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Cultural Hegemony
Some nations, like the United States, are 
major exporters of their own cultures. 
Though some societies are excellent mar-
kets for U.S. icons, other societies may resist 
adopting these ideas because they fear the 
changes that may accompany the new ideas. 
Some societies may perceive the increasing 
popularity of those icons as a form of cul-
tural hegemony, or the fear of the predomi-
nant influence that one culture can develop 
over another. It is believed that what is being 
transmitted are the values of the culture. The 
receiving culture can unconsciously, or per-
haps uncritically, absorb the values. Cultural 
dependency is the belief that a receiving cul-
ture becomes accustomed to cars from Japan 
or movies and TV from Great Britain and the 
United States, and that it’s natural that they 
come from there, thus discouraging local 
businesses.

Japanese Icon in Mexico

In Japan, instant ramen was a post–World 
War II invention. The product soon became 
a cultural icon. Thousands visit a museum 
each year to see a replica of the workshop 
where instant ramen was developed.

Japanese fast-food noodles were first 
imported into Mexico in the 1980s. Today, 
Mexico is Latin American’s largest per capita 
consumer of instant ramen—1 billion serv-
ings in 2004, a threefold increase since 1999. 
Instant ramen noodles, such as those mar-

keted under the brand name Maruchan, which has an 85% share of the market, are supplanting beans 
and rice for many in Mexico. Convenience stores sell ramen, or preparada, with packets of salsa, and 
the Mexican government distributes it to remote rural areas. A cup of Maruchan costs 4 pesos (about 
30 U.S. cents); a serving of beans costs much less, but Maruchan is ready to eat in minutes. Defenders 
of the nation’s cuisine point to the relationship between food and culture. Ancient ancestors believed 
that humankind descended from corn. Mexican food traditionally has fresh ingredients, slow-cooked 
sauces, and hand-worked dough. Today’s culture defenders see a threat to family and other traditional 
values.

Table 13.1  Twenty Most Powerful Brand Names, 2012

Country of Origin

  1. Apple United States

  2. Microsoft United States

  3. Coca-Cola United States

  4. IBM United States

  5. Google United States

  6. Intel United States

  7. McDonald’s United States

  8. General Electric United States

  9. BMW Germany

10. Cisco United States

11. Oracle United States

12. Samsung South Korea

13. Disney United States

14. Toyota Japan

15. Hewlett-Packard United States

16. Mercedes-Benz Germany

17. Louis Vuitton France

18. Gillette United States

19. Honda Japan

20. Nescafé Switzerland

Source: “The World’s Most Valuable Brands” (2013).


