H6	The higher a country’s globalization level, the higher the relative share of domestic
authors in the book charts of that country
In this perspective of nationalization, the implicit proposition is that public opinion becomes more
nationalistic because of the uncertainties globalization causes, as explained above. Prevailing
views in society affect the attitudes and behavior of those who live in that society (Levin, 1961;
Weil, 1985). In countries with a more nationalist public opinion, people orient themselves more
towards the national culture (Meuleman, Bekhuis, Lubbers & Scheepers, 2012). Consequently, the
nationalist public opinion hypothesis reads as follows:
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H7	The more nationalist the public opinion in a country, the higher the popularity of
domestic authors in that country.

5.3 Data
We studied the yearly fiction book sales of Australia, Denmark, France, Germany, Ireland, Italy, the
Netherlands, New Zealand, Spain, the United Kingdom and the United States, between 2001 and
2010. Most figures are collected from the Nielsen Book Scan. Exceptions are the French sales
figures, which were obtained from the magazine Livres Hebdo, and the Dutch data, which were
derived from the Collective Promotion of the Dutch Book website (http://web.cpnb.nl). The
selection of countries is based on the availability of book sales data. The yearly book sales figures
are an overview of the 100 most sold fiction books in one calendar year.2 The years covered by the
book charts vary, with figures for most countries available from 2001. Table 5.1 provides an overview
of the countries and years included in the analyses.
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table

5.1 o verview of countries and years in the data
2001

Australia

2002

2003

2004

2005

2006

2007

2008

2009

2010

x

x

x

x

x

x

x

x

x

x

x

x

x

Denmark
France
Germany

x
x

x

x

x

x

x

x

x

x

x

x

x

x

x

x

x

x

x

x

x

x

x

x

x

x

x

x

New Zealand

x

x

x

x

Spain

x

x

x

Ireland
Italy
Netherlands

UK

x

x

x

x

x

x

x

x

x

x

x

x

x

x

x

x

x

x

x

x

x

5.4 Measurements
Dependent variable: popularity of books by origin of the author
For the 100 most successful books in the yearly sales charts, we collected and coded information
about the country of residence of the author(s) at the time of the book’s appearance in the sales
charts, using authors’ personal websites and websites of publishers. We coded 6,668 books, from
42 different “producing” countries.3 We recoded a book’s position in sales charts according to
popularity. The most popular book scored 100 points and the number 100 most popular book
scored 1 point. We aggregated the number of points a “producing” country scored in a “consuming”
country in a given year. We then calculated the share of the producing country in the total of
obtainable points in the consuming country in that given year. Consequently, the relative number of
points that a book producing country scores in a country in a given year is our dependent variable.
One example is the share of points of Swedish books in the U.S. in 2005. In total, there are 190 of
such combinations. Since we formulated expectations about the popularity of domestic and foreign
authors, we included a dummy variable indicating whether the relative number of points referred
to the popularity of domestic authors or not. The popularity of domestic fiction books in a given year
ranges between 5.64 percent (almost no domestic authors among the 100 most best sold books in
a year) and 79.56 percent (most of all sold books are from domestic authors in a given year) and the
mean is 38.35 percent.
Dependent variable: popularity of books by origin and genre
To test the genre specification hypothesis, another dependent variable had to be constructed. We
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therefore collected and coded book genres. Adding to the Nielsen Book Scan’s already supplied
data, we used publishers’ websites and several online bookstores to code missing genre data.
Although the Nielsen Book Scan makes distinguishes dozens of genres, we only make a distinction
between general fiction, crime & thriller, and other, due to the low popularity of other genres, such
as fantasy and war stories.
Again, we recoded the position in the sales chart so that the most popular book scored 100
points and the number 100 most popular book scored 1 point. We aggregated the number of points
a genre scored in a consuming country in a given year. We then calculated the share of both the
general fiction and the crime & thriller books in the total of obtainable points in the consuming
country in that given year. Consequently, the relative number of points that general fiction books
score in a country in a given year, as well as the relative number that crime & thrillers serve as
dependent variables regarding genre.
Independent variables
The figures on the population size of the producing country were derived from the World Bank
database. Saint Lucia is the smallest producing country with 104,000 inhabitants, and India the
largest, with more than 1.16 billion inhabitants. We divided the actual population size by 100 million.
Information about the number of native people speaking a language worldwide (language size)
was derived from the Ethnologue website (http://www.ethnologue.org). We use the number of
native speakers instead of the number of people who understand a language, because most people
prefer to read books in their native language. Spanish is the biggest language in our data with 339.5
million native speakers, closely followed by English, with 339 million native speakers, and Danish is
the smallest with 5.4 million native speakers. We divided the actual population size by 100 million.
To test the genre specialization hypothesis, we constructed the variables popularity of general
fiction in producing country and popularity of crime & thriller in producing country based on the
measurement of the dependent variables of genre popularity. This variable differs from the
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dependent variable that measures the popularity of a genre in a consuming country in a certain year
because here, the popularity of a genre in a producing country is measured. Because we rely on the
popularity of the measures in the charts, we only have information for 11 of the producing countries.
To measure countries’ cultural distance we used Hofstede’s updated cultural index (Hofstede &
Hofstede, 2004). The Hofstede project indexes cultures from 65 countries in terms of power
distance, individualism, masculinity, and uncertainty avoidance. Although this measurement is not
uncontested, we did not find a better measure that includes all the countries, and it is commonly
used in comparable research towards the popularity of cultural products (e.g., Fu & Sim, 2010; Lee,
2006).
The economic dimension of the KOF index of globalization (Dreher, 2006) was used to
measure countries’ globalization level. This index expresses the economic level of globalization in
countries, between 0 (no globalization) and 100 (maximal globalization).
We used the ISSP 2003 data set to measure country’s nationalist public opinion in 2004. The
ISSP 2003 is a written questionnaire in 35 countries with a focus on respondents’ national
identification, aspects of national pride, attitudes toward national and international issues. To
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measure a country’s nationalist public opinion, we aggregated respondents’ nationalist attitudes to
the country level. Unfortunately, the ISSP does not provide information about years other than
2003, nor do we have the book sales charts for 2003 for all the countries included in the ISSP.
Because we have more book sales charts of 2004 than of 2003 we use countries’ nationalistic
climate of 2003 as proxy for 2004. Consequently, we only use Australia, Germany, Ireland, the
Netherlands, the UK and the US to test the nationalist public opinion hypothesis.
We distinguish nationalistic attitudes into chauvinism and patriotism. We measured chauvinism
with two items referring to feelings of national superiority (see Table 5.2). Eight items referring to
feelings of national pride were used to measure respondents’ patriotic feelings – dividing between
cultural and societal patriotism. Factor analysis on a larger set of items showed a distinction
between chauvinism and cultural patriotism and societal patriotism.4
Controls

5

We included a dummy variable whether or not languages of the producing and consuming country
are the same. Same language could have an effect because there is no need for translation.

The National Performance Network (Bedoya, 2004). Based on historical legislation descriptions
and the ratification of international treaties, we formulate four criteria to rank countries’ cultural
protectionism. These criteria are: 1) is there a legally mandatory minimum percentage of broadcasted
domestic culture, 2) are their governmental funds for domestic artists on top of the state’s cultural
budget, 3) are their social security laws for self-employed artists and 4) is the European Convention for
the Protection of the Audiovisual Heritage signed (the aim of this convention is to ensure the
protection and appreciation of a country’s audiovisual heritage by means of collection, preservation
and exhibition). A country gets one point for protectionism if it is characterized by one of these
four criteria. However, non-EU countries may not sign this convention. In order to have comparable
scores, we divided the sum of the protectionism points by the possibilities to protect the national
culture. The score of countries’ cultural protectionism ranges from 0, no protectionism, to 1,
maximum protectionism.5
Using information from the websites of the Frankfurt Book Fair (http://www.buchmesse.de)
and UNESCO (http://www.unensco.org), we control for the extent to which countries promote their
authors abroad. We indicated if a country has an award for the promotion of country’s literature
abroad, and we looked if there is a governmental fund for the promotion of literature in other countries.
For each of these criteria a country can get one point for promotion. Consequently, the promotion
scale ranges from 0, no promotion by the government, to 2, maximum promotion by the government.
Finally, we control for whether countries belong to the EU. And we indicated whether the
consuming country and the producing country share EU membership in a given year, since the EU
financially supports cultural exchange between its member states.
Table 5.2 shows the mean, standard deviation and the minimum and maximum of the previously
defined variables before mean centering.
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We control for the extent to which countries protect their national culture using information from

table

5.2 d escription of variables before centering

Variable

Mean

St. Dev.

Min.

Max.

Popularity of authors

50.522

28.868

1

100

Popularity general fication "consuming" country

29.033

5.28

17.99

40.82

Popularity crime & thriller "consuming" country

17.161

5.27

6.84

27.69

Polulation size "producing" country

1.489

1.378

0.001

11.553

Language size "producing" country

2.292

1.4

0.054

3.395

Cultural distance

0.387

0.667

0

6.976

Popularity general fication "producing" country

28.912

32.983

0

100

Popularity crime & thriller "producing" country

17.269

29.619

0

100

80.934

5.587

69.27

94.04

3.288

0.328

2.817

3.737

Societal patriotism

2.71

0.149

2.462

2.976

Cultural patriotism

3.118

0.264

2.68

3.498

Domestic authors

0.387

0

1

Same language

0.718

0

1

Shared EU membership

0.439

0

1

Protectionism

0.335

0.163

0

1

Promotion

1.453

0.531

0

2

Globalization "consuming" country
Chauvinism
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5.5 Analyses and Results
Descriptive results: popularity of domestic authors
Figure 5.1 presents cross-national differences in the popularity of domestic authors. It presents the
percentage of points for domestic authors split by genre, averaged over the years of available
charts. There is no other country where domestic authors are as popular as in the U.S., where
American authors obtained more than 80 percent of possible points. The UK comes second, with
just more than 50 percent, closely followed by Italy and France. In Australia and New Zealand, the
share of domestic authors is the lowest with 17 and 7 percent, respectively.
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figure

5.1 p ercentage of points for domestic authors, split by genre, averaged
over the years of available sale charts
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with repeated measures of the relative number of points that authors from the 42 producing
countries have in a given country. Level 1 is the year of the charts, the second level is the producing
country and the third level is the consuming country, the country of book sales charts. For example,
the popularity in 2005 (level 1) of French authors (level 2) in the book sales chart of Germany (level
3). The equation for the basic three-level model reads as follows:
			

yijk = α0jk + βxijk + εijk

This is a linear regression model, in which the intercepts β0jk depend on year (i), the originating
country of the author (j), and consuming country (k) and therefore are indicated with the subscript
ijk. In our analyses, level 3 is included to provide the hierarchical structure. The variance at the third
level is negligible because for each of the 11 countries, the sum of authors’ popularity over all
producing countries, including the consuming country is equal. Consequently, indicators of the
consuming country are only relevant when interacted with the domestic versus foreign variable.
The method allows for interrupted time series.
Table 5.3 gives the results of the analyses.6 We expected that authors from larger populated
countries would be more popular in less populated countries (hypothesis 1a). Model 1 shows an
insignificant and unexpected negative effect. Hypothesis 1a is thus rejected. To test the role of
population size for the popularity of domestic authors (hypothesis 1b) we added the interaction
between population size and domestic authors. Neither the interaction effect nor the main effect
is significant, and therefore not shown in Table 5.3. Consequently, both population size hypotheses
are rejected.
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Three-level regression analysis: testing hypotheses

In the language size hypotheses, we expected that the larger the number of people who speak
a country’s official language worldwide, the greater the popularity of authors who originate from
that country in other countries (hypothesis 2a) and the greater the popularity of domestic authors
in that country (hypothesis 2b). The effect of language size is positive (b = 2.710) and significant,
which is in accordance with hypothesis 2a. To test the influence of language size on the popularity
of domestic authors we added the interaction between language size and domestic authors in
Model 2. The interaction term is negative (b = -3.597) and significant. Consequently, the effect of
language size concerning domestic authors is 3.611 + -3.597 = 0.014. This indicates that authors from
countries with an official language that is more spoken in the world are more popular in their own
country. However, the effect of language size does not significantly differ from 0 for domestic
authors, which refutes hypothesis 2b. The language size hypothesis is thus only partly confirmed.
We expected that authors from countries with a smaller cultural distance to the consuming country
are more popular (hypothesis 4). However, the effect of cultural distance is insignificant.
Consequently, there is no evidence for the cultural similarity hypothesis.
The effect of country’s globalization level is negative (b = -0.060) but also insignificant. Also
the interaction term between a country’s globalization level and domestic authors is insignificant,
and therefore not shown in Table 3. We expected that a country’s globalization level could either
decrease the popularity of domestic authors, formulated in the globalization as increased alternatives
hypothesis (hypothesis 5), or could increase the popularity of domestic authors, formulated in the
globalization as threat hypothesis (hypothesis 6). Since both the main effect and the interaction
term of a country’s globalization are insignificant, we have to refute both hypotheses.
The genre specialization hypothesis
In the next step, we test to what extent genre specialization in a country affects its popularity
abroad. Figure 5.2 presents the percentage of points of the different genres, averaged over the
years of available charts. The relatively low popularity of crime and thriller books in France, Ireland,
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Italy and Spain is striking. In southern European countries and Ireland, the general fiction genre is
more popular than in the other countries in this study.
To test the genre specialization hypothesis (hypothesis 3) in which we expected that the greater
the popularity of a genre in a country, the greater the popularity of authors from that country in
that genre in other countries, we used other dependent variables. The number of producing
countries was reduced from 42 to 11, because we can only rely on the producing countries from
which we have book sales information. The data are still characterized by a three-level structure.
Table 5.4 shows the results of the analyses.
The dependent variable in the general fiction Model is the popularity of general fiction in the
consuming countries. It appears that the popularity of general fiction in producing countries has a
significant effect on the popularity of general fiction in the consuming countries.7 The effect is
positive (b = 0.958), indicating that the higher the popularity of general fiction in a producing
country, the larger the popularity of authors from that country in that genre in other countries. This
finding is in accordance with the genre specialization hypothesis.
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table

5.3 multi level regression analysis on the popularity of domestic authors
model 1
b

model 2
s.e.

b

s.e.

Intercept

51.091 ***

1.939

52.626 ***

1.975

Polulation size "producing" country

-0.452

0.566

-0.398

0.533

Language size "producing" country

2.710 ***

0.778

Cultural distance

0.982

1.065

0.760

1.039

-0.060

0.108

-0.066

0.104

1.510

2.948

1.857

2.590

Same language

-3.769

2.851

-6.087

2.943

Shared EU membership

3.447

2.011

2.920

1.902

-3.597 **

1.472

Globalization "consuming" country

3.611 ***

0.854

Controls
Domestic authors

Interactions
Language size * domestic authors

Variance components

~

Variance level 1

812.812

14.274

813.076

14.256

Variance level 2

37.489

13.972

32.782

12.298

Variance level 3

2.14E-07

0.001

0.097

0.534

N level 1

6686

6686

N level 2

190

190

N level 3

11

11

p <.1, * p < .05, ** p < .01, *** p < .001

In the crime & thriller Model, the dependent variable is the popularity of crime & thriller in the
consuming country. The effect of the popularity of crime and thriller in producing countries is also
positive and significant (b = 0.827). Thus, the more popular crime and thriller authors are in their
own country, the more popular they are in that genre in other countries. This finding is again in
accordance with the genre specialization hypothesis.
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figure

5.2 p ercentage of points for the different genres, averaged over the years
of available sale charts
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The Nationalist Public Opinion Hypothesis
To test the nationalist public opinion hypothesis (hypothesis 7) we include a country’s nationalist
public opinion measures in the analysis. Because of the limited number of countries, we first show
the correlations between the number of points that domestic authors have gained in the book
charts of a consuming country, and the nationalist public opinion of that country. The correlation
between domestic authors and societal patriotism is positive and significant by 1-tailed testing (R =
0.646, p < 0.1). The correlations between domestic authors and chauvinism and between domestic
authors and cultural patriotism are both positive but insignificant (R = 0.375, p > 0.1 and R = 0.397, p
> 0.1 respectively). The correlations point towards the expectations as formulated in the nationalist
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climate hypothesis.
We additionally tested the nationalist public opinion hypothesis once in a two-level regression
analysis. Since we only have data for 2004, our data are now characterized by a two-level structure.
We have measures of the relative number of points that authors from the producing countries
scored in 2004 (level 1) in the book sales charts of the consuming country (level 2).
It appears from these analyses that only cultural patriotism affects the popularity of domestic
authors significantly positive. This indicates that domestic authors are more popular in more
cultural patriotic countries, which is in line with our nationalist public opinion hypothesis. However,
we found no evidence for significant relations to chauvinism and societal patriotism. Given the
limited number of countries in the analyses, we do not yet refute the nationalist public opinion
hypothesis.
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table

5.4 multi level regression analysis on the popularity of genres
General fiction
b

Crime & Thriller
s.e.

b

s.e.

Intercept

3.643

5.732

2.326

4.073

Polulation size "producing" country

0.500

0.893

-0.956

0.879

Language size "producing" country

1.810

1.434

Cultural distance

1.576

1.565

0.455

1.642

Globalization "consuming" country

0.018

0.180

0.011

0.178

Popularity of genreal fiction in "producing" country

0.958 ***

0.164
0.827 ***

0.138

Popularity of crime & thriller in "producing" country

3.317 *

1.470

5
Controls
4.769

-10.665 *

5.019

-0.419

3.598

4.150

3.868

Variance components

~

Variance level 1

852.483 ***

19.893

768.533 ***

17.267

Variance level 2

266.492 ***

45.479

335.790 ***

48.686

Variance level 3

3.967

8.326

1.202

N level 1

3818

4102

N level 2

177

181

N level 3

11

11

3.948

p <.1, * p < .05, ** p < .01, *** p < .001

5.6 Conclusion and Discussion
To answer the questions to what extent the popularity of domestic and foreign authors vary
between countries, and how these differences can be explained by economic factors, cultural
similarity between producing and consuming countries and globalization, we coded 6,686 entries
in the yearly book sales charts of 11 Western countries. Be doing so, we tested several explanations
for book popularity simultaneously, and we added the origin of authors as a new dimension to the
research on popular fiction books. We found large differences in the popularity of domestic
authors in the countries under study.
The influence of the characteristics we included in our analyses is limited; nevertheless we
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1.687
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Same language

found evidence for both the economic mechanism and the impact of the globalization process on
nationalization.
The economic mechanisms are based on the idea that book publishers strive for profit
maximization in an unpredictable book market. Books published for larger markets are potentially
more profitable, allowing bigger investments and foreign marketing, which could make these
books more successful abroad. We have used a country’s population size as well as the number of
people in who speak a language worldwide as indicators for book market size. However, only
language size has an effect as expected. That population size did not affect the popularity of books
at all, perhaps due to the importance of language. After all, to be successful in foreign countries,
books in a foreign language need to be translated first. Apparently, translation costs outweigh the
benefit of a large internal market; the language size.
Another anticipated economic mechanism is that of genre specialization. Our analyses
showed that this applies to the general fiction genre, and to the crime & thriller genre. Ideally, we
would have included measures of genre popularity in the producing country that are not based on
sales charts, such as literary awards by genre. However, for the period of our data, we did not find
variance between countries regarding these kinds of measurements. In future research, it would be
interesting to use other measures for genre popularity in a producing country, and to examine
more genres.
We formulated two contrasting hypotheses concerning the effect of globalization on the
popularity of domestic authors. On the one hand, we expected globalization to result in an increase
of alternatives to domestic authors, resulting in a lower popularity of domestic authors. On the
other hand, we expected globalization to cause a threat to the national identity, which would result
in a higher popularity of domestic authors. We did not find a significant effect of a country’s
globalization level at all. Possibly, the book market is targeting the higher educated more than
before, and we have seen that levels of globalization do not affect national pride among the higher
educated (Chapter 2). Another point for discussion is the extent to which readers are aware of the
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origin of the author when a book is translated. This seems quite different from the film market
where movies from foreign markets are dubbed or subtitled. Still, we found some evidence of a
positive effect of a country’s patriotic climate on the popularity of domestic authors. Further
research is needed to conclude this. This research should test the relationship between nationalism
and the popularity of domestic authors in more countries, and add testing on the micro-level.
A limitation of this study is its focus on consumer audiences, whereas the influence of the
supply side, among which publishers, book retailers, and governments, are less taken into account.
Although we included the population size of the producing country, as well as both governments’
cultural protectionism, and promotional measures, future studies should elaborate on the role of
supply side factors and the motivations of publishers to publish foreign literature. Although we
analyzed all possible data that we could find, meaningful progress can be made by using longer time
periods, including the years before and after import EU integration treaties, and non-Western
countries.
This contribution provides evidence for profit maximizing and genre specialization
explanations in the popularity of domestic versus foreign authors. In addition, we found some
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evidence that a country’s cultural patriotic climate positively affect the popularity of domestic
authors. This relation should be further explored in the popularity of other cultural goods, and it
would also be promising to test it over a longer period of time.

5.7 Notes
1

	In this contribution we will not focus on the theory of, and processes behind the translation of fiction books
(e.g., Ginsburgh, et al., 2011; Heilbron, 1999; UNESCO, 2010). We only address how the number of people that
speak a given language affects the popularity of domestic and foreign authors.

2

	The figures for the Netherlands provided by the CPNB contain the sales of both fiction and non-fiction. The
non-fiction books have been left out in our study, so the number of books for the Netherlands is lower than
100 and vary by year.

3

5

The producing countries are: Algeria, Austria Australia, Belgium, Brazil, Canada, the Caribbean, Chile, Colombia,
Cuba, Denmark, Egypt, Finland, France, Germany, Hungary, Iceland, India, Ireland, Israel, Italy, Jamaica,

The factor analyses can be requested from the first author.

5

	We are aware of the roughness of this measurement. However, the English sources we used do not provide
detailed information for every country.

6

	Because of the high popularity of domestic authors in the U.S., the analyses are also performed without the
U.S. to test the robustness of our models. The findings indicate that results are comparable with or without the
U.S. Therefore only the analyses including the U.S. are discussed. The analyses omitting the U.S. are shown in
Appendix 5.

7

	In both Models, we included the other control variables, but none of them were found to have a significant
effect.
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Sri Lanka, Spain, Sweden, Switzerland, Turkey, the United Kingdom, Uruguay, the U.S. and Venezuela.
4

popular fiction authors in western countries

Morocco, Mexico Nigeria, the Netherlands, Norway, New Zealand, Peru, Poland, Russia, Slovenia, South Africa,
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chapter 6
A Macro-Sociological Study into the
Changes in the Popularity of Domestic,
European, and American Pop Music in
Western Countries*

6

A slightly different version of this chapter is currently under review, co-authors are Marcel Lubbers and
Wout Ultee. The study on which this chapter is based is presented at the ESA conference in Lisbon, Portugal
(August, 2009) and at the ISAPM conference in Haarlem, the Netherlands (April, 2011).
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6.1 Introduction
Since the 1930s, American Billboard has monitored the most popular hit singles in the US. After
WWII, this initiative was undertaken in other countries as well; the oldest we have found was from
Italy and dated from 1947. American smash hits often become popular around the world, but who
has heard of Italy’s 2005 top selling hit “I bambini fanno oh” from Italian artist Povia outside of Italy?1
In its 2000 cultural report, UNESCO showed that a large share of cultural goods consumed in most
EU countries is of American origin. Consequently, terms like ‘American hegemony’ and ‘US
dominance’ stand out in the literature on the consumption of cultural goods (Gombrich, 1979;
Huntington, 1998; Ritzer, 2007). However, during the last decades, many Western European
countries have shown signs of a trend moving away from this US dominance. Rutten (1991, 1996)
has demonstrated that in the Netherlands, Dutch music gained more popularity in the early 1990s
than ever before. This turned out to be a wider phenomenon, as Frith (2004) indicated that
domestic music appreciation increased in more West European countries. Hitters and Van der
Kamp (2010) asserted that Dutch music has replaced Anglo-American music in terms of popularity.
Recently, Achterberg, Heilbron, Houtman and Aupers (2011) have analyzed trends for the American,
Dutch, French and German music charts. Their study shows that after 1989, the music charts in
Germany, France and the Netherlands have witnessed an increased popularity of domestic artists.
This increase has not been due to domestic artists performing in English or productions from
international record companies since in the three countries, music in the domestic language and
particularly music produced under domestic labels were more successful than before. The study
relied on the top 10 songs in the year-end charts. To assess full diversity in the charts, we use 100
entries of the year-end charts, in order to replicate previous findings. Moreover, we add Austria,
Belgium, Italy, Switzerland and the United Kingdom. Globalization, with its increased economic
interdependencies, has been put to the fore to understand trends and differences between
countries in terms of cultural diversity (Anderson, 2004; Beck, Sznaider, & Winter, 2003; Boyd-
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Barrett, 1977; Crane, 2002, 2008; Held & McGrew, 2007). However, the views on what to expect
from a large and complex process of globalization for cultural diversity is manifold (Achterberg et
al. 2011, Edensor, 2002). We aim to test empirically four views on globalization in relation to culture
(Crane, 2008; Hopper, 2007; Norris & Inglehart, 2009): 1) homogenization; 2) diversification; 3)
nationalization; and 4) glocalization. This focus on the relation between music popularity and
actual measures of globalization is the more important because “countries have very different
starting points and varying tendencies to accept or resist globalization.” (Mills, 2009, p.6). The
research question is: to what extent does pop music originate from the nation state or from foreign
countries, and to what extent is it performed in domestic or foreign languages, and what is its
association with globalization since the 1970s?
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6.2 Globalization
Homogenization
Norris and Inglehart (2009) and Achterberg et al. (2011) have described four views on cultural
globalization. First, there is an expectation on homogenization, or cultural convergence, which
Norris and Inglehart (2009) have labeled “the L.A. Effect”. Though often criticized as being far too
simplistic, its main proposition is that powerful nations or regions will dominate other countries,
also culturally, with a special focus on the role of the United States. The term homogenization is
hence misleading, because it describes processes of Westernization, or Americanization in
particular (Nederveen Pieterse, 1995). The more relevant question here is which countries dominate
in the process of increasing interconnectivity between countries. After WWII, the U.S. became the
world’s most powerful country, military wise and economically (Lotta, 2008). The U.S. accounted for
roughly 50 percent of world gross domestic product (GDP) directly after the war, and an even
higher percentage of world manufacturing capacity. Since a country’s economic dominance in the
world is positively connected to its cultural exposure to other countries (Beck et al., 2003), US
culture radiates more throughout the world. This may be because dominant countries have more
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means to promote their products or because consumers prefer cultural products from countries
with higher (economic) prestige (Beck et al., 2003; Eichengreen, 1998; Klein, 1999). The U.S. being

member countries such as Germany, the UK, France and Italy are also among the top 10 economies
worldwide. Moreover, Huntington (1998) predicted that the role of the U.S. would shrink. By 1960,
the US share of world GDP had fallen to 30%; today it stands at 21%. The period 1968-1971 was a
turning point in American dominance when the U.S. abandoned the Gold Standard to back the US
dollar (Lotta, 2008). If cultural consumption is indeed related to economic dominance in the world,
we would expect that:
H1	The greater the US economic dominance, the greater the share of US music in European
music charts.
H2	The greater the economic dominance of a European country, the greater the popularity
of domestic music.
Diversification
A second interpretation of cultural globalization is the one on increasing diversity (Achterberg et
al., 2011). Because globalization stands for greater interdependence between nations with
increasing flows of persons, goods and information, and declining relevance of national borders
(Mills, 2009), the supply of alternatives to domestically produced goods has multiplied. Given the
increased opportunities, also because of digitalization and the World Wide Web, music from around
the globe has become more easily accessible (Jones, 2000; Throsby, 2002; Zentner, 2006). Although
alternative cultural products are available alongside the domestic ones, only one artist can take the
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number one position. The expectation derived from this interpretation on globalization is that the
relative share of domestic music in hit charts has decreased since the 1970s, and even more rapidly
since the mid 1990s with the diffusion of Internet. Although Achterberg and colleagues refute this
expectation, we will examine to what extent actual levels of globalization (Mills, 2009) are related
to diversification of the music charts, and to what extent the hypothesis also needs to be refuted
when studying the top 100 hits instead of the ten best songs. The expectation regarding the
association between globalization and the popularity of domestic music is hypothesized as:
H3	The higher a country’s globalization level, the lower the relative share of domestic music
in the hit charts of this country.
About the diversification of culture in the West, a particularly interesting role can be assigned to
European integration – an ultimate test case for effects of globalization according to Norris and
Inglehart (2009). The 1992 Treaty of Maastricht on the European Union gave new impetus to more
exchange between member states. The aims of the EU regarding economic and cultural integration
have since gone far beyond the “natural” process of globalization. Since that year, EU member
states officially have pursued both economic regional solidarity and the preserving and sharing of
culture from European nations (‘Treaty on European Union’, 1992). In 1997, EU members strengthened
their economic and cultural ties by signing a new treaty (‘Treaties establishing the European
Communities and certain related acts’, 1997). In order to establish a common cultural heritage and
promote European identity, the EU had created five cultural exchange programs in 1992, which
were expanded in 1997. One example is the ‘European Tour Support’ subsidy, which incites and
supports European tours by European artists with the aim to develop the promotion and exchange
of repertoires, artists, creators and works in the EU. The ‘European Talents Exchange Program’
offers (upcoming) artists the opportunity to perform at European festivals with the support of
radio and print media. In total, some 12,000 musicians and other artists have benefited from EU
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subsidies through such programs since 1992. Diversification stimulated by the EU should therefore
result in a larger popularity of EU artists in other countries:
H4	The more the EU subsidizes cultural exchange between member states, the larger the
share of EU music.
Nationalization
A third view on globalization is labeled nationalization. Achterberg et al. (2011) use this view to
explain the increased popularity of national artists in top 10 year-end music charts in Germany,
France and the Netherlands. Globalization would lead to a stronger orientation toward the nation,
a process of national identification expressed by the consumption of domestic cultural products.
Indeed, social identity theorists see the consumption of domestic products as part of one’s national
identity and the association between national identification and cultural consumption behavior
has been empirically demonstrated (Phinney & Ong, 2007). Hence, both levels of globalization and
the increased interference from the EU could have resulted in a counter-reaction that stimulated
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people to defend national identity (Bauman, 1992; Norris, 2005), which consequently raised the
popularity of domestic culture. When this position is taken to extremes, all foreign influences are
maximally reduced by boycotting or prohibiting foreign cultural goods. Norris and Inglehart (2009)
refer to this extreme position as the “Taliban Effect”. Hypotheses 3 and 4 can hence be formulated
alternatively:
H5	The higher a country’s globalization level, the higher the relative share of domestic
music in the hit charts of this country.
H6	The more the EU subsidizes cultural exchange between the member states, the larger
the popularity of domestic music.
In this third perspective, the implicit proposition is that public opinion turns more nationalistic
because of globalization, and in EU countries because of further European integration. In countries
with a more nationalist public opinion, people are also expected to favor the national culture.
Nationalism is theoretically and empirically unfolded into various dimensions, e.g. national

6

identification, patriotism and chauvinism (Coenders & Scheepers, 2004; Davidov, 2009). With the
cross-national surveys available over time, we are unable to disentangle dimensions over a long

artists in the music charts.
Glocalization
A final interpretation Norris and Inglehart (2009) and Achterberg et al. (2011) give for cultural
globalization is that international products get localized and become successful as national versions
– a process labeled glocalization (Hannerz 1996; Nederveen Pieterse 2009; Robertson, 1992). In
particular the role of language is at play here. Domestic artists from non-English speaking countries
would adapt to the dominant international language and be able to become successful when
singing in English. Even though Achterberg et al. already showed that the top 10 hits in Germany,
France and the Netherlands were not only characterized by an increased popularity of domestic
artists performing in the national language, and even though there are more cultural adaptation
strategies, e.g. regarding genres, we will replicate the testing of the language adaptation hypothesis,
but now by relating actual levels of globalization to the popularity of the language in which songs
are performed:
H8	With higher levels of globalization, the popularity of domestic artists singing in English
increases, but the popularity of domestic artists singing in the domestic language does
not.
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period. Nationalistic attitudes are however positively interrelated, and we expect that:

6.3 Data
To assess cross-national differences and trends in the popularity of musical pop-artists in Western
countries, we study the year-end hit chart archives from Austria, Flanders (Belgium), France,
Germany, Italy, the Netherlands, Switzerland, the United Kingdom and the United States.2 Since we
formulated hypotheses on the influence of European integration, we selected only countries with
archives dating from before 1990. Belgium, France, Germany, Italy and the Netherlands are among
the founding countries of the EU, the UK and Austria joined later. The year-end hit charts summarize
the popularity of hit singles during one calendar year. We use a country’s oldest single hit chart
collected by independent organizations, which base their figures on sales, airplay and more
recently, legal downloads (sources in Appendix 6). In the literature there has been quite some
discussion on the reliability and accuracy of the hit charts (Anand & Peterson, 2000). However, the
general view is that hit charts are a seldom unique sequence of what is aired in nations as the most
popular songs of the moment. But how the hit charts are compiled differs over time and between
countries, especially in the early years of hit charts. Moreover, with the digitalization of music,
downloading has had its impact on music sales, for which it is unknown whether there has been a
differential impact on opportunities for domestic versus international artists. Certainly, cultural
products from non-dominant non-domestic markets should have become more easily accessible.
Although we think it is worthwhile to study album charts as well, single charts are more volatile and
trend sensitive (Lopes, 2002), and therefore are more strongly influenced by the consumption of
younger generations than album charts. Furthermore, because of the known fact that music
preference is strongly affected by one’s cohort (Peterson & Kern, 1996), macro-level changes should
particularly affect single-charts.
Although the American Billboard has monitored the most popular hits since the 1930s, the US
hit singles chart archive we can use dates back to 1946, which makes it the oldest hit charts,
whereas the Austrian archive covers the shortest time span and originates from 1967. The required
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additional context statistics needed to test our hypotheses do not go as far back as the hit charts.
We have full information including all characteristics from 1973 onwards.

6.4 Measurements
Coding the year-end charts
For the 100 hit singles listed in the year-end chart, we collected and coded information about the
country of residence of the artist(s) at the time the single entered the hit chart and the language
the single was performed in.3 We also collected information on the country of birth of the artist, but
found hardly any difference in the results of our analysis between using that classification or
country of residence. We coded 30,967 hit chart entries.4 We recoded the position in the year-end
chart so that the most popular number 1 music single scores 100 points and the number 100 on the
list scores 1 point.
For the 419 hit singles (1.4%) that were performed by artists from various countries, we added
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the category of ‘mixed origin’.5 However, when one of the artists resided in the country in which
the single reached the top 100, the country of residence is coded as such. This decision is based on
the assumption that people consider music from multiple performers as a partially domestic
product when at least one artist is native.
Five coders coded the 30,967 hit singles. Fleiss Kappa’s intercoder reliabilities for the country
of residence and language are 0.98 and 1.00 respectively.
Dependent variable: origin and language of artists
The two-year moving average of the relative number of points that 1) US artists 2) domestic artists
(artists residing in the country at the date of chart entry of a song) and 3) European Union artists
(excluding domestic artists and UK artists) score in a country in a given year form our dependent
variables.6 We tested EU artists once with, and once without UK artists. The share of EU music
largely increased when the UK became an EU member in 1973. Moreover, UK artists make up the
largest part of EU music, which makes changes in popularity of other EU artists harder to assess.
Therefore, we decided to present the results of the UK and other EU artists separately. Additionally,
we distinguished between the popularity of domestic artists performing in the domestic language and

6

domestic artists performing in English.

concerning countries’ and world GDP are extracted from the World Bank website.
To measure countries’ globalization level, we used the KOF index of globalization (Dreher,
2006). This index expresses the level of globalization in countries, between 0 (no globalization) and
100 (maximal globalization). Because the KOF index includes a cultural dimension, which could be
too closely related to our dependent variable we replicated the analyses with only the economic
dimension of the KOF index. This has not resulted in different results (see Appendix 6).
To test our Europeanization hypothesis, we code whether countries are EU members or not.
The European Union expenditures on cultural exchange programs are derived from the EU financial
reports (European Union, 2006; European Union, 2008). These expenditures, a percentage of the
EU budget, are multiplied by one hundred and used as indicator for the extent to which the EU
subsidizes cultural exchange.
We use the aggregated question “how proud are you of being [country national]?” to measure
the public opinion of a country on national pride. This question was asked in both the European and
World Value Studies of 1981, 1982, 1990, 1995, 1997, 2000, 2005 and 2008, as well as in the
Eurobarometer surveys of 1982 to 1986, 1988, 1994, 1997, and 1999 to 2003, and in the International
Social Survey Program (ISSP) of 2003. The four answer categories range from (1) not proud at all to
(4) very proud.
Controls
We expect that the protection of national culture (e.g., Feist, Fisher, Gordon, Morgan, & O’Brien.
1998) affects the popularity of national artists (e.g., Dowd, 2004; Negus, 1999). We use information
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Independent variables

from the Compendium of Cultural Policies and Trends in Europe (Council of Europe/ERICarts,
2009), The National Performance Network (Bedoya, 2004) and the National Endowment for the
Arts (National Endowment for the Arts, 2000) to control for the extent to which countries protect
their national culture. On the basis of historical legislation descriptions and the ratification of
international treaties, we formulate three criteria to rank countries’ cultural protectionism over
time. These criteria are: is there a legally mandatory minimum percentage of domestic broadcast
content, and are their governmental funds for domestic artists on top of the state’s cultural budget.
We additionally took into account the social security laws for artists (whether or not countries have
additional social security laws which benefit self-employed artists). A country gets one point for
protectionism if it is characterized by one of these four criteria. The score of countries’ cultural
protectionism ranges from zero, no protectionism, to 3, maximum protectionism. Table A6.1 in
Appendix 6 gives for every country, the year during which country legislation adopted cultural
protectionism acts.7
The European Union expanded since its foundation in 1957, which also increased the number
of countries from which EU artists originated. We control for the size of the EU to avoid possible
distortions in the popularity of EU music caused by the Union’s growth. Table 6.1 shows the mean,
standard deviation, minimum and maximum of the above defined variables.

6.5 Models, analyses, and results
Trends in the origin of popular music
We first present the trends in the origin of popular music. Figure 6.1 shows how the share of
domestic, EU, UK and US music varies over time and between countries. First, we look at the trend
differences in domestic music. For both Austria and Switzerland, the popularity of domestic music
is marginal. For Austria, there was an increase in the early 1980s, after which it declined and later
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stabilized. This holds for Flanders as well, but only until the late 1980s, after which a strong increase
in domestic music popularity occurred. In Germany, France, the Netherlands and the U.S., domestic
music has also gained popularity since the late 1980s or early 1990s. In Italy, however, domestic
music was most popular in the 1970s, and has shown an almost constant decrease ever since. The
level of EU music, excluding music from the UK, is in most countries quite low – although we may
mention Austria as an exception – where German artists are popular. In many countries, there
seems to be a small increase of EU music in the early 1990s, which falls back to initial lower levels
after the year 2000. British and American music were until the late 1990s the most popular in most
countries. Strikingly, British music appreciation peaked in the 1980s in many countries, which is
referred to in the literature as the “British invasion” (Burnett, 1997).
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table

6.1 d escriptive statistics

Variable

Mean

St. Deviation

Minimum

Maximum

Dependent variables
Domestic music

32.796

23.917

0.046

93.891

Music in domestic language a

22.791

17.850

0.238

76.119

Domestic music in English language

5.378

6.848

0

40.238

b

14.997

10.979

0

47.099

US music c

27.118

9.404

7.089

51.356

UK music d

21.031

10.210

1.693

45.182

Globalization

2.197

1.378

0.325

8.275

EU expenditures

1.022

1.531

0

4.109

EU membership

0.681

-

0

1

Countries dominance

5.895

8.277

0.556

33.752

28.823

34.671

24.746

35.529

3.119

0.280

2.370

3.770

0.573

0.863

0

3

13.054

4.299

9.000

25.000

EU music

Independent variables

US dominance

Protectionism
EU size

a

excluding UK and US domestic music

b

excluding UK music

c

excluding US domestic music

d

excluding UK domestic music

Methods
To test our hypotheses we model the cross national and time variant factors that affect the
popularity of US, domestic and EU music. We use Time Series Cross Section regression analyses
(TSCS), which is commonly applied in predicting trends in macro level outcomes (Beck & Katz,
2007; Franzese & Hays, 2008). TSCS analysis deals with data that are characterized by variance over
time and across countries (Beck & Katz, 2007). The Hausman specification test (Hausman, 1978)
shows that the Random Effect (RE) model fits the data best. The random effect model allows
intercepts to vary over time, which is applicable to our data, since many of the country characteristics
vary over time (Beck, 2008; Franzese, 2009). The basic equation of this model reads as follows:
			

Yc,y = xc,yβ + αc + λy + μc,y, c = 1, . . . , N, y = 1, . . . , T,
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where Yc,y is the popularity of pop music in country c at year y, xc,y is an independent variable for
country c at year y, β is its parameter, αc is the country specific component, λy is the specific year

component, and μc,y is the overall residual.
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Modeling trends in US, domestic and EU music
We first modeled the trend in the popularity of US, domestic and EU music. Trends can be described
as linear or curvilinear. We implicitly expect a gradual or abrupt change in the popularity of
domestic and EU music since the Maastricht 1992 treaty. Therefore we compare the best fit of a
curvilinear model – where gradual changes in the trend are modeled by including a quadratic or
cubic function of year – to a shock effect model – where an abrupt change in music popularity is
modeled by including a linear trend since a given year –, in which we vary with the year of shock.
It appears that the popularity of US music is best modeled by a linear regression, showing an
upward trend (see Table A6.2 in Appendix 6, the Wald χ2 is the highest by a constant degree of
freedom). The most optimal fitting trends are also given in the first models presented in Tables 6.2a
and 6.2b.8 Moreover, the popularity of domestic music is best modeled by a shock in 1990 (see
Table A6.3 in Appendix 6). Before 1990, the popularity of domestic music decreased, but since 1990
the share of domestic music increased. Finally, the popularity of EU music is best fitted by a
parabolic trend (see Table A6.4 in Appendix 6). There is an abrupt increase of EU music popularity
in 1993, which is reversed again in 2001 (1993 + [2.528/2*-0.176]).
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Globalization and the popularity of music by origin
In the second models of Table 6.2, we replaced the optimal fitting trends by the substantive
explanatory variables. We hypothesized first that Americanization of the charts in European
countries is related to the dominance of the United States in the world economy. Yet we found no
support for the first hypothesis that US dominance is associated with the popularity of US artists
in European countries (see model US1, Table 6.2a). The parameter is positive but just not significant
at the p<.10 level. The second hypothesis, which we derived from the homogenization view on
globalization, is not supported by our data. There is no significant association between the
dominance of a country in the world market and increased popularity of the domestic artists in the
music charts of that country.
According to the increasing diversification view on globalization, we expected that a higher
level of globalization would be associated with a lower share of domestic popular music. In model
DM2, we found that the effect parameter of globalization is negative and significant, implying that
a higher level of globalization of a country is indeed associated with a smaller popularity of
domestic artists, which is in accordance with hypothesis 3. In hypothesis 4, diversification was
expected to occur in EU countries because further EU integration led to substantial EU subsidies

6

aiming at enlarged shares of EU music. We found evidence that EU subsidies are positively related
to the success of EU music (excluding UK music though) in other European countries (model EU2,

view on globalization. As discussed at the confirmation of hypothesis 3, and in contrast to
hypothesis 5, we found that globalization is negatively related to the success of domestic artists
(model DM2, Table 6.2a).9 In contrast, larger EU subsidies are associated with a higher share of
domestic music (model DM2, Table 2a). The latter finding is in accordance with hypothesis 6. We
argued that a better test of this nationalization hypothesis should include measures on the
nationalist public opinion of a country, even though this results in a unit loss in the model due to a
lack of available data. Model DM3 in Table 6.2a includes this measure of nationalism. The effect is
in accordance with hypothesis 7: the more nationalistic the public opinion, the more successful
domestic artists are.
A final view on globalization is formulated in the glocalization hypothesis 8. Because national
and international culture merge and adapt to each other, we expected globalization to affect the
popularity of domestic artists performing in English positively, and not the success of songs in the
domestic language. In Table 6.2b, there is partial evidence for this expectation. Levels of
globalization positively affect the popularity of domestic artists performing in English. But in
contrast to our expectation, levels of globalization decrease the popularity songs in the domestic
language (model DL2 and EL2). Interestingly, in the limited dataset including national pride, we
found that more pride is associated with a gain in popularity of songs performed in the domestic
language, and a loss in popularity of domestic artists performing in English.
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272

0.189

-

0.095b

0.659
-0.376 ***

to obtain the whitin variance a fixed effect model is estimated, since there are no country characteristics that can vary over time

9

306

0.588

0.712

0.059

without US

9

306

0.014

-

b

8

272

0.329

0.314

0.339

0.739

a

p < .1; * p < .05; ** p < .01; *** p < .001

~

Number of countries

Observations

R-sq total

R-sq between

R-sq within

Protectionism

national pride
0.774

0.110
0.200

1.170

0.575

2.255

0.116

0.426

10.387

Robust S.E.

Model DM2

2.632 ***

Public opinion

-0.313

b

7.980 55.849 ***

Robust S.E.

EU expenditures

0.056

1.100 ***

-0.494 ***

35.990 ***

b

Domestic music

-3.089

0.524 ***

Globalization

0.563

0.167

7.830

Robust S.E.

Model DM1

EU member

0.164

-17.461 *

0.239

0.040

2.344

b

Model US2

US dominance

0.318b

0.416 ***

20.260 ***

Robust S.E.

US musica

Country's dominance

Trend since 1990

Trend

Intercept

b

Model US1
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1.954

9

80

0.669

0.951

0.000

2.083

26.348 ***

0.239

15.991 ***

-0.517 **

1.438

7.470

1.173

4.514

0.177

0.252

15.174

Robust S.E.

Model DM3
46.328 **

b
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1.146 ***

EU expenditures
Public opinion

9

306

0.052

0.178

238
7

64
7

0.143

0.660

1.837 -0.853

10.475 **

0.177

9.378

17.744 *

0.078

1.549 0.341

3.204 ***

0.091

3.144 -1.161

1.330

0.956

1.491 1.432
0.279 0.291

***

**

-17.455 ***

b

-1.105 ***

23.472

S.E.

0.747

0.417

1.184

0.053

0.473

4.018

S.E.

Robust

Model EL2

7

64

0.285

0.644

0.190

-3.212 ***

-9.294 **

0.239

3.166

0.171

1.305 *

-10.774

b

0.923

3.380

0.879

2.111

0.114

0.626

9.635

S.E.

Robust

Model EL3

Domestic Arists, English Languagea

-1.993

99.761 ***

b

to obtain the whitin variance a fixed effect model is estimated, since there are no country characteristics that can vary over time

1.106

0.559

2.320

0.122

0.898

10.936

S.E.

Robust

Model DL3

without US

7

238

0.528

0.691

0.289

3.468 **

3.556 ***

1.465

-1.070 ***

-1.153

97.911 ***

b

Robust

b

9

306

0.081

0.068

0.082

0.608

0.336

2.222

0.070

0.129

6.106

S.E.

Model DL2

Domestic Languagea
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a

~

p < .1; * p < .05; ** p < .01; *** p < .001

Number of countries

Observations

R-sq total

R-sq between

-

EU size

R-sq within

0.900
-0.442 ***

Protectionism

national pride

6.311 **

EU member

0.221b

0.313
0.020

0.029

-0.176 ***

Trend since 1993^2

0.067

-0.464 ***

2.528 ***

Trend since 1993

15.368 ***

b

Globalization

-0.177 ***

Trend

3.553

S.E.

Robust

Model EU2

Country's dominance

15.370 ***

Intercept

b

Robust

Model EU1

EU music (except UK music)

table
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Finally, we replicated the analyses for the popularity of domestic and EU music without the US
to show the robustness of the results. It appeared that the conclusions remain the same without
US, see Appendix 6 table A6.5.

6.6 Conclusion and Discussion
We coded 30,967 top hit entries from year-end music charts of nine Western countries to answer
the question which country differences exit and what have been the trends in the origin of popular
music since the 1970s. Different views in the literature on cultural globalization have been tested
against the cross-national differences and trends in hit charts of these various countries. Similarly
to Achterberg et al. (2011), we found that in many Western countries, the popularity of domestic
music declined until the late 1980s or early 1990s, but has increased since then. We can conclude
that this trend is not restricted to the popularity of the top 10 songs in the yearly charts, but can be
extended to the best scoring 100 singles in the year-end charts of France, Flanders and Switzerland,
next to the previously found similar trend in the US, Germany and the Netherlands. For the
countries analyzed here, the UK and Italy are the exceptions. The UK witnessed the highest
popularity of domestic music during the 1980s, after which it decreased somewhat. Italy has seen
an almost constant decline of the share of domestic artists in the charts since the 1970s.
The literature developed different views on the relation between globalization and the
popularity of domestic music. We found support for the view on diversification, glocalization and
nationalization in particular, but not for the view on homogenization. It appeared that globalization
is negatively related to the popularity of domestic artists. And EU expenditures aimed at promoting
cultural exchanges in the EU increased the popularity of EU artists in the charts of other European
countries. From these findings, we could not refute the diversification view on globalization. We
supported the view on glocalization with the finding that levels of globalization affected the
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popularity of domestic artists performing in English positively. Conversely, we neither could refute
the nationalization view on globalization. In accordance with the nationalization view of
globalization we found that EU subsidies affected the popularity of domestic music positively. The
nationalization view is further substantiated by the positive relation between a nationalist public
opinion and greater success for domestic artists. National pride is particularly associated with the
popularity of songs performed in the domestic language.
We addressed complex processes in an empirical fashion – an approach not often taken in the
literature on cultural globalization. Naturally, such an approach has its limitations. The infrastructural
changes in the music industry, notably the rise of commercial radio, MTV, and the increasing
opportunities to download music via Internet may have affected domestic and international artists
differently. The question remains whether supply channels follow the demand of their audience, or
whether music radio stations affect the music preference of their listeners. Hitters and Van de
Kamp (2010) give some insight into the role of these mutual influencing parties in the music
industry. When adding new developments of the music industry in our models, they do not change
our conclusions. However, these extra characteristics brings about another shortcoming, which is
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common in macro-level analyses. With relatively limited numbers of units, one has to be selective
when including associations. We do not claim to have exhaustively indicated the predictors of
success of artists depending on their domestic or foreign origin. However, we think that our study
contributes to the discussion on cultural globalization views by analyzing the music charts in depth
and relating to actual measures of those various views. Future research should test how trends
over time and differences between countries relate to the popularity of genres and styles
originating from different countries or regions. Music styles or genres may explain the rise in music
popularity in some countries (Hitters & Van der Kamp, 2010). For example, it is acknowledged that
the popularity of UK artists in the 1980s is partly based on the musical developments of new wave
and punk (Frith, 2004). In addition, future research should include non-Western and more non-EU
countries. None of the nine Western countries featured a hit single from China or Japan. This could
imply that globalization affects the orientation toward other countries, but it may be limited to
countries which are culturally relatively close.
This contribution provided evidence for the revival of domestic music since the early 1990s in
many Western countries. This process started even earlier in the U.S., during the mid-1980s.
Globalization turned out to be positively related with the popularity of foreign artists. And in non-
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English speaking countries, globalization turned out to be related to the popularity of domestic
artists performing in English. However, a high sentiment of national pride within a country is

1

	We do not want to suggest that the US music market is homogenous.

2

	Although we are talking about countries, Flanders is obviously not a country. The Belgium hit charts are divided

3

	In the early days of the hit charts (before 1975) the number of singles in the weekly hit charts was in some

into a chart for Flanders and for Wallonia. The chart of Flanders is better documented, hence we only use this.
countries such small that the yearly hit charts in these countries contains less than 100 singles.
4

	3,073 (9.9%) singles are performed by artist(s) who are born in a different country than the country of residence
at the moment that the single entered the hit chart.

5

	Also, singles executed in more than one language are coded differently. The 0.1 % singles that are performed in
more than one language are coded according to language popularity. For example, a single in Dutch as well as
in the English language is coded as Dutch in the Netherlands, but as English in the UK. In France, however, the
song is coded as English because English is in France more common than Dutch.

6

	This is the mean relative points in two years. For example, the popularity of domestic music in 2000 is
measured by the average of the relative number of points of domestic music in 2000 and 2001. We use the
two-year moving average in order to smooth out short-term fluctuations.

7

	We are aware of the roughness of this measurement. However, the English sources we used do not provide
more detailed information for every country. In addition, we tested the robustness of our measurement by
including the three criterion separately, this did not result in other conclusions.

8

	The time variables are ‘year’, which indicates the linear trend since 1973; ‘trend since 1993’ shows the linear
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positively related to the popularity of domestic artists, and artists singing in the country’s language.

trend since 1993, and therewith, the impact of the cultural integration of the EU; and ‘trend since 1993 squared’
which is the parabolic trend since 1993.
9

	The focus of our study is not on the complex interplay between demand and supply in the music market. Over
the period under study, there have been many changes in the musical industry: commercial radio broadcasters
started to compete with public broadcasters, MTV and successive national music television channels, and the
increased opportunities to download music via the internet – to mention a few. The KOF index of globalization,
partly, included these measures, though we included the mentioned factors once to explain the popularity of
US, domestic and EU music. In particular commercialization of music stations is associated with higher
popularity of domestic music, as well as the rise of the use of the internet. Nevertheless, the conclusions
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remain the same.
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7.1 Aims of Research
This dissertation addressed the popularity of domestic cultural consumption. It aimed at describing
and explaining the extent to which the popularity of domestic cultural consumption differs
between countries and over time. We studied the popularity of domestic versus foreign film
productions, the popularity of domestic versus foreign book authors and the popularity of domestic
versus foreign music artists. Domestic cultural products differ from foreign cultural products
because these are produced, written or performed by fellow citizens from the nation. Since cultural
goods are thought to be symbolic expressions of (partly) shared norms and values of a society
(Anderson, 1991; Cohen, 1985; Dolfsma, 1999; Edensor, 2002), people are able to express national
identification by consuming domestic cultural products (Edensor, 2002; Friedman, 1994). We
assumed that people who consider the nation as a more relevant group to derive their identity
from and who support nationalist attitudes more strongly, are more likely to show their identification
with the nation and therefore are more likely to consume domestic cultural products. From a
macro-sociological point of view, it would therefore be interesting, we argued, to study country
characteristics that affect nationalist public opinion, which also are expected to have an impact on
the popularity of domestic cultural products. Globalization is often related with nationalist public
opinion. Globalization is expected to decrease (Giddens 2000; Guillén 2001) or increase (Bauman,
1992; Scheepers, Gijsberts, & Coenders, 2002) nationalist public opinion, and could therefore
indirectly affect the popularity of domestic cultural products. Because the association between
globalization and nationalist public opinion appeared to be ambiguous in previous research, this
dissertation first focused on the association between globalization and nationalist attitudes and
the preference for domestic cultural products. The questions regarding the relation between a
country’s globalization level and individual’s attitudes and preferences were: 1) to what extent
affects country’s globalization level nationalist attitudes? And 2) to what extent are individual
preferences for domestic cultural products affected by nationalist attitudes and country’s globalization
cross-national differences and the relation to globalization
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level? Subsequently, the focus shifted to the macro relation between a country’s globalization level
and the popularity of domestic cultural products in a country. These research questions read: 3) to
what extent does the popularity of domestic cultural products (films, book and music) differ between
countries and over time? And 4) to what extent is the popularity of domestic cultural products (films,
books and music) associated with globalization and nationalist public opinion?
In this concluding chapter, we will present an overview of the research findings from the five
empirical chapters in relation to the research questions. Subsequently, we will point out the
benefits and limitations of this research. The chapter concludes with suggestions for further
research.

7.2 Contrasting Views about Globalization and EU Integration
Two contrasting views on globalization were central to formulate opposite expectations about the
association between globalization and nationalist attitudes, as well as between globalization and

98

cultural preferences and actual consumption of cultural goods. First, globalization was expected to
decrease nationalist attitudes, contributing to a weaker preference for protecting the national
culture and a lower consumption of domestic cultural products. The increased flow of people,
information and ideas, the movement of capital and goods between countries is expected to result
in an intensified awareness of the world at large (Giddens 2000; Guillén 2001) and could stimulate
a more cosmopolitan lifestyle with a weaker emphasis on one’s own country (Bauman, 1998). In
addition, globalization is expected to increase the supply of alternatives to domestically produced
(cultural) products. Consequently, the prediction was that globalization decreases nationalist
attitudes and the inclination to protect the national cultural, as well as it decreases the consumption
of domestic cultural products.
Conversely, the second expectation was that globalization increased nationalist attitudes,
contributing to a stronger inclination to protect the national culture and a higher consumption of
domestic cultural products. Globalization is thought to produce uncertainties; uncertainty about
job security (Mughan, Been & McAllister, 2003), uncertainty regarding the power of the national
government (Ariely, 2012) and uncertainty about national group boundaries (Dijkstra et al., 2001).
Uncertainty Identity Theory (Hogg, 2007) suggests that uncertainties about oneself and the world
one lives in are uncomfortable. People strive to reduce these uncertainties in order to have a clear
sense of who they are and to make the social world more predictable. Group identification is one
of the most effective ways for reducing feelings of uncertainty. To handle uncertainty, people
attach more value to their national identity, and use their nationality to positively distinguish
themselves from others. With ongoing globalization, people who are more supportive of nationalist
groups being affected as the group boundaries blur. Reaffirming national positive distinctiveness
could be expressed by increased support of nationalist attitudes, as well as a stronger preference
for domestic cultural products.
According to Norris and Inglehart (2009), the EU is the ultimate test case with various
outcomes of globalization. The extensive cooperation and integration between EU member states
imply that globalization processes are in a more advanced stage in EU countries than in non-EU
countries. Therefore, we did not only examine the two contrasting views on globalization, we also
formulated similarly contrasting expectations regarding the influence of EU integration.

7.3 Unique Data
To answer our research questions and to test our hypotheses, we built new datasets. In Chapter 2
we used existing survey data, but we were the first to combine 36 international surveys that
measured respondents’ national pride for the period 1981 – 2009 in 52 countries.
In chapters 4, 5 and 6 we constructed new databases to answer our research questions. Using
the yearly box office charts between 2000 and 2007 of Australia, Austria, Belgium, Bulgaria, Czech
Republic, Denmark, Finland, France, Germany, Greece, Italy, the Netherlands, New Zealand,
Norway, Poland, Russia, Spain, Sweden, United States and Canada combined, the United Kingdom
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and Ireland combined, we created a database of the 100 most seen films per year (containing 13,447
films from 42 producing countries), which provided insight into the popularity of domestic and
foreign films. The yearly book sales figures between 2001 and 2010 of Australia, Denmark, France,
Germany, Ireland, Italy, the Netherlands, New Zealand, Spain, the United Kingdom and the United
States were used to create a database of the 100 most popular fiction books to address the
popularity of domestic fiction authors (containing 6,668 book titles, from 42 different countries).
Finally, we used the year-end music hit charts archives from Austria, Flanders (Belgium), France,
Germany, Italy, the Netherlands, Switzerland, the United Kingdom and the United States between
1973 and 2006 to create a database of the 100 most popular music singles to bring insight into the
popularity of domestic, EU and US artists (containing 30,967 hit chart entries from 41 different
producing countries).

7.4 Individuals’ Nationalist Attitudes, Domestic Cultural
Preferences and their Relation with Globalization and
EU Integration
Globalization and nationalist attitudes
In the first empirical chapter of this dissertation, Chapter 2, we focused on the relation between a
country’s globalization level and individual nationalist attitudes. Using the two views on
globalization explained above, we formulated contrasting hypotheses about the relations with
globalization and EU integration. On the one hand, globalization and EU integration were expected
to reduce nationalist attitudes. On the other hand, globalization and EU integration were expected
to increase nationalist attitudes. Finally, we formulated expectations considering the impact of
globalization and EU integration among the lower and higher educated. We assumed that
globalization causes more uncertainty for the lower educated; while the higher educated perceive
cross-national differences and the relation to globalization
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globalization as an opportunity, resulting in the expectation that lower educated are more
supportive of nationalist attitudes.
Combining all available survey data that contain the question “how proud are you of your
country?” we used information of 435,923 respondents from 52 countries to test our hypotheses.
We found that a country’s globalization is significantly associated with a higher approval of
nationalist attitudes, which is in accordance with the proposition that globalization increases
uncertainty. Yet in 11 countries, we found a negative relation between globalization and nationalist
attitudes. In contrast to globalization, there is no association between EU integration and national
pride. In accordance with the expectations, it appeared that the association between globalization
and national pride is different for the higher and lower educated. The association between
globalization and national pride is almost negligible for the highest educated, whereas globalization
is positively associated with national pride among the lowest educated. Finally, we also found that
EU integration is negatively related to national pride among higher educated people, but positively
related to national pride among the lower educated. If we relate these findings to the first research
question of this study “to what extent affects country’s globalization level nationalist attitudes?” we
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can conclude that generally, globalization is positively related to nationalist attitudes. In a few
countries, however, the correlation between globalisation and nationalist attitude turned out
negative. However, in these few cases, the association between globalization and nationalist
attitude was less negative among a country’s lower educated than higher educated people.
Preference to protect the domestic culture
In the second empirical chapter, Chapter 3, we went a step further than in the previous chapter by
examining direct and indirect effects of both a country’s globalization level and EU integration on
favoring the protection of domestic culture. Again, we formulated contrasting hypotheses about
the association between a country’s globalization, as well as EU integration and individuals’
nationalist attitudes, and their preference to protect the national culture. We used the information
of 27,725 respondents from 23 countries which are in the ISSP 2003 data to test our hypotheses. It
appeared that only 4 countries have a mean preference slightly below the scale mean of the scale
measuring support for national cultural protectionism, indicating a weak endorsement of national
cultural protectionism. In the other 19 countries the mean preference was higher than the scale
mean, indicating a strong endorsement of domestic cultural protectionism. In addition, multilevel
regression analyses showed that levels of globalization are associated with less support of national
cultural protectionism. However, EU integration, which also results in more alternatives to
domestic cultural goods, is associated with a higher approval of national cultural protectionism.
The indirect effects of globalization via nationalist attitudes revealed that in more globalized
countries, consumers exhibit more social patriotism, resulting in less cultural protectionism. At the
chauvinism, resulting in more cultural protectionism. Returning to our research question “to what
extent are individual preferences for domestic cultural products affected by nationalist attitudes
and a country’s globalization level?” we found that globalization is associated with less cultural
protectionism, though globalization is positively related to chauvinism and cultural patriotism.
Chauvinism and cultural patriotism are in turn positively related with endorsing domestic cultural
protectionism. Here we found evidence that both views on globalization emerge simultaneously.

7.5 The popularity of cultural products and its relation with
globalization, EU integration and nationalist public opinion
Domestic films
In Chapter 4 we studied the relation between the country characteristics ‘globalization level’ and
‘EU integration’ and ‘the popularity of domestic films in a country’. We formulated the same
contrasting expectations as in previous chapters, based on the different views on globalization and
EU integration explained earlier. By doing so, we added two contrasting explanations to existing
research on film popularity, as well as distinguishing the popularity of foreign films from that of
domestic films. To test the hypotheses, we used a dataset with 13,447 films based on the top 100
films in the year-end box office charts for 20 countries in the period 2000 – 2007. We found large
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differences in the popularity of domestic films in Western countries. A country’s globalization level
and EU membership are positively related to the popularity of domestic films, which is in accordance
with the view that globalization increases nationalist attitudes, contributing to a stronger
preference for protecting the national culture and a higher consumption of domestic cultural
products. We also explored the influence of a country’s nationalist public opinion, by aggregating
individuals’ nationalist attitudes. According to our expectations, it appeared that country’s cultural
and social patriotism, as well as a country’s chauvinistic public opinion, are positively associated
with the popularity of domestic films. Hence, we could not refute the expectation that the
popularity of domestic films is affected positively by both a country’s globalization level and
nationalist public opinion.
Domestic fiction authors
In Chapter 5 the popularity of domestic fiction authors is related to a country’s globalization level
and a country’s nationalist public opinion. Based on the different views on globalization and EU
integration, we formulated the same contrasting hypotheses as in Chapter 4 but this time with
regard to the popularity of domestic fiction authors. Based on the existing literature on book sales,
we also formulated hypotheses regarding a country’s population size, the number of people that
speak a language worldwide, the cultural similarity between countries and the genre of the book.
To test the hypotheses we coded 6,686 entries in the yearly book sales charts of 11 Western
countries. We found large differences in the popularity of domestic authors in the countries under
study. Just a few of the characteristics we included in the analyses appeared to be related with the
popularity of domestic authors. Neither a country’s globalization level nor EU integration are
related to the popularity of domestic fiction authors, which is in contrast with the findings in the
previous chapter about domestic films. We did find that the larger the number of people who speak
a country’s official language, the greater the popularity of authors from that country in other
countries. And it appeared that the greater the popularity of a genre within a country, the bigger
cross-national differences and the relation to globalization
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the popularity of authors from that country in that genre in other countries. Relying on 6 countries,
we found an association between a country’s cultural patriotism and popularity of domestic
authors. We already showed, in chapters 2 and 3, that a country’s globalization level is associated
with a nationalist public opinion. Therefore, it seems plausible that a country’s globalization level is
related to the popularity of domestic fiction authors via the nationalist public opinion.
Domestic music
In the last empirical chapter, Chapter 6, the popularity of domestic music artists was examined. As
in all chapters, we focused on how globalization and the nationalist public opinion are related to
the popularity of domestic artists, but in this chapter we examined macro-level trends as well. As
in the previous chapters, we used the two views on globalization and EU integration to formulate
contrasting hypotheses. In addition, we also formulated expectations about trends in the popularity
of domestic and EU artists. We coded 30,967 top hit entries from year-end music charts of 9
Western countries to test our hypotheses. We found that in most EU countries, the popularity of
domestic music declined until the late 1980s or early 1990s, but has increased since then. Moreover,
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EU music showed a parabolic pattern, an increase since 1993 – a year after the Maastricht Treaty
was signed, in which EU member states agreed to extensive EU integration – but after six years the
popularity of EU music has decreased.
We found support for different views on globalization. We cannot refute the view that
globalization contribute to a more diverse cultural consumption. It appeared that globalization is
negatively related to the popularity of domestic artists. Conversely, we neither could refute the
nationalization view on globalization. In accordance with the nationalization view of globalization
we found that EU subsidies affected the popularity of domestic music positively. The nationalization
view is further substantiated by the positive relation between a nationalist public opinion and
greater success for domestic artists. National pride is particularly associated with the popularity of
songs performed in the domestic language.

7.6 Summary of the findings
This paragraph provides an overview of the findings from the empirical chapters. In all the chapters,
we related levels of globalization and EU integration to our explananda. Except for the first
empirical chapter in which nationalist attitudes were the explanandum, we associated nationalist
public opinion with our explananda of the preference to protect national culture (Chapter 3) and
the popularity of domestic culture (Chapters 4-6). We found a positive relation between
globalization and national pride (Chapter 2). In Chapter 3, however, the relation between
appeared that there is a positive, direct association between globalization and the preference for
protecting domestic culture when a country’s nationalist public opinion is not included in the
analyses. Furthermore, we found that there is a positive relation between EU integration and
national pride, and the preference to protect the national culture. Finally, the relationship between
a country’s nationalist public opinion and favouring the protection of domestic culture also
appeared to be positive. In the remaining empirical chapters we studied the association between a
country’s globalization level, EU integration and nationalist public opinion to the popularity of
domestic films (Chapter 4), fiction authors (Chapter 5) and music (Chapter 6) in a country. We
found that the connections between the popularity of cultural products under study and EU
integration, as well as a country’s nationalist public opinion are positive. The relationship between
globalization and the popularity of the various domestic cultural products varies. The relationship
between globalization and the popularity of domestic films is positive. Whereas we did not found
a significant association between globalization and the popularity of domestic authors. And the
relationship between globalization and domestic artists turned out to be negative. Table 7.1 gives an
overview of the findings.
If we relate these finding to the contrasting views of globalization and EU integration
explained above, the view which suggests that globalization and EU integration reduce nationalist
attitudes, contributing to a weaker inclination of protecting national culture and a lower
consumption of domestic cultural products meets little support. Conversely, the view that considers
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globalization and EU integration to increase nationalist attitudes, encouraging a stronger
preference for protecting the national culture and a higher consumption of domestic cultural
products, is not refuted in our studies.

table

7.1 e ffect of globalization, eu integration and nationalist public opinion
Chapter 2:

Chapter 3:

Chapter 4:

Chapter 5:

Chapter 6:

national pride

preference to

popularity

popularity

popularity

protect

domestic films

domestic

domestic music

authors

domestic
culture
Globalization

+

-1

+

0

-

EU integration

+

+

+

+

+

n.a.

+

+

+

+

Nationalist
public opinion

0 no significant effect; - negative effect; + positive effect
‘1

if the nationalistic public opinion is not included, there is a significant positive effect

7.7 Limitations of the Study
Untested micro-micro and macro-micro links
In Chapters 2 and 3 of the dissertation, we addressed the association between country
characteristics, globalization level, EU integration and nationalist attitudes. In Chapter 3 we also
showed that nationalist attitudes were positively associated with the preference to protect the
cross-national differences and the relation to globalization
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national culture against foreign influences. We assumed that favouring national culture protection
affects individual consumption of domestic cultural products. However, we could not test this
micro-micro relationship by lack of cross-national data at the micro level. For the same reason, we
could not test the macro-micro link between a country’s globalization level EU integration, and the
consumption of domestic cultural products at the micro level. However, in Chapters 4, 5 and 6 we
tested the relationship between a country’s globalization level, EU integration, and nationalist
public opinion on the popularity of domestic cultural products at the macro level. We found
positive associations between a country’s globalization level and the popularity of domestic
cultural products, as well as between a country’s nationalist public opinion and the popularity of
domestic products in a country. These findings suggests that people who live in more globalized
countries and people who support nationalist attitudes more strongly are more likely to consume
domestic cultural products. We would encourage the testing of these hypotheses cross-nationally
using micro level data, as soon as they become available.
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A broad definition of domestic
In this dissertation, the only characteristic that domestic cultural products necessarily have in
common is that they originate from the country where the consumer lives. This categorization is a
strong simplification, since the origin of many cultural products could be more complex. For films,
we only specified the production, for books only the authors, and for music only the artists. For
movies, domestic actors may perform in foreign productions; books may be published in another
country than the author’s country of origin, and music can be written abroad and performed
domestically. Moreover, music bands may have members who do not all originate from the same
country, and authors may have parents who originate from another country. We found that
differences between country of birth and country of residence of the artists and authors concern a
rather small share of all domestic products. Nevertheless, in future research, it would be of interest
to disentangle these domestic product differences. Further research should also focus on the
content of the domestic cultural products. In this dissertation, we did not emphasize the content
or the message of cultural products. Domestic films, books or music singles with critical or negative
stances towards governments may not necessarily influence consumers to less endorse nationalist
attitudes. Furthermore, people who do favor nationalist attitudes might in fact support critical
assessments of their country and government. Exploring such associations according to content
would benefit this field of research greatly. A recent example is the protest song ‘American idiot’
from the American punk band Greenday. Their song ‘American idiot’, which criticizes the Iraq war
and former American president George W. Bush, probably makes Americans who are most
supportive of nationalist attitudes less likely to listen or buy the band’s single. Again, it concerns
certainly valuable for further research to address the content of domestic cultural products.
Focus on the demand side
As we already acknowledged in the introduction of this dissertation, our study has privileged the
demand side of popularity according to cultural product origin and preference. Previous research
has provided ample evidence of the relevance of the supply side, which includes production
companies, movie theatres, publishers, record companies, TV and radio stations, and legislation
and subsidies. In most of our studies on the popularity of cultural goods, we controlled for some of
the supply characteristics considered relevant, although our main focus has been on the association
between globalization and nationalist public opinion and the popularity of the cultural goods. In
chapters on domestic films and domestic authors, popularity, population size and language size
which, in media economics are often taken as measurements of market size and investment
opportunities, turned out to be associated with the popularity of these goods respectively. In the
chapter on the popularity of domestic music artists, we performed analyses where we found the
role of music and radio stations to be significant.
During the study, additional questions arose on the relevance of key players in the culture
industry. One of the main questions was to what extent domestic artist are promoted by domestic
media and production companies, compared to international artists. Next to valuable information
from the contribution by Hitters and Van der Kamp (2010), the interviewing of key figures in the
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only a minority of coded singles in this study that belong to the protest song genre, but it would be

7

Dutch book and music industry was a step in that direction. The publication managers of a large
(A.W. Bruna) and a smaller (Gottmer Publisher Group) publishing company were interviewed, as
well as the manager of the Dutch official music hit charts (Top 40), the music composer of the
largest commercial pop radio station (Radio 538) of the Netherlands, and the representative of a
major Dutch record company (Universal). Independently, they suggested that their influence on
the popularity of domestic cultural products is limited. The interviews with the representatives in
the music industry also stated that they had been quite surprised by the rise in popularity of Dutch
artists in the 1990s. They all claimed that the decision to select and promote an artist or author is
foremost led by profit expectations, thus by an estimation of what audiences want, which
corroborate this dissertation’s findings. Conclusively, this points to certain directions in research
needing further investigation.
Western consumer countries
We studied the preference and popularity of domestic cultural products almost exclusively in
Western countries. Some cultural products did originate from non-Western countries, but these
percentages were quite low. A promising path for research would be to extend the number of
consuming countries to non-Western countries in order to show whether these findings also hold
for non-Western countries.

7.8 Domestic Cultural Consumption as a Promising Topic
for Future Research
Economists have shown that nationalist attitudes affect the preference and actual consumption of
consumer goods (Sharma, Shimp & Shin, 1995; Balabanis, Diamantopoulos, Mueller & Melewar.
2001). Edensor (2002) and Fox and Miller-Idriss (2008) argued that this would also apply to the
cross-national differences and the relation to globalization
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origin of consumed cultural products, and that it would provide insight in everyday nationalist
behavior. However, empirical research towards the popularity of domestic cultural products has
been scarce. In this dissertation we showed that domestic cultural consumption is a valuable
subject for further research. Though consumption of domestic cultural products is not per se an
expression of nationalism, people who endorse nationalist attitudes are likely to prefer and
consume domestic cultural products to show their identification with the nation, and even more
likely so when globalization increases.
In view of the limited number of studies on domestic cultural consumption, there are
numerous routes possible for future research. Building on the studies in this dissertation, future
research can significantly add to the field by cross-nationally questioning the consumption of
domestic cultural products at the individual level. Moreover, the findings in Chapter 2 showing that
globalization is differently related to national pride of the higher and lower educated puts forward
the hypothesis that lower educated people consume more domestic cultural products than the
higher educated, because they experience more uncertainties, and particularly so under strained
country conditions. In addition, progress can also be made by examining the influence of (cultural)
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legislation in more detail. The extent to which a country protects its culture could be emphasized
in a more fine-grained study. Furthermore, it would be interesting to expand the scope of cultural
products to others than the ones examined here, to see if conclusions of this study can be
generalized to more cultural products. Other suggestions have been mentioned, when addressing
the limitations of this study, implying extended attention to the supply side, the inclusion of nonWestern consuming countries and considering the content and message of cultural products.
As a final suggestion for future research, the study of cultural product origin in connection
with migrant consumers might be of interest. The straightforward hypothesis is that migrants who
are better integrated in the host society consume more cultural products from the host society,
and less integrated migrants consume more cultural products from the country of origin. This
hypothesis is already tested among Dutch adolescents (Vermeij, 2006), but is still waiting for a test
among adult migrant in several host countries.
To conclude, this dissertation is one of the few empirical studies explaining cross-national
differences in the popularity of domestic cultural consumption. By showing the associations
between the popularity of domestic cultural products and a country’s globalization, EU integration
and nationalist public opinion, we have shown that research towards cultural consumption can
provide insights into nationalist behavior in everyday life, as theoretically argued in previous
research (Edensor, 2002). The origin of cultural goods proved a promising topic of research.

7
conclusion and discussion
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Appendix
3
Appendix 3.1: the construction of country’s cultural legislation measurement as used in
Chapter 3
We use information from the Compendium of Cultural Policies and Trends in Europe (Council of
Europe/ERICarts, 2011), The National Performance Network (Bedoya, 2004) and the National
Endowment for the Arts (National Endowment for the Arts, 2000) to control for countries’ cultural
legislation which protect the national culture. Based on historical legislation descriptions and the
ratification of international treaties, we formulate four criteria to rank countries’ cultural
protectionism over time. These criteria are: is there a legally mandatory minimum percentage of
broadcasted domestic culture, and are their governmental funds for domestic artists on top of the
state’s cultural budget. We additionally took into account the social security laws for artists (whether
or not countries have additional social security laws which benefit self-employed artists), and the
signing the European convention for the protection of the audiovisual heritage (the aim of this
convention is to ensure the protection and appreciation of a country’s audiovisual heritage by
means of collection, preservation and exhibition). A country gets one point for cultural legislation
if it is characterized by one of these four criteria. However, signing the European convention for
the protection of the audiovisual heritage has only been possible since 2001. In addition, Australia,
Canada, and the U.S. may not sign this convention. In order to have comparable scores, we divided
the sum of the cultural legislation points by the possibilities to protect the national culture. The
score of countries’ cultural protectionism ranges from zero no cultural protectionism laws present,
to 1, all cultural protectionism laws present. Table A3.1 shows the score for each country.
We are aware of the roughness of this measurement. However, the English sources we used
do not provided detailed information for every country. In addition, we tested the robustness of our
measurement by including protectionism with only the criterion is there a legally mandatory
minimum percentage of broadcasted domestic culture and are their governmental funds for domestic
artists, as well as with the constructed measurement but without the minimum percentage of
broadcasted domestic culture. These different measurements did not result in other conclusions.
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table a 3.1

overview of countries’ legislation for cultural protectionism acts
Social security

Founds for

Limitations for

European

laws for artists

domestic

broadcasting

Convention for

producers

foreign music

the Protection

Score

of the
Audiovisual
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Heritage
Australia

-

x

x

na

0.66

Austria

x

x

-

x

0.75

Bulgaria

-

x

-

x

0.50

Canada

x

x

-

na

0.75

Denmark

-

x

-

-

0.25

Finland

-

x

-

-

0.25

France

x

x

x

x

1

Germany

x

x

-

-

0.50

Hungary

-

x

x

-

0.50

Ireland

-

x

-

-

0.25

Latvia

-

x

-

-

0.25

Netherlands

x

x

-

-

0.50

Norway

-

x

-

-

0.25

Poland

x

-

-

-

0.25

Portugal

-

-

x

-

0.25

Russia

-

-

-

-

0

Slovakia

-

-

-

-

0

Slovenia

-

-

-

-

0

Spain

-

-

-

-

0

Sweden

-

x

-

-

0.25

Switzerland

-

-

-

-

0

UK

-

x

-

-

0.25

U.S.

-

x

-

na

0.33
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0.000
0.109 ***

0.124 ***
0.267 ***
0.024 ***
-0.286 ***
0.225 ***
-0.085 ***
-0.085 ***

Religion

Age

Sex

Globalization1

Nationalistic climate1

EU membership1

* p < .05; ** p< .01; *** p < .001

Source: ISSP 2003, n = 27,275; 1 n = 23

products1

Import of cultural

Cultural legislation
-0.097 ***

0.082 ***

-0.164 ***

Education

1

-0.011 ***

-0.170 ***

Societal patriotism

0.009 ***

-0.052 ***

0.159 ***

0.066 ***

-0.117 ***

0.300 ***

0.207 ***

0.148 ***

Cultural patriotism

1.000

0.232 ***

1.000

Chauvinism

protectionism

Chauvinism

Cultural

0.003

0.069 ***

-0.047 ***

0.042 ***

-0.011 ***

0.050 ***

0.059 ***

0.103 ***

-0.023 ***

0.282 ***

1.000

patriotism

Societal

0.174 ***

0.199 ***

0.156 ***

-0.171 ***

0.336 ***

-0.067 ***

0.078 ***

0.074 ***

0.031 ***

1.000

patriotism

-0.006

-0.017 ***

-0.158 ***

0.162 ***

-0.122 ***

-0.009 ***

-0.213 ***

-0.053 ***

1.000

Education

0.042 ***

-0.063 ***

-0.018 ***

-0.111 ***

0.012 ***

0.117 ***

0.146 ***

1.000

Religion

0.007 **

0.096 ***

-0.009 **

-0.002

0.042 ***

-0.016 ***

1.000

Age

table a 3.2

Support cultural

protectionism

Support cultural

Appendix 3.2: Correlations between variables used in Chapter 3
correlations between variables after multiple imputation
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1.000
-0.012 ***
-0.016 ***
-0.267 ***

Source: ISSP 2003, n = 27,275; 1 n = 23

products1

Cultural legislation

* p < .05; ** p< .01; *** p < .001

0.460 ***
-0.012 ***

1.000
0.185 ***
0.265 ***
-0.055 ***

-0.244 ***

1.000
-0.010 ***

-0.467 ***
0.463 ***

0.056 ***
Nationalistic climate1

1

-0.651 ***

-0.061 ***
Globalization1

EU membership

climate1

1.000
1.000
1.000
Sex

1

EU

membership1

Nationalistic
Globalization1
Sex
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Import of cultural

cultural

products1

continues

Protectionism1

Import of

table a 3.2

Appendix 3.3: measurement equivalence in 23 countries
We analyzed polychoric correlations matrices with the generally weighted least-squares method
because the items had ordinal scale scores, using structural equations modeling in LISREL (Jöreskog
& Sörbom, 1993a, 1993b). We eliminated the scale indeterminacy of the theoretical concepts/
variables by fixing one factor loading to one (1) for each theoretical concept. Moreover, we
constrained all observed variables to be one-dimensional, referring to only one theoretical concept.
The latent variables were allowed to covariate, whereas the measurement errors of the items were
assumed to be uncorrelated with each other.
To test the measurement equivalence of our indicators across the 23 countries, we started
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with a test for configural invariance. By means of multigroup analysis (Jöreskog & Sörbom, 1993b),
we tested whether the measurement models in the different countries had the same dimensions
(in other words, each model has the same numbers of observed and latent variables) and the same
pattern of fixed and freed elements (Bollen, 1989; Hong, Malik, & Lee, 2003). Table A3.3 shows the
overall goodness-of-fit statistics. As can been seen, the χ2 test statistic was significantly too large,
indicating a lack of perfect fit. However, as our sample size is very large and even small
misspecifications may therefore result in large χ2 differences, we could not rely on this test (Cheung
and Rensvold, 2002; Davidov, 2009). In addition, the root means square error of approximation
(RMSEA) was close to .05, which indicates a close fit of the model in relation to the degrees of
freedom (Browne & Cudeck, 1993; Hu & Bentler, 1999). Moreover, the high values of the goodness
of fit index (GFI) and the comparative fit index (CFI) suggested that the configural model has an
acceptable fit (respectively .982 and .971) (Hu & Bentler, 1999). Therefore, we conclude that in each
country, the same observed variable refers to the same theoretical concept.
Second, we tested for metric invariance in order to investigate if the relationship between the
observed variables and the theoretical concepts is the same in each country. To assess this, we also
constrained the factor loadings across countries. Although the χ2 test statistic once more showed a
significant worse fit compared to the configural model, the overall goodness of fit statistics GFI and
CFI were still rather high (respectively .982 and .965). In addition, the RMSEA indicated a close fit
(.058). The loss of the fit associated with this constraint seemed acceptable.
Finally, we constrained the means of the theoretical concepts to be equal across countries in
order to test for scalar invariance, which is necessary for multigroup comparison. The goodness-offit statistics did not show a significant decrease compared with the metric model (GFI .982; CFI
.963), and the model fit was still good (RMSEA .055). Thus, we can conclude that our theoretical
concepts are comparable across countries.

table a 3.3

fit measures of the invariance tests
Χ2

df

p

RMSEA

GFI

Configural

5413.507

1104

< .001

0.057

0.982

0.971

Metric

6431.098

1280

< .001

0.058

0.982

0.965

Scalar

6980.855

1544

< .001

0.055

0.982

0.963

Model

CFI

Source: ISSP 2003, n = 27,275
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Appendix 3.4: Multi-level regression analyses on both items that measure support for cultural
protectionism in Chapter 3
table a 3.4

m ulti-level regression analysis on separate items of support for cultural
protectionism
Preference for domestic programs and

Increased exposure to foreign culture is

films on tv
Model 1

damaging national culture
Model 2

β

s.e.

Model 1

β

s.e.

Model 2

β

s.e.

β

s.e.

Country characteristics
Globalization

-0.037 ***

EU membership

0.249

Cultural legislation
Import of cultural goods

0.008

-0.035 ***

0.007

0.149

0.271

-0.119

0.226

0.037

0.223

0.653

1.172

0.355

1.168

~

~

0.142

Nationalistic attitudes
Chauvinism

0.258 ***

0.018

0.242 ***

0.016

Cultural patriotism

0.155 ***

0.024

0.098 ***

0.026

Societal patriotism

-0.087 ***

0.032

-0.126 ***

0.029

-0.057 ***

0.005

-0.076 ***

0.005

Controls
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Education
Religion

0.035 ***

0.003

0.047 ***

0.003

Age

0.013 ***

0.000

0.015 ***

0.000

Female

0.003

Constant

-0.026

0.013

0.105

2.671 ***

0.485

0.077

0.136 ***

0.046

-0.039 **

-0.020

0.013

0.098

2.546 ***

0.455

0.067

0.163 **

0.059

Variance
Country

0.253 ***

0.220 ***

Chauvinism

0.006 *

0.002

0.005 *

0.002

Cultural patriotism

0.009

0.004

0.012 *

0.005

0.015 *

0.006

Societal patriotism
Individual

Log likelihood

~

0.019 **
1.276 ***

0.011

-42092.798

1.107 ***

-40224.003

Source: ISSP 2003, n = 27,275; ~p < .1 * p <.05 ** p < .01 *** p < .001
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0.007
0.009

1.303 ***

0.011

-42372.124

1.114 ***

0.010

-40296.619

4
Appendix 4: Replication of the Multi-Level Regression Analyses from Chapter 4 without the
US & Canada
table a 4.1

m ulti level regression analysis on the popularity of movies without the
us & canada
Model 1
b

Intercept

Model 2
s.e.

b

Model 3
s.e.

b

s.e.

2.236 ***

0.449

2.189 ***

0.491

2.188 ***

0.462

0.344 ***

0.056

0.269 **

0.089

0.283 ***

0.074

-0.596 *

0.239

Same language

12.810 ***

1.308

Globalization "consuming"

-3.99E-

0.007

Population size "producing"
country
Cultural distance

country

04

-0.608 *

0.251

-0.607 *

12.215 ***

2.021

14.105 ***

0.000

0.007

-0.006

0.249
1.001
0.007

Controls
Domestic films
Dubbing
Dubbing * domestic films
EU member
EU membership * domestic

-3.851

2.387

-0.420

0.618

-0.418

0.759

4.028

3.687

-0.382

4.176

5.512 *

2.371

-0.046

0.132

-0.046

0.133

0.016

0.132

0.630

0.194

0.773

0.115

-0.032

0.115

2.724 ***

films
Shared EU membership

-0.034

0.632
0.115

7.971 **

2.744 ***
-0.035

3.774

-3.921 *
-0.495

1.991
0.672

Interaction
Population size * domestic films

0.253 ***

3.804

Globalization * domestic films

0.253 ***

0.046

Variance components
Variance level 1

1.129 ***

Variance level 2
Variance level 3

~

114.122 ***
1.87E-04

0.030
4.016
0.010

1.118 ***
115.590 ***
3.88E-05

0.023

***

3.340

***

0.004

N level 1

3696

3696

3696

N level 2

798

798

798

N level 3

19

19

19
appendix

p < .1; * p < .05; ** p < .01; *** p < .001
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~

14.380 ***
0.000

Cultural distance

Same language

Globalization "consuming" country

1.582
1.351
-1.539

EU member

EU membership * domestic films

Shared EU membership

11

p <.1; * p < .05; ** p < .01; *** p < .001

462

N level 1

Variance level 2

N level 2

120.932 ***
1.48E-14

Variance level 1

Variance components

Soc. patriotism * domestic films

Cult. patriotism * domestic films

Chauvinism * domestic films

Interaction

5.611

-1.422

Dubbing

Dubbing * domestic films

-5.474

Domestic films

Controls

Societal patriotism

Cultural patriotism

Chauvinism

0.422 *
-0.892 *

Population size "producing" country

7.957

1.502

9.393

1.810

9.352

1.674

5.477

0.083

2.879

0.388

0.211

0.790

s.e.

1.39E-07

Model 1
1.593 *

b

Intercept
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11

462

4.06E-14

120.432 ***

-13.617

-1.541

-0.953

1.088

5.127

-1.335

-4.542

0.023

-1.403

14.466 ***

-0.898 *

0.420 *

1.727 *

7.924

12.552

1.499

9.593

1.909

9.350

1.672

5.595

0.087

2.086

2.925

0.387

0.210

0.807

s.e.

-2.21E-07

Model 2a
b

0.418 *

11

462

5.26E-14

120.505 ***

-17.108

-1.541

-2.604

0.989

8.731

-1.306

-4.779

0.029

-1.628

14.597 ***

-0.900 *

7.929

18.070

1.500

10.224

1.911

9.857

1.674

5.580

0.087

2.065

2.918

0.387

0.210

0.807

s.e.

-2.50E-07

Model 2b
1.747 *

b

11

462

5.00E-14

120.691 ***

-5.733

-1.541

2.574

1.044

5.673

-1.351

-6.532

0.023

-1.654

14.642 ***

-0.895 *

0.419 *

~

Model 2c
1.739

b

s.e.

-2.46E-07

7.941

13.349

1.501

9.875

1.911

9.345

1.675

5.755

0.087

2.078

2.933

0.387

0.211

0.807

table a 4.2

country’s nationalistic climate without the us & canada

m ulti level regression analysis on the popularity of movies with
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Appendix 5: Replication of the Multi-Level Regression Analyses from Chapter 5 without
the US
table a 5.1

m ulti level regression analysis on the popularity of domestic authors
without the us

Model 1
b

Model 2
s.e.

b

s.e.

Intercept

50.470 ***

2.033

52.626 ***

1.975

Polulation size "producing" country

-0.427

0.601

-0.381

0.576

Language size "producing" country

2.298 ***

Cultural distance

0.370

3.018 ***

0.893

1.107

0.199

1.082

-0.073

0.111

-0.076

0.108

Domestic authors

0.449

3.291

1.469

2.891

Same language

-2.801

3.075

-5.524

3.122

Shared EU membership

4.012

2.087

3.263

1.981

Globalization "consuming" country

0.793

Controls

~

Interactions
Language size * domestic authors

-2.867 **

1.537

Variance components

~

Variance level 1

811.647 ***

15.061

811.581 ***

15.039

Variance level 2

38.954 ***

14.379

38.185 ***

13.414

Variance level 3

0.000

0.005

0.425

N level 1

5988

5988

N level 2

174

174

N level 3

10

10

1.168

p <.1, * p < .05, ** p < .01, *** p < .001
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Appendix 6.1: Data Sources Chapter 6
Austria
· Zahradnik, A. (2002). Das Leben ist eine Hitparade! [Life is a hit-chart!]. München: Josef Keller
GmbH & Co. http://austriancharts.at/year_single.asp
Flanders (Belgium)
· Collin, R. (1999). Het Belgisch hitboek. 45 jaar hits in Vlaanderen [Belgium hitbook. 45 year hits in
Flanders]. Lier: Vox.
· Jaspers, S. 2006). Ultratop 1995-2005. Deurne: Book & Media Publishing
France
· Lesueur, D. (1999). Hit Parades 1950 – 1998 [Hit-charts 1950 – 1998]. Paris: Alternatives et paralleles
· http://lescharts.com/archive.asp
Germany
· Der Musik Markt (1989). 30 Jahre Single Hitparade [30 year hit-charts]. München: Josef Keller
Verlag.
· Der Musik Markt (2000). 40 Jahre Single Hitparade [40 year hit-charts]. München: Josef Keller
GmbH & Co.
Italy
· h
 ttp://www.hitparadeitalia.it/hp_yends
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The Netherlands
· De Stichting Nederlandse Top 40 (2009). Top 40 Dossier. [Top 40 file] SoftMachine
Switzerland
· Hufschmid,

G.

(2001).

33

Jahre

Schweizer

Hitparade

33

years

Swiss

München: Josef Keller GmbH & Co. http://hitparade.ch/year.asp
United Kingdom
· Roach, M. (2008). The Virgin book of British hit singles. London: Random House
United States
· http://www.billboard.biz
· http://www.chartfreaks.com
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hit-charts).

Appendix 6.2: Construction of country’s protectionism measure
table a 6.1

p er country, year in which country legislation adopted cultural
protectionism acts
Social security laws

Funds for

Limitations

for artists

domestic producers

for broadcasting

Austria

2001

2000

-

Flanders

2001

-

-

France

1977

<1970

1986

Germany

1981

2002

-

-

-

-

Netherlands

1998

1987

-

Switzerland

-

-

-

UK

-

1999

-

U.S.

-

<1970

-

foreign music

Italy

Appendix 6.3: Model Fit Time Components
table a 6.2

m odel fit for popularity of us music by different time components
All countries except US
Wald χ2

df

Trend

108.66

1

Trend + trend since 1987

108.33

2

Trend + trend since 1988

108.40

2

Trend + trend since 1989

108.40

2

Trend + trend since 1990

108.42

2

Trend + trend since 1991

108.41

2

Trend + trend since 1992

108.43

2

Trend + trend since 1993

108.51

2

Trend + trend since 1994

108.41

2

108.17

2

108.00

2

Trend + trend since 1993 + trend since 1993^2

112.20

3

Trend + trend^2

108.42

2

Trend + trend^2 + trend ^3

112.25

3

appendix

Trend + trend since 1995
Trend + trend since 1996

A higher Wald χ2 means a better model fit

119

table a 6.3

m odel fit for popularity of domestic music by different time components
All countries
Wald χ

2

EU member states
df

Wald χ2

df

Trend + trend since 1987

28.15

2

21.20

2

Trend + trend since 1988

29.93

2

22.70

2

Trend + trend since 1989

30.99

2

23.72

2

Trend + trend since 1990

31.55

2

24.48

2

Trend + trend since 1991

30.82

2

24.06

2

Trend + trend since 1992

29.16

2

22.98

2

Trend + trend since 1993

27.74

2

22.56

2

Trend + trend since 1994

25.82

2

21.78

2

Trend + trend since 1995

23.40

2

16.68

2

Trend + trend since 1996

20.23

2

14.64

2

Trend + trend^2

26.90

2

21.91

2

Trend + trend^2 + trend ^3

26.81

3

17.40

3

A higher Wald χ2 means a better model fit

table a 6.4

m odel fit for popularity of eu music by different time components
All countries

cross-national differences and the relation to globalization

the popularity of domestic cultural products:

Wald χ

2

EU member states
df

Wald χ2

df

Trend + trend since 1987 + trend since 1987^2

54.86

3

57.92

3

Trend + trend since 1988 + trend since 1988^2

66.89

3

68.22

3

Trend + trend since 1989 + trend since 1989^2

77.40

3

77.68

3

Trend + trend since 1990 + trend since 1990^2

81.31

3

80.83

3

Trend + trend since 1991 + trend since 1991^2

78.28

3

78.85

3

Trend + trend since 1992 + trend since 1992^2

83.08

3

82.76

3

Trend + trend since 1993 + trend since 1993^2

83.88

3

84.42

3

Trend + trend since 1994 + trend since 1994^2

77.16

3

79.84

3

Trend + trend since 1995 + trend since 1995^2

67.37

3

70.38

3

Trend + trend since 1996 + trend since 1996^2

50.69

3

60.20

3

Trend + trend since 1993

8.20

2

8.88

2

Trend + trend^2

7.63

2

13.95

2

Trend + trend^2 + trend ^3

33.57

3

41.78

3

A higher Wald χ2 means a better model fit
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0.795 ***

Globalization
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a

without US

* p < .05; ** p < .01; *** p < .001

Number of countries

Observations
8

272

0.926

9

306

0.805

9

306

0.775

0.974

0.110

0.000

3.657

0.000

0.168

0.000 ***

-0.175 ***

-2.748 **

9

306

0.636

0.862

0.830

0.000

-2.361
-0.180 **

4.142 ***

0.464

0.115

0.000 ***

2.451
0.045

4.087

0.002

-0.092

R-sq total

0.000

0.060

-2.500

-8.879 *

1.298
4.149

1.352 **

R-sq between

0.000 ***

Population size

1.766
0.038

2.136

2.134
12.274 **

1.635
5.708

~

~

-10.989 ***

0.105

0.394

18.767 ***

0.050

0.107 **

-5.583 **

0.765
1.908

0.159
14.224 **

5.848

0.171

1.511

14.435

b

0.260

0.000

0.052

1.200

1.201

1.117

0.513

0.445

1.182

0.055

0.234

4.612

Robust S.E

EU music (except UK music)

0.299

-0.786

International music television

Internet

1.317

6.202 ***

2.351 **

0.629

1.342 *

9.173

-0.116

-1.950

13.759

Robust S.E

R-sq within

-3.187 *

National music television

1.258

0.565

1.350

0.100

0.435

7.330

10.388 ***

-0.360 ***

-1.868 ***

32.087 ***

b

Domestic music
Robust S.E

0.216

-1.347

0.078

0.555

0.229

6.830

b

EU size

-3.727 ***

Protectionism

Commercial radio

Public opinion national pride

EU expenditures

EU member

-0.432

Country's dominance

0.171

-39.661

Robust S.E

table a 6.5

US dominance

Intercept

b

US musica

Appendix 6.4: Time Series Cross Section Analysis with all Control Variables and the Economic

Dimension of the KOF Index

eu music with all control variables
r eplication of multi-level regression analyses on us, domestic and
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272

0.313

306

0.095b

to obtain the whitin variance a fixed effect model is estimated, since there are no country characteristics that can vary over time

9

0.014b

-

without US

8

272

0.407

0.544

b

8

0.189

-

a

~p < .1; * p < .05; ** p < .01; *** p < .001

Number of countries

Observations

R-sq total

R-sq between

R-sq within

9

306

0.076

0.585

0.698

1.184

9

80

0.677

0.945

0.002

-0.318

0.991

Protectionism

-0.225

19.925 ***

-0.478 ***

1.999 ***

41.039 ***

25.261 ***

0.528

2.403

0.104

0.423

9.118

Robust S.E

b

Domestic music
Model DM2

Public opinion national pride

0.764

-0.428 ***

0.606

56.513 ***

b

2.685 ***

0.200

0.110

7.980

Robust S.E

EU expenditures

0.068

0.591
0.052

1.100 ***

-0.494 ***

35.990 ***

b

-0.193

0.467 ***

0.171

7.514

Robust S.E

Model DM1

EU member

0.048

Country's dominance

-8.144

Globalization

0.040

2.344

b

0.036

0.318b

0.416 ***

20.260 ***

Robust S.E

Model US2

US musica

US dominance

Trend since 1990

Trend

Intercept

b

Model US1

cross-national differences and the relation to globalization

the popularity of domestic cultural products:

1.533

7.267

1.163

3.961

0.142

0.229

11.704

Robust S.E

Model DM3

table a 6.6

t ime series cross section analysis on the popularity of us and domestic

music, globalization measured with the economic dimension of the kof

index

Summary in Dutch/
Nederlandstalige samenvatting
Inleiding en onderzoeksvragen
Nationale culturele consumptie
In dit proefschrift is de populariteit van nationale culturele producten onderzocht. Daarbij hebben
wij ons gericht op het beschrijven en verklaren van verschillen in de populariteit van nationale
culturele producten tussen landen en over de tijd. Een nationaal cultuur product is in dit proefschrift
als volgt gedefinieerd: een film geproduceerd in, een boek geschreven door, en muziek uitgevoerd
door een persoon of groep die in hetzelfde land als de consument woonachtig zijn. Bijvoorbeeld de
Franse film Amélie is een nationaal cultureel product in Frankrijk, maar buiten Frankrijk is het een
buitenlands product. Net zoals boeken van de Nederlandse schrijfster Magriet de Moor alleen in
Nederland nationale culturele producten zijn, en de muziek van de Duitse band Rammstein alleen
in Duitsland een nationaal product genoemd kan worden. Ook al zijn er meerderde vormen van
cultuur, in dit proefschrift zijn alleen de populariteit van nationale en buitenlandse film producties,
de populariteit van nationale en buitenlandse fictie schrijvers en de populariteit van nationale en
buitenlandse muzikanten en bands onderzocht.
Nationale identificatie en nationale culturele consumptie?
Het onderzoeksveld naar culturele consumptie is veelomvattend, toch is empirisch onderzoek naar
de populariteit van nationale en buitenlandse culturele producten zeldzaam. Dat de herkomst van
culturele producten nauwelijks onderzocht is, is een gemiste kans om inzicht te krijgen in een
alledaagse vorm van nationalistisch gedrag. Volgens de antropoloog Edensor (2002) is de
consumptie van nationale culturele producten namelijk gerelateerd aan nationalistische houdingen.
Culturele goederen kunnen gezien worden als symbolische expressie van (gedeeltelijk) gedeelde
2002). Door het consumeren van culturele producten laten mensen dan ook, bewust of onbewust,
zien of zij zichzelf identificeren met de normen en waarden van een land of samenleving (Edensor,
2002; Friedman, 1994). Vervolgens beargumenteerden wij dat zowel personen die meer belang
hechten aan hun land bij identiteitsvorming, als ook personen met een sterkere nationalistische
houding de identificatie met hun land eerder en sterker zullen uitdragen. Dit doet verwachten dat
culturele producten uit het eigen land vaker geconsumeerd worden door personen voor wie het
land een belangrijk onderdeel uitmaakt van de identiteit en door personen met sterkere
nationalistische houdingen. Het consumeren van nationale culturele producten zou dan ook een
beschouwd kunnen worden als een vorm van alledaags nationalistisch gedrag. Het is echter
belangrijk om te benadrukken dat we niet veronderstellen dat personen die een voorkeur hebben
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normen en waarden van een samenleving (Anderson, 1991; Cohen, 1985; Dolfsma, 1999; Edensor,

voor nationale culturele producten nationalistisch zijn. Toch volgen we de theorie die stelt dat het
consumeren van nationale culturele producten een uiting is van een nationalistische houding.
Macro-sociologisch perspectief
Vanuit een macro-sociologisch oogpunt is het interessant om landkenmerken te onderzoeken die
de nationalistische publieke opinie beïnvloeden. Dit omdat de nationalistische publieke opinie
weer van invloed kan zijn op de consumptie van nationale culturele producten. Globalisering wordt
vaak gerelateerd aan de nationalistische publieke opinie. Globalisering wordt geacht de
nationalistische publieke opinie te verzwakken (Giddens, 2000; Guillén) of juist te versterken
(Bauman, 1992; Robertson, 1995; Evans & Kelley, 2002; Norris, 2005; Ariely, 2012). Globalisering zou
de nationalistische publieke opinie verzwakken doordat de met globalisering gepaard gaande
toestroom van personen en goederen uit het buitenland en het toenemende belang van
supranationale organisaties bijdragen aan een kosmopolitischer wereldbeeld (Bauman, 1998) en
een afnemend belang van de natiestaat (Meyer, Boli, Thomas & Ramirez, 1997; Sassen, 2001).
Anderzijds zou globalisering de nationalistische publieke opinie versterken doordat de met de
globalisering gepaard gaande komst van personen en goederen uit het buitenland als ook het
afnemende belang van natiestaat bijdragen aan meer onzekerheden. Deze onzekerheden zorgen
ervoor dat men opzoek gaat naar zekerheden, een zekerheid is de nationale identiteit. Om
onzekerheden het hoofd te bieden zouden personen zich sterker gaan identificeren met hun land,
en zouden ze sterkere nationalistische houdingen ontwikkelen (Hogg, 2007).
Onderzoeksvragen
Zoals bovenstaand beschreven heeft eerder onderzoek geen eenduidige relatie tussen globalisering
en de nationalistische publieke opinie laten zien. In dit proefschrift is daarom eerst de relatie
tussen globalisering en nationalistische houdingen van individuen, en de relatie tussen globalisering
en de voorkeur voor nationale culturele producten van individuen onderzocht. De onderzoeksvragen
cross-national differences and the relation to globalization

the popularity of domestic cultural products:

hieromtrent luiden als volgt: 1) in hoeverre beïnvloedt de mate van globalisering van een land
nationalistische houdingen? En 2) in hoeverre zijn individuele voorkeuren voor nationale culturele
producten beïnvloed door nationalistische houdingen en de mate van globalisering van een land?
Vervolgens is de aandacht verlegd naar het macro-niveau, en is de relatie tussen het
globaliseringsniveau van het land en de populariteit van nationale culturele producten in een land
onderzocht. De hierbij horende onderzoeksvragen luiden als volgt: 3) in welke mate verschilt de
populariteit van nationale culturele producten (films, boeken en muziek) tussen landen en over tijd? En
4) in welke mate is de populariteit van nationale culturele producten (films, boeken en muziek) in
verband te brengen met de mate van globalisering en de nationalistische publieke opinie van een land?
Figuur S1 is een schematische weergave van macro-micro, micro-macro en macro-macro relaties die
we bestudeerden.
Figuur S1 laat zien dat landkenmerken, zoals de mate van globalisering van een land en
lidmaatschap van de Europese Unie, verwacht worden een invloed te hebben op de nationalistische
houdingen van individuen (Bowles, 1998; Wallendorf & Arnould, 1988). Individuele nationalistische
houdingen worden geacht een invloed te hebben op de voorkeur voor nationalistische culturele
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producten van individuen, welke weer van invloed zijn op de daadwerkelijke culturele consumptie
(Bisin & Verdier, 2001; Bowles, 1998; Wallendorf & Arnould, 1988). Het geaggregeerde culturele
gedrag van alle individuen in een land is uiteindelijk de populariteit van culturele producten op
macro-niveau. We hebben echter niet alle macro-micro en micro-macro relaties kunnen
onderzoeken. Cross-nationale data over de nationale consumptie van individuen ontbreken
simpelweg. De relatie tussen globalisering en de daadwerkelijke culturele consumptie van
individuen hebben we daarom niet kunnen toetsen. Toch hebben we de meeste afzonderlijke
macro-micro en macro-macro relaties kunnen toetsen. Daarnaast dragen de gevonden relaties op
macro-niveau bij aan nieuwe hypothesen op micro-niveau, welke worden verondersteld bij te
dragen aan innovatief en uitdagend onderzoek (Ultee, 2010).
figuur s 1:

bestudeerde macro-micro, micro-macro en macro-macro relaties

Land kenmerken:
Mate van globalisering
en EU lidmaatschap

Nationalistische
publieke opinie in een land
(hoofdstukken 4, 5 en 6)

Consumptie van nationale culturele
producten:
- Populariteit van nationale films
(hoofdstuk 4)
- Populariteit van nationale auteurs
(hoofdstuk 5)
- Populariteit van nationale muziek
(hoofdstuk 6)

Land (macro) niveau
Individueel (micro) niveau

Individuele nationalistische
houdingen:
- Nationale trots
(hoofdstuk 2)
- Chauvinisme en
patriottisme (hoofdstuk 3)

Individuele voorkeuren:
Bescherming van de
nationale cultuur
(hoofdstuk 3)

Consumptie van
nationale culturele
producten (op
individueel niveau)

De relatie tussen globalisering en nationalistische houdingen
In het eerste empirische hoofdstuk van dit proefschrift hebben we de relatie tussen de mate van
Aan de hand van de tegenstrijdige verwachtingen over de invloed van globalisering formuleerden
we tegengestelde hypothesen over de invloed van globalisering en Europese integratie – Europese
integratie beschouwen wij net zoals Norris en Inglehart (2009) als een sterkere vorm van
globalisering. Enerzijds verwachtten we dat globalisering en Europese integratie leiden tot een
afname van nationalistische houdingen. Anderzijds verwachtten we dat globalisering en Europese
integratie juist bijdragen aan een toename van nationalistische houdingen. Tot slot formuleerden
we ook verwachtingen over de invloed van globalisering en Europese eenwording bij lager en hoger
opgeleiden. We veronderstelden dat globalisering voor meer onzekerheid zorgt bij lager opgeleiden,
terwijl hoger opgeleiden globalisering meer als een kans zien. Dit resulteerde in de verwachting dat
lager opgeleiden een sterkere nationalistische houding hebben.
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globalisering van een land en de nationalistische houding van de inwoners van dat land onderzocht.

Door het combineren van alle mogelijke enquêtes waarin de vraag “hoe trots bent u op uw
land?” was opgenomen hebben we gebruik gemaakt van de informatie van 435.923 respondenten
uit 52 landen om onze hypothesen te toetsen. We vonden een significant positief verband tussen
globalisering en nationalistische houdingen. Hetgeen wat in overeenstemming is met het idee dat
globalisering leidt tot meer onzekerheden en daardoor tot sterkere nationalistische houdingen.
Echter, in 11 landen vonden we een negatieve relatie tussen globalisering en nationalistische
houdingen. In tegenstelling tot globalisering vonden we geen relatie tussen Europese integratie en
nationalistische houdingen. Wel in overeenstemming met onze verwachtingen is de bevinding dat
de relatie tussen globalisering en trots zijn op het eigen land verschilt voor lager en hoger
opgeleiden. De relatie tussen globalisering en trots zijn op het eigen land is verwaarloosbaar klein
voor de hoogst opgeleiden, terwijl er een significant positieve relaties is tussen globalisering en
trots voor de laagst opgeleiden. Tot slot vonden we ook dat Europese integratie een negatieve
relatie heeft met de nationale trots van de hoogst opgeleiden, maar dat het een significant positieve
relatie heeft met de nationale trots van de laagst opgeleiden.
Als we deze bevindingen relateren aan de eerste onderzoeksvraag van dit proefschrift “in
hoeverre beïnvloedt de mate van globalisering van een land nationalistische houdingen?” dan kunnen
we stellen dat globalisering is positief gerelateerd aan nationalistische houdingen. Echter, in een
aantal landen is de samenhang negatief. In deze landen was de negatieve samenhang tussen
globalisering en nationalistische houdingen voor lager opgeleiden echter wel minder sterk dan
voor hoger opgeleiden.
Globalisering en de drang in de nationale cultuur te beschermen
In het tweede empirische hoofdstuk, Hoofdstuk 3, zijn we een stap verder gegaan dan in het vorige
hoofdstuk door directe en indirecte effecten van globalisering en Europese integratie op de
voorkeur voor het beschermen van de nationale cultuur te onderzoeken. Wederom formuleerden
we tegenstrijdige hypothesen over de invloed van de mate van globalisering en Europese integratie
cross-national differences and the relation to globalization
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van een land, evenals we hypothesen formuleerden over de invloed van individuele nationalistische
houdingen op de voorkeur om de nationale cultuur te beschermen.
We gebruikten de informatie van 27.725 respondenten uit 23 landen welke in de ISSP 2003 data
zaten om onze hypothesen te toetsen. Het bleek dat in slechts 4 landen een gemiddelde had wat
duidde op een zwakke goedkeuring voor het beschermen van de nationale cultuur. In de overige 19
landen bleek dat er gemiddeld genomen sprake was van een sterke goedkeuring voor het
beschermen van de nationale cultuur. Multi-niveau regressie analyses toonden aan dat de mate van
globalisering van een land samenhangt met minder steun voor het beschermen van de nationale
cultuur. Europese integratie daarentegen, wat ook leidt tot een groter aanbod van alternatieve voor
nationale culturele producten, blijkt positief samen te hangen met de voorkeur voor het
beschermen van de nationale cultuur. De indirecte effecten of globalisering via nationalistische
houdingen toonden aan dat in meer geglobaliseerde landen, inwoners meer sociaal-patriottisch
zijn, wat gepaard gaat met een mindere sterke drang om de nationale cultuur te beschermen.
Tegelijkertijd blijkt echter ook dat in meer geglobaliseerde landen, inwoners meer cultuurpatriottisch en chauvinistisch zijn, wat bijdraagt aan een sterkere voorkeur voor het beschermen
van de nationale cultuur.

126

Als we deze bevindingen resulteren aan de onderzoeksvraag “in hoeverre zijn individuele
voorkeuren voor nationale culturele producten beïnvloed door nationalistische houdingen en de mate
van globalisering van een land?” kunnen we stellen dat globalisering bijdraagt aan minder cultureel
protectionisme in een land, maar dat globalisering wel positief gerelateerd is aan cultureelpatriottisme en chauvinisme. Chauvinisme en cultureel-patriottisme dragen bij aan een sterkere
voorkeur voor het beschermen van de nationale cultuur. In dit hoofdstuk hebben we dus aanwijzing
gevonden dat beide tegenstrijdige verwachtingen omtrent de invloed van globalisering tegelijkertijd
optreden.
De populariteit van nationale films
In Hoofdstuk 4 hebben we de relatie tussen de landkenmerken ‘mate van globalisering’ en
‘Europese integratie’ en de ‘populariteit van nationale films in het land’ bestudeerd. We
formuleerden dezelfde tegenstrijdige verwachtingen als in de voorgaande hoofdstukken,
gebaseerd op de verschillende visies op globalisering en Europese integratie zoals eerder uitgelegd.
Hiermee voegden we twee nieuwe verklaringen toe aan het bestaande onderzoek naar de
populariteit van films, net zoals dat het onderscheid tussen nationale en buitenlandse films
nieuw is.
Om onze hypothesen te toetsen maken we gebruik van een unieke en zelf verzamelde dataset.
Gebruik makend van de jaarlijkse cijfers over het bioscoop bezoek per film van 20 landen voor de
periode 2000 – 2007 hebben we voor elk jaar de honderd beste bezochte films gecodeerd naar
productie land. In totaal hebben we 13.447 films gecodeerd.
Het blijkt dat er grote verschillen bestaan in de populariteit van nationale films in Westerse
landen. Daarnaast kwam op de multi-niveau regressie analyses naar voren dat zowel mate van
globalisering als Europese integratie positief gerelateerd zijn aan de populariteit van nationale
films. Dit is in overeenstemming met het idee dat globalisering nationalistische houdingen
versterkt, wat bijdraagt aan een sterkere voorkeur om de nationale cultuur te beschermen en een
grotere consumptie van nationale culturele producten. Ook hebben we de invloed van de
nationalistische publieke opinie in een land op de populariteit van nationale films onderzocht. Dit
hebben we gedaan door de nationalistische houding van individuen te aggregeren op land niveau.
Zoals we verwachtten kwam naar voren dat cultureel- en sociaal-patriottisme in een land als ook de
We kunnen de verwachting dat de populariteit van nationale films positief beïnvloed wordt door
globalisering en een nationalistisch publieke opinie dus niet weerleggen.
De populariteit van nationale fictie-auteurs
In Hoofdstuk 5 is de populariteit van nationale fictie-auteurs gerelateerd aan de mate van
globalisering in een land en de nationalistische publieke opinie. Op basis van de verschillende
verwachtingen omtrent globalisering en Europese integratie hebben we, net zoals in Hoofdstuk 4,
tegenstrijdige hypothesen geformuleerd, maar nu met betrekking tot de populariteit van nationale
fictie-auteurs. Op basis van de bestaande literatuur omtrent boek verkopen hebben we ook
hypothesen geformuleerd omtrent inwoner aantal, het aantal mensen dat een taal wereldwijd
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chauvinistische publieke opinie positief gerelateerd zijn met de populariteit van nationale films.

spreekt, de culturele overeenkomsten tussen productie en consumptie land, en over de invloed van
genre.
Voor het toetsen van de hypothesen hebben we wederom een uniek en zelf verzameld data
bestand gebruikt. We hebben de jaarlijkse fictie boek verkoop cijfers voor 11 landen voor de periode
2001 – 2010 gecodeerd naar het herkomst land van auteur en daarnaast hebben we het genre van
het boek gecodeerd. In totaal hebben we 6.686 boek titels gecodeerd.
We vonden grote verschillen in de populariteit van nationale auteurs in de verschillende
landen. Uit de multi-niveau regressie analyses kwam naar voren dat slechts een beperkt aantal van
de door ons opgenomen kenmerken van invloed zijn. Globalisering, als ook Europese integratie
blijken niet van invloed te zijn op de populariteit van nationale fictie-auteurs. Dit staat in contrast
met de bevindingen omtrent de populariteit van nationale films. We vonden dat naarmate het
aantal mensen wat de officiële taal van een land spreekt groter is, dat auteurs uit dat land
populairder zijn in andere landen. Tevens kwam naar voren dat naar mate een genre in een land
populairder is, des te populairder auteurs uit dat land in dat genre in andere landen zijn. Tot slot
lieten we op basis van 6 landen zien dat er een positief verband is tussen de cultureel-patriottistische
publieke opinie en de populariteit van nationale fictie-auteurs. In de hoofstukken 2 en 3 hebben we
laten zien dat de mate van globalisering van een land samenhangt met de nationalistische publieke
opinie. Het is daarom aannemelijk dat de mate van globalisering van een land van invloed is op de
populariteit van nationale fictie-auteurs via de nationalistisch publieke opinie in een land.
De populariteit van nationale muziek
In het laatste empirische hoofdstuk, Hoofdstuk 6, hebben we de populariteit van nationale muziek
bestudeerd. Net zoals in de voorgaande hoofdstukken hebben we ons in dit hoofdstuk gericht op
de invloed van globalisering en de nationalistische publieke opinie. Daarnaast hebben we ons in dit
hoofdstuk gericht op het verklaren van macro trends. Wederom zijn in dit hoofdstuk tegenstrijdige
hypothesen geformuleerd over de invloed van globalisering en Europese integratie.
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Voor de toetsing van de hypothesen hebben we ook in dit hoofdstuk gebruik gemaakt van zelf
verzamelde en unieke data. In totaal hebben we 30.967 hits uit de eindejaarshitlijsten uit 9 Westerse
landen gecodeerd voor de periode 1970 – 2006. We vonden dat in de meeste landen die onderdeel
uitmaken van de Europese Unie de populariteit van nationale muziek afneemt tot eind jaren 80
begin jaren 90 van de vorige eeuw, maar dat de populariteit sindsdien alsmaar is gestegen. Veder
blijkt de populariteit van muziek uit landen van de Europese Unie een parabolische trend te
vertonen. Eerst een toename van de populariteit sinds 1993 – een jaar nadat het verdrag van
Maastricht over verregaande Europese economische en culturele integratie was ondertekend –
maar zes jaar later neemt de populariteit van muziek gemaakt door artiesten uit de Europese Unie
weer af.
Verder bleek dat we beide visies op globalisering niet konden verwerpen. Het idee dat
globalisering bijdraagt een meer internationale consumptie van culturele producten kon niet
worden verworpen omdat globalisering negatief bleek samen te hangen met de populariteit van
nationale muziek. Maar ook het idee dat globalisering bijdraagt aan sterkere nationalistische
gevoelens en gedragingen kon niet worden verworpen. In overeenstemming met dit idee is
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namelijk dat subsidies die Europese integratie moeten bevorderen positief samenhangen met de
populariteit van nationale muziek. En daarnaast bleek dat in landen die een sterkere nationalistische
publieke opinie hebben nationale artiesten populairder en dat ook muziek gezongen in de nationale
taal in die landen populairder is.
Conclusie
In de verschillende empirische hoofdstukken hebben we de mate van globalisering en Europese
integratie van een land gerelateerd aan nationalistische houdingen, de mate waarin met de
nationale cultuur wenst te beschermen en de populariteit van verschillende nationale culturele
producten. Tabel S1 geeft beknopt de bevindingen uit de empirische hoofdstukken weer.

table s 1

e ffect van globalisering, europese integratie en nationalistische
publieke opinie
Hoofdstuk 2:

Hoofdstuk 3:

Hoofdstuk 4:

Hoofdstuk 5:

Hoofdstuk 6:

nationale trots

voorkeur om de

populariteit van

populariteit van

populariteit van

nationale

nationale films

cultuur te

nationale

nationale

schrijvers

muziek

beschermen
Globalisering
Europese
integratie
Nationalistische
publieke opinie

+

-

+

0

-

+

+

+

+

+

n.v.t.

+

+

+

+

0 geen significant effect; - negatief effect; + positief effect

Tabel S1 laat zien dat we in alle hoofdstukken een positieve samenhang van Europese integratie
en van de nationalistische publieke opinie vonden met hetgeen wat we wilden verklaren. De
invloed van globalisering is echter minder eenduidig. Zo vonden we een positieve samenhang
(Hoofdstuk 4). We vonden geen significante samenhang tussen globalisering en de populariteit
van nationale schrijvers (Hoofdstuk 5). En tot slot bleek globalisering zowel negatief samen te
hangen met de voorkeur om de nationale cultuur te beschermen (Hoofdstuk 3) als met de
populariteit van nationale muziek (Hoofdstuk 6).
Als we deze bevindingen relateren aan de tegengestelde opvattingen over de invloed van
globalisering en Europese integratie, blijkt dat het idee dat stelt dat globalisering en Europese
integratie nationalistische houdingen verminderen, wat bijdraagt aan een minder sterke behoefte
om de nationale cultuur te beschermen en aan een kleinere populariteit van nationale culturele
producten weinig ondersteuning krijgt van onze data. Daarentegen kan het idee dat stelt dat
globalisering en Europese integratie nationalistische houdingen versterken, hetgeen de behoefte
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summary in dutch/nederlandstalige samenvatting

tussen globalisering en nationale trots (Hoofdstuk 2) en de populariteit van nationale films

aan het beschermen van de nationale cultuur vergroot, evenals de consumptie van nationale
culturele producten door onze bevindingen niet weerlegt worden.
Vanzelfsprekend heeft dit proefschrift punten ter verbetering, zo is de rol van de aanbodzijde
(zoals filmproducenten en platenmaatschappijen) onderbelicht, en hebben we de relatie tussen
culturele voorkeuren en de daadwerkelijke consumptie niet getoetst op individueel niveau. We
maken echter aannemelijk dat ondanks dat er meer onderzoek nodig is, de conclusies van dit
onderzoek robuust zijn.
Dit proefschrift is een van de weinige empirische studies wat cross-nationale verschillen in de
populariteit van nationale culturele producten verklaard. Door de samenhang tussen de populariteit
van nationale culturele producten en de mate van globalisering, Europese integratie en de
nationalistische publieke opinie in een land aan te tonen, hebben we laten zien dat het idee dat de
herkomst van geconsumeerde culturele producten inzicht verschaft in alledaags nationalistisch
gedrag niet verworpen kan worden. De herkomst van culturele goederen is dan ook een
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veelbelovend onderwerp voor toekomstig onderzoek.
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Are domestic cultural products – cultural products produced by fellow citizens from the
nation – used to express nationalist attitudes? And can differences in the popularity
of domestic cultural products between countries and overtime be related to globalization,
EU integration and the nationalist public opinion? The first two empirical chapters show that
globalization and EU integration are positively associated with nationalist attitudes and the
preference to protect the domestic culture. The remaining empirical chapters show that the
view that considers globalization and EU integration to increase nationalist attitudes,
encouraging a stronger preference for protecting the national culture and a higher
consumption of domestic cultural products, cannot be refuted. Finally, it is argued that
studying the origin of consumed cultural products can provide insights into nationalist
behavior in everyday life.
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