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Abstract

Single European Market represents both new challenges and threats for companies from new accessing countries. To compete successfully in the SEM, they can not regard European Union as a single entity. Cultural diversity in the EU remains very high and practical experience argues that deep understanding a culture may be critical issue in decision-making process in the field of marketing strategies. On the other hand, some marketing managers from Western Europe do the same mistake and view the people from the former Eastern Bloc in the same way. Due to the historical development cultural values of Central and Eastern European countries can be characterised both by many cultural similarities and by many differences. These differences should not be likewise ignored in marketing strategies of international companies. The current importance of this topic in respect of the process of the full integration of the new countries into the structures of the EU, means that this topic merits more detailed understanding. As two of the possible examples of European cultural diversity and its influence on marketing strategies author shortly presents 5-D (Hofstede’s) model of cultural dimensions and Schwartz’s value types. Both data of Hofstede’s cultural dimensions and Schwartz’s value types for Czech Republic have been taken from a large survey (more than 2000 respondents) carried out by Faculty of Multimedia Communications, Tomas Bata University in Zlin (Czech republic) as a part of large survey based on the project “Cultural aspects of Czech and European advertising” (GACR 402/06/0509).
