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Introduction 

 In researching Australian graphic design, it became obvious that Australia does not have 

a very distinct heritage when it comes to not only the visual arts but also science, music, or 

history. Before World War II, the nation looked to Britain for its culture; afterwards, they looked 

to America. But over the past twenty-five years there has been a rising tide of Australians who 

want to see unique elements of their culture combined to create a distinct national identity. Since 

a national identity manifests itself visually in so many ways, the graphic design industry has a 

role to play in this quest for a unique identity. Does the designer encourage such known symbols 

as the Opera House and the kangaroo, or does he or she shy from what could be clichés and work 

to integrate elements from the aboriginal culture or perhaps something that non-Australians don’t 

even know about? Does the designer even have control over such things, or is he or she at the 

mercy of his or her clientele? A unique identity and cultural respectability are certainly desirable 

things, so being able to determine the role of designers in this movement will either encourage 

them to continue in their ways or to push themselves harder to accomplish this goal. 

Defining National Identity 

 In order to monitor an emerging national identity movement, it is important to know what 

a national identity is so that the term ‘national identity movement’ is clear. Within the context of 

this research paper, identity is defined by the Oxford English Dictionary as “The sameness of a 

person or thing at all times or in all circumstances; the condition or fact that a person or thing is 

itself and not something else; individuality, personality.”  Jameson (2007) presents the following 

chart to show the hierarchy of identity (208): 
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Figure 1: Classification of Individual Identity 

  

 Identity can be broken down into two categories: objective and subjective. An objective 

identity would be something such as a birth certificate, and a subjective idea involves more 

abstract ideas about who we are. Subjective identity can be subdivided into either personal forms 

of identity such as character and style, or collective forms of identity that are derived from group 

interaction. Collective identity includes two facets: Social identity and cultural identity. The 

former refers to a particular point in time; the latter refers to a broader period of history. Jameson 

provides the following example of social identity: A man who is between jobs temporarily - at 

this particular point in time he is socially identified as ‘unemployed.’ If the same man had a 

history of unemployment and comes from a family that has been the same way, this would 

include a broader period of history and therefore would make up his cultural identity (207). 

Therefore, Jameson states, “Social identity concerns what roles people play in the present; 

cultural identity concerns...what people have learned in the past and how they plan to influence 

the future” (208). Since I am looking at the future of Australia, I am more interested in 

examining cultural identity rather than social identity. 

Defining Culture 

 Since all studies of national identity that I reviewed ended up studying culture, it is 

important to define what culture is. There are many different ways of defining this abstract 
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concept. For example, Samovar and Porter (1995) explore different facets of culture and begin 

by quoting Hoebel and Frost's broad definition of culture as an “integrated system of learned 

behavior patterns which are characteristic of the members of a society and which are not the 

result of biological influence.” This definition highlights the generally accepted fact that culture 

is not instinctual or inherited in a physical sense; rather, it is a learned behavior. Hofstede gets a 

bit more specific and defines culture as “the collective programming of the mind which 

distinguishes the members of one category of people from another.” He stresses that one's culture 

is held in the mind and is defined by more intangible qualities. Samovar and Porter also provide 

their own definition of culture:  

We define culture as the deposit of knowledge, experience, beliefs, values, attitudes, 

meanings, hierarchies, religion, notions of time, roles, spatial relations, concepts of the 

universe, and material objects and possessions acquired by a group of people in the 

course of generations through individual and group striving. (p. 48)  

This definition is quite inclusive, highlighting the personal and collective attributes of culture, 

the generational aspect of culture as well as all of the tangible and intangible facets of a society 

that contribute to culture. It will serve as an adequate definition of culture that can be referred to 

during this study. 

Linking Culture and Identity 

 Research of both ideas revealed that culture and identity are closely linked. Hatch and 

Schultz's Organizational Identity Dynamics Model explores the connections between culture, 

identity, and image within an organization. Given the fact that a nation could be construed as an 

organization of sorts, their findings are relevant to the discussion. Hatch and Schultz show how 

culture, identity, and image are interrelated with the following model (991): 
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Figure 2: Hatch and Schultz’s Organizational Identity Dynamics Model 

 

 Hatch and Schultz draw on a few definitions of identity to conclude that identity is a 

social process (p. 992). This concept of identity being primarily social makes sense; if everyone 

in the world had the same skin color, then there would be no need to define a person by his or her 

skin color. However, since there are differences in shades of melanin, we can define groups by 

their skin color. Bear in mind, though, that even though parts of one’s identity are based upon 

social interaction, identity is not arbitrary. Identity is defined by internal definitions stemming 

from the participant's culture as well as images projected onto the participant (Hatch & Schultz, 

2002, p. 991). This process of identity is cyclical and continual, as shown in Figure 2. A person, 

business, or even a nation can create an identity for him, her, or itself based on the cultural 

values that he, she, or it has. This identity is then presented to the public. The public would then 

create an image of the entity based on this identity. In one sense it is the person, business, or 

company that can impress the image on the public, but the public will also create an image based 

on intangibles and circumstances that are outside the direct influence of the person, business, or 

company. This image either aligns favorably, which would be good because the 

person/business/nation conveyed their values properly, or it would align unfavorably, in which 
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the person/business/nation would have to make a decision about their situation. Would they rise 

or lower themselves so that their identity is more in line with that image? Or, does the identity 

stay intact, and the person/business/nation chooses to try to alter the image that the public has? 

The decision rests on this person, business, or nation based on their values, but how they choose 

affects the cycle. This model is relevant to Australia because the nation can form an identity 

from underlying cultural principles, and an image will be formed from international eyes. 

Knowing this process will help me to understand how the formation and solidification of a 

national identity can happen. 

Cultural Identity / Hofstede’s Value Dimensions 

 Referring back to Figure 1, we see that cultural identity is one of the deepest layers of 

identity. Cultural identity is made up of many components, which include nationality and other 

geographical, vocational, class, philosophical, language, and biological traits (Jameson, 2007, p. 

211). Samovar and Porter's definition of culture is applicable here as well. Jameson cautions that 

neither national identity nor any of these components of cultural identity are accurate 

representations of culture by themselves. For example, within a nation, there can be many 

different cultures with different norms. Broad generalizations about American culture would 

probably represent white men better than Native American women, so Jameson does have a 

point. 

There are those, however, who claim that broad generalizations can be made about a 

nation that are generally accurate. One such person is Hofstede; his 1967-1973 landmark study 

of culture yielded four value dimensions that reflect cultural norms in various countries. In 

studying the emerging national identity of Australia, it is important to know what has already 
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been discovered about the identity of Australians; thus, examining Hofstede’s findings will 

benefit this study.  

 The first of Hofstede’s four value dimensions is individualism-collectivism. According to 

Hofstede (2001), this dimension looks at how society views the individual in relationship to the 

society at large. Individualistic societies are often centered around a smaller nuclear family, but 

the implications of an individual society are broader. These societies often place a greater focus 

on the self, the goals for the self, and a general independence from the needs of society as a 

whole. Collectivistic societies look to the needs of the group more than the needs of the self. 

They will have extended family networks, and loyalty to these networks is expected (pp. 209-

210). In Hofstede's analysis of Australian culture, it is notable how similar Australia's value 

dimension rankings are similar to the United States. In Hofstede's study of 50 nations and three 

regions, Australia was ranked second only to the United States in terms of individualism, with 

Great Britain and Canada (another former British satellite) ranking third and fourth (p. 215). This 

means that Australians place an unusually high level of importance on the individual. 

 Another one of Hofstede’s dimensions is uncertainty avoidance, which is the extent to 

which a culture will avoid ambiguities and other unknowns in the future. Hofstede highlights the 

fact that time inevitably moves forward and that societies will put institutions in place to lessen 

the uncertainty of the future (pp. 145-146). The higher a culture’s uncertainty avoidance is 

ranked, the more likely the culture is to impose rules and order for the sake of stability. These 

cultures will be more prone to stress and less flexible than those with a low uncertainty 

avoidance ranking. When it comes to uncertainty avoidance, Australia is not as extremely low as 

it is with individuality. However, they ranked 37 out of 53 nations and territories, putting them 

into the lower third and keeping them relatively close to the United States (43), Canada (tied for 
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41), and Great Britain (tied for 47), all of which are less concerned with uncertainty (p. 151). 

This analysis of Australian culture fits well with the stereotypically carefree attitude for which 

Australians are known. 

 Hofstede’s third dimension is power distance. Power distance is defined as the amount of 

inequality in a society, whether by certain physical traits, social statuses, levels of wealth, 

amounts of power, or certain laws (pp. 79-80). Societies with a higher power distance recognize 

the separation of power as a reality of life and have much respect for those who are in their 

“rightful” positions. Societies with a lower power distance are much more informal in their 

interaction between levels of a hierarchy. Those with less power see themselves as more equal to 

those with greater power and want to be involved in the decision-making process. Australians 

exhibit a lower power distance than other nations. Australian ranked 41 of 53, scoring close to 

the United States (38), Canada (39), and Great Britain (tied-42) once again (p. 87). To an 

Australian, power is something that has to be earned and is certainly not something to be 

flaunted. 

 Hofstede’s last dimension is the masculine-feminine value dimension. This dimension 

does not just examine the roles of men and women in a society, it examines cultural aspects that 

are tied to masculinity and femininity. Hofstede claims that the more a culture is ranked as 

masculine, the more competitive, assertive, and achievement-driven it is. Conversely, the more a 

culture is ranked as feminine, the more focused it will be on nurturing behaviors, relationships, 

and quality of life (p. 279). Australia is seen as more of a masculine nation (16 of 53), almost 

identically so to the United States (15) and again close to Great Britain (9) and somewhat to 

Canada (24) (p. 286). 
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 Hofstede's work demonstrates that Australia is similar to the United States and Great 

Britain. This has always been the case and thus reflects Australia’s lack of a unique national 

identity.  

To further demonstrate Australia’s reliance on other countries for its identity, I turn now 

to a discussion of Australia’s history. To understand Australia’s lack of identity, one must first 

know that Australia began as a British colony. Australia looked to Britain for its protection and 

government, and British culture was firmly embedded in Australia until 1941. This was the time 

of the World War II, and Japan was looking to invade Australia. They had just taken the British 

holding of Singapore, and Australia’s Prime Minister John Curtin was unhappy with Winston 

Churchill’s policies in the Antipodes. As a result, Curtin declared that “Without any inhibitions 

of any kind, I make it clear that Australia looks to America, free of any pangs as to our 

traditional links or kinship with the United Kingdom” (Livingstone, 2006). Curtin’s decision to 

look to the US rather than Great Britain was primarily for defense and protection at the time, but 

eventually became true for popular culture as well. As a result of looking to superpowers for 

protection and, subsequently, culture, Australia was little more than a satellite state, much in the 

manner that Eastern Europe was to the Soviet Union.  

Cultural Cringe and Tall Poppies 

As a satellite nation, the idea of “cultural cringe” became soon established in the minds of 

Australians. In producing a report on the cultural status of their nation, the National Library of 

Australia (NLA) defines cultural cringe as “the belief that nothing Australian should be 

considered of cultural value until it has been approved in London, or perhaps New York” (1994, 

¶8). While the NLA also recognizes “cultural strut,” the opposite of cultural cringe because 

people are so patriotic that they can not see anything outside of Australia having cultural value, 
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as being a problem in Australia, they recognize cultural cringe more by pointing out that many 

talented Australians have ended up working in Europe instead of cultivating an Australian 

cultural identity. Daniel Welden asserted in the Journal of Popular Culture almost 20 years ago 

that, at least in the realm of literature, Australia's cultural cringe is slowly easing and some works 

are starting to emerge from the shadows of America and Britain (1989, p. 1). The extremes of 

cultural cringe and cultural strut are indeed fading, and citizens are more open to both a unique 

Australian culture and multicultural influences. This is perhaps most powerfully evidenced by 

the election of Kevin Rudd to the position of prime minister in November 2007. Rudd is a 

proclaimed multicultural advocate who wishes to strengthen ties with Southeast Asia.  

 Eye Magazine's Rick Poynor also discusses the “tall poppy syndrome” as a problem with 

the national identity of Australia. Tall poppy syndrome is defined as the belief that those who 

stand out need to be cut down to size to maintain equality (2001). This cutting is done on an 

interpersonal level and is very subtly, but firmly, engrained in the culture. Those who try to stand 

above the rest will often be brought down with a sarcastic quip, while those who are singled out 

will either make a comment to bring others up to their level or put themselves down. Cultural 

cringe and the tall poppy syndrome ultimately hurt the establishment of a national identity 

because they hurt self-esteem and discourage standouts. What is a nation to do? While there are 

many forces that can help influence the identity of a nation, I will now examine one in particular: 

graphic design. 

Graphic Design in Australia 

 The graphic design industry in Australia has many problems and hurdles. The first issue 

is Australia’s lack of distinct identity and design heritage. CAP Online interviewed acclaimed 

Australian designer Garry Emery who said that when he was doing research on design trends in 
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Australian history, he was unable to find anything unique (1999). This does not mean that there 

are no recognizable symbols or unique cultural elements in Australia; rather, it just means that in 

terms of the way they design, there has not been anything drastically different from design in 

Europe, America, or anywhere else. This is undoubtedly a result of cultural cringe. While it 

certainly is not an ideal situation, it tells designers that they are free to try things without being 

tied to a unique heritage that they’re expected to draw upon.  

 Another problem, asserted by the Design Institute of Australia (DIA), is the lack of 

unification within design organizations. There two competing organizations in Australia: The 

DIA and the Australian Graphic Design Organization. They claim that having multiple 

organizations reduces the money, resources, and history that help lend credibility to a group of 

designers in a country (2006). In the United States, while there are numerous design 

organizations, most pale in comparison to the American Institute of Graphic Arts (AIGA), which 

is able to use its size to provide enriching resources such as conferences, workshops, studio 

tours, and more to its members. AIGA also assists its members with employment. The 

organization is able to do a lot to improve the quality and profile of its members, and Australia’s 

designers could benefit equally from a united design organization. 

 A third issue mentioned is globalization. The National Library of Australia is concerned 

that as Australia struggles to establish its culture, it faces the attack of a homogenized overseas 

influence (1994). This concept is not difficult to grasp: If American computer companies can 

easily build their systems in China and hold their technical support in India, it is equally easy for 

an Australian company to outsource its design to a reputable firm in a nation more well-known 

for design.  
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 Finally, Poynor's article states that the Australian public is simply not well-educated in 

good design. He paraphrases graphic designer Graeme Smith, who states that while restaurants 

and wine bottles are magnificently designed, common supermarket items are not designed as 

such, because Australian citizens are not as conscious of what good design is (2001). This is a 

problem because if there is no clamoring from Australians for good design, then there is no need 

to supply it. This problem, along with the previously mentioned three, are not the only problems 

with the state of design in Australia, but they are certainly enough to establish the fact that a lot 

of things need to happen in order to bring graphical quality up to par with the rest of the world. 

Existing Design in Australia 

 Despite the issues facing the state of Australian graphic design, one notable counterpoint 

is that Australia already has some visual symbols and elements that are identifiable, though not 

all these symbols might be positive. In CAP's interview with Emery, even though he is quick to 

point out that Australia lacks heritage, he does concede that bright colors and informality are 

noticeable visual elements that reflect Australia (1999). The Powerhouse Museum, Sydney’s 

largest museum, points out that many recognizable visual symbols can be used, including Ayers 

Rock, the Great Barrier Reef, the shape of the continent, the Southern Cross constellation, the 

Sydney Harbour Bridge, the Opera House, the Aboriginal and surfing cultures, and, of course, 

the kangaroo (n. d.). Alyson L. Greiner wrote in the Journal of Popular Culture about the 

promotion of Australia on American television. She analyzed films like Mad Max and Crocodile 

Dundee that brought Australia into the public consciousness of American filmgoers, and then 

examined companies that use Australian imagery. She identifies Foster's Beer, Outback 

Steakhouse, and Subaru as companies that use Australian imagery. She concludes that all of 

these companies portray Australians as “1) leisure-loving, adventure seeking people whose 
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homes are in the Outback; 2) lacking culture, and placing a low value on intelligence; 3) willing 

to defy or mock authority; and 4) living in 'the lucky country.'” Greiner then writes that the 

portrayal of Australians in the Outback is unfounded because 85 percent of Australians live on 

the urban coastline (2001). These symbols, whether good or bad or fresh or tired, combine to 

form the identity that Australia currently has established in the eyes of the outside world. 

 Even though some complain about the lack of design in Australia, the nation is not 

without some prominent designers. Garry Emery, mentioned above, is one. One of his most well 

known projects was designing the typeface that would grace the Australian Parliament Building 

(CAP Online). Another well-known designer, though older, is Ken Cato. His two best-known 

works are the logos for Australian Made and Qantas Airways and are reproduced in Figures 3 

and 4 (Culture and Recreation). 

Figures 3 and 4: Australian Made and Qantas Airways logos 

 

 

 

Culture and Recreation also discusses industrial and fashion design, calling into recognition 

Marc Newson and Mambo. Both have made unique contributions to their respective fields of 

industrial design and fashion design (p. 2). The presence of these designers shows that graphic 

design does have a presence in Australia and that they could possibly form the basis for 

reshaping Australia’s national identity. 

Graphic Design and Cultural Identity 

 Before I can continue with this idea that graphic design can shape Australia’s national 

identity, I must address an important question: Can graphic design have an influence on culture 

and identity, or is design merely a by-product of established culture? To answer this question, I 
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must examine how art and design have impacted culture. Victor Margolin (1988) examines 

American graphic design and cites examples of social change that was influenced by graphic 

design. One example of effective design for social change given is Ben Franklin’s famous “Join, 

or die" political cartoon (see Figure 5).  

Figure 5: “Join, or Die.” By Benjamin Franklin 

 

 

 

 

 

This was one of the first political cartoons in the nation. Its depiction of a snake that was dead 

because it was fractured emphasized the need for the colonies to come together and stand united 

against Britain. This imagery undoubtedly left a deeper impression on an uneducated man than 

any text could do. Margolin showed that the political cartoon became a fixture in editorials 

everywhere, and was particularly embraced in Leftist publications such as The Masses and The 

Liberator (p. 61). These publications gained considerable attention due to their engaging 

graphical work. Margolin concludes by writing that there is great power in the visual image and 

that it needs to be exploited more in Left political publications (p. 70). Political affiliations aside, 

it can be concluded that good graphic design can have an influence on culture in a nation. 

 Continuing to examine the role of graphic design in politics, Meggs and Purvis (2006), in 

their comprehensive book on graphic design history, examine the role of designers in the Russian 

Revolution. Most Russian artists in 1917 were against the old czarist regime and so they 

embraced the Bolshevik Revolution and supported the communists by producing a widespread 

propaganda campaign for them. Out of this grew the constructivist movement, which sought to 
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integrate ideology and function into their work, thus breaking the bonds with traditional art 

forms (pp. 287-289). The work of the constructivists established some visual cues that were 

associated with the Soviet Union – red and black color schemes, the boxy Cyrillic font, and use 

of abstract forms. More notably, they were able to assist in establishing the Bolshevik regime, 

thus influencing the identity of Russia for the next fifty years. 

 The previous examples of political cartoons and Russian design have examined the role 

graphics play in promoting ideologies. One can also study how graphic design can affect 

publications. This type of graphic design, known as publication design, involves the layout and 

typography that goes into newspapers, magazines and Internet sites. While not as obvious as a 

political cartoon, publication design has an effect on whatever content is being published 

because, as Robert Craig (1990) notes, “good graphic design can also enhance the value of a 

poor and erroneous story” (p. 23) as well as lend more weight to important parts of the 

publication. Publication design follows a set of rules that is partially determined by the user. 

Web designer Ben Hunt explains that Web design must be done in a way to cater to the short 

attention span of the Internet user. Important things must be displayed in bigger text to gain 

attention, captions need to be short, and images need to be omnipresent. However, the designer 

has control over what looks important and thus is able to decide which pieces of content are 

displayed more prominently (2007, p. 1). Not only does the visual aspect of design impact the 

audience’s perception, but the design layout can also influence the text which, in turn, influences 

the audience. 

To further demonstrate the impact that graphic design can have on a nation at large, I 

now examine the impact graphic design has had on organizations. The idea of a comprehensive 

visual identity system rose to prominence in America in the 1950s. The Columbia Broadcasting 
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System (CBS) was the leader in corporate graphic design, developing the well-known eye logo 

that is still used today (see Figure 6). This logo showed that "a contemporary graphic mark could 

compete with more traditional illustrative or alphabetic trademarks" (Meggs, p. 401). With this 

realization, graphic designers like Saul Bass and Paul Rand started to push the envelope with 

more progressive designs. Paul Rand is most famous for designing the logo for IBM in 1956 that 

has only needed to be updated once in the past 50 years (see Figure 7). The beauty of the logo 

was that it was able to work in a variety of settings is timeless. Saul Bass is known for the 

ubiquitous AT&T bell logo (see Figure 8), which achieved over a 90 percent recognition rate and 

was used for almost 25 years (Meggs, p. 409). With the topic of national identity in mind, the 

significance of these visual identity systems is that good graphic design can help project an 

image, which, as explained earlier, can have a profound effect on both culture and identity.  

 

 

 

 

 

As Meggs notes, "the identity of a large organization can be created or redefined by 

design" (2006, p. 423). The same could be true of a nation as well. 

Australia’s Future 

 Finally, it is important to look to the future of Australia because certain factors, mainly in 

the political realm, can affect how Australia moves forward as a nation. The Economist reports 

that Australia is on the brink of a culture war with its upcoming elections (2007). The incumbent, 

John Howard, adamantly defended the cultural heritage of Great Britain in Australia, even saying 

Figure 6: CBS logo Figure 7: IBM logo Figure 8: AT&T logo 
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in a speech that their British heritage is “immense” (Sydney Morning Herald, 2003). The 

challenger, and resounding winner, is Kevin Rudd. As mentioned earlier, he defends the 

multiculturalism of Australia and seeks to cut ties to the British monarchy, embrace Australia's 

Asian neighbors and culture, and reconcile with native Australians (The Economist, 2007). Rudd 

won by a landslide in the polls, and his election could bring about major changes in the way the 

nation approaches its culture and, consequently, its identity. Hatch and Schultz note in their 

model relating culture, identity, and image, that "power suffuses our model in that any (or all) of 

the processes are open to more influence by those with greater power" (2002, p. 1004). This is 

logical. If Mr. Rudd does indeed strengthen ties to Asia, then elements of Asian culture will 

trickle into and shape Australian culture. This would have had no chance of happening had Mr. 

Howard been reelected. So, with a new leader about to take office, Australia could be on the 

verge of a revamped identity. 

Research Questions 

 Taking all of this research in mind, we see that Australia is certainly lacking in terms of 

its identity. However, time, politics, and design are all able to influence and shape the new 

Australia and, in small ways, have already done so. With this knowledge, we can look to the 

research questions. 

 

RQ1: How do Australian designers perceive their nation's identity and their ability to 

influence it? 

RQ2: What elements and symbols of Australia are representative of the country? 

 This study will center on Australian designers because I am interested in their responses, 

but also because identity is a term that is familiar to them. Throughout this thesis, corporate 
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identity has been almost interchangeable with national identity. If this is true, then designers will 

be able to speak the language of identity better, as most designers have at least some grasp of it.  

 The first research question looks at how Australian designers view their current landscape 

of identity. This will determine if Australians believe that they have a distinct identity and if that 

identity represents them well. It will also reveal if Australians feel like they are representing their 

country when they design, and if they are thus able to shape it. The second research question will 

tell us what Australian natives would define as symbols that represent the country. It has the 

potential to expose a disparity between perception of what Australia is from a cultural standpoint 

and what it actually is. 

Methodology 

 I have examined some of the visual symbols and personality attributes that are 

recognizable as Australian. These cultural elements help Australia construct an identity, which 

then is submitted to the world at large. With these symbols, outsiders have created an image. I 

am interested in knowing if there is a gap between how Australia wants to be seen and how they 

actually are perceived. In order to find this and other things out,, I will create a survey that will 

explore these questions and others, and will adequately answer the research questions. I do not 

believe that gender or age is overly important; rather, I believe that diversity of respondents is 

going to be a more important attribute. First-year designers. Design students, young 

professionals, and hardened veterans from all over Australia will provide many opinions about 

the current status and future hope for Australian identity, but if any answers stick out, they will 

be very trustworthy. As many of the interview questions as possible will be close-ended for the 

sake of quantitative results. However, some will have to be open in order to allow the designers 

to provide more accurate answers. The survey will also attempt to explore some of the points 
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brought up in the literature review. I will explore the effects of cultural cringe and tall poppy 

syndrome on Australian design, and I want to find out what designers are doing to shape a 

national identity, if anything at all. These interviews should be able to address the first research 

question. 

 Since I am not currently in Australia, I will need a way to contact good Australian 

designers and distribute to them a survey. For the former, there are a few ways to go about this. 

One is to search the Internet and contact designers and design firms through their web sites. 

Also, I can go to the Australian design trade organizations and see if I can use their resources to 

find contacts for Australian designers. Finally, I can try to contact different universities to see if a 

professor would allow his or her classes to respond. In order to deliver the questionnaire, I will 

construct one online that can be accessed via e-mail.  

Results 

 When it came time to start analyzing data, I had received 39 responses. Responses came 

from numerous sources. Broad Internet searches yielded few results. Quite a few came when I 

was put into contact with an Australian designer who runs a popular design blog. He posted a 

link to the survey on his site, and many responded. But the most results came from mining the 

AGDA’s web site. They have a section where one can locate designers by different categories. I 

chose to search, by state, for primarily art directors and those who specialize in corporate 

identity. If a potential respondent had a phone number listed, I called it, because I found that 

people were far more likely to respond if they had heard a voice. 

As for the second research question, I want to analyze quite a few of the official 

Australian tourism sites. Australia.com is the best place to start, as it is the portal for all 

Australian tourism. Then, I will examine the web sites of Australia’s seven states. Finally, I will 
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look at the tourism pages of a few of the major cities, likely just Melbourne and Canberra, since 

Sydney and Perth seem to be only sub-pages in their respective states’ sites. Once all of this is 

done, I will compare Australia.com to the national tourism portals of Britain and Canada. I 

would like to include a comparison to the United States as well, but they do not have an official 

site for the whole nation, so I’ll just use the state of California because it is heavily populated 

and it represents a wide variety of American culture.  

 The big things that will be examined on the pages themselves are colors, typography, and 

symbols. I’ll also examine the layout and see if anything glaring emerges in terms of 

commonality. Also worth a look are the attitudes of the pages. Is there a tone to the content that 

reflects Australian cultural norms established in the literature review? 

 The reason why I will be examining tourism sites is because these are sites that are 

largely created with foreigners in mind. Thus, anyone who is designing the site will recognize 

that they are representing their nation in these pages. This, therefore, is a great opportunity for us 

to see what kind of national identity Australia presents and what image is created by a person 

who views it. The idea behind looking at multiple tourism sites within Australia is that 

commonalities will emerge and an identity will be more cohesive. The identity presented on the 

national site could be an anomaly, but if multiple sites on multiple geographical terms are 

examined, then similarities should emerge. However, this still is not quite enough. Australia’s 

official tourism sites must be compared to other tourism sites to see how Australia has set 

themselves apart from other cultures. Looking at Canada, England, and California is done with a 

purpose: Australia has long been under the shadow of England and the United States, as has 

Canada. So a direct comparison of visual cues will allow us to discover if Australia has truly set 

itself apart yet.  
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 Basic questions asked at the beginning of the survey revealed that 59 percent of the 

respondents are male. Forty-four percent are under 30 years of age, 51 percent are between 30 

and 45 years of age, and the remaining five percent are over 45. Seventy-seven percent of 

respondents are Australian citizens, 15 percent are permanent residents, eight percent were 

international students, and the remaining person holds dual citizenship. The respondents’ 

hometowns were highly varied, though more were from Melbourne than anywhere else. Eighty-

two percent of respondents identified themselves as design professionals. Six students and one 

professor responded as well. The number of years in their occupations ranged greatly. 16 

respondents had one to five years of experience, 11 had six to ten, eight had 11-15, and four had 

16 years or more.  

 In the questionnaire, 11 closed questions were asked. Respondents were asked to respond 

to statements by indicating whether they agreed, disagreed, or had no opinion. A general trend 

with these responses is that all but one of these questions had at least 12 respondents who had no 

opinion, and some went as high as 22. This could mean a variety of things, but the fact is 

mentioned to remind that percentages might be a bit deceiving.  

 With all of this in mind, it is apparent that Australian designers believe that Australia has 

a unique national identity. Only one respondent disagreed with this statement, while 23 agreed. 

However, not everyone believes that this identity represents Australia well. Still, only 10 

respondents disagreed with the idea that Australia’s identity represents it well, while 12 did 

agree. The next question asked if the respondent was satisfied with the cultural image that 

Australia portrays to the world. This is similar to the last one, and the results were almost 

identical, with only one more going from no opinion to agree. These three results show that, 

though it is by no means an overwhelming plurality, Australian designers tend to believe 
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Australia has a unique identity that is somewhat representative of the nation, and those who 

believe it represents the nation correctly are satisfied with the identity that is portrayed. 

 The questionnaire then turned to open-ended questions, inviting the respondent to 

identify between five and ten symbols, ideas, cultural icons, places, and other cultural elements 

of Australia that they believe currently represent their country, and cultural elements that 

correctly represent their country. There were plenty of elements given, and while many were 

only mentioned one time, there were more than a few that stood out. For cultural elements that 

currently represent the country, some of the leaders were predictable. Ten or more people named 

kangaroos, koalas, the Sydney Opera House, the beach, Ayers Rock/Uluru, the Outback, and 

surfing, with kangaroos topping out at 24. From there, other familiar cultural elements emerged. 

Many foreigners are familiar with the phrase ‘shrimp on the barbie,’ and nine people mentioning 

barbecues reflect that. A number of responses involved beer (Foster’s was a more specific 

answer for a few) and drinking heavily. The indigenous people and elements of their culture 

appeared prominently as well. Combining responses like ‘didgeridoo,’ ‘boomerang,’ ‘indigenous 

art,’ etc. gives a total of twenty for the aborigines. Sydney was mentioned quite a bit, be it the 

Opera House, the Harbour, or the Harbour Bridge, probably because of the 2000 Olympics. 

Various celebrities were mentioned, with Paul Hogan, Nicole Kidman, and Hugh Jackman being 

among those mentioned. Australian designers also believe that Australian athleticism is not lost 

on the world, as respondents mentioned their swimmers and cricketers as well as their athletic 

prowess in general. Another notable response involved the people themselves, noting their own 

laid-back attitude and unique accent. 

 But the biggest responses by far came from natural elements of Australia. Combining 

kangaroos, koalas, and all other Australian animals together yielded 47 responses. But even more 
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prevalent were responses pertaining to nature. There were 77 responses, which range anywhere 

from water landmarks like Bondi Beach and the Great Barrier Reef to internal landscapes that 

include red earth, the sun, and eucalyptus. The Southern Cross also received numerous mentions. 

Australian designers clearly believe that they are on the map for their natural elements. 

 When it came time for the designers to talk about what cultural elements would represent 

Australia well, the answers were predictably more varied. There were only a handful of single 

responses that numbered over ten: the beach, kangaroos, and a diverse culture. The first two 

make sense. The beach is highly accessible to most Australians, so it is truly a part of their 

culture. The kangaroo might be a bit cliché, but it is quirky and unique, just like the country. It is 

also entrenched as a national symbol, so it certainly is a part of the culture. The latter of these 

three was the most interesting, as it barely showed up on the previous set of results. Australian 

designers must believe that their diversity is noteworthy. Elements of indigenous culture 

combined to receive 10 mentions.   

 Once again, nature had a great deal of responses. Though ‘the Outback’ was only 

mentioned twice, things like Uluru and the Great Barrier Reef were mentioned. Responses 

tended to be pretty general, with responses like ‘open spaces,’ ‘wildlife,’ and ‘the sun.’ Surfing 

and beach-related responses combined to form a sizeable category. 

 One of the categories that received the largest amounts of tallies contains elements of 

Australian people themselves. This category included many responses, such as ‘laid back,’ 

‘easygoing,’ ‘relaxed lifestyle,’ ‘mateship,’ ‘humour,’ ‘friendliness,’ ‘active,’ and more. 

Designers believe that the people themselves are an integral component of Australian identity. 

However, no one seemed to highlight individuals, aside from one mention of the infamous 

bushranger Ned Kelly. After personality, there was a surprising amount of responses concerning 
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culture: food, wine, music, cafés, and Australian cinema were some of the responses in this 

category. Sport showed up as well – Australia has a few unique sports that it participates in such 

as Australian Rules football and cricket. 

 After identifying symbols that currently represent the country and symbols that should 

represent the country, the questionnaire returned to a string of closed questions. Four questions 

involved the designers’ opinions regarding cultural symbols. The first two asked whether the 

national identity of Australia should be comprised of symbols that are recognizable to outsiders 

or if the symbols should be recognizable to insiders, and then the outsiders could be educated. 

The former statement received 13 in agreement and eight in disagreement, while the latter had 19 

who agreed and seven who disagreed. Thus, people tend to favor a bit more the idea that national 

symbols and ideas should not be created and perpetuated based on the knowledge of outsiders. 

 The next two statements involved regional symbols. Australian Rules football is largely a 

Victorian and South Australian phenomenon, Rugby League is more popular in New South 

Wales, and Rugby Union is beloved in Queensland. Can regional cultural elements be 

representative of the nation, and should they be? Not very many said yes. Only nine agreed that 

culturally regional symbols can be representative, and only six said that they should be 

representative.  

 The next four closed questions were more personal to the designer. The first of these 

asked if a designer felt like he or she felt that he or she could influence Australia’s national 

identity. Fifteen said yes, seven said no, and 17 had no opinion. The next statement asked if 

Australian designers feel as though they represent their country when they design. The results 

here were very tepid, as 22 didn’t agree or disagree with the statement. Of the remaining 17, nine 
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did not believe that they represent their country when they design, and eight felt as though they 

did.  

 The next statement was as follows: “Even if my talent allowed me to leave the country to 

design a famous firm, I would not do so.” The results were very telling. 25 respondents 

disagreed, and only nine agreed. The last closed question attempted to look at the tall poppy 

syndrome, but perhaps it was a bit too obviously stated. When presented with the statement “I 

believe that talent and ambition deserve admiration and accolade,” 26 agreed and only one 

disagreed. 

 The next two questions asked the respondents to name Australian and international 

designers who inspire them. The idea here was to see what domestic designers were being 

studied and appreciated, and to see what sort of international influences had taken hold in the 

minds of the designers. The responses for both were highly varied. For Australian designers, 

Garry Emery and Ken Cato received the most mentions, with five and seven, respectively. Vince 

Frost, Marc Newson, and David Lancashire all received three tallies, while Ken Done, David 

Pidgeon, and Andrew Ashton received two. Twenty-seven other designers and firms were 

mentioned, but the single largest response was ‘none,’ with 13 tallies. When it came to 

international designers, the results were scattered. ‘None’ had the biggest tally here, with 15. 

Stefan Sagmeister was the only designer to receive multiple mentions, with five. Forty-two other 

designers and firms were mentioned. 

 The next question was open-ended, and looked to get the designer to apply him or 

herself. They were asked to describe what an “Australian” design would look like to them. Then, 

to clarify, they were asked if this design reflected current stereotypes, represented Australia’s 

true identity, or if there was no distinction between the two. What was interesting here was that 
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15 responses either claimed to be reflecting both current stereotypes and Australia’s identity, 

which would mean that they don’t see a disconnect between what Australia’s identity is and what 

it should be. Even more interesting was the fact that most of the design elements that received 

multiple answers contained responses from people who claimed to be representing both and from 

people who claimed to be representing Australia’s real identity.  

 One conclusion that can be drawn from the data is that Australia is a colorful country. 

Blue and green received the most responses. Blue is probably popular because of both the sky 

and the water, and green is used with yellow (another popular answer) instead of the red, white, 

and blue for national sport team uniforms. From there, many colors were mentioned. Some 

reflected the coasts of Australia, some reflected the earth and wildlife, while still others reflected 

a fun and laid-back atmosphere. The result is a full spectrum of color for the designer to use. 

 Typography was even more diverse, with no clear frontrunner. Some said sans serif, 

some said serif, and still others said handwritten. Some said clean and bold, others said distressed 

or burnt. Layout didn’t garner as many responses, but those given were relatively consistent. 

Five people said that the design should be minimal, three said that the layout should be ‘open’ to 

reflect the open spaces in Australia, and two said that there should be a semi-grid – have 

structure, but don’t be rigidly locked into a system. Shapes should be organic and fluid. In 

general, Australian designers seemed to prefer something that was bold, clear, and dynamic. 

 When it came to imagery, there were many different responses, but it should not be 

surprising that the natural elements came back strong again. Designers couldn’t necessarily agree 

on how to implement this, though. Some listed photography as important, and more decided that 

elements on the page should be hand-drawn. However, aside from kangaroos, Uluru, and one 

mention of the Murray River, things are more general. This is probably because landscape is 
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more generic than something like the Sydney Opera House (which is never mentioned by name 

here), so it is more universal. This also lets the message shine through, and it is the message that 

Australian designers had a lot to talk about. As mentioned in the previous section about symbols, 

designers valued the attributes of Australian people, and this translates into the message. 

Designers believe that something that is “Australian” should be laid back, humorous, friendly, 

irreverent, clever, and so on. Youth were mentioned a few times, reflecting the age of the nation, 

and three respondents said that people should be smiling or happy.  

 Though Australians seemed to identify their nation as being multicultural, few seemed to 

reflect that in this scenario. Only two answered ‘diverse,’ and while there were four responses 

for attributes of indigenous culture, there wasn’t much beyond that.  

 After this, things were hard to categorize and often only had one response. Some wanted 

to highlight the shape of the country, one wanted to evoke the imagery of artist Fred Williams, 

one wanted the look to be environmental, one wanted to see right angles, and two others wanted 

an earthy texture. This is just a sample of the diverse answers that remained. It is also noteworthy 

that three respondents were, for one reason or another, unable to give an answer. 

Discussion 

 This is a lot of data, and there were certainly a wide variety of answers that could be open 

for more than one interpretation. But there were some clear things that stood out, things that 

provide answers to the research questions.  First, there is definitely a gap between how Australia 

is perceived and what Australia really is. The designers who responded affirmed that Australia 

isn’t all about Foster’s and the Outback – there are many other elements to consider, and there 

are even some familiar elements that should carry a greater emphasis. Despite the gap between 
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perception and reality, less people seem to be troubled by it. There is no real identity crisis, and 

very little self-loathing.  

 One of the largest discrepancies that happened was when Australian designers 

resoundingly named a diverse culture as something that is part of Australia’s identity. However, 

when it came time to make a design, that idea was largely gone. This leads me to believe that 

while Australia is increasingly a diverse nation and people are able to recognize that, it’s not a 

part of their identity that they have fully embraced.  

 The questions about design influences were surprising. The fact that thirteen respondents 

could not come up with domestic designers who inspire them was quite surprising, and supports 

Emery’s statement that there isn’t really a distinct Australian design heritage. But since fifteen 

respondents could not name an international designer either, this calls into question the level of 

design history that is being taught. Most American design students have studied American 

designers such as Saul Bass, Paul Rand, and David Carson, and their work has inspired many.  

 Another apparent conclusion was that tall poppy syndrome and cultural cringe are 

definitely prominent. Despite the response to the obvious survey question involving the reward 

of hard work, tall poppy crept into other responses. For example, when asked to name relevant 

cultural symbols or to design something “Australian,” very few people were named. In fact, it 

was more about the attributes of the field of poppies as a whole, rather than individuals. Also, 

one good response at the end of the survey said that the logo should be secondary to the message, 

another example of not exalting the individual or the organization. Cultural cringe was evident in 

the response where people seemed very willing to leave Australia if their circumstances allowed.  

 Australian designers came up with some good, original ideas. However, there was little 

that was very out of the ordinary. This caused me to challenge my premise that graphic design 
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can shape national identity. When corporate identity shapes the image of a company, it involves 

the heads of the company meeting with the designers and working together intensively to come 

up with a solution that must be implemented in a consistent and persistent manner. Even with the 

example of Soviet Russia’s distinct identity, that was a result of designers being directed by the 

government. In this survey, some designers seemed to disdain the idea that every design would 

be done in a specific or typical way, brushing it off as ‘nationalistic.’ While I am sure that the 

designers have the capacity to create wonderful things, such creations usually come when 

working with a driven client that has a forward-looking vision. Perhaps, for a unique and 

accurate national identity to emerge, Australian designers need these types of clients, be it 

government or private clients.  

Conclusion 

 RQ1 asked how Australian designers perceive their nation’s identity and their ability to 

influence it. The data shows that the respondents believe that Australia has a unique identity. 

Many believe that this identity represents the country well, and thus they are satisfied with 

Australia’s identity. Though 38 percent of respondents believe that they can influence Australia’s 

national identity (compared who 18 percent who don’t believe this), much less people felt that 

they actually represent their country when they design. What’s more, many would leave the 

country for better design firms if given the chance, which tells me that, while designers may feel 

like they are able to influence identity, do not feel the need to do so, or they are not driven to do 

so by a progressive client.  

 RQ2 asked about what elements and symbols of Australia are representative of the 

country. Answers that can be asserted with confidence are land-, sea-, and sky-related elements, 

as well as the personality of the Australian people. Multicultural attributes are potentially an 
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answer, though there could be a difference between what is said and what is done here. One 

different culture that is well represented is the indigenous culture. Australians have a lot of 

respect for the indigenous people’s style, and the nation is working to heal past wounds between 

the natives and the Europeans. Australians should be portrayed as bold and dynamic, but never 

ostentatious or excessive. 
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Abstract 

An important concern for many Americans and Australians is how they are going to supplement 

their income after they retire. The United States and Australia both use a three-pillar method of 

retirement benefits that includes government pensions, employer sponsored pension plans, and 

individual savings. Projected benefits from Social Security, Defined Benefit Plans, and Defined 

Contribution Plans in the United States are compared to projected benefits from Age Pension and 

Superannuation Funds in Australia. The Australian government spends less and provides fewer 

benefits to Australians than the American government; however, Australian employers are 

required to make large contributions to employee savings accounts. In both countries, 

government benefits are more valuable to those with lower incomes. Based on this study, an 

Australian typically replaces a higher percentage of their income when the sum of their taxes and 

pension contributions are the same amounts as an American. This study suggests that the current 

United States pension system provides less in retirement funding than a system based on more 

pension privatization. 
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A Comparative Analysis of Retirement Benefits in the United States and Australia 

One of the most talked about issues in politics before every United States election is 

Social Security. Most in the United States believe that Social Security is not going to be able to 

support all those retiring and those paying into it now who will retire in the next 40 years. It has 

been projected that “Without changes in benefits or funding, the Trustees of Social Security 

project that assets in the Trust Fund will be depleted in 2041” (Hakkio and Wiseman, 2006, p. 7). 

Current projection by the Social Security Agency estimates that this would result in roughly 78% 

of promised benefits (2008 OASDI Trustees Report, 2008, p. 8).  

Having an income after retirement is a big concern for anyone who is working. What 

many people do not know is how significant or not significant their Social Security benefit will 

be in trying to manage their retirement. Americans know relatively little about financing their 

retirement; they understand its importance, but most felt that they were not very knowledgeable 

about personal finances (Volpe, Chen, & Liu, 2006, p. 96). The relaxed culture of Australia 

shares in the lack of knowledge about retirement. Because of this, it is important to educate 

citizens about different ways to fund retirement.  

Purpose of the study 

This study will explore the various ways to fund retirement in the United States and 

Australia and compare the differences between the two nations. Because many of the 

demographics and the economies of the two nations are similar, comparing the two can provide 

insight into better methods of funding for retirement. This research will help to determine the 

preferred methods of retirement funding and will hopefully lead others to increase awareness of 

retirement options. This study will benefit all Americans and Australians in that it can properly 

educate them on the ways to fund their retirement and the benefits from each method. This 
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comparison to Australia will also show the benefits or lack of benefits of the United States’ 

system. As a retirement consulting actuary, daily work involves creating pension plans and 

helping companies and employees set up retirement plans. Combining the methods used in both 

nations can help actuaries in the United States and Australia to create more beneficial retirement 

plans.  

Research Questions 

Due to the importance of income after retirement and the lack of knowledge about 

retirement funding in both the United States and Australia, there is a need for education about 

retirement funding. This study is beneficial in that it will teach the general public what options 

there are to fund their retirement and how they can be financially prepared for retirement. Two 

research questions with distinct methodology and analysis will determine the pros and cons of 

the retirement funding methods in the two nations.  

• RQ1: What types of retirement benefits are available to Americans and Australians? 

• RQ2: What are the values of available benefits in terms of income replacement? 

Literature Review 

In order to evaluate the effectiveness of United States and Australian pensions, it is 

important to understand the various methods to fund pensions and retirement. In the United 

States, individuals can save for retirement through government funding, employer funding, and 

personal savings and investments. In Australia, retirement funding comes from the government, 

mandatory employer contributions and personal funding. The two nations have a similar set up, 

but have many differences within each type of pension funding. Before comparing the retirement 

funding methods in the United States and Australia, the nations themselves must be compared to 
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validate any conclusions made. If two countries have similar mortality rates, fertility rates and 

economies, their methods of funding can be compared on a more even level. 

United States and Australian Demographics and Economies 

The United States and Australia have similar populations and fertility and mortality rates. 

Figure 1 shows the demographic statistics of the two nations (United States and Australia, 2008, 

pp. 1-5). As Figure 1 shows, the age distributions of each population mirror each other. 

Similarly, their birth and death rates, fertility rates, and growth rates are each in the same range. 

It is apparent that the two nations are very similar in terms of population breakdown, fertility 

rates, and mortality rates. Because of this, it makes sense to compare the two nations’ methods to 

fund the retirement for these populations. 

United States Australia
Population Below Age 15 20.20% 19.30%
Population Age 15 to 64 67.20% 67.40%

Population Age 65 and Above 12.60% 13.20%
Population Growth Rate 0.894% 0.896%

Birth Rate (per 1,000 people) 14.16 12.02
Death Rate (per 1,000 people) 8.26 7.56

Life Expectancy (in years) 78 80.62
Fertility Rate (per woman) 2.09 1.76

Figure 1
Demographic Comparison

 

Similarly, the United States and Australia have economies that are very similar. In the 

United States, the Gross Domestic Product (GDP) per capita is $46,000, nearly 80% of which is 

in the services sector. The unemployment rate is 4.6% (United States, 2008, p. 5). In Australia, 

the GDP per capita is $37,500, with a similar percentage in the services sector. The 

unemployment rate is 4.4%, very close to that in the United States (Australia, 2008, p. 5). The 

two nations have a lot of similar industries, carry a significant amount of public debt, and are 

considered to be solid economies (United States and Australia, 2008, p. 6). Because of the above 
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similarities, it can be very useful to compare the methods of funding retirement in the two 

nations so that they can learn from each other. 

Retirement Benefits in the United States 
In the United States, government funding for retirement is contained within Social 

Security. According to Klieber, it is divided into two funds for both retired workers and disabled 

workers. The latter we refer to as Medicare. These funds are maintained by all current employees 

in the country and are based on a level tax rate (Klieber, 2003, p. 3).  Individuals become fully 

eligible for Medicare at age 65 and Social Security at ages 65 to 67, depending on the year in 

which one is born. According to Etheredge, Medicare benefits cannot be received earlier than 

age 65, but with Social Security; individuals can receive reduced benefit payments beginning at 

age 62 (Etheredge, 1999, p. 5). Klieber states that in 1983, the government established a level 

Social Security tax rate to be maintained through 2058. Since that time, projections on tax 

income have determined that the fund will not be able to withstand the large amount of 

Americans that will retire in the 75-year period (Klieber, 2003, p. 3). While the degree of this 

problem and its solutions are highly debated, the benefits currently provided by Social Security 

still create a need for funding from other means for individuals to maintain a sufficient income 

after retirement. 

According to the National Women’s Health Report, in 1990, only 21 percent of all 

retirement income for 65 year olds was funded from Social Security (1994, p. 2). This low 

percentage demonstrates the shift to other methods of financing. The next form of retirement 

financing is through employers, using Defined Benefit or Defined Contribution programs. Unlike 

government funded Social Security, where current payments are funded by current taxes plus the 

trust fund, these programs are based on funding throughout the life of the pension plan.  
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Defined Benefit plans are programs in which the employer assumes all investment risk 

for the employee. Defined Benefit plans have recently declined in popularity as over-regulation 

has made them less popular than other methods (Morse, 2007, p. 1).  

Defined Contribution plans are based on employee and sometimes employer 

contributions. These plans establish account balances which grow through additional 

contributions and investment returns, whereas Defined Benefit plans have a predetermined 

benefit that typically is determined by years of service and average salary (Wang, 2002, p. 27). 

Two common Defined Contribution plans are 401(k) plans in for profit organizations and 403(b) 

plans in non-profitable organizations. In 2008 employers will receive incentives for providing 

automatic enrollment for employees in such plans. These plans are regulated by Congress, and 

often involve a 3 to 6 percent contribution from the employee and in many cases, a match from 

the employer. These matches typically range from 50% to 100% of employee contributions 

(Klieber, 2003, p. 2). A major benefit of 401(K) plans is that they allow individuals to take 

withdrawals from their account much earlier than 65 and roll them over if they change jobs 

(Etheredge, 1999, p. 4).  These forms of retirement funding account for a large portion of 

retirement income.  In the United States, the third type of retirement funding comes from 

individual savings and personal investments and drastically varies. 

Retirement Benefits in Australia 
In Australia, there are also three main pillars of pensions. The first pillar consists of a 

means-tested age pension. This pillar is fully funded by general taxation that is not based on 

income or targeted contributions. Any individual that is below the given asset and income limits 

receive a full pension benefit, and those near the limits receive a reduced pension. If income and 

investments are above the limits, an individual receives nothing from this pillar (Atkinson, 



 

42 
 

Creedy & Knox, 1999, p. 105).  In 2002, individuals received only about 26 percent of their 

retirement income from government pensions (Berwick, 2002, p. 1). However, this government 

retirement benefit is quickly phased out for upper middle-income individuals. This is in contrast 

to the United States Social Security system where all individuals receive benefits, regardless of 

high incomes. According to the Department of Social Security, this plan is non-contributory, 

meaning Australians do not pay anything into it (Australian Age Pension, 1996, p. 1). As is the 

case in the United States, significantly more funding than that provided by the government is 

needed to support an individual upon retirement. 

The second pillar is employer funded, where employers are required by law to contribute 

a given percentage of earnings to a fund that can be invested in the private sector. Berwick states 

that in 1992, legislation created this mandatory sector of pension funding. It began as a 3 percent 

contribution by the employer, and by 2002, reached 9 percent. This is projected to rise to as 

much as 12 to 15 percent in the next few years (Berwick, 2002, p. 2).  These contributions are 

invested in the private sector and have very few restrictions on them (Atkinson, 1999, p. 105). 

Berwick states that these funds are called Superannuation Funds, or ‘Supers,’ and employees are 

given their account balances and clearly outlined costs associated with their pension on a regular 

basis. Employees can contribute to their Supers but are not required to (Berwick, 2002, p. 2). 

The third pillar consists of optional funding. This can be done by the individual or by the 

employer. It is used with their discretion, and can be in addition to an already existing ‘super’ or 

a completely separate fund (Atkinson, 1999, p. 106). All of these funds do not require an annuity 

purchase upon retirement, where individuals receive monthly or annual payments. Australians 

are permitted to take their money out as a lump sum or keep it invested. These options, unlike in 

the United States, offer a tax benefit for accepting an annuity (Berwick, 2002, p. 2).  
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There are many similarities in the United States and Australian pension plans. They 

follow the same basic structure but vary with benefit payments and restrictions. Projections of 

their future value will be made to evaluate their worth and determine which methods of financing 

retirement are most beneficial. 

Methodology 

In order to have an accurate comparison, several scenarios were chosen from each nation. 

A person of each of three income levels was chosen. In the United States, annual salaries for the 

current year were chosen to represent lower, middle, and above average income levels. For 

Australia, the same annual salaries for the current year were chosen and converted to Australian 

currency using an exchange rate of 1.14151 Australian Dollar ($AUD) for each United States 

Dollar ($USD) (Australian Dollar Exchange Rate Graph, 2008, p. 1). They are referred to as 

Person’s A through F in the calculations used in this study. The actual salaries used are shown 

below in Figure 2.  

Person A Person B Person C Person D Person E Person F
Date of Birth 1/1/1983 1/1/1983 1/1/1983 Date of Birth 1/1/1983 1/1/1983 1/1/1983

Date of Retirement 1/1/2048 1/1/2048 1/1/2048 Date of Retirement 1/1/2048 1/1/2048 1/1/2048
Age at Retirement 65 65 65 Age at Retirement 65 65 65

Age 25 Annual Salary 25,000.00$      50,000.00$      100,000.00$    Age 25 Annual Salary 28,537.75$      57,075.50$      114,151.00$    
Age 65 Annual Salary 79,175.67$      158,351.35$    316,702.70$    Age 65 Annual Salary 90,379.82$      180,759.65$    361,519.30$    

Age 65 Monthly Salary 6,597.97$        13,195.95$      26,391.89$      Age 65 Monthly Salary 7,531.65$        15,063.30$      30,126.61$      

United States Australia

Figure 2
Salary Information

 

As shown in Figure 2, each person was assumed to be age 25 as of January 1, 2008. This 

assumes a date of birth of January 1, 1983 for each person and assumes that they reach age 65 on 

January 1, 2048. Age 65 is currently a common retirement age that will likely increase over time, 

but for the purpose of these calculations, the date at which each person retires is the date at 

which they reach age 65. 

This study evaluates the benefits of two of the three pillars of retirement funding in both 

the United States in Australia. The government funded and samples of employer funded benefits 
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will be calculated for both the United States and Australia. The third pillar of funding in both 

nations, personal savings and investments, is not analyzed because there is not a set method and 

would therefore be difficult to predict. For each method, a monthly benefit will be calculated and 

then compared to the monthly salary at the time of retirement. This monthly salary at retirement 

is based on a 3 percent annual increase in salary. The monthly benefits will be expressed in 

dollar amounts and as a percentage of income replacement. Income replacement is defined as the 

percent of an individual’s salary from the year before retirement that is replaced during 

retirement. These percentages are used to compare the benefits of each method of retirement 

funding.  

In order to do these projections, assumptions in growth rates and interest must be chosen. 

All assumptions used for the benefit calculations in this report are shown in Figure 3. Increase 

assumptions for calculating Social Security benefits were determined based on average increases 

over the last twenty years (2008 Social Security Changes, 2008). For Defined Contribution 

calculations, the interest rate was chosen at a very conservative assumption. Employee and 

employer contribution percentages were chosen based on averages from local companies 

(PvPension & Profit Sharing, 2008). Annuity factors used to calculate the monthly benefits were 

determined using the RP2000 mortality table and 4% interest to represent conservative 

assumptions (Commutation Functions and Annuities, 2008). The formula used for Defined 

Benefit calculations was created based on the government filings for various Defined Benefit 

plans (Form 5500 Database, 2008). For the age pension calculations, a 3% increase in income 

limits was chosen to match the 3% assumption for the calculations in the United States. For the 

superannuation fund calculations, a 4% interest rate and 3% limit increase were chosen to mirror 

the assumptions set for the United States. Valuation factors, the equivalent of annuity factors, 
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were provided by the Australian Government and were not assumed. After these assumptions are 

set, the calculations can be done so that their benefits can be analyzed.  

UNITED STATES A B C

GENERAL
Date of Birth 1/1/1983
Pay Increase 3.00%
Date Payments Begin 1/1/2048
Age at Retirement 65
Age 25 Salary 25,000.00$     50,000.00$      100,000.00$     
Age 65 Salary 79,175.67$     158,351.35$    316,702.70$     

SOCIAL SECURITY
Employee Mandatory Contribution 6.10%
Employer Mandatory Contribution 6.10%
Wage Index Increase 3.00%
Cost of Living Increase 3.00%
Bend Rules Increase 4.00%
Pay Limit Increase 3.00%
Early Retirement Reduction 0.56% for first 36 months

0.67% after 36 months

DEFINED CONTRIBUTION PENSION
Employee Contribution 6.00%
Employer Contribution 3.00%
Interest Rate 4.00%
Age 65 Annuity Factor 12.08429
Age 70 Annuity Factor 10.15337

DEFINED BENEFIT PENSION
Benefit Formula 1.20%

times service
times average salary in last 5 years

AUSTRALIA D E F

GENERAL
Date of Birth 1/1/1983
Pay Increase 3.00%
Date Payments Begin 1/1/2048
Age at Retirement 65
Exchange Rate on 1/1/2008 to $AUD 1.14151
Age 25 Salary 28,537.75$     57,075.50$      114,151.00$     
Age 65 Salary 90,379.82$     180,759.65$    361,519.30$     

AGE PENSION
Income Test Limit Increase 3.00%
Asset Test Limits assume that they pass asset test
Income Test Reduction 0.40$              per dollar over lower limit

SUPERANNUATION FUNDS
Employee Contribution 1.00% 3.00% 6.00% or 12.1%
Employer Contribution 9.00% or 9.1%
Interest Rate 4.00%
Co-Contribution Limit Increase 3.00%
Reduction in Co-Contribution 0.50$              per dollar over lower limit
Age 65 Valuation Factor 11.693
Age 70 Valuation Factor 10.548

Assumptions
Figure 3
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United States Social Security calculations have a defined formula set by the government 

as shown in Figure 4 (Social Security Benefits, 2008). First, annual salaries for all employment 

in a person’s life must be provided. For the purposes of this study, pay was known for 2008 and 

assumed to increase at 3% per year until age 65. Individual salaries are capped in these 

calculations based on salary limits specified by the Social Security Agency. These capped 

salaries are then indexed based on the Social Security Wage Base, which means that they are 

converted to a value that represents inflated adjusted salaries for given future years. These 

indexed earnings are the pay used in the calculation of a Social Security benefit. The top thirty-

five years of indexed earnings are averaged and divided by twelve to obtain an Average Indexed 

Monthly Earnings (AIME). Two specific income levels used in the benefit calculation known as 

bend points are specified by the Social Security Agency. The bend points are increased using a 

4% increase as shown in Figure 3. The AIME amount up to the first bend point is multiplied by 

90%, any AIME amount above the first bend point and up to the second bend point is multiplied 

by 32%, and any AIME amount above the second bend point is multiplied by 15%. These 

amounts are added together to get an age 62 benefit. This benefit is then multiplied by a 3% 

annual Cost of Living Increase for 3 years to get an age 65 benefit. In order to get an unreduced 

Social Security benefit, a person must wait until age 67. This age is based on the test cases used 

in this study, but it can be lower based on earlier years of birth. For the purposes of this study, 

the benefit was reduced to age 65 so that it can be compared to other benefits receivable at age 

65. The benefit is reduced by .56% for each of the first 36 months and .42% for any month after 

the first 36 that the retirement date precedes age 67. This results in an age 65 Social Security 

benefit shown in Figure 4. 
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United States Person A
Social Security Calculation
Date of Birth 1/1/1983
Annual Salary in 2008 25,000          
Pay Increase Assumption Used 3.00%
Date Payments Begin 1/1/2048

Age @ Nominal Indexing Indexed Ordered
BOY earnings factor earnings Pay

2008 25 2008  $     25,000.00 2.8139 $    70,346.56  $       70,346.56 
2009 26 2009  $     25,750.00 2.7319  $    70,346.56  $       70,346.56 
2010 27 2010  $     26,522.50 2.6523 $    70,346.56  $       70,346.56 
2011 28 2011  $     27,318.18 2.5751 $    70,346.56  $       70,346.56 
2012 29 2012  $     28,137.72 2.5001  $    70,346.56  $       70,346.56 
2013 30 2013  $     28,981.85 2.4273 $    70,346.56  $       70,346.56 
2014 31 2014  $     29,851.31 2.3566 $    70,346.56  $       70,346.56 
2015 32 2015  $     30,746.85 2.2879  $    70,346.56  $       70,346.56 
2016 33 2016  $     31,669.25 2.2213 $    70,346.56  $       70,346.56 
2017 34 2017  $     32,619.33 2.1566 $    70,346.56  $       70,346.56 
2018 35 2018  $     33,597.91 2.0938  $    70,346.56  $       70,346.56 
2019 36 2019  $     34,605.85 2.0328 $    70,346.56  $       70,346.56 
2020 37 2020  $     35,644.02 1.9736 $    70,346.56  $       70,346.56 
2021 38 2021  $     36,713.34 1.9161  $    70,346.56  $       70,346.56 
2022 39 2022  $     37,814.74 1.8603 $    70,346.56  $       70,346.56 
2023 40 2023  $     38,949.19 1.8061 $    70,346.56  $       70,346.56 
2024 41 2024  $     40,117.66 1.7535 $    70,346.56  $       70,346.56 
2025 42 2025  $     41,321.19 1.7024 $    70,346.56  $       70,346.56 
2026 43 2026  $     42,560.83 1.6528 $    70,346.56  $       70,346.56 
2027 44 2027  $     43,837.65 1.6047 $    70,346.56  $       70,346.56 
2028 45 2028  $     45,152.78 1.5580  $    70,346.56  $       70,346.56 
2029 46 2029  $     46,507.36 1.5126 $    70,346.56  $       70,346.56 
2030 47 2030  $     47,902.59 1.4685 $    70,346.56  $       70,346.56 
2031 48 2031  $     49,339.66 1.4258  $    70,346.56  $       70,346.56 
2032 49 2032  $     50,819.85 1.3842 $    70,346.56  $       70,346.56 
2033 50 2033  $     52,344.45 1.3439 $    70,346.56  $       70,346.56 
2034 51 2034  $     53,914.78 1.3048  $    70,346.56  $       70,346.56 
2035 52 2035  $     55,532.23 1.2668 $    70,346.56  $       70,346.56 
2036 53 2036  $     57,198.19 1.2299 $    70,346.56  $       70,346.56 
2037 54 2037  $     58,914.14 1.1941  $    70,346.56  $       70,346.56 
2038 55 2038  $     60,681.56 1.1593 $    70,346.56  $       70,346.56 
2039 56 2039  $     62,502.01 1.1255 $    70,346.56  $       70,346.56 
2040 57 2040  $     64,377.07 1.0927  $    70,346.56  $       70,346.56 
2041 58 2041  $     66,308.38 1.0609 $    70,346.56  $       70,346.56 
2042 59 2042  $     68,297.63 1.0300 $    70,346.56  $       70,346.56 
2043 60 2043  $     70,346.56 1.0000  $    70,346.56  $       70,346.56 
2044 61 2044  $     72,456.96 1.0000 $    72,456.96  $       72,456.96 
2045 62 2045  $     74,630.67 1.0000 $    74,630.67  $       74,630.67 
2046 63 2046  $     76,869.59 1.0000  $    76,869.59  $       76,869.59 
2047 64 2047  $     79,175.67 1.0000 $    79,175.67  $       79,175.67 
2048 65 2048  $     81,550.94 1.0000 $    81,550.94  $       81,550.94 

 $                 -    $  2,483,876.29 
 $                 -    $         5,913.99 

Bend Rules at Age 62 2045  $    3,034.61 $    18,301.57  $     304,493.12 <--Pay limit
Factors 0.90 0.32 0.15
Bend Point Amounts 3,034.61$     2,879.38$       -$                  
PIA Age 62 2,731.15$     921.40$          -$                  3,652.55$  

Age 63 3,762.13$  
Age 64 3,874.99$  
Age 65 3,991.24$  

Normal Retirement 1/1/2050
Early Retirement Reduction 24                    Months 0.1333
Early Retirement Factor 0.8667

Benefit Payable at Age 62 3,165.55$         
63 3,260.51$         
64 3,358.33$         
65 3,459.08$         

Highest-35 total 
AIME 

Earnings before and after indexing

Year
Case A, born in 1983

Year

Figure 4
Social Security Calculation A
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 Defined Benefit plans used in the United States can vary across employers; however, this 

study uses a typical formula as shown in Figure 5. This benefit is calculated by first obtaining the 

years of service under the Defined Benefit plan. This study considers a person who enters the 

plan at age 25 and someone who waits until age 45 to enter. Their years of service are multiplied 

by the average of their last five years of pay. This number is then multiplied by 1.2% to get an 

annual benefit under the plan. A monthly benefit as shown in Figure 5 is obtained by dividing the 

annual benefit by twelve. These plans often have many restrictions and offer different forms of 

payment such as lump sums, but a monthly benefit is calculated so that it can be compared to 

other types of benefits. 

Defined Contribution plans in the United States can also vary across employers, but they 

all have similarities. The major difference among Defined Contribution plans is their 

contribution percentages. The example used in this study is a common plan that uses an 

employee contribution of 6% and an employer match of 3%, meaning the employer contributes 

half of what the employee contributes. As shown in Figure 6, an individual begins with an 

account with a balance of zero, and each year contributes 6% with a 3% employer contribution. 

At the end of the year, these contributions make up the account balance. The following year, they 

again contribute 6% with a 3% employer contribution, which again is added to their account 

balance at the end of the second year. In addition to these contributions, interest is also applied to 

the account balances. A 4% interest rate assumption is used in this study. Thus, in each 

subsequent year, contributions and interest are added to the account balance. At age 65, this 

account balance can be taken out in full as a lump sum, but in order to compare it to other types 

of benefits, we assume that it is taken as an annuity. The annual annuity amount is computed by 

dividing the account balance by an annuity factor. The annuity factors are determined using 
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mortality and interest rates. Once divided by the annuity factor, an annual benefit is divided by 

twelve to obtain a monthly benefit from a Defined Contribution plan as shown in Figure 6. 

 

United States Person A-Enters Plan at age 25
Defined Contribution Plan Calculation
Date of Birth 1/1/1983
Annual Salary in 2008 25,000          
Pay Increase Assumption Used 3.00%
Date Payments Begin 1/1/2048
Benefit Formula 1.20%

times service 40.00            
times average salary in last 5 years 74,695.89     

Monthly Benefit 2,987.84       

Year Age Salary Service (years)
2008 25      25,000.00 1
2009 26      25,750.00 1
2010 27      26,522.50 1
2011 28      27,318.18 1
2012 29      28,137.72 1
2013 30      28,981.85 1
2014 31      29,851.31 1
2015 32      30,746.85 1
2016 33      31,669.25 1
2017 34      32,619.33 1
2018 35      33,597.91 1
2019 36      34,605.85 1
2020 37      35,644.02 1
2021 38      36,713.34 1
2022 39      37,814.74 1
2023 40      38,949.19 1
2024 41      40,117.66 1
2025 42      41,321.19 1
2026 43      42,560.83 1
2027 44      43,837.65 1
2028 45      45,152.78 1
2029 46      46,507.36 1
2030 47      47,902.59 1
2031 48      49,339.66 1
2032 49      50,819.85 1
2033 50      52,344.45 1
2034 51      53,914.78 1
2035 52      55,532.23 1
2036 53      57,198.19 1
2037 54      58,914.14 1
2038 55      60,681.56 1
2039 56      62,502.01 1
2040 57      64,377.07 1
2041 58      66,308.38 1
2042 59      68,297.63 1
2043 60      70,346.56 1
2044 61      72,456.96 1
2045 62      74,630.67 1
2046 63      76,869.59 1
2047 64      79,175.67 1

Figure 5
Defined Benefit Calculation A
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United States Person A-Begins Contribution at age 25
Defined Contribution Plan Calculation
Date of Birth 1/1/1983
Annual Salary in 2008 25,000                  
Pay Increase Assumption Used 3.00%
Date Payments Begin 1/1/2048

Salary Scale 3%
Employee Contribution 6%
Employer Contribution 3%
Interest Rate 4%
Age 65 Annuity Factor 12.08429
(assumes 4% interest and RP2000 mortality table--conservative assumptions)

Acct Bal Employee Employer Interest Acct Bal
Year Age BOY Salary Contribution Contribution Rate Interest EOY

2008 25 0 25,000 1,500 750 4.0% 0 2,250
2009 26 2,250 25,750 1,545 773 4.0% 90 4,658
2010 27 4,658 26,523 1,591 796 4.0% 186 7,231
2011 28 7,231 27,318 1,639 820 4.0% 289 9,979
2012 29 9,979 28,138 1,688 844 4.0% 399 12,910
2013 30 12,910 28,982 1,739 869 4.0% 516 16,035
2014 31 16,035 29,851 1,791 896 4.0% 641 19,363
2015 32 19,363 30,747 1,845 922 4.0% 775 22,905
2016 33 22,905 31,669 1,900 950 4.0% 916 26,671
2017 34 26,671 32,619 1,957 979 4.0% 1,067 30,674
2018 35 30,674 33,598 2,016 1,008 4.0% 1,227 34,925
2019 36 34,925 34,606 2,076 1,038 4.0% 1,397 39,436
2020 37 39,436 35,644 2,139 1,069 4.0% 1,577 44,221
2021 38 44,221 36,713 2,203 1,101 4.0% 1,769 49,295
2022 39 49,295 37,815 2,269 1,134 4.0% 1,972 54,670
2023 40 54,670 38,949 2,337 1,168 4.0% 2,187 60,362
2024 41 60,362 40,118 2,407 1,204 4.0% 2,414 66,387
2025 42 66,387 41,321 2,479 1,240 4.0% 2,655 72,761
2026 43 72,761 42,561 2,554 1,277 4.0% 2,910 79,502
2027 44 79,502 43,838 2,630 1,315 4.0% 3,180 86,628
2028 45 86,628 45,153 2,709 1,355 4.0% 3,465 94,157
2029 46 94,157 46,507 2,790 1,395 4.0% 3,766 102,108
2030 47 102,108 47,903 2,874 1,437 4.0% 4,084 110,504
2031 48 110,504 49,340 2,960 1,480 4.0% 4,420 119,365
2032 49 119,365 50,820 3,049 1,525 4.0% 4,775 128,713
2033 50 128,713 52,344 3,141 1,570 4.0% 5,149 138,573
2034 51 138,573 53,915 3,235 1,617 4.0% 5,543 148,968
2035 52 148,968 55,532 3,332 1,666 4.0% 5,959 159,925
2036 53 159,925 57,198 3,432 1,716 4.0% 6,397 171,469
2037 54 171,469 58,914 3,535 1,767 4.0% 6,859 183,630
2038 55 183,630 60,682 3,641 1,820 4.0% 7,345 196,437
2039 56 196,437 62,502 3,750 1,875 4.0% 7,857 209,920
2040 57 209,920 64,377 3,863 1,931 4.0% 8,397 224,110
2041 58 224,110 66,308 3,979 1,989 4.0% 8,964 239,042
2042 59 239,042 68,298 4,098 2,049 4.0% 9,562 254,751
2043 60 254,751 70,347 4,221 2,110 4.0% 10,190 271,272
2044 61 271,272 72,457 4,347 2,174 4.0% 10,851 288,644
2045 62 288,644 74,631 4,478 2,239 4.0% 11,546 306,907
2046 63 306,907 76,870 4,612 2,306 4.0% 12,276 326,101
2047 64 326,101 79,176 4,751 2,375 4.0% 13,044 346,271

Age 65 Account Balance 346,271
Annuity Factor 12.08429
Age 65 Annual Benefit 28,655
Age 65 Monthly Benefit 2,388

Figure 6
Defined Contribution Calculation A
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The Australian government funded Age Pension is calculated based on income level. As 

discussed above, not everyone receives a benefit. The government uses an Income Test based on 

salary and an Asset Test based on property value to determine eligibility. For the purposes of this 

study, we assume that if a person passes the Income Test, they will also pass the Asset Test. This 

is based on the reasoning that low-income individuals would also have low property values. The 

Income Test has a set salary limit that a person must be under to receive a full pension. It also 

has a reduced pension limit in which the person receives a benefit that is reduced by $ .40 for 

every dollar they exceed the full pension limit if their income is under the reduced pension limit 

(Income Test for Pension, 2008, p. 2). To calculate this benefit, annual salaries are increased by 

3% per year and the Income Test limits are also increased 3% per year as shown in Figure 7. In 

the final year before retirement, if the annual salary is below the lower limit they receive a full 

pension, if it is between the limits they receive a reduced pension, and if it is above both limits, 

they receive nothing. This annual pension amount is divided by twelve to obtain a monthly 

benefit amount as shown in Figure 7. 

Australian Superannuation Funds, like benefits in the United States, can vary based upon 

the employer. The only mandated part is that employers must contribute 9%. The employees do 

not have to contribute but can contribute any amount. A government-funded co-contribution says 

that for the first 1% that an employee contributes, they will contribute 1.5% up to a limit of 

$1500 (Super Co-Contribution Calculator, 2008). Superannuation Fund benefits are a type of 

Defined Contribution calculation as shown in Figure 8. The account balance grows by the same 

method described earlier for a United States Defined Contribution plan where the account 

balance grows with contributions and interest. The total account balance is divided by a 
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valuation factor that is set by the Australian Government. This annual benefit is divided by 

twelve to get a monthly Super Fund benefit as shown in Figure 8. 

Australia Person D
Age Pension Amounts
Date of Birth 1/1/1983
Annual Salary in 2008 28,538           
Pay Increase Assumption Used 3.00%
Date Payments Begin 1/1/2048
Full Age Pension at age 65 44,275.67      annual amount
Age 65 Full Pension Limit 10,869.24      annual amount
Age 65 Partial Pension Limit 122,752.38    annual amount
Age 65 Partial Pension Reduction 0.40               per dollar over

Year Age Salary Full Payment?
Partial 

Payment? Reduction
2008 25       28,537.75 NO YES 7067.41
2009 26       29,393.88 NO YES 7409.86
2010 27       30,275.70 NO YES 7762.58
2011 28       31,183.97 NO YES 8125.89
2012 29       32,119.49 NO YES 8500.10
2013 30       33,083.07 NO YES 8885.53
2014 31        34,075.57 NO YES 9282.53
2015 32       35,097.83 NO YES 9691.44
2016 33       36,150.77 NO YES 10112.61
2017 34        37,235.29 NO YES 10546.42
2018 35       38,352.35 NO YES 10993.25
2019 36       39,502.92 NO YES 11453.47
2020 37       40,688.01 NO YES 11927.51
2021 38       41,908.65 NO YES 12415.76
2022 39       43,165.91 NO YES 12918.67
2023 40       44,460.88 NO YES 13436.66
2024 41        45,794.71 NO YES 13970.19
2025 42       47,168.55 NO YES 14519.73
2026 43       48,583.61 NO YES 15085.75
2027 44        50,041.12 NO YES 15668.75
2028 45       51,542.35 NO YES 16269.25
2029 46       53,088.62 NO YES 16887.75
2030 47       54,681.28 NO YES 17524.82
2031 48       56,321.72 NO YES 18180.99
2032 49       58,011.37 NO YES 18856.85
2033 50       59,751.71 NO YES 19552.99
2034 51        61,544.26 NO YES 20270.01
2035 52       63,390.59 NO YES 21008.54
2036 53       65,292.31 NO YES 21769.23
2037 54        67,251.08 NO YES 22552.74
2038 55       69,268.61 NO YES 23359.75
2039 56       71,346.67 NO YES 24190.97
2040 57       73,487.07 NO YES 25047.13
2041 58       75,691.68 NO YES 25928.98
2042 59       77,962.43 NO YES 26837.28
2043 60       80,301.30 NO YES 27772.83
2044 61        82,710.34 NO YES 28736.44
2045 62       85,191.65 NO YES 29728.97
2046 63       87,747.40 NO YES 30751.27
2047 64        90,379.82 NO YES 31804.24

Annual Age Pension 12,471.44      
Monthly Age Pension 1,039.29        

Figure 7
Age Pension Calculation D
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Australia Person D
SUPERANNUATION FUND CALCULATION
Date of Birth 1/1/1983
Annual Salary in 2008 28,538          
Pay Increase Assumption Used 3.00%
Date Payments Begin 1/1/2048
Employee Contribution 1.00%
Employer Contribution 9.00%
Interest Rate 4.00%
Co-Contribution Limit Increase 3.00%
Reduction in Co-Contribution 0.50$           per dollar over lower limit
Co-Contribution Match Multiplier 1.50%
Age 65 Valuation Factor 11.693
Age 70 Valuation Factor 10.548

Acct Bal Employee Employer Co-Contribution Interest Acct Bal
Year Age BOY Salary Contribution Contribution Amount Rate Interest EOY

2008 25 -$                            28,537.75$      285.38$        2,568.40$          428.07$             4.0% -$                           3,281.84$                   
2009 26 3,281.84$                   29,393.88$      293.94$        2,645.45$          440.91$             4.0% 131.27$                      6,352.50$                   
2010 27 6,352.50$                   30,275.70$      302.76$        2,724.81$          454.14$             4.0% 254.10$                      9,634.17$                   
2011 28 9,634.17$                   31,183.97$      311.84$        2,806.56$          467.76$             4.0% 385.37$                      13,137.94$                 
2012 29 13,137.94$                 32,119.49$      321.19$        2,890.75$          481.79$             4.0% 525.52$                      16,875.40$                 
2013 30 16,875.40$                 33,083.07$      330.83$        2,977.48$          496.25$             4.0% 675.02$                      20,858.73$                 
2014 31 20,858.73$                 34,075.57$      340.76$        3,066.80$          511.13$             4.0% 834.35$                      25,100.63$                 
2015 32 25,100.63$                 35,097.83$      350.98$        3,158.80$          526.47$             4.0% 1,004.03$                   29,614.44$                 
2016 33 29,614.44$                 36,150.77$      361.51$        3,253.57$          542.26$             4.0% 1,184.58$                   34,414.10$                 
2017 34 34,414.10$                 37,235.29$      372.35$        3,351.18$          558.53$             4.0% 1,376.56$                   39,514.19$                 
2018 35 39,514.19$                 38,352.35$      383.52$        3,451.71$          575.29$             4.0% 1,580.57$                   44,929.99$                 
2019 36 44,929.99$                 39,502.92$      395.03$        3,555.26$          592.54$             4.0% 1,797.20$                   50,677.48$                 
2020 37 50,677.48$                 40,688.01$      406.88$        3,661.92$          610.32$             4.0% 2,027.10$                   56,773.38$                 
2021 38 56,773.38$                 41,908.65$      419.09$        3,771.78$          628.63$             4.0% 2,270.94$                   63,235.18$                 
2022 39 63,235.18$                 43,165.91$      431.66$        3,884.93$          647.49$             4.0% 2,529.41$                   70,081.18$                 
2023 40 70,081.18$                 44,460.88$      444.61$        4,001.48$          666.91$             4.0% 2,803.25$                   77,330.52$                 
2024 41 77,330.52$                 45,794.71$      457.95$        4,121.52$          686.92$             4.0% 3,093.22$                   85,003.21$                 
2025 42 85,003.21$                 47,168.55$      471.69$        4,245.17$          707.53$             4.0% 3,400.13$                   93,120.19$                 
2026 43 93,120.19$                 48,583.61$      485.84$        4,372.52$          728.75$             4.0% 3,724.81$                   101,703.36$               
2027 44 101,703.36$               50,041.12$      500.41$        4,503.70$          750.62$             4.0% 4,068.13$                   110,775.61$               
2028 45 110,775.61$               51,542.35$      515.42$        4,638.81$          773.14$             4.0% 4,431.02$                   120,360.87$               
2029 46 120,360.87$               53,088.62$      530.89$        4,777.98$          796.33$             4.0% 4,814.43$                   130,484.16$               
2030 47 130,484.16$               54,681.28$      546.81$        4,921.32$          820.22$             4.0% 5,219.37$                   141,171.66$               
2031 48 141,171.66$               56,321.72$      563.22$        5,068.95$          844.83$             4.0% 5,646.87$                   152,450.70$               
2032 49 152,450.70$               58,011.37$      580.11$        5,221.02$          870.17$             4.0% 6,098.03$                   164,349.86$               
2033 50 164,349.86$               59,751.71$      597.52$        5,377.65$          896.28$             4.0% 6,573.99$                   176,899.03$               
2034 51 176,899.03$               61,544.26$      615.44$        5,538.98$          923.16$             4.0% 7,075.96$                   190,129.41$               
2035 52 190,129.41$               63,390.59$      633.91$        5,705.15$          950.86$             4.0% 7,605.18$                   204,073.65$               
2036 53 204,073.65$               65,292.31$      652.92$        5,876.31$          979.38$             4.0% 8,162.95$                   218,765.83$               
2037 54 218,765.83$               67,251.08$      672.51$        6,052.60$          1,008.77$          4.0% 8,750.63$                   234,241.57$               
2038 55 234,241.57$               69,268.61$      692.69$        6,234.17$          1,039.03$          4.0% 9,369.66$                   250,538.09$               
2039 56 250,538.09$               71,346.67$      713.47$        6,421.20$          1,070.20$          4.0% 10,021.52$                 267,694.28$               
2040 57 267,694.28$               73,487.07$      734.87$        6,613.84$          1,102.31$          4.0% 10,707.77$                 285,750.76$               
2041 58 285,750.76$               75,691.68$      756.92$        6,812.25$          1,135.38$          4.0% 11,430.03$                 304,749.96$               
2042 59 304,749.96$               77,962.43$      779.62$        7,016.62$          1,169.44$          4.0% 12,190.00$                 324,736.20$               
2043 60 324,736.20$               80,301.30$      803.01$        7,227.12$          1,204.52$          4.0% 12,989.45$                 345,755.78$               
2044 61 345,755.78$               82,710.34$      827.10$        7,443.93$          1,240.66$          4.0% 13,830.23$                 367,857.04$               
2045 62 367,857.04$               85,191.65$      851.92$        7,667.25$          1,277.87$          4.0% 14,714.28$                 391,090.49$               
2046 63 391,090.49$               87,747.40$      877.47$        7,897.27$          1,316.21$          4.0% 15,643.62$                 415,508.85$               
2047 64 415,508.85$               90,379.82$      903.80$        8,134.18$          1,355.70$          4.0% 16,620.35$                 441,167.18$               

Age 65 Account Balance 441,167
Annuity Factor 11.693
Age 65 Annual Benefit 37,729
Age 65 Monthly Benefit 3,144

Figure 8
Superannuation Fund Calculation D

 

 Each individual calculation method was repeated for additional scenarios using different 

contribution percentages and salaries. These calculations have all been converted to a monthly 

benefit so that they can be compared. This analysis will help determine the methods of funding 

retirement that are most beneficial. 
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Results and Analysis 

 For analysis of the benefit calculations performed in this study, the benefit amounts have 

been shown in different combinations. First, they will be analyzed on a person-to-person basis 

for each type of benefit. Social Security Benefits are shown below in Figure 9 along with the 

percentage of income that is replaced at age 65. 

Annual Salary at age 
25 ($USD)

Annual Salary at age 
65 ($USD)

Monthly Salary at 
age 65 ($USD)

Benefit at age 65 
($USD)

% of Pay 
Replacement

Person A 25,000.00$                79,175.67$                6,597.97$                  3,459.08$                  52.43%
Person B 50,000.00$                158,351.35$              13,195.95$                5,251.31$                  39.79%
Person C 100,000.00$              316,702.70$              26,391.89$                7,973.74$                  30.21%

United States Social Security Benefits
Figure 9

 

As shown, a person with lower income replaces a higher percentage of their income. This is an 

intentional result set up by the government because it was originally intended to be a social 

program for lower income individuals. It replaces a high percentage of income up to the first 

limit, and then the percentage decreases as income exceeds the first limit. It assumes that if 

someone has a higher income, they can afford additional savings for their retirement. 

 Benefits from a Defined Benefit Plan are shown in Figure 10. The replacement ratios for 

each income level are the same. As shown, the benefit amounts if a person waits until age 45 to 

enter a retirement plan are drastically reduced to about half of the benefit if they were to enter at 

age 25.  

Annual Salary at age 
25 ($USD)

Annual Salary at age 
65 ($USD)

Monthly Salary at 
age 65 ($USD)

Benefit at age 65 
($USD)

% of Pay 
Replacement

Person A Beginning at age 25 25,000.00$                79,175.67$                6,597.97$                  2,987.84$                  45.28%
Beginning at age 45 1,493.92$                  22.64%

Person B Beginning at age 25 50,000.00$                158,351.35$              13,195.95$                5,975.67$                  45.28%
Beginning at age 45 2,987.84$                  22.64%

Person C Beginning at age 25 100,000.00$              316,702.70$              26,391.89$                11,951.34$                45.28%
Beginning at age 45 5,975.67$                  22.64%

United States Defined Benefit Plan Benefits
Figure 10
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 Defined Contribution Plan benefits are shown in the same way as the Defined Benefit 

Plan benefits. Figure 11 shows the benefits if a person contributes 6%, 9%, or 11.5% with a 3% 

employer match and if they wait until age 45 to make their contributions.  

Annual Salary at age 
25 ($USD)

Annual Salary at age 
65 ($USD)

Monthly Salary at 
age 65 ($USD)

Benefit at age 65 
($USD)

% of Pay 
Replacement

Person A Beginning at age 25 25,000.00$                79,175.67$                6,597.97$                  2,387.89$                  36.19%
Beginning at age 45 1,078.94$                  16.35%

Person B Beginning at age 25 50,000.00$                158,351.35$              13,195.95$                4,775.78$                  36.19%
Contributing 9% 6,367.70$                  48.25%

Beginning at age 45 2,157.89$                  16.35%
Person C Beginning at age 25 100,000.00$              316,702.70$              26,391.89$                9,551.55$                  36.19%

Contributing 11.5% 15,388.61$                58.31%
Beginning at age 45 4,315.77$                  16.35%

United States Defined Contribution Plan Benefits
Figure 11

 

As in the Defined Benefit Plan benefits, waiting until age 45 as opposed to beginning 

contributions at age 25 reduces your benefit to less than half. This benefit is reduced more 

because not only are they missing twenty years of contributions, but also they are missing twenty 

years of added interest. Additionally, the benefits are increased dramatically by increasing the 

contribution percentage as little as 3%.  

 Age Pension Benefits are shown in Figure 12. Only Person D with the lowest income 

qualifies to receive any benefit from the Age Pension. Although they receive a benefit, their 

income is close to the upper limit and therefore the benefit replaces a very small percentage of 

their income. Person’s E and F do not receive any benefit from the government because they do 

not pass the Income Test. 

Annual Salary at age 
25 ($AUD)

Annual Salary at age 
65 ($AUD)

Monthly Salary at 
age 65 ($AUD)

Benefit at age 65 
($AUD)

% of Pay 
Replacement

Person D 28,537.75$                90,379.82$                7,531.65$                  1,039.29$                  13.80%
Person E 57,075.50$                180,759.65$              15,063.30$                -$                           0.00%
Person F 114,151.00$              361,519.30$              30,126.61$                -$                           0.00%

Australian Age Pension Benefits
Figure 12
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 Benefits from Superannuation Funds are extremely varied based on contribution 

percentages. These variations are shown in Figure 13. 

Annual Salary at age 
25 ($AUD)

Monthly Salary at 
age 65 ($AUD)

Benefit at age 65 
($AUD)

% of Pay 
Replacement

Person D Contributing 0%  $                90,379.82  $                  7,531.65 2,817.01$                  37.40%
Contributing 1% 3,144.10$                  41.75%
Contributing 3% 3,770.10$                  50.06%
Contributing 6% 4,709.10$                  62.52%

Contributing 12.1% 6,649.71$                  88.29%
Person E Contributing 0% 180,759.65$              15,063.30$                5,634.03$                  37.40%

Contributing 1% 6,264.59$                  41.59%
Contributing 3% 7,516.60$                  49.90%
Contributing 6% 9,394.61$                  62.37%

Contributing 12.1% 13,275.82$                88.13%
Person F Contributing 0% 361,519.30$              30,126.61$                11,268.05$                37.40%

Contributing 1% 12,520.06$                41.56%
Contributing 3% 15,024.07$                49.87%
Contributing 6% 18,780.09$                62.34%

Contributing 12.1% 26,542.52$                88.10%

Australian Superannuation Fund Benefits
Figure 13

 

 When a person contributes nothing, the fund still replaces almost 40% of their income due to the 

government mandated 9% employer contribution. As they increase their contributions, they can 

replace larger percentages of income up to a level at which they feel is sufficient for retirement. 

These contributions increase their benefits by large amounts because they add to the account 

balance of their fund and accumulate interest for years. Like Defined Benefit and Defined 

Contribution Plans, if they were to wait, their benefits would be decreased. This is not shown, 

however, due to the mandated 9% employer contribution amount.  

 Once analyzed across income levels, the benefit amounts are compared between the two 

nations. The comparisons will be made by examining the pay replacement ratios. Four scenarios 

are investigated to evaluate the effectiveness of the various methods of benefits. First, it is 

important to look at the benefits payable to someone who contributes nothing to any retirement 

plans and relies solely on the government-mandated benefits. Figure 14 shows these benefit 

amounts. In the United States, the only mandated benefit is Social Security. Depending upon 
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income, doing nothing about retirement will replace between 30% and 53% of income. In 

Australia, Age Pension and a 9% employer contribution to a Superannuation Fund is mandated. 

With these two amounts, an Australian who does not do anything to prepare for retirement will 

replace between 37% and 51% depending upon income. These replacement ratios are very 

similar and in both nations decrease as income increases. Those with higher incomes are 

expected to replace more of their income on their own and rely less upon the government and 

employers. In this scenario, an individual must pay a 6.1% Social Security tax while no payment 

is required by an Australian to receive the Age Pension or the 9% Superannuation Fund 

employer contribution. 

Person A Person B Person C Person D Person E Person F
Date of Birth 1/1/1983 1/1/1983 1/1/1983 Date of Birth 1/1/1983 1/1/1983 1/1/1983

Date of Retirement 1/1/2048 1/1/2048 1/1/2048 Date of Retirement 1/1/2048 1/1/2048 1/1/2048
Age at Retirement 65 65 65 Age at Retirement 65 65 65

Age 25 Annual Salary 25,000.00$           50,000.00$           100,000.00$         Age 25 Annual Salary 28,537.75$          57,075.50$          114,151.00$        
Age 65 Annual Salary 79,175.67$           158,351.35$         316,702.70$         Age 65 Annual Salary 90,379.82$          180,759.65$        361,519.30$        

Age 65 Monthly Salary 6,597.97$             13,195.95$           26,391.89$           Age 65 Monthly Salary 7,531.65$            15,063.30$          30,126.61$          

Monthly Benefit ($USD) Monthly Benefit ($AUD)
Income Replacement (%) Person A Person B Person C Income Replacement (%) Person D Person E Person F

Social Security 3,459.08$             5,251.31$             7,973.74$             Age Pension 1,039.29$            -$                    -$                    
52.43% 39.79% 30.21% 13.80% 0.00% 0.00%

Age Pension and Super 3,856.30$            5,634.03$            11,268.05$          
Fund at 0% 51.20% 37.40% 37.40%

Figure 14
Reliance on Government Mandated Benefits

United States Australia

United States Australia

Reliance on Government Mandated Benefits
6.1% Employee and Employer Funded by Budget Surplus and Employer 

 

 A second scenario evaluates the typical benefits received by many people employed in 

each country. These benefits are shown in Figure 15. Person’s A, B, and C in the United States 

contribute 6.1% to Social Security, nothing to a Defined Benefit Plan, and 6% to a Defined 

Contribution Plan. Their employers contribute 6.1% to Social Security, varying amounts to a 

Defined Benefit Plan, and 3% to a Defined Contribution Plan. For the United States, Social 

Security benefits combined with benefits from a Defined Benefit Plan replace from 75% to 

nearly 100% of income. Social Security benefits combined with benefits from a Defined 

Contribution Plan replace from 65% to 90% of income, which is slightly lower. For person’s D, 

E, and F, nothing is contributed to Age Pension, either 1%, 3%, or 6% is contributed to their 
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Superannuation Fund, and their employers contribute 9% to their Superannuation Fund. Age 

Pension benefits combined with Superannuation benefits replace anywhere from 41% to 75% of 

income. These replacement ratios increase as the employee contribution percentage increases. 

These amounts are, however, lower than the typical amounts we see for those in the United 

States. 

Person A Person B Person C Person D Person E Person F
Date of Birth 1/1/1983 1/1/1983 1/1/1983 Date of Birth 1/1/1983 1/1/1983 1/1/1983

Date of Retirement 1/1/2048 1/1/2048 1/1/2048 Date of Retirement 1/1/2048 1/1/2048 1/1/2048
Age at Retirement 65 65 65 Age at Retirement 65 65 65

Age 25 Annual Salary 25,000.00$           50,000.00$           100,000.00$         Age 25 Annual Salary 28,537.75$          57,075.50$          114,151.00$        
Age 65 Annual Salary 79,175.67$           158,351.35$         316,702.70$         Age 65 Annual Salary 90,379.82$          180,759.65$        361,519.30$        

Age 65 Monthly Salary 6,597.97$             13,195.95$           26,391.89$           Age 65 Monthly Salary 7,531.65$            15,063.30$          30,126.61$          

Monthly Benefit ($USD) Monthly Benefit ($AUD)
Income Replacement (%) Person A Person B Person C Income Replacement (%) Person D Person E Person F

Defined Benefit 2,987.84$             5,975.67$             11,951.34$           Superannuation Fund 3,144.10$            6,264.59$            12,520.06$          
Starting at Age 25 45.28% 45.28% 45.28% Contributing 1% 41.75% 41.59% 41.56%

Defined Benefit 1,493.92$             2,987.84$             5,975.67$             Superannuation Fund 3,770.10$            7,516.60$            15,024.07$          
Starting at Age 45 22.64% 22.64% 22.64% Contributing 3% 50.06% 49.90% 49.87%

Defined Contribution at 6% 2,387.89$             4,775.78$             9,551.55$             Supperannuation Fund 4,709.10$            9,394.61$            18,780.09$          
Starting at Age 25 36.19% 36.19% 36.19% Contributing 6% 62.52% 62.37% 62.34%

Defined Contribution at 6% 1,078.94$             2,157.89$             4,315.77$             Age Pension and Super 4,183.38$            6,264.59$            12,520.06$          
Starting at Age 45 16.35% 16.35% 16.35% Fund Contributing 1% 55.54% 41.59% 41.56%

SS and Defined Benefit 6,446.91$             11,226.98$           19,925.09$           Age Pension and Super 4,809.39$            7,516.60$            15,024.07$          
Starting at Age 25 97.71% 85.08% 75.50% Fund Contributing 3% 63.86% 49.90% 49.87%

SS and Defined Benefit 4,952.99$             8,239.14$             13,949.41$           Age Pension and Super 5,748.39$            9,394.61$            18,780.09$          
Starting at Age 45 75.07% 62.44% 52.85% Fund Contributing 6% 76.32% 62.37% 62.34%

SS and Defined Contribution 5,846.96$            10,027.08$           17,525.29$           
Starting at Age 25 88.62% 75.99% 66.40%

SS and Defined Contribution 4,538.02$             7,409.20$             12,289.52$           
Starting at Age 45 68.78% 56.15% 46.57%

United States Australia
6.1% or 12.1% Employee and 6.1% or 9.1% Employer 1%, 3%, or 6% Employee, 9% Employer

Typical Funding and Contributions

Figure 15
Typical Funding and Contributions

United States Australia

 

 For a more relative value comparison, a scenario was created to evaluate benefits when 

contributions by both the employee and employer are the same in both countries and are shown 

in Figure 16. For the United States, this means a total of 12.1% of employee contributions are 

made with 6.1% tax paid to Social Security and 6% contributed to a Defined Contribution Plan. 

Employer contributions equal a total of 9.1% with 6.1% made to Social Security and 3% to a 

Defined Contribution Plan. In Australia, a 12.1% employee contribution is made to a 

Superannuation Fund to match the contribution in the United States. Note that in Australia, 

employees do not contribute to the government pension fund (Australian Age Pension, 1996, p. 
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1). Employers are already mandated to make a 9% contribution, but for an accurate comparison, 

employers are assumed to make a 9.1% contribution.  

Person A Person B Person C Person D Person E Person F
Date of Birth 1/1/1983 1/1/1983 1/1/1983 Date of Birth 1/1/1983 1/1/1983 1/1/1983

Date of Retirement 1/1/2048 1/1/2048 1/1/2048 Date of Retirement 1/1/2048 1/1/2048 1/1/2048
Age at Retirement 65 65 65 Age at Retirement 65 65 65

Age 25 Annual Salary 25,000.00$           50,000.00$           100,000.00$         Age 25 Annual Salary 28,537.75$          57,075.50$          114,151.00$        
Age 65 Annual Salary 79,175.67$           158,351.35$         316,702.70$         Age 65 Annual Salary 90,379.82$          180,759.65$        361,519.30$        

Age 65 Monthly Salary 6,597.97$             13,195.95$           26,391.89$           Age 65 Monthly Salary 7,531.65$            15,063.30$          30,126.61$          

Monthly Benefit ($USD) Monthly Benefit ($AUD)
Income Replacement (%) Person A Person B Person C Income Replacement (%) Person D Person E Person F

Social Securty and Defined 5,846.96$             10,027.08$           17,525.29$           Age Pension and Super 6,649.71$            13,275.82$          26,542.52$          
Contribution at 6% 88.62% 75.99% 66.40% Fund Contributing 12.1% 88.29% 88.13% 88.10%

Equal Contributions

Figure 16
Equal Contributions

United States Australia

United States Australia
12.1% Employee and and 9.1% Employer 12.1% Employee and and 9.1% Employer

 

Once contributions in the two nations are equal, we see that the Australians generally get more 

for their contributions. For each income level, they replace at least 88% of their income. In the 

United States, only the lower income individual replaces 88% of their income. For those in the 

United States with higher incomes, more contributions are needed to achieve that level of income 

replacement. 

 The final scenario looks at the amount of contributions needed to reach adequate levels of 

income replacement. It has been estimated that a person retiring in 1993 needed nearly 82% of 

income for retirement (Palmer, 1993, p. 1). More recently, many have come to believe that an 

income replacement percentage of 90% to 100% is necessary (Larimore, 2002, p. 2).  

Person A Person B Person C Person D Person E Person F
Date of Birth 1/1/1983 1/1/1983 1/1/1983 Date of Birth 1/1/1983 1/1/1983 1/1/1983

Date of Retirement 1/1/2048 1/1/2048 1/1/2048 Date of Retirement 1/1/2048 1/1/2048 1/1/2048
Age at Retirement 65 65 65 Age at Retirement 65 65 65

Age 25 Annual Salary 25,000.00$           50,000.00$           100,000.00$         Age 25 Annual Salary 28,537.75$          57,075.50$          114,151.00$        
Age 65 Annual Salary 79,175.67$           158,351.35$         316,702.70$         Age 65 Annual Salary 90,379.82$          180,759.65$        361,519.30$        

Age 65 Monthly Salary 6,597.97$             13,195.95$           26,391.89$           Age 65 Monthly Salary 7,531.65$            15,063.30$          30,126.61$          

12.1% Employee 21.1% Employee 23.6% Employee
Monthly Benefit ($USD) Monthly Benefit ($AUD)
Income Replacement (%) Person A Person B Person C Income Replacement (%) Person D Person E Person F

Social Securty and Defined 5,846.96$             11,619.01$           23,362.35$           Age Pension and Super 6,649.71$            13,275.82$          26,542.52$          
Contribution at 6%, 9%, and 11.5% 88.62% 88.05% 88.52% Fund Contributing 12.1% 88.29% 88.13% 88.10%

12.1% Employee and and 9.1% Employer
United States Australia

Contributions Required to Obtain Adequate Income Replacement (Near 90%)

Figure 17
Contributions Required to Obtain Adequate Income Replacement

United States Australia
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For Australians, the third scenario provides adequate income replacement. That is also the case 

for Person A with a lower income in the United States. As shown in Figure 12, if Person B 

contributes 9% instead of 6% to their Defined Contribution Plan, they can achieve adequate 

income replacement. In order for Person C of the highest income level to reach adequate 

funding, they need to contribute 11.5% instead of 6% to their Defined Contribution Plan.  

Conclusions 

 The results of this study provide many conclusions about the retirement funding methods 

in the United States and Australia. First, the United States and Australia use very different 

methods in their government provided retirement benefits. This study shows that few Australians 

even receive government benefits and those who do receive low benefit amounts, whereas all 

Americans receive some level of benefit that is typically higher than those in Australia. The 

Australian government spends less money on their government pension; however, they do not 

require Australians to pay a tax towards paying out government pension benefits. Instead, they 

mandate employers to assist their employees in saving and encourage personal savings. They 

force more Australians to fund their retirement on their own and put them in more control of 

their future benefits. The method of privatizing Social Security in the United States has been 

debated for many years but is often in conflict with the necessity to pay retirement benefits to 

current retired individuals. 

One of the most interesting points found in this research is that nothing exists in Australia 

like a Defined Benefit Plan. They are becoming less common in the United States, but still pay 

benefits to a large portion of Americans. The Australian retirement funding methods are more 

unified and do not consider anything close to a Defined Benefit Plan. The Australian 

Superannuation Fund is very similar to that of the United States Defined Contribution Plan. The 
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calculations are almost the same except that Australian employers are mandated to contribute a 

higher percentage than employers in the United States.  

When compared on an even basis, Australians get slightly more from their contributions 

than those in the United States. The main reason for this is that all contributions in Australia go 

to a fund for that individual, while half of the contributions made by employees in the United 

States are to an all-inclusive national fund. As a result of this national fund, Americans receive 

less value for what they pay in. This emphasizes a common opinion held in the United States that 

we should consider privatization for Social Security. This would perhaps give more value to the 

contributions Americans make to fund their retirement and could potentially eliminate many of 

the funding issues that may affect Social Security in the future. However, the problem still exists 

in the United States on how to pay current retired individuals who have paid to Social Security 

throughout their lives but have no account balances. 

The main limitation of this study is the inability to predict future economic conditions. 

All calculations in this study are projected based on pre-determined assumptions. It is not 

possible to consider every scenario of future economic conditions, so conservative assumptions 

were chosen to allow for periods of unfavorable economic conditions. If the markets in the future 

do not mirror the assumptions, the benefits will differ from the amounts shown. Similarly, there 

are many other formulas that can be used to calculate benefits, but the benefits calculated in this 

study are assumed to represent an average or typical benefit in each nation. These projections 

also carry the assumption that the benefit calculation methods and ages at which one can 

commence their benefits will not change between the time of calculation and reception of the 

benefits. Government regulations regarding retirement benefits often change, so it is highly 

unlikely that the calculation methods and retirement ages will stay the same.  
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From the calculations and analysis in this study, actuaries in the United States and 

Australia can consider adopting strategies from each other. This is more the case for the United 

States because overall, benefits there were slightly less valuable than benefits in Australia. This 

study suggests that the United States should encourage more individual savings and privatization 

of funds to enhance benefits available to those in the United States. 
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Appendix 
 

Social Security Factors 

4.92%
4.02%
3.00%

AGE YEAR AMOUNT % INCREASE
0 1983 15,239.24 4.87%
1 1984 16,135.07 5.88%
2 1985 16,822.51 4.26%
3 1986 17,321.82 2.97%
4 1987 18,426.51 6.38%
5 1988 19,334.04 4.93%
6 1989 20,099.55 3.96%
7 1990 21,027.98 4.62%
8 1991 21,811.60 3.73%
9 1992 22,935.42 5.15%

10 1993 23,132.67 0.86%
11 1994 23,753.53 2.68%
12 1995 24,705.66 4.01%
13 1996 25,913.90 4.89%
14 1997 27,426.00 5.84%
15 1998 28,861.44 5.23%
16 1999 30,469.84 5.57%
17 2000 32,154.82 5.53%
18 2001 32,921.92 2.39%
19 2002 33,252.09 1.00%
20 2003 34,064.95 2.44%
21 2004 35,648.55 4.65%
22 2005 36,952.94 3.66%
23 2006 38,061.53  3.00%
24 2007 39,203.37  3.00%
25 2008 40,379.48  3.00%
26 2009 41,590.86  3.00%
27 2010 42,838.59  3.00%
28 2011 44,123.74  3.00%
29 2012 45,447.46  3.00%
30 2013 46,810.88  3.00%
31 2014 48,215.21  3.00%
32 2015 49,661.66  3.00%
33 2016 51,151.51  3.00%
34 2017 52,686.06  3.00%
35 2018 54,266.64  3.00%
36 2019 55,894.64  3.00%
37 2020 57,571.48  3.00%
38 2021 59,298.62  3.00%
39 2022 61,077.58  3.00%
40 2023 62,909.91  3.00%
41 2024 64,797.20  3.00%
42 2025 66,741.12  3.00%
43 2026 68,743.35  3.00%
44 2027 70,805.65  3.00%
45 2028 72,929.82  3.00%
46 2029 75,117.72  3.00%
47 2030 77,371.25  3.00%
48 2031 79,692.39  3.00%
49 2032 82,083.16  3.00%
50 2033 84,545.65  3.00%
51 2034 87,082.02  3.00%
52 2035 89,694.48  3.00%
53 2036 92,385.32  3.00%
54 2037 95,156.88  3.00%
55 2038 98,011.58  3.00%
56 2039 100,951.93 3.00%
57 2040 103,980.49 3.00%
58 2041 107,099.91 3.00%
59 2042 110,312.90 3.00%
60 2043 113,622.29 3.00%
61 2044 117,030.96 3.00%
62 2045 120,541.89 3.00%
63 2046 124,158.14 3.00%
64 2047 127,882.89 3.00%
65 2048 131,719.37 3.00%

Full Average Increase
20 Year Average Increas
Assumption Used

Wage Index
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Full Average Increase 4.36%
20 Year Average Increase 2.95%
Assumption Used 3.00%

AGE YEAR % INCREASE
0 1983 3.50%
1 1984 3.50%
2 1985 3.10%
3 1986 1.30%
4 1987 4.20%
5 1988 4.00%
6 1989 4.70%
7 1990 5.40%
8 1991 3.70%
9 1992 3.00%

10 1993 2.60%
11 1994 2.80%
12 1995 2.60%
13 1996 2.90%
14 1997 2.10%
15 1998 1.30%
16 1999 2.50%
17 2000 3.50%
18 2001 2.60%
19 2002 1.40%
20 2003 2.10%
21 2004 2.70%
22 2005 4.10%
23 2006 3.30%
24 2007 3.30%
25 2008 2.30%
26 2009 3.00%
27 2010 3.00%
28 2011 3.00%
29 2012 3.00%
30 2013 3.00%
31 2014 3.00%
32 2015 3.00%
33 2016 3.00%
34 2017 3.00%
35 2018 3.00%
36 2019 3.00%
37 2020 3.00%
38 2021 3.00%
39 2022 3.00%
40 2023 3.00%
41 2024 3.00%
42 2025 3.00%
43 2026 3.00%
44 2027 3.00%
45 2028 3.00%
46 2029 3.00%
47 2030 3.00%
48 2031 3.00%
49 2032 3.00%
50 2033 3.00%
51 2034 3.00%
52 2035 3.00%
53 2036 3.00%
54 2037 3.00%
55 2038 3.00%
56 2039 3.00%
57 2040 3.00%
58 2041 3.00%
59 2042 3.00%
60 2043 3.00%
61 2044 3.00%
62 2045 3.00%
63 2046 3.00%
64 2047 3.00%
65 2048 3.00%

Cost of Living Increase (COLI)
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Amount of Pay % Multiplier
0-Bend Point 1 90% Full Average Increase 4.88% 4.88%
Bend Point 1-Bend Point 2 32% 20 Year Average Increase 4.02% 4.03%
Bend Point 2-Pay Limit 15% Assumption Used 4.00% 4.00%

AGE YEAR BEND POINT 1 BEND POINT 2 % INCREASE 1 % INCREASE 2
1979 $180 $1,085 
1980 194 1,171 7.78% 7.93%
1981 211 1,274 8.76% 8.80%
1982 230 1,388 9.00% 8.95%

0 1983 254 1,528 10.43% 10.09%
1 1984 267 1,612 5.12% 5.50%
2 1985 280 1,691 4.87% 4.90%
3 1986 297 1,790 6.07% 5.85%
4 1987 310 1,866 4.38% 4.25%
5 1988 319 1,922 2.90% 3.00%
6 1989 339 2,044 6.27% 6.35%
7 1990 356 2,145 5.01% 4.94%
8 1991 370 2,230 3.93% 3.96%
9 1992 387 2,333 4.59% 4.62%

10 1993 401 2,420 3.62% 3.73%
11 1994 422 2,545 5.24% 5.17%
12 1995 426 2,567 0.95% 0.86%
13 1996 437 2,635 2.58% 2.65%
14 1997 455 2,741 4.12% 4.02%
15 1998 477 2,875 4.84% 4.89%
16 1999 505 3,043 5.87% 5.84%
17 2000 531 3,202 5.15% 5.23%
18 2001 561 3,381 5.65% 5.59%
19 2002 592 3,567 5.53% 5.50%
20 2003 606 3,653 2.36% 2.41%
21 2004 612 3,689 0.99% 0.99%
22 2005 627 3,779 2.45% 2.44%
23 2006 656 3,955 4.63% 4.66%
24 2007 680 4,100 3.66% 3.67%
25 2008 711                   4,288                                 4.56% 4.59%
26 2009 739                   4,460                                 4.00% 4.00%
27 2010 769                   4,638                                 4.00% 4.00%
28 2011 800                   4,823                                 4.00% 4.00%
29 2012 832                   5,016                                4.00% 4.00%
30 2013 865                   5,217                                4.00% 4.00%
31 2014 900                   5,426                                4.00% 4.00%
32 2015 936                   5,643                                 4.00% 4.00%
33 2016 973                   5,868                                 4.00% 4.00%
34 2017 1,012                6,103                                 4.00% 4.00%
35 2018 1,052                6,347                                 4.00% 4.00%
36 2019 1,095                6,601                                 4.00% 4.00%
37 2020 1,138                6,865                                 4.00% 4.00%
38 2021 1,184                7,140                                4.00% 4.00%
39 2022 1,231                7,425                                4.00% 4.00%
40 2023 1,280                7,722                                4.00% 4.00%
41 2024 1,332                8,031                                 4.00% 4.00%
42 2025 1,385                8,353                                 4.00% 4.00%
43 2026 1,440                8,687                                 4.00% 4.00%
44 2027 1,498                9,034                                 4.00% 4.00%
45 2028 1,558                9,396                                 4.00% 4.00%
46 2029 1,620                9,771                                 4.00% 4.00%
47 2030 1,685                10,162                              4.00% 4.00%
48 2031 1,752                10,569                              4.00% 4.00%
49 2032 1,823                10,991                              4.00% 4.00%
50 2033 1,895                11,431                               4.00% 4.00%
51 2034 1,971                11,888                               4.00% 4.00%
52 2035 2,050                12,364                               4.00% 4.00%
53 2036 2,132                12,858                               4.00% 4.00%
54 2037 2,217                13,373                               4.00% 4.00%
55 2038 2,306                13,908                               4.00% 4.00%
56 2039 2,398                14,464                              4.00% 4.00%
57 2040 2,494                15,043                              4.00% 4.00%
58 2041 2,594                15,644                              4.00% 4.00%
59 2042 2,698                16,270                               4.00% 4.00%
60 2043 2,806                16,921                               4.00% 4.00%
61 2044 2,918                17,598                               4.00% 4.00%
62 2045 3,035                18,302                               4.00% 4.00%

Bend Point Rules
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Average Increase 4.06%
Assumption Used 3.00%

AGE YEAR LIMIT % INCREASE
24 2007 97,500             3.50%
25 2008 102,000           4.62%
26 2009 105,060           3.00%
27 2010 108,212           3.00%
28 2011 111,458           3.00%
29 2012 114,802           3.00%
30 2013 118,246           3.00%
31 2014 121,793           3.00%
32 2015 125,447           3.00%
33 2016 129,211           3.00%
34 2017 133,087           3.00%
35 2018 137,079           3.00%
36 2019 141,192           3.00%
37 2020 145,428           3.00%
38 2021 149,790           3.00%
39 2022 154,284           3.00%
40 2023 158,913           3.00%
41 2024 163,680           3.00%
42 2025 168,590           3.00%
43 2026 173,648           3.00%
44 2027 178,858           3.00%
45 2028 184,223           3.00%
46 2029 189,750           3.00%
47 2030 195,443           3.00%
48 2031 201,306           3.00%
49 2032 207,345           3.00%
50 2033 213,565           3.00%
51 2034 219,972           3.00%
52 2035 226,571           3.00%
53 2036 233,369           3.00%
54 2037 240,370           3.00%
55 2038 247,581           3.00%
56 2039 255,008           3.00%
57 2040 262,658           3.00%
58 2041 270,538           3.00%
59 2042 278,654           3.00%
60 2043 287,014           3.00%
61 2044 295,624           3.00%
62 2045 304,493           3.00%
63 2046 313,628           3.00%
64 2047 323,037           3.00%
65 2048 332,728           3.00%

Pay Limits
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5/9% for first 36 months
5/12% after first 36 months

Late Retirement
Year of 
birth

Credit per 
year

1917-24 3.00%
1925-26 3.50%
1927-28 4.00%
1929-30 4.50%
1931-32 5.00%
1933-34 5.50%
1935-36 6.00%
1937-38 6.50%
1939-40 7.00%
1941-42 7.50%
1943 and 
later 8.00%

Early Retirement from NRA
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AGE # Months
1937 and prior 65 780

1938 65 and 2 months 782
1939 65 and 4 months 784
1940 65 and 6 months 786
1941 65 and 8 months 788
1942 65 and 10 months 790
1943 66 792
1944 66 792
1945 66 792
1946 66 792
1947 66 792
1948 66 792
1949 66 792
1950 66 792
1951 66 792
1952 66 792
1953 66 792
1954 66 792
1955 66 and 2 months 794
1956 66 and 4 months 796
1957 66 and 6 months 798
1958 66 and 8 months 800
1959 66 and 10 months 802
1960 67 804
1961 67 804
1962 67 804
1963 67 804
1964 67 804
1965 67 804
1966 67 804
1967 67 804
1968 67 804
1969 67 804
1970 67 804
1971 67 804
1972 67 804
1973 67 804
1974 67 804
1975 67 804
1976 67 804
1977 67 804
1978 67 804
1979 67 804
1980 67 804
1981 67 804
1982 67 804
1983 67 804
1984 67 804
1985 67 804
1986 67 804
1987 67 804
1988 67 804
1989 67 804
1990 67 804
1991 67 804
1992 67 804
1993 67 804
1994 67 804
1995 67 804
1996 67 804
1997 67 804
1998 67 804
1999 67 804
2000 67 804
2001 67 804
2002 67 804
2003 67 804
2004 67 804
2005 67 804
2006 67 804
2007 67 804
2008 67 804

Normal Retirement Age
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Date of Birth 1/1/1983
Annual Salary in 2008 ---
Pay Increase Assumption Used 3.00%
Date Payments Begin 1/1/2048
Full Age Pension in 2008 per Fortnight 537.70           

Year Age
Age Pension 
per Fortnight

Age Pension 
Per Year

Age Pension 
per Month

2008 25            537.70 13,980.20      1,165.02        
2009 26            553.83 14,399.61      1,199.97        
2010 27            570.45 14,831.59      1,235.97        
2011 28            587.56 15,276.54      1,273.05        
2012 29            605.19 15,734.84      1,311.24        
2013 30            623.34 16,206.88      1,350.57        
2014 31            642.04 16,693.09      1,391.09        
2015 32            661.30 17,193.88      1,432.82        
2016 33            681.14 17,709.70      1,475.81        
2017 34            701.58 18,240.99      1,520.08        
2018 35            722.62 18,788.22      1,565.68        
2019 36            744.30 19,351.87      1,612.66        
2020 37            766.63 19,932.42      1,661.04        
2021 38            789.63 20,530.40      1,710.87        
2022 39            813.32 21,146.31      1,762.19        
2023 40            837.72 21,780.70      1,815.06        
2024 41            862.85 22,434.12      1,869.51        
2025 42            888.74 23,107.14      1,925.60        
2026 43            915.40 23,800.35      1,983.36        
2027 44            942.86 24,514.37      2,042.86        
2028 45            971.15 25,249.80      2,104.15        
2029 46         1,000.28 26,007.29      2,167.27        
2030 47         1,030.29 26,787.51      2,232.29        
2031 48         1,061.20 27,591.13      2,299.26        
2032 49         1,093.03 28,418.87      2,368.24        
2033 50         1,125.82 29,271.43      2,439.29        
2034 51         1,159.60 30,149.58      2,512.46        
2035 52         1,194.39 31,054.06      2,587.84        
2036 53         1,230.22 31,985.69      2,665.47        
2037 54         1,267.13 32,945.26      2,745.44        
2038 55         1,305.14 33,933.61      2,827.80        
2039 56         1,344.29 34,951.62      2,912.64        
2040 57         1,384.62 36,000.17      3,000.01        
2041 58         1,426.16 37,080.18      3,090.01        
2042 59         1,468.95 38,192.58      3,182.72        
2043 60         1,513.01 39,338.36      3,278.20        
2044 61         1,558.40 40,518.51      3,376.54        
2045 62         1,605.16 41,734.07      3,477.84        
2046 63         1,653.31 42,986.09      3,582.17        
2047 64         1,702.91 44,275.67      3,689.64        

Age Pension Amounts
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Date of Birth 1/1/1983
Annual Salary in 2008 ---
Pay Increase Assumption Used 3.00%
Date Payments Begin 1/1/2048

Per fortnight Per Year
Full Payment Limit in 2008 132.00 3432.00
Reduction 0.4

for every dollar above full payment limit
Partial Payment Limit in 2008 1490.75 38759.50

*Having children increases the limits

Year Age
Full Payment 

Limit
Partial 

Payment Limit
2008 25          3,432.00        38,759.50 
2009 26          3,534.96        39,922.29 
2010 27          3,641.01        41,119.95 
2011 28          3,750.24        42,353.55 
2012 29           3,862.75        43,624.16 
2013 30          3,978.63        44,932.88 
2014 31          4,097.99        46,280.87 
2015 32          4,220.93        47,669.30 
2016 33          4,347.55        49,099.37 
2017 34          4,477.98        50,572.36 
2018 35          4,612.32        52,089.53 
2019 36          4,750.69        53,652.21 
2020 37           4,893.21        55,261.78 
2021 38          5,040.01        56,919.63 
2022 39          5,191.21        58,627.22 
2023 40          5,346.94        60,386.04 
2024 41          5,507.35        62,197.62 
2025 42           5,672.57        64,063.55 
2026 43          5,842.75        65,985.45 
2027 44          6,018.03        67,965.02 
2028 45          6,198.57        70,003.97 
2029 46          6,384.53        72,104.09 
2030 47          6,576.07        74,267.21 
2031 48          6,773.35        76,495.23 
2032 49          6,976.55        78,790.08 
2033 50           7,185.85        81,153.79 
2034 51          7,401.42        83,588.40 
2035 52          7,623.46        86,096.05 
2036 53          7,852.17        88,678.93 
2037 54          8,087.73        91,339.30 
2038 55           8,330.36        94,079.48 
2039 56          8,580.28        96,901.86 
2040 57          8,837.68        99,808.92 
2041 58          9,102.81      102,803.19 
2042 59          9,375.90      105,887.28 
2043 60          9,657.18      109,063.90 
2044 61          9,946.89      112,335.82 
2045 62        10,245.30      115,705.89 
2046 63         10,552.66      119,177.07 
2047 64        10,869.24      122,752.38 

Income Test Limits
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Increase Assumption 3.00%

Tax Deductible Non-Tax Deductible
2007 50,000.00$                 150,000.00$            
2008 51,500.00$                 154,500.00$            3.00% 3.00%
2009 53,045.00$                 159,135.00$            3.00% 3.00%
2010 54,636.35$                 163,909.05$            3.00% 3.00%
2011 56,275.44$                 168,826.32$            3.00% 3.00%
2012 57,963.70$                 173,891.11$            3.00% 3.00%
2013 59,702.61$                 179,107.84$            3.00% 3.00%
2014 61,493.69$                 184,481.08$            3.00% 3.00%
2015 63,338.50$                 190,015.51$            3.00% 3.00%
2016 65,238.66$                 195,715.98$            3.00% 3.00%
2017 67,195.82$                 201,587.46$            3.00% 3.00%
2018 69,211.69$                 207,635.08$            3.00% 3.00%
2019 71,288.04$                 213,864.13$            3.00% 3.00%
2020 73,426.69$                 220,280.06$            3.00% 3.00%
2021 75,629.49$                 226,888.46$            3.00% 3.00%
2022 77,898.37$                 233,695.11$            3.00% 3.00%
2023 80,235.32$                 240,705.97$            3.00% 3.00%
2024 82,642.38$                 247,927.14$            3.00% 3.00%
2025 85,121.65$                 255,364.96$            3.00% 3.00%
2026 87,675.30$                 263,025.91$            3.00% 3.00%
2027 90,305.56$                 270,916.69$            3.00% 3.00%
2028 93,014.73$                 279,044.19$            3.00% 3.00%
2029 95,805.17$                 287,415.51$            3.00% 3.00%
2030 98,679.33$                 296,037.98$            3.00% 3.00%
2031 101,639.71$               304,919.12$            3.00% 3.00%
2032 104,688.90$               314,066.69$            3.00% 3.00%
2033 107,829.56$               323,488.69$            3.00% 3.00%
2034 111,064.45$               333,193.35$            3.00% 3.00%
2035 114,396.38$               343,189.15$            3.00% 3.00%
2036 117,828.28$               353,484.83$            3.00% 3.00%
2037 121,363.12$               364,089.37$            3.00% 3.00%
2038 125,004.02$               375,012.05$            3.00% 3.00%
2039 128,754.14$               386,262.41$            3.00% 3.00%
2040 132,616.76$               397,850.29$            3.00% 3.00%
2041 136,595.26$               409,785.79$            3.00% 3.00%
2042 140,693.12$               422,079.37$            3.00% 3.00%
2043 144,913.92$               434,741.75$            3.00% 3.00%
2044 149,261.33$               447,784.00$            3.00% 3.00%
2045 153,739.17$               461,217.52$            3.00% 3.00%
2046 158,351.35$               475,054.05$            3.00% 3.00%
2047 163,101.89$               489,305.67$            3.00% 3.00%

Superannuation Fund Contribution Limits
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5 Year Average Increase 1.33% 11.67%
Last Year Increase 3.50% 1.69%
Future Increase Assumption 3.00% 3.00%

Lower Threshold Higher Threshold Lower Increase Higher Increase
2003 27,500.00$           40,000.00$                                 
2004 28,000.00$           58,000.00$                                 1.82% 45.00%
2005 28,000.00$           58,000.00$                                 0.00% 0.00%
2006 28,000.00$           58,000.00$                                 0.00% 0.00%
2007 28,980.00$           58,980.00$                                 3.50% 1.69%
2008 29,849.40$           60,749.40$                                 3.00% 3.00%
2009 30,744.88$           62,571.88$                                 3.00% 3.00%
2010 31,667.23$           64,449.04$                                 3.00% 3.00%
2011 32,617.25$           66,382.51$                                 3.00% 3.00%
2012 33,595.76$           68,373.98$                                 3.00% 3.00%
2013 34,603.64$           70,425.20$                                 3.00% 3.00%
2014 35,641.74$           72,537.96$                                 3.00% 3.00%
2015 36,711.00$           74,714.10$                                 3.00% 3.00%
2016 37,812.33$           76,955.52$                                 3.00% 3.00%
2017 38,946.70$           79,264.19$                                 3.00% 3.00%
2018 40,115.10$           81,642.11$                                 3.00% 3.00%
2019 41,318.55$           84,091.38$                                 3.00% 3.00%
2020 42,558.11$           86,614.12$                                 3.00% 3.00%
2021 43,834.85$           89,212.54$                                 3.00% 3.00%
2022 45,149.90$           91,888.92$                                 3.00% 3.00%
2023 46,504.39$           94,645.59$                                 3.00% 3.00%
2024 47,899.52$           97,484.95$                                 3.00% 3.00%
2025 49,336.51$           100,409.50$                               3.00% 3.00%
2026 50,816.61$           103,421.79$                               3.00% 3.00%
2027 52,341.10$           106,524.44$                               3.00% 3.00%
2028 53,911.34$           109,720.17$                               3.00% 3.00%
2029 55,528.68$           113,011.78$                               3.00% 3.00%
2030 57,194.54$           116,402.13$                               3.00% 3.00%
2031 58,910.37$           119,894.20$                               3.00% 3.00%
2032 60,677.68$           123,491.02$                               3.00% 3.00%
2033 62,498.01$           127,195.75$                               3.00% 3.00%
2034 64,372.96$           131,011.63$                               3.00% 3.00%
2035 66,304.14$           134,941.97$                               3.00% 3.00%
2036 68,293.27$           138,990.23$                               3.00% 3.00%
2037 70,342.07$           143,159.94$                               3.00% 3.00%
2038 72,452.33$           147,454.74$                               3.00% 3.00%
2039 74,625.90$           151,878.38$                               3.00% 3.00%
2040 76,864.68$           156,434.73$                               3.00% 3.00%
2041 79,170.62$           161,127.77$                               3.00% 3.00%
2042 81,545.73$           165,961.61$                               3.00% 3.00%
2043 83,992.11$           170,940.46$                               3.00% 3.00%
2044 86,511.87$           176,068.67$                               3.00% 3.00%
2045 89,107.23$           181,350.73$                               3.00% 3.00%
2046 91,780.44$           186,791.25$                               3.00% 3.00%
2047 94,533.86$           192,394.99$                               3.00% 3.00%

Co-Contribution Limits
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Abstract 

The role portrayals of women in advertisements have long been a topic of discussion and 

research.  Few researchers have taken on the task of dissecting the role portrayals of males in 

magazine advertisements; even less research has been conducted on these role portrayals cross-

culturally.  Past research that examines these male roles, typically does so in order to create a 

comparison to the female roles.   Magazine advertisements can say a great deal about a culture. 

From the product being promoted to the role portrayal of the models, these advertisements can 

represent the ideas, beliefs, and values of the people viewing them.  Thus, this study provides a 

current analysis of the content of magazine advertisements regarding male role portrayals in Italy 

and the United States
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Introduction 

The role portrayals of women in advertisements have long been a topic of discussion and 

research.  Few researchers have taken on the task of dissecting the role portrayals of males in 

magazine advertisements; even less research has been conducted on these role portrayals cross-

culturally.  Past research that examines these male roles, typically does so in order to create a 

comparison to the female roles.   Advertising portrays ideas, attitudes, and values, giving them 

"cultural form through its signifying practices" (Sinclair, 1987).  This study examines the role 

portrayals of males in magazine advertisements in Italy in the United States; it also concludes 

significant differences in the use of males in magazine advertisements between the two countries.  

A literature review is first presented.  Two research questions are presented next, followed by the 

employed methodology for the current study; and finally, the results are discussed. 

 

Literature Review 

“Advertising serves as a form of communication and cultural record that can reflect the 

social condition and be a constructor of those who view the ads” (2006, Koernig, Granitz).  

Advertising is used to represent the ideas and values of a culture; in a way, advertising helps to 

strengthen these ideas and values and to reiterate them to its viewers.  Cultures dictate the 

advertisements and in turn the advertisements help dictate the culture.  “…advertising can create 

and propagate cultural standards that shape the development of a person’s self-image, as well as 

how one is viewed within the culture” (2006).  Essentially, when a viewer is able to relate to an 

advertisement, they are in a way placing them within the ad; when this relationship develops, the 

viewer is more likely to purchase the product.  Researching role portrayals cross-culturally can 

help marketers and advertisers to understand the culture in regards to appeal, sexual appeal, etc.  



 

80 
 

When an advertiser is able to incorporate the viewer’s culture into the advertisement, the viewer 

is much more likely to become involved with the advertisement. 

Mee-Eun Kang’s (1997) article dealing with women’s images in magazine 

advertisements suggests that cultures “share sets of concepts, images and ideas while enable 

them to think and feel about the world…in roughly similar ways (1997).  Because of this, 

advertisements must take into account these shared ideas and beliefs.  Body language and visual 

images are used symbolically used differently in different cultures.  Two people holdings hands 

in an advertisement in one culture may take on a whole new meaning in another.  In order to 

begin advertising in a country, or multi-culturally, the cultures at hand must be thoroughly 

researched and understood. 

Before developing an understanding of a culture, a cultural value system must first be put 

in place so as to have a way to scale different attributes of that culture (1999, Ting-Toomey).  

Hofstede’s four value dimensions are often used to do describe a culture in regards to power 

distance, individualism/collectivism, masculinity/femininity, and uncertainty avoidance.  Power 

distance “focuses on the degree of equality, or inequality, between people in the country’s 

society.” (2009, Hofstede)  Inequalities in power are more prominent in cultures with a high 

power distance ranking; much less emphasis is put on differences in society’s class when the 

power distance ranking is low.  The United States and Italy both have a relatively equal and 

mediocre ranking.  They are at 40 (United States) and 50 (Italy) (1999, Ting-Toomey).  In both 

countries, more so in Italy, there is some separation of the classes in regards to power in the 

workplace as well as financially.  Individualism/Collectivism “focuses on the degree the society 

reinforces individual or collective, achievement and interpersonal relationships.” (2009, 

Hofstede)  Cultures with high individualism ratings place more value on the individual and their 
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rights; whereas, cultures with low individualism place more emphasis on a collectivistic society.  

The United States is ranked number one as the culture with the highest individualistic rating; 

Italy is also ranked very high (1999, Ting-Toomey).  Masculinity/Femininity “focuses on the 

degree the society reinforces, or does not reinforce, the traditional masculine role model of male 

achievement, control, and power.” (2009, Hofstede)  Cultures with a high masculinity ranking 

suggest there is a high level of gender differentiation, where the male dominates; a low 

masculinity rating suggests equality between males and females.   The United States and Italy 

both hold high masculinity rankings (1999, Ting-Toomey).  Italy is ranked at a 70 while the US 

is ranked at a 62.  Finally, uncertainty avoidance “focuses on the level of tolerance for 

uncertainty and ambiguity within the society…” (2009, Hofstede).  Cultures with a high 

uncertainty avoidance ranking have less tolerance for the unknown, for taking risks, and are less 

open to change; cultures with low uncertainty avoidance rankings are more open to new ideas, 

changes, and taking risks.  The United States is ranked relatively low, there is much more 

tolerance for new ideas; there is a belief that the greater the risk the greater the reward.  Italy is 

ranked very high; there is little open-mindedness for the unknown and major changes in the 

society (1999, Ting-Toomey). 

 

Thesis Statement 

Magazine advertisements can say a great deal about a culture. From the product being 

promoted to the role portrayal of the models, these advertisements can represent the ideas, 

beliefs, and values of the people viewing them.  Very little research has been done in regards to 

male role portrayals in magazine advertisements. Even less research has provided a cross-
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cultural analysis of this topic. Thus, this study provides a current analysis of the content of 

magazine advertisements regarding male role portrayals in Italy and the United States. 

 

 Based on the literature researched, two research questions were developed: 

 

RQ1: What are the portrayals of male gender roles in current Italian and American magazine 

advertisements? 

RQ2: Is there a significant difference in male magazine advertisements between Italy and the 

United States with respect to the portrayal of male gender roles? 

Methodology 

Sample 

 The sample of advertisements was taken from three male-audience magazines: GQ, 

Men’s Fitness and For Men, and also from one female-audience magazine: Cosmopolitan.  For 

research purposes, Men’s Fitness and For Men were compared as one magazine.  

In this study, six magazines were collected; 2 GQ (1 from the US; 1 from Italy) 1 Men’s 

Fitness (US) 1 For Men (Italy) and 2 Cosmopolitan (1 from the US; 1 from Italy), resulting in 

358 ads in total.  Any ads containing men (or men’s body parts) were used in the study.  Ads 

containing men with women or men with children were also included.  Duplicate ads within the 

same country were not included, resulting in 148 ads to be used for analysis purposes. 
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Coding Procedures 

 All magazine advertisements used in the sample were removed from the magazines, 

numbered, and cataloged by the author.  The female author worked independently to code the 

advertisements.   

 

Coding Categories 

 Value variables were identified from previous cross-cultural research (Bailey, 2003).  

Gender role variables were identified from previous gender role research (Bresnahan et al. 2001; 

Maher & Childs 2003; Randall & Thomas 2002; Koernig & Granitz 2006). 

 The coder classified each ad according to value variables and traditional gender role 

variables using a prepared coding sheet.  The value variables included the advertising appeal, 

sexual appeal, and type of product advertised; the traditional gender role variables included 

setting, content, role portrayed, and dominant person. 

 

Value Variables 

 The following variables were examined. 

 Appeal refers to the approach the advertiser took to reach the audience.  Ads were coded 

as “functional” when the ad focused on the features of the product or provided considerable 

information about the product.  Ads were coded as “emotional” when the focus of the ad was on 

gaining an emotional reaction, no words were present, or when the words present were there 

more so to capture emotion than provide information about the product.  Ads were coded as 

“functional & emotional” when there was a significant amount of information provided as well 
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as an emotional appeal combined.  Different cultures may emphasize more heavily on one appeal 

than another. 

 Sexual Appeal refers to the type of sexuality displayed in the advertisements.  Ads were 

coded as “innocent” when the male and female present in the ad were clearly a couple, but were 

not being seductive. Ads were coded as “seductive” when the models displayed or created sexual 

desire (engaging in intimacy, partially-clothed models).  Ads were coded as “masculine” when 

the model(s) was showing muscle or exerting power and strength.  Ads were coded as “neutral” 

when there were no sexual elements present.  Studying abroad in Italy, it was easy to see a 

difference in the way Italians accepted open sexuality in comparison to Americans. 

 Product Category refers to the type of product that was advertised.  The categories 

included in this section were “health and beauty”, “clothing and accessories”, “technology”, 

“food and beverage”, “jewelry”, or “other”.  Including a product category indicates what the 

differing cultures value more. 

 

Gender Role Variables 

 Setting was classified as “work” when the model(s) was in an office, business, or uniform 

attire, “home,” “recreation” when the model(s) was outside, engaged in a sports activity, or 

spending time with family or friends, “no setting” when there was no setting present, and “other” 

when the setting was shown but unidentifiable.   

 The content of the focused on the combination of individuals present in the ads.  Ads 

were coded as “male alone,” “male with male(s),” “male with female(s),” or “male with other” 

when a male was mixed with genders, children, or genders and children. 
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 The role portrayed focused on what the individual(s) was doing in the ad.  Ads were 

coded as “working” or “non-working” based on whether the model(s) was in an office, business 

or uniform attire. 

 The dominant person was the focal person n the ad.  Ads were coded as “female,” 

“male,” “equally dominant,” or “no dominant person” when the ad was more focused on the 

product than the model(s). 

 

Results 

 

 A content analysis was utilized to examine the advertisements in the sample to define the 

role portrayals of men in Italian and American magazine advertisements as well as define the 

differences between cultures if any were present. 

 Value Variables 

Appeal 

Corresponding to RQ 1, in the United States, advertisements providing emotional and 

functional appeal (n=30, 37.5%) barely outnumbered the advertisements offering a solely 

emotional appeal (35%).  A functional approach was used in 22 of the ads (27.5%).  

Advertisements in Italy focused more on the functional approach (n=30, 44.12%).  Italian 

advertisements were more likely to focus on a solely emotional appeal (29.41%) rather than a 

combination of functional and emotional (26.47%). 

 Corresponding to RQ 2, there was a significant difference in regards to the appeal used in 

advertisements in Italy and the United States (X2 =21.319, p<.05).  The US focused more on 
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providing a combination of a functional and emotional appeal; whereas, Italy focused more on 

providing functional advertisements. 

 

Sexual Appeal 

 In regards to RQ 1, the majority of advertisements in US magazines portrayed a neutral 

appeal (n=41, 51.25%).  27.5% of the US ads had a masculine appeal, while 12.5% used an 

innocent appeal and 8.75% used a seductive appeal.  Similar to the US, the largest percentage of 

Italian ads used a neutral appeal (n=33, 48.53%). 19.12% of the ads used a seductive approach, 

while an innocent approach and masculine approach were used equally at 16.18%.   

 To answer RQ 2, these findings indicate a significant difference between Italian and US 

advertisements in regards to sexual appeal (X2 =54.145, p<.05).  Although both countries put 

more emphasis on using a neutral approach in their ads, the US ads were more likely to use a 

masculine approach (27.5% vs. 16.18%).  Also, Italian ads were more than twice as likely to use 

a seductive approach (19.12% vs. 8.75%).   

 

Product 

 Relating to RQ 1, ads focusing on clothing and accessories (n= 46, 57.5%), and health 

and beauty (n=31, 38.75%) were most popular.  The remaining categories of technology, food 

and beverage, and other were virtually non-existent in US ads racking up only 1.25% each.  

Much like the US, Italian ads put most of their product focus on clothing and accessories (n=47, 

69.12%).  Health and beauty products were the next most popular in Italy covering 23.53%.  The 

food and beverage category and the other category combined only made up 7.35%, while there 

were zero ads focused on technology products. 
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 In relation to RQ 2, a comparison between Italy and the United States regarding product 

use produces a significant difference (X2 =62.584, p<.05).  Italy puts more of their advertising 

focus on clothing and accessories than the US (69.12% vs. 57.5%), while US ads focus more on 

health and beauty than Italian ads (38.75% vs. 23.53%).  However, in both countries technology, 

food and beverage, and other categories played a miniscule role in magazine advertisements. 

Gender Role Variables 

Setting 

In response to RQ 1, US magazine advertisements used recreational setting the most 

(n=30, 37.5%), while no setting was used 28.75% of the time.  17.5% of US ads used an 

unidentifiable setting; work settings (7.5%) and home settings (8.75%) were used the least.  In 

Italian magazine advertisements using a recreational setting as well as no setting were most 

predominant, each capturing 32.35% of the Italian sample.  Unidentifiable settings (other) 

accounted for 27.95% of the ads, while a work setting was used 5.88% of the time and a home 

setting was used a mere 1.47%.   

 To answer RQ 2 in regards to the setting of the advertisements, the US as well as Italy 

used a recreational setting for a majority of their ads. 

Content 

To answer RQ 1, in US magazine ads the use of a male alone in the ad is more commonly 

seen (n=56, 70%).  A male seen with a female accounted for 15% of the ads, while a male seen 

with other males or a male seen with a mixture of others (male with children, male with female 

and children, etc) each accounted for 7.5% of the ads.  Italian ads containing a male alone 

accounted for 55.88% of the ads (n=38), while a male being portrayed with a female(s) captured 



 

88 
 

27.94% of the ads.  In addition, 10.29% of the Italian ads portrayed a male with more or more 

males, while 5.88% of the Italian ads contained a male with a mixture of others. 

 In response to RQ 2, a comparison of these numbers showed a significant difference 

(35.759, p<.05).  A male was much more likely to be seen with one or more females in Italian 

ads than in US ads (27.94% vs. 15%).  However, in Italy and the US, the use of males alone in 

the ads was most predominant.   

 

Role Portrayed 

 In regards to RQ 1, magazine advertisements in the US focus primarily on using men in a 

non-working role portrayal rather than working (70% vs. 30%).  Similarly, in the Italian ads, 

men were more likely to be used in a non-working role portrayal than working (76.47% vs. 

2.53%). 

 In response to RQ 2, a comparison of these numbers did not show a significant 

difference.  In either county, it can be expected that the majority of advertisements containing 

men will use them in a non-working manner. 

Dominate Person 

In regards to RQ 1, the US tended to portray males as the dominate person (n=59, 

73.75%).  When both genders were present in the ads, it was more common to show them as 

equally dominate (13.75%) than female dominate (6.25%).   In Italian magazine ads, males were 

also the dominate person (n=41, 60.29%).  When both genders were present, it was also more 

common for them to be portrayed as equally dominate (16.18%) than female dominate (10.29%). 
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 Answering RQ 2, a comparison of the dominate person in the US and Italy may seem to 

show no significant difference; however, analysis proved to yield a significant difference (X2 = 

89.476, p<.05). 

Discussion 

 

 In regards to RQ 1 in examining the United States, I found that males were portrayed in 

ads that focused on a functional and emotional appeal while staying sexually neutral (tables 

1&2).  The ads containing males were likely to be advertising healthy and beauty products as 

well as clothing and accessories (table 3).  Most men were modeling in recreational settings in 

non-working attire (tables 4&5), and most often shown alone (table 6).  The dominate person in 

the majority of the ads was the male (table 7).   

 In regards to RQ 2 in examining Italy, I found that males were portrayed in ads that 

focused on a functional, yet sexually neutral appeal (tables 1&2), while advertising primarily 

clothing and accessories as well as healthy and beauty products (table 3).  The male models were 

likely to be portrayed in a recreational setting or no setting at all in non-working attire (tables 

4&5).  The dominate person in the majority of the ads was the male (table 7). 

 Corresponding to RQ 2, the results of my research show that in all but one category (role 

portrayed); there is a significant difference in the role portrayals of males in magazine 

advertisements in Italy and the United States.  Beginning with the appeal variable; the United 

States puts more emphasis on using a functional as well as emotional appeal in their ads, while 

Italy primarily uses a functional appeal.  This can be attributed to the high rank of uncertainty 

avoidance in Hofstede’s Value Dimensions.  Italians are not open to risk, change, or the 

unknown; knowing this, it makes sense that they would want their advertisements to focus on the 
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information about the product at hand rather than focus on trying to draw emotion from the 

viewer.   

 The next variable was sexual appeal.  Although both country’s ads were likely to use a 

neutral appeal, Italy was twice as likely to advertise using a seductive approach.  A correlation 

can be made between this variable and the content variable which will be discussed later in the 

paper.  The product focus variable showed that there was a significant difference; the United 

States puts more value in health and beauty while Italy puts more value in clothing and 

accessories.  Living in Italy for four months, it was apparent that there was a strong focus on 

clothing.  Women do not leave their house without makeup, nor do they leave their house in 

sweatpants, sweatshirts, or tennis shoes.   

 Both the US and Italy were most likely to focus on the male alone in their magazine 

advertisements, however Italian ads were twice as likely to feature male with female(s).  As was 

stated before, this can be correlated with the focus on seduction in the ads.  The reason there may 

have been more use of seduction in the magazine ads is because there were more ads containing 

males with females.  Once again, living in Italy allowed me to see the use of sexuality in the 

country.  What may be considered sexual in the US may not exactly be seen as sexual in Italy 

(i.e. touching, kissing).  It was not uncommon to see two females or two males holding hands 

while walking down the street, nor was it uncommon for everyone to stand almost 

uncomfortably close on public transportation, or to see two people kissing casually.  This may be 

why there is such a significant difference in the use of seduction in advertisements in the US and 

Italy. 

 Finally, in regards to the dominate person variable, the US and Italy were both likely to 

focus on the male as the dominate person; however, the US was almost 14% more likely than 
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Italy.  The significant difference comes with the fact that Italian ads were twice as likely to focus 

on the product rather than person.  This again can be traced back to the uncertainty avoidance 

factor, Italians want to know about the product they are purchasing, they do not care as much to 

have a connection with the model in the advertisement because they do not want any room for 

the unknown.  They want to know exactly what they are buying before they make the purchase. 
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TABLES 

Table 1-Appeal 

 US Italy 

Category Number % Number % 

Functional 22 27.5% 30 44.12% 

Emotional 28 35% 20 29.41% 

Functional & Emotional 30 37.5% 18 26.47% 

 

Table 2-Sexual Appeal 

 US Italy 

Category Number % Number % 

Innocent 10 12.5% 11 16.18% 

Seductive 7 8.75% 13 19.2% 

Masculine 22 27.5% 11 16.18% 

Neutral 41 51.25% 33 48.53% 
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Table 3-Product 

 US Italy 

Category Number % Number % 

Health & Beauty 31 38.75% 16 23.53% 

Clothing & Accessories 46 57.5% 47 69.12% 

Technology 1 1.25% 0 0% 

Food & Beverage 1 1.25% 1 1.47% 

Jewelry 0 0% 0 0% 

Other 1 1.25% 4 5.88% 

 

Table 4-Setting 

 US Italy 

Category Number % Number % 

Work 6 7.5% 1 1.47% 

Home 7 8.75% 4 5.88 

Recreational 30 37.5% 22 32.35%

Store 0 0% 0 0% 

Other 14 17.5% 19 32.5% 

No Setting 23 28.75% 22  
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Table 5-Content 

 US Italy 

Category Number % Number % 

Male Alone 56 70% 38 55.88% 

Male with Male(s) 6 7.5% 7 10.29% 

Male with Female(s) 12 15% 19 27.94% 

Male with Other 6 7.5% 4 5.88% 

 

Table 6-Role Portrayed 

 US Italy 

Category Number % Number % 

Working 24 30% 16 23.53% 

Non-Working 56 70% 52 76.47% 

 

Table 7- Dominate Person 

 US Italy 

Category Number % Number % 

Male 59 73.75% 41 60.29% 

Female 5 6.25% 7 10.29% 

Equally Dominant 11 13.75% 11 16.18% 

No Dominant Person 5 6.25% 9 13.24% 
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Abstract 
 

Ireland’s economy was suffering from chronic problems in its economic policies and strategies 
for most of the 20th century. In the late 1980’s, a renewed focus on the tourism industry, 
strategic planning, and government assistance contributed to the economic vitality and national 
recovery that peaked in the 1990’s. Ireland now has a strong and diversified economy, becoming 
the model for the rest of Europe. The economy of the state of Pennsylvania has suffered from 
low population gains and low gross domestic production gains for almost 20 years. 
Pennsylvania’s manufacturing industry, once the robust and premier industry in the state, has 
dwindled in size and importance, causing unemployment and urban deterioration. The possibility 
of implementing the economic policies and strategies used to create the healthy Irish tourism 
industry in Pennsylvania is explored. In this study, an argument is made for the tourism industry 
in Pennsylvania to be the main mode of economic recovery by using the strategies that led to 
Ireland’s current economic prosperity. 
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Introduction 
Ireland: The Emerald Isle 

 
The Emerald Isle, as it is called with affection around the world, Ireland has long been a 

destination for travelers. With its rich cultural history, Ireland has a wealth of historical 

monuments, landmarks, castles, and cathedrals. Ireland has archaeological ruins of early 

settlements made by indigenous habitants, and invaders such as the Vikings. The invasions of 

different peoples and traditions have contributed to the rich culture that makes Ireland so unique 

among Western Europe. Tom Baum claims, “Ireland is perceived to offer attractive and 

unspoiled scenery, an interesting cultural heritage, a friendly people…and a good quality and 

standard of amenities” (1989, p. 141). All of these factors make Ireland a wonderful tourist 

destination. Far from the most popular in Europe, Ireland is becoming one of the newest markets 

for tourist activity, largely because of the government policies and the European Union 

contributions to the Irish tourism industry (Deegan & Dineen, 2000, p. 165). According to the 

World Tourism Organization, Ireland attracted 7 million tourists in 2004, contributing about $4.7 

billion to Ireland’s economy (2006). This is a substantial addition to the economy of Ireland, 

pushing employment up. According to Deegan and Dineen, employment figures doubled from 

1986 to 1996 in the Irish tourism industry. The entire industry gained over 3% of the share of 

employment in Ireland, climbing from 4.2% in 1986 to 7.8% in 1996 (p. 169). These statistics 

show the growing importance of the tourism industry in Ireland. It is important to fund and 

support tourist-friendly initiatives in order to gain gross domestic product. In the current National 

Development Plan (NDP) for Ireland (2007-2013), €3.631 million will be invested in the Sports, 

Culture, Heritage, and Community Infrastructure Programme, which includes tourist attractions 

(NDP, 2007). The current and continued success of the Irish tourism industry can help raise the 

quality of life for all the Irish. 
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Pennsylvania: State of Independence 

Pennsylvania is traditionally known more for its industry than for its tourist attractions. 

Out of the total Gross State Product (GSP) of $430.31 billion, Pennsylvania's factories and 

workshops manufacture $69.28 billion, accounting for 16.1% of the total economy. That 

percentage makes Pennsylvania the 11th most industrialized state in the country. However, as the 

economy in Pennsylvania continues to diversify, more and more money is being made in the 

tourism industry. Pennsylvania is ranked 10th in the United States with 669,000 overseas visitors 

in 2002 (U.S. Department of Commerce, Office of Travel and Tourism Industries). In 

Pennsylvania, the tourism industry and travel industry contributes over $25 billion to the 

commonwealth’s economy (D.K. Shifflet & Associates, Ltd., 2006). Governor Edward Rendell, 

along with lieutenant governor Catherine Knoll wrote in their “Rendell-Knoll Plan for 

Hospitality and Tourism in Pennsylvania” that the tourist industry ranks second largest in 

Pennsylvania, in terms of economic impact (Rendell & Knoll, 2002). Rendell has made it a 

priority to maximize Pennsylvania’s potential as one of the top tourist destinations in the 

country. The strength of the tourism industry is largely due to the weakness in other economic 

sectors in Pennsylvania. The manufacturing sector has lost jobs chronically for several decades. 

Most recently, Pennsylvania’s economy has set a record in total employment numbers, with 

5,805,900 Pennsylvanians employed in non-farm jobs. However, the amount of jobs in the 

manufacturing sector, part of the goods-producing sector, has continually dropped. The goods-

producing industries lost 14,300 jobs from September 2006 to September 2007. Manufacturing is 

more productive, pays higher wages, and provides more benefits than other sectors of the 

economy. Many towns depend on jobs provided by the manufacturing sector and are suffering 

from these losses. The tourism industry could be strengthened in order to recoup these losses.
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Problem Statement 

Pennsylvania’s economy is suffering from losses in the manufacturing sector, slower 

population gains and GDP gains than the United States as a whole, and financially distressed 

communities (Wachovia Corporation Economics Group, 2005, p. 3). Ireland’s use of government 

spending and focused plans for growth in their tourism industry started Ireland’s economic boom 

of the 1990s that continues today. By using the actions of Ireland’s government agencies as a 

model, it is possible to determine if such a plan for Pennsylvania will help start a period of 

economic growth capable of replacing manufacturing jobs, leading to economic prosperity. 

Purpose of the Study 

 The purpose of this study is to ascertain what economic policies and strategies were 

employed in Ireland with reference to the tourism industry, which led to the economic boom and 

national recovery of the 1990s. Using research and economic figures from Ireland in the past 20 

years, I hope to find what factors specifically contributed to the development of the strong and 

healthy economy in Ireland. After determining what contributed to the economic boom, I will 

determine which policies and strategies are used in Pennsylvania if any, and how those not used 

in Pennsylvania can be implemented in the Commonwealth. It is through this research that I hope 

to show a route to an economic boom in Pennsylvania through smarter economic policies and 

government strategies. 

Through this research, I will gain a focused knowledge of how economic policies and 

strategies regarding the tourism and travel industry can affect an economy in a very positive way. 

Knowledge gained from conducting this study hopefully can be applied to other areas of the 

world, creating successful tourism industries and economic vitality in communities suffering 

from a stagnant economy, not only in a macroeconomic scale but also in a microeconomic scale. 
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Literature Review 

 The research conducted for this study will first focus on the tourism industry in Ireland. 

After the research on the Irish tourism industry is analyzed, I will discuss several government 

strategies being implemented in Pennsylvania with regard to the tourism industry and economic 

vitality for the Commonwealth. 

Previous research on the economy of Ireland focuses on the impact of the tourism 

industry on the poor performance of the Irish economy before the late 1980s. The policy and 

strategic changes of the mid and late 1980s are frequently referenced in the research material 

along with the role of the Irish tourism industry in the development of the new economy of 

Ireland. In particular, the government policies, funding sources, and external factors that 

contributed to the development of the tourism industry in Ireland are analyzed in many studies 

about this period in Ireland’s economy. 

 Baum refers to Ireland as being at a significant disadvantage when compared to other 

western European nations. He says that Ireland has the gross domestic product at 64 percent of 

the European Community average, and unemployment numbers higher than almost all others in 

the continent (p. 140). James Deegan and Donal Dineen state the Irish economy of the mid 1980s 

suffered from a number of difficulties. These serious problems included growing unemployment, 

a net loss of population due to emigration, and rising national debt (p. 163). In a study by J. John 

Lennon and A. V. Seaton, they give a very bleak picture of Dublin, Ireland’s capital and center 

of commerce, tourism, and government in the early 1980s. Suffering from depopulation and the 

collapse of traditional industries, Dublin was in economic and social trouble. The local 

government was under severe financial pressure, reducing spending for infrastructure, 

transportation, and other municipal facilities in order to break even (1998, p. 140). Baum paints a 
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clear picture of the economic status of the economy in Ireland in the 1980s, referencing the 

industries of agriculture, manufacturing, and construction and their decline in both their 

contribution to gross domestic product and to employment numbers (p. 140). It is out of these 

dismal economic times that the government of Ireland made a review of the problems facing the 

tourism industry. The National Economic and Social Council wrote a report identifying several 

problems in the tourism industry, including the dependence of tourism on the maintenance of the 

quality of the environment, the lack of supply of environmental services, problems with 

coordinated planning, the rising domestic costs in comparison to competitors, and the lack of 

work force (1980). The Irish government, learning from previous mistakes, decided to invest in 

new policies and strategies to invigorate the economy. 

 The first of these strategies was put forth in the White Paper, published in 1985 by the 

Stationary Office. The White Paper said, “The Government are giving priority to tourism in their 

efforts to tackle unemployment” (Stationary Office, 1985). The White Paper focused on 

proposals with respect to administrative, institutional, and operational arrangements, and 

garnered a sympathetic political environment (Baum, p. 142-143). It was at this time, that the 

government was ready to support the tourism industry. The first policy change was allowing 

another air carrier to serve on the Dublin-London route (Deegan & Dineen, p. 164). The 

immediate impact of that policy change was an increase of passengers on that route between 

1986 and 1989. The passenger number increased by 1 million people to 2.3 million annually 

(Barrett, 1991). With renewed interest in the tourism industry, the only problem for 

implementing new ideas and strategies was the lack of funds. However, Ireland has the option of 

grant aid from the European Regional Development Fund, obtained through membership in the 

European Union (Deegan & Dineen, p.164). With the possible funding from the EU, the Irish 
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Government developed an Operational Programme for Tourism with the target of doubling both 

the number of international tourists and revenue from 1988 up to and including 1992 

(Department of Tourism and Transport, 1989). Bord Failte, the National Tourist Board in 

Ireland, developed a strategy in order to obtain those goals. The strategy included four elements: 

product development in specialist activities, cultural heritage, and genealogically related 

markets, competitiveness improvement with an emphasis on price and quality, promotion of 

Ireland as an attractive vacation destination, and the distribution of Irish vacation products 

through appropriate methods (Bord Failte, 1988). 

According to Deegan and Dineen, during the period of 1989-1993, an estimated IR£450 

million (Irish pounds) was invested in tourist facilities, training, and marketing. Of that, IR£380 

million was through the Operational Programme for Tourism, with 53% funded directly by the 

European Union (p. 165). Lennon and Seaton reference the period of 1989-1993 as a time of 

significant improvement of the tourism product in Ireland (p. 144). This shows that the funding 

allocations and improvements in policy created a very favorable environment for the Irish 

tourism industry to flourish. The Stationary Office deemed the first Operational Programme for 

Tourism a success when the second Operational Programme was formulated in 1994 (Deegan & 

Dineen, p. 165). These funding sources and strategic plans contributed to the health and stability 

of the Irish tourism industry. The revenues and employment gains caused by the Operational 

Programmes and funding from the EU, contributed to the overall effect of the tourism industry 

on Ireland’s economy and the economic boom of the 1990s. Between 1987 and 1996, tourism 

revenue increased by IR£1 billion (Bord Failte, 1996). The employment figures from 1986, with 

45,700 employed in tourism dependent businesses, more than doubled to 100,800 in 1996, 

making up 7.8% of total employment in Ireland (Deegan & Dineen, p. 169). 
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David Parsons says that the effects of tourism industry employment reach much farther 

than the immediate tourist-related business. “It is better regarded not as an industry in itself but a 

consumer activity of which the effects on employment are dispersed across an uniquely wide 

range of industries and activities” (Parsons, 1987, p. 370). It is clear that the ability to form 

strategies focused on improving and strengthening the tourism industry in Ireland has led to 

employment gains, commerce revenue and tax revenue, and healthier overall economy. This 

research proves the important role the tourism industry plays within the recovery of the Irish 

economy in the early 1990s. Deegan and Dineen accent the importance of tourism when saying 

that the share of the gross domestic product of Ireland taken up by the tourism industry grew by 

4 to 4.6%, becoming an integral part of the Irish economy (p. 169). The Irish tourism industry 

has grown to offer a large positive economic impact through careful planning, favorable policies, 

and public funding. 

There is evidence that the economy of Pennsylvania can grow and prosper due to a 

strengthened tourism industry as Ireland has done. In September 2007, leisure and hospitality 

sector employment had risen by 7,500 jobs from September 2006. The total employment in the 

sector accounts for 8.5% of the total non-farm employment, amounting to 496,300 jobs. 

Governor Rendell’s priority on this industry is evident through his continued funding for 

programs that benefit tourism-based businesses. Through the Pennsylvania Historical and 

Museum Commission (PHMC), tourist attractions such as covered bridges and museums can be 

funded. Programs like the Pennsylvania Heritage Parks Program and the PHMC Grants and 

Planning Program provide funding sources for historical sites and tourist attractions. 

Pennsylvania’s Department of Community and Economic Development (DCED) funds 

economic activity through various grant, loan, and tax credit programs. Not only are the 
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attractions and establishments being funded directly from state programs, but also the state is 

providing individual Tourism-Promotion Agencies (TPAs) with funds to enhance their work. 

Through a new matching grant program, $11 million is being allocated to TPAs across the state 

to develop promotional materials, advertisements and other marketing activities (Philips, 2005). 

These agencies promote tourist attractions on a localized level, most often covering destinations 

within only one or a few counties. The entire commonwealth is being promoted by the website 

VisitPA.com and other Pennsylvania tourist sites, which promote local attractions for areas 

within Pennsylvania. Governor Rendell has made a priority to market the tourist opportunities 

across the state in an effective way on the World Wide Web. These various agencies and 

government departments support tourism-based businesses, creating a vibrant tourism industry. 

Research Questions 

RQ1:  What economic policies, strategies, and factors directly contribute to the success 

of the Irish tourism industry? 

RQ2:  Is the economic impact of the Irish tourism industry sustainable without the funds 

from the European Union? 

RQ3: What economic policies, strategies, and factors directly contribute to the tourism 

industry in Pennsylvania? 

RQ4: Is the tourism industry in Pennsylvania, as a mode for economic recovery, 

possible without the presence of a large funding source, such as the European 

Union? 

RQ5: Using Ireland as an example, can Pennsylvania use similar economic policies and 

strategies to bring about similar results? 
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Methodology 

 Research will be conducted, for the most part, in the quantitative method will special 

attention paid toward statistics and figures. However, a limited amount of qualitative research 

will be gathered in order to determine the effectiveness of particular strategies and policies. 

Research for Ireland will be gathered through interviews with tourism industry representatives, 

through reading publications from Irish business and news outlets, and through Bord Failte 

reports. Interviews will be conducted in order to receive recent data, which has not been 

published in readily accessible media. Interview questions will focus on funding sources, visitor 

counts, and economic impact. Data gathered for Pennsylvania will focus on economic reports, 

the United States Economic Census, Visitors Bureau information, and other information from 

various agencies, such as the Pennsylvania Tourism Office. After the data is gathered, I will 

determine the main aspects of the tourism industry in Ireland, particularly the government 

policies and strategies that contributed to its growth and importance in the national economy. 

Then, I will compare the economic factors from Ireland with those present in Pennsylvania, to 

determine if implementing new economic policies and strategies can strengthen the tourism 

industry. I will also determine if the current economic policies in Pennsylvania should be 

improved, rather than replaced. Through this research, it will be determined if the tourism 

industry in Pennsylvania is capable of strengthening the rest of the Commonwealth’s economy 

into prosperity. 
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The Basis for the Comparison between Ireland and Pennsylvania: 

 The Republic of Ireland has a population of 4.2 million (2006 estimate). 

 Pennsylvania has a population of 12.8 million (2006 estimate). 
 
 
 The Republic of Ireland has a total area of 70,273 km². 

 Pennsylvania has a total area of 119,283 km². 
 
 
 The Republic of Ireland has a Gross Domestic Product (GDP) of $202.9 billion 

(2006). 

 Pennsylvania has a Gross State Product (GSP) of $430.31 billion (2005). 
 

Analysis of Research 

 When analyzing the research, many aspects of Ireland’s economic policies and strategies 

offer poignant testimony to the success of the tourism industry in that country. The first aspect 

that began the recovery was the research conducted focusing on the tourism industry. Ireland 

conducted studies of their deficiencies in the tourism sector at the time, such as a poorly trained 

workforce, the dependence of tourism on the maintenance of the environment, the lack of supply 

of environmental services, problems with coordinated planning, and the rising domestic costs in 

comparison to competitors. This research gave the government officials the reasons to invest in 

the tourism industry. Moreover, this research gave Bord Failte the facts it needed in order to 

create a new tourism initiative. Bord Failte now had a clear picture of what needed to be fixed 

and set goals to ensure they would be remedied. 

 The second aspect of economic policies that strengthened the tourism industry in Ireland 

was the priority put on the tourism industry. The Stationary Office released a series of White 

Papers speaking about the support of the tourism industry through a sympathetic political 
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environment. The White Paper focused on proposals with respect to administrative, institutional, 

and operational arrangements. 

The third aspect of the economic boom in tourism was the creation of specific and 

detailed strategies. One strategy, the creation of the Operational Programme for Tourism, meant 

funding would be administered by a dedicated method and agency. The programme had the goal 

of doubling the revenue and the number of international tourists from 1988 to 1992. As a result 

of the Operational Programme for Tourism, Bord Failte created a strategy that would focus the 

funds in the programme. The strategy included four elements: product development in specialist 

activities, cultural heritage, and genealogically related markets, competitiveness improvement 

with an emphasis on price and quality, promotion of Ireland as an attractive vacation destination, 

and the distribution of Irish vacation products through appropriate methods. These strategies 

facilitated the success of the new priority on the tourism industry in Ireland. The goals for the 

Operational Programme for Tourism made it possible for Bord Failte to have an accurate 

measure of the success of the programme and the added government emphasis on the tourism 

industry. The Irish government worked to put new policies into practice in order to facilitate 

growth in the tourism industry. 

Now that the framework and goals were set for the tourism industry in the Republic of 

Ireland, funding the tourism industry was a major obstacle that had to be overcome. This was 

done through the fourth major aspect of the Irish economic recovery, which was funding from 

the European Union. Ireland, a member of the EU since 1973, took advantage of the European 

Regional Development Fund (ERDF). This fund provided the money needed to initiate an 

Operational Programme for Tourism through the Bord Failte National Tourism Board. For the 

first Operational Programme, the European Union gave Ireland IR£201.4 million out of the total 
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IR£380 million being spent in the programme. This large amount of funds made it possible for 

Bord Failte to reach its goals for the programme. 

The fifth aspect of the Irish tourism industry that led to an economic boom was the 

persistence of the government in the way it supported and funded the programmes. The 

Stationary Office, deeming the first Operational Programme for Tourism a success, created a 

second Operational Programme for Tourism in 1994. The Irish government recognized the value 

in continuing to fund a special programme for the tourism industry. In Ireland’s National 

Development Plan (NDP), problems are addressed and new goals are set for the next period of 6 

years. In 2007, a new NDP was created, setting aside €3.631 million for the Sports, Culture, 

Heritage, and Community Infrastructure Programme. Although this seems small compared to the 

funding in the first Operational Programme for Tourism, tourism-based businesses will no doubt 

benefit from other funding sources and programmes within the rest of the NDP. 

The sixth and final aspect of Ireland’s economic recovery was the favorable tax policies 

for businesses in the country. Ireland has a favorable corporate tax structure when compared to 

most other industrialized nations. According to the Office of the Revenue Commissioners 

(ORC), Ireland changed the corporate tax levels in the mid 1990’s, which made the tax rate for 

most businesses 12.5%. This rate is applied to all trading income for a company. All non-trading 

income, including interest gains and rental income is taxed at Ireland’s highest corporate tax rate 

of 25% (Office of the Revenue Commissioners, 2007). A special 10% corporate tax rate 

introduced in 1981 applies to specific manufacturing firms, financial enterprises located in the 

International Financial Services Centre (IFSC) in Dublin, and businesses in the Shannon Free 

Zone. This low corporate tax served to entice several multinational corporations to locate 

operations in Ireland. Some companies have the 10% corporate tax rate until 2010, although no 
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new corporations can now take advantage of the tax rate, because it was phased out recently 

(ORC, 2007). These business-friendly tax rates encouraged many businesses, whether tourist-

based businesses or not, to invest in Ireland, which contributed to the overall health of the 

economy. 

In my analysis of the research, it is clear that the strategies and policies implemented in 

Ireland at the end of the 1980s and continuing into the 1990s has led to the economic boom and 

renewed interest in this island nation. The pattern that led to the strong economy in Ireland is by 

first identifying the deficiencies and problems in the current tourism industry. Second, there must 

be a government-supported emphasis put on the industry with regards to policies and strategies. 

Third, there must be well-defined strategies put into action, in order to create demand for the 

tourism-based businesses. These strategies must be working toward clearly defined, obtainable, 

and individual goals. The fourth part of the overall pattern is the funding coming from not only 

the national level but also from the international level. The fifth part of this pattern to success in 

the tourism industry is the persistence and dedication toward growing the industry into a huge 

economic factor. Without persistence and perseverance, the programme would have not been 

able to sustain the growth and create a stronger Irish economy. The sixth and final part of this 

pattern is the favorable tax rates, which made it easier for start up businesses to flourish, existing 

business to grow, and foreign companies to invest in the Irish economy. 

Research on Pennsylvania’s tourism industry shows it to be the second biggest industry 

in terms of economic impact (Rendell & Knoll, 2002). However, it is debatable if this is because 

of any measurable strategy or policy. Pennsylvania’s Governor Ed Rendell has shown an 

emphasis on growing the tourism industry through various programs and initiatives. It is 
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important to analyze these strategies in order to determine their goals and their effectiveness in 

funding tourism-based businesses. 

One such strategy is grants, loans, and other methods of funding through one of the 

various funding agencies in Pennsylvania. The Pennsylvania Historical and Museum 

Commission (PHMC) provide funding to restore, rehabilitate, and operate historical sites and 

attractions across the Commonwealth (Pennsylvania Historical and Museum Commission, 2007). 

The Pennsylvania Heritage Parks Program, established in 1989, promotes the development of 

public-private partnerships in addition to providing financial and technical assistance. The key 

objective of the program is to protect and promote special heritage areas in the interest of 

supporting long-term economic development. Another program designed to fund tourism-based 

businesses is Pennsylvania’s Department of Community and Economic Development (DCED). 

The DCED provides funding for various economic and community projects, not exclusively to 

economic activities pertaining to the tourism industry, but to all business and community 

ventures in the Commonwealth (PHMC, 2007). This is done through grants, loans, and tax 

credits in certain areas where economic development, and sometimes redevelopment, is needed. 

The DCED does not give priority to tourism-based businesses, but works to fund community 

projects along with other business or prospective business developments. The Pennsylvania state 

government provides funding to all of the 47 Tourism-Promotion Agencies (TPAs) that operate 

in the state (Philips, 2005). These agencies promote specific attractions within their boundaries, 

such as covered bridges, museums, convention centers, and special events. TPAs are given 

funding based on the number of counties covered and the number of cooperative efforts in which 

it is involved. Pennsylvania works to promote the entire state through the website VisitPA.com, 

along with other promotional websites on the World Wide Web (Philips, 2005). All of these 
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agencies and government programs work to provide the state’s tourism industry with the funding 

necessary to operate, promote, and preserve tourist attractions and historic places. 

Another strategy being used by Pennsylvania is the publication of plans for promoting and 

fostering a stronger tourism industry in the state. The Rendell-Knoll Plan for Hospitality and 

Tourism in Pennsylvania outlines several priorities for tourism-based businesses. These priorities 

include strengthening heritage tourism through preservation of historical locations and buildings. 

This including funding promotion for museums, heritage trails, areas, and parks. Another major 

priority outlined in the plan is the support and promotion of the arts and other cultural amenities 

across the state. This priority includes a plan to pursue federal funding programs for artistic and 

cultural attractions. Another priority in the plan is the preservation and promotion of natural 

areas within the state. This includes improving land use policies and recreation, promoting the 

rails-to-trails program, and expanding the natural areas in the state. The next priority in the plan 

is to promote Pennsylvania adequately as a destination for both domestic and international 

tourists. This can be done through the implementation of the Strategic Tourism Marketing 

Master Plan for Pennsylvania, which was developed by the Pennsylvania DECD, in partnership 

with the tourism industry, in 1999. This includes using technology to promote the state. In 

addition, the plan places the integration of tourism into the state’s economic efforts as being a 

major priority. Rendell and Knoll state that they will continue to fund tourism-based businesses 

and attractions, while seeking additional sources of funding. The last priority put forth in the plan 

is the development of tourism industry job-training programs, done through partnerships between 

the state, employers, and educational institutions. Through the plan, specific strategies have been 

outlined that will be a priority. The tourism industry in Pennsylvania has the plan for 

improvement, which can lead to economic revitalization across the commonwealth. 
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In order to analyze the viability of using Ireland’s strategies and policies in Pennsylvania, 

it is important to note the corporate tax rate and other taxes that apply to tourism-based 

businesses. Businesses in Pennsylvania pay federal corporate taxes in the range from 19% to 

39%, depending on taxable income. Domestic and foreign corporations doing business in 

Pennsylvania are subject to corporate net income tax and corporate loans tax. These taxes 

amount to 9.99% and 0.4% respectively. In addition to corporate taxes, there are other taxes that 

must be paid in the commonwealth, which specifically affect the tourism industry. These taxes 

include the Liquor tax, the malt beverage tax, the motor vehicle rental tax, and the sales, use, and 

hotel occupancy tax. These taxes immediately affect the tourism industry, with regards to 

businesses such as hotels, restaurants, and car rental establishments (Commonwealth of 

Pennsylvania, 2007).  

Although Governor Rendell has written the ‘Rendell-Knoll Plan for Hospitality and 

Tourism in Pennsylvania’, this plan is not written into law (2002). This is a good basis for the 

implementation of new, tourism-friendly policies, but it is not a scholarly study on the economy 

of Pennsylvania. The plan offers many priorities for funding, but it does not give specific goals 

or strategies planned in order to reach the goals. However, it outlines many proposals in order to 

strengthen the Pennsylvania tourism industry through focused initiatives. It is clear that the 

tourism industry in Pennsylvania is a priority, but the amount of planning for the tourism 

industry seems to be decentralized and sporadic. The funding sources for tourism-based 

businesses in Pennsylvania will not fund specific projects if it does not fit with the particular 

department’s mission or outlined purpose. However, the Pennsylvania tourism industry is 

paramount in the state’s economy, in terms of revenue and contributions to the economy through 

workers wages and traveler expenditures.  
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Conclusions 

The tourism industry in Ireland has benefited from specific strategies and policies created 

in the 1980s and 1990s, placing greater importance on the tourism industry. The Irish national 

economy has become a model for other industrialized nations to rebound from economic 

recession and stagnation. Addressing the first research question, Ireland has improved its tourism 

industry by identifying problems within the industry, by generating interest and emphasis within 

the government, by creating plans using strategies and policies with specific goals, by providing 

adequate funds for the plan, by persisting with the plan, and by lowering taxes on businesses. 

Regarding the second research question, Ireland will be able to sustain growth in its tourism 

industry without the help of the European Union. In the current National Development Plan, 57€ 

Billion is being invested in multiple programmes. Only 3.8€ Billion has come from the European 

Union Structural and Cohesive Fund, representing 6.6% of the total funding amount (NDP, 

2007). Addressing the third research question, the commonwealth of Pennsylvania uses grants, 

loans, and other funding sources to help invigorate its tourism industry. Through the Rendell-

Knoll Plan for Hospitality and Tourism in Pennsylvania, the strategies useful in promoting and 

funding the tourism industry have been outlined and priority has been determined for specific 

sectors of the industry (2002). Concerning the fourth research question, the European Union 

undoubtedly financed a huge amount of programmes for the Irish tourism industry. It is possible 

to fund such programs in Pennsylvania if priority is put upon such programs without funds from 

the federal level. However, the program in Pennsylvania would require a larger percentage of the 

state budget in order to see results comparable to the economic impact observed in Ireland. It is 

important to note that federal funds are provided to dozens of institutions and attractions in 

Pennsylvania because they are owned by the federal government or otherwise funded through a 
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federal funding program. The fifth research question asks if Pennsylvania can somehow copy the 

strategies and policies used in Ireland in order to get a similarly positive economic impact. It is 

unclear whether implementation would be successful or practical, but it is unequivocally 

possible. Pennsylvania should study deficiencies in the industry, and set challenging goals for its 

tourism industry. Furthermore, the Rendell-Knoll Plan for Hospitality and Tourism in 

Pennsylvania should be used as a basis for a tourism industry stimulus program. After this 

program is written, it should be implemented immediately through an act in the state legislature. 

Another action by the state legislature, which helped spur economic activity in Ireland, is the 

lowering of key business taxes. Lowering these taxes will encourage business growth and job 

creation in the commonwealth, leaving more funds for the tourism industry stimulus program by 

taking funds away from general economic development funds. This program will act just like the 

Operational Programme for Tourism in Ireland. Using the strategies and policies created for the 

tourism industry in Ireland, Pennsylvania can strengthen its tourism industry, creating a healthier 

economy and providing more jobs for its residents. 
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Opportunities for Further Research 

Opportunities for further research include a more segmented look at the impact of 

certain parts of the tourism industry in both Ireland and Pennsylvania. Selective research 

could lead to data that are more specialized and to a more efficient use of funds in the 

tourism industry. One of the limitations to my research includes the ambiguity of the term 

‘tourism’. Segments of the economy that are classified as a tourism industry in Ireland 

may not be classified as such in Pennsylvania. Therefore, I must be as concise as possible 

when analyzing employment and economic impact figures to be sure that the 

comparisons drawn between Ireland and Pennsylvania are valid. Furthermore, concerning 

the comparison of Ireland and Pennsylvania, the obvious difference between them is the 

status of Ireland as an independent country with differing tourist attractions and a well-

defined culture. Pennsylvania is a commonwealth located within a sovereign nation, with 

a culture derived from ancestral and pop-culture sources. Further research on the reason 

for tourism activity in Ireland and Pennsylvania can yield useful information on how 

funding can be used to establish certain demanded tourist attractions. Another limiting 

factor is that the location of Ireland and Pennsylvania can become integral to tourism 

motivations, which is an aspect of tourism not examined in this research. In addition, the 

demographical disparities between Ireland and Pennsylvania can become a limiting factor 

in the study. However, a comparison between the Ireland and the United States is not 

feasible because of the obvious differences in capital resources, population, and 

geographical size. In the future, perhaps a comparison between Ireland and the United 

States is possible, with special care to finding comparable data. I believe the comparison 

between Ireland and Pennsylvania is the best possible pairing, considering all the 
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research and extenuating factors, including population, geographic area, and economic 

capacity. 
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Abstract 
This paper compares the expected behaviors of employees based on two cultural 

contexts: the United States and Latin America, specifically Costa Rica, in order to help 

managers determine a managerial style and useful tools for creating better employees.  

By using Lewin’s behavior theory where behavior equals the personality times the 

environment (B = p*e), assessments can be made as to the expected behavior of 

employees, in general.  For the research purposes, personalities were determined using 

the common DISC profile and the environment was taken from Hofstede’s Value 

Dimensions for the two countries.  By attempting to understand the reasons for 

employees’ behaviors, actions, or reactions to situations, managers can determine how to 

better motivate them to receive higher productivity, a different work ethic, or better 

quality work.   It is necessary for managers to be aware of how cultural differences can 

affect employees’ behavior in order to improve the effectiveness of themselves, their 

employees, and, ultimately, the company.  Based upon the research and other scholarship, 

this paper will look to offer recommendations in order to help managers accomplish this 

task. 
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Introduction 
 Most managers have had a class dealing with “organizational behavior,” which 

discusses the theory behind the ways people act and react.  This class, like the multitude 

of others taken, may or may not have had a significant impact on your managerial 

outlook.  However, for me this class has impressed upon me the need for managers to 

understand their employees’ behaviors in a cultural context.  This need is imperative 

because of the country in which we reside: the United States of America.  The term 

“salad bowl” is often used to describe the culture of the United States, which 

acknowledges the widespread diversity in the cultures of the people living in this country 

and encourages one to maintain an individual identity.   

The concept of a “salad bowl” identity was birthed at the signing of the 

Declaration of Independence and was known by the now antiquated term “melting pot.”  

According to Silvio Blatter, a melting pot is “Where different cultures are combined into 

an international monoculture.”  On the other hand, a salad bowl is where, “In a single 

society there exist various life-style opportunities side by side which have equal rights.  

Difference is in demand.  Respect is a virtue” (1995, p. 463).  Jo Ann Barefoot described 

the shift from “melting pot” to “salad bowl” by saying: “As these minority groups grow, 

potent forces will push them towards the traditional American melting pot.  Meanwhile, a 

competing vision will seek to create a new American metaphor – a stew or salad – to 

describe a new America where ethnic identities do not melt and meld, but instead remain 

distinctive” (2001, p. 97).  In essence, a “salad bowl” acknowledges those from different 

cultural, religious, and ethnic backgrounds to co-exist without becoming one culture; as a 

“melting pot” would.  The result of being a “salad bowl” nation is that governmental 
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regulations have generally kept businesses from imposing discrimination or persecution 

upon individuals.   

The governmental backing of the general population and protection given to 

workers as a result of the “salad bowl,” along with an affluent economy, has created an 

ideal place for many to emigrate to and achieve their desired lifestyle.  As emigration 

continues, especially in the south, where there is an ever increasing Latin American 

population, we are finding that more managers are not only confronted with managing 

global companies and the different cultural variables encompassed within, but they are 

now encountering widespread differences among the cultural background of employees 

within the United States’ offices.  These cultural differences can create difficulty in 

determining effective management styles. 

When cultures collide and management styles conflict with cultural norms, it is 

necessary to reevaluate one’s approach.  Some managers might give up and walk away, 

whereas others might believe that perseverance is the key and continue using a 

management style that fits their personal preferences.  However, there may be that one 

manager that sees that with a combination of management styles and recognition of the 

benefit of understanding their employees’ behavior, success can be achieved in the ever-

changing cultural environment.  This is the position that I would like to encourage and 

lend insight to in this paper.  

There is, potentially, a valid belief of native-born United States citizens that if 

emigrants have moved to the United States, they should relinquish their mother culture’s 

beliefs and adopt those of the United States.  This would result in emigrants taking on the 

adopted culture, including its language, laws, norms, and beliefs.  While this may be what 
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is expected of anyone moving to another country, in the United States there is no official 

national language, no official religion, and little else established to create a law, norm, or 

belief; therefore there are few laws requiring emigrants to make the switch from their 

mother culture to their adopted culture.  Since this country has embraced the 

characteristics of a “salad bowl,” it has created a somewhat indistinct identity.  While 

democracy, freedom under the laws, and the ability to go against the norm with little fear 

of death are ideals in the United States, those are not lingual, religious, or other related 

norms to which emigrants might be expected to conform.  This has created the freedom to 

live according to each household’s desire within a certain loose boundary of laws, and if 

emigrants are living in accordance with this, they have made the transition to the adopted 

culture.  As we continue to allow them freedom to hold their past cultural norms and 

beliefs of chief importance, we will have to learn to live in harmony with them.  As far as 

the business world is concerned, this means learning to adopt management styles to 

motivate employees from all walks of life, not merely the norm that exists in the mind of 

someone who is native born.  Those managers who hold to the stylistic norms and ideals 

that they created as they exited the classroom and entered the business world may see a 

decline in their success in motivating and creating employees committed to their 

company’s cause.  However, those managers who acknowledge that the change in 

attitudes and population within the United States is creating a need for change in their 

management styles will be successful in their endeavors to create motivated and 

dedicated employees.  
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Literature Review 

 In reviewing the scholarship on the implementation of management theories in 

various cultures, I have found four main themes:  a three-way division of the manner in 

which culture interacts with the workplace, an emphasis on the need for cultural 

sensitivity and awareness as a manager, a lack of scholarship evaluating management in 

the Latin American culture and, therefore, a need for scholarship in this area, and, finally, 

a misguided emphasis on manager’s management ideology.  These categories have posed 

questions that can best be answered through more research founded by the collaboration 

of these themes. 

 The first theme of the scholarship is the three-way division of the manner in 

which culture affects the workplace.  The three categories used by scholars in the 

management realm to classify the relationship between culture and the workplace are 

convergence, divergence, and crossvergence.  According to Suresh Gopalan and Angie 

Stahl, the convergence theorists believe that as countries grow and obtain similar 

economic states and production levels, the thinking of these countries will resultantly be 

similar; thus, this line of thought is termed “convergence” (1998, p. 31).  Those who hold 

to the ideals of convergence see culture as irrelevant in the business world once similar 

status between countries has been reached.  Benjamin Tan offers similar insight when he 

suggests that convergence represents an acknowledgement of necessary ideals of business 

once a certain level of industrialization has been reached.  With this acknowledgement, 

these ideals will result in beliefs and behaviors that occur no matter the cultural 

discrepancies encountered (2002, p. 474).  
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 The second category is that of divergence, which is in opposition to convergence.  

Divergence theorists believe that despite the level of industrialization reached by a 

nation, cultural differences are deeply rooted within us and shape who we are; therefore, 

they will always play a role in the decisions we make and beliefs we hold, even in the 

business world.  According to Gopalan and Stahl, “These scholars maintain that while 

organizational structures and work processes may tend to converge with increasing levels 

of industrialization, the behavior of people within organizations will be largely influenced 

by the national culture” (p. 31).  Since convergence theorists believe that people will 

adhere to their cultural beliefs and identities, regardless of their business ideals, it is easy 

to see that convergent and divergent theorists disagree. 

 Crossvergence theorists bridge this gap because they hold to the belief that there 

are some instances where convergence theorists are correct and others where divergence 

theorists are correct.  Crossvergence theorists believe that there are situations in which 

people will conform to the business world’s ideals and others where cultural beliefs will 

be more important.  This position allows a middle ground between the “all or nothing” 

convergence and divergence theories.  It also allows managers to “… blend the best 

elements of both their native and foreign cultures” (Gopalan, p. 31).  This blending 

creates flexibility in decision making for managers and allows them to make decisions 

based upon the situation, which may result in greater success. 

 For the purpose of this study, both the convergence and divergence theorists will 

be somewhat appeased by the use of the crossvergence theory.  There will be times 

where, out of judgment or necessity, people will make decisions that will disregard their 

cultural values.  These decisions will lean towards convergence because business ideals 
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influenced by the industry will be the deciding factor.  However, there are also times 

where people will make decisions based on cultural norms and values.  These decisions 

lean towards divergence because, at these times, people will disregard industry ideals to 

appease the values and norms grounded in their culture.  As a result, crossvergence 

theory is ideal for evaluating the beliefs managers should hold in relation to the decisions 

their employees will make, whether convergent or divergent.   

 The second aspect of the scholarship focuses on the need for cultural sensitivity 

and awareness as a manager.  There are many college classes, career workshops, and 

articles discussing the importance of cultural awareness and sensitivity.  One of the 

foundational scholars in this area is Geert Hofstede.  Hofstede’s study on culture and the 

differences between cultures are instrumental in understanding cultural differences.  He 

presents four main aspects, which he calls value dimensions, in which cultural differences 

arise:  individualism versus collectivism, uncertainty avoidance, power distance, and 

masculinity versus femininity.  Individualism is the emphasis put on individual 

performance and success, whereas collectivism is when the culture puts the emphasis on 

the group and activities are done with the good of the group in mind.  Uncertainty 

avoidance is a culture’s tendency to avoid or embrace situations that are not “cut and 

dry.”  Power distance is the distinction between different levels of power within a culture.  

Finally, masculinity is the tendency of a culture to emphasize male-oriented values, 

whereas femininity is the tendency to emphasize cultural members having well-rounded 

male and female oriented values (2001).  Understanding these cultural differences is 

critical to identifying and handling cultural differences one may encounter among 

employees.  
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  In the scholarship specifically discussing management theories, there is also a 

great deal of emphasis on the need to be sensitive to cultural differences and how they 

affect management decisions and styles.  In fact, in their discussion of management 

styles, Tsz-kit Cheng, Domenic Sculi, and Fiona Shui-fun Chan state, “The main 

argument is that, in view of the number of highly developed theories of organizational 

behavior and management, the cultural factor has not been addressed adequately” (2001, 

p. 2).  Here Cheng et al. imply that there is a definite need for cultural awareness, and as 

of yet, it has not been addressed in enough depth in proportion to its significance.  Mark 

Testa reinforces Cheng’s belief when he states, “Significant differences were found 

between the three groups suggesting that national culture had a greater impact on 22 of 

the 29 managerial practices than industry culture” (2004, p. 403).  This is in relation to 

his discussion of a study conducted in Hong Kong, Japan, and Korea which evaluated 

their hotel industries in relation to 29 aspects of management. This shows the large 

impact culture has on management and is justification for considering culture when 

choosing a management style. 

 As a manager, it is imperative that one is not only culturally aware, but that one 

uses this cultural awareness to understand employee behavior in order to be effective.  If 

there is no transfer of cultural understanding to the understanding of behaviors, one has 

created limitations that may result in less ability to work with employees and customers.  

With this diminished ability, a void is created in a manager’s ability to manage and the 

processes and incentives for goal attainment for employees can become ineffective.  This 

ineffectiveness is a result of managers not understanding how cultural differences affect 

the behavior of their audience, which, in this case, is their employee.  Thus, managers 
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may get diminished results from their employees, and this often stems back to not 

viewing behaviors through the lens of cultural differences.  Gopalan and Stahl support 

this when they state, “Additionally, cultural awareness will enable managers from both 

countries to make suitable modifications and revisions to American management ideas 

and approaches in their application to the Indian business environment” (1998, p. 30).  

Here the authors are discussing the mistaken assumption that managers often make: that 

they can transfer their management style in the United States to another country, in this 

case, India, with total disregard to the differences in culture.  Gopalan and Stahl suggest 

that with more cultural awareness, managers will be better able to get desired results 

within the foreign business environment, and with globalization, this is becoming 

increasingly necessary. 

 The third outstanding aspect of the scholarship is that it is lacking in the 

evaluation and understanding of the Latin American culture in the management context.  

For a manager in China, this may seem to be a justifiably un-researched area; however, 

for U.S. managers, this is an area where there is an increasing need for understanding in 

order to be effective.  According to the Bureau of Labor Statistics, the Hispanic and 

Latino workforce were 31,643,000 in January of 2008 and increased to 32,417,000 by 

January of 2009 (2009). The number of Hispanic and Latino workers is expected to grow 

to 26.9 million people by the year 2016, which will have been a growth of 29.9 percent 

from the year 2006; whereas, the white labor force is only expected to grow by 5.1 

percent over that same time period (2007).  This shift in the demographics of the 

workforce will create an even bigger need for managers to have access to research that 

provides insights that will allow them to better understand the Latin American culture. 



 

131 
 

 There has been a considerable amount of research done involving the Asian 

cultures, which includes countries such as China, Japan, and Taiwan.  This is evidenced 

by the results when one searches for scholarship using the words:  “management theory” 

and “culture.”  However, when looking for scholarship specifically focused on the Latin 

American culture and how it is related to and affects management theories, the results are 

minimal. One author who has done research on the Latin American culture and its 

management preferences is Eric Romero.  Romero emphasizes the need for more 

research by saying; “The role that ethnicity and culture have played in influencing work 

experiences for Hispanic personnel has been largely neglected in the management 

literature” (2004, p. 62).  Since there are few authors who have studied the Latin 

American culture’s management preferences and there is an increasing need for this 

understanding due to the growth of the Latin American population, it is necessary to 

expand the research when it comes to management styles and the Latin American culture. 

 The final element of the scholarship is that there is an emphasis on managers’ 

management ideology and its appropriateness for translation from one culture to another; 

however, the focus is primarily on the managers.  For instance, Tan recognizes that 

previous scholarship evaluates the value systems managers hold and whether or not they 

change as a result of culture (p. 474). Managers can allow their value systems to change 

based upon culture; however, they must also be sensitive to the expectations of their 

employees when determining how to adjust values for the culture they are managing. 

While managers need to have a good understanding of their styles and how they 

apply to the culture they are working in, it also is necessary to understand the behavior of 

employees within the culture.  It is the employees who are most directly affected by the 
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style a manager chooses, and the employees have a large impact on the success of an 

organization.  In order to make this impact a positive one, it is necessary to look at 

management from an employee’s perspective.  One must understand not simply how 

culture shapes one’s management style, but as well how culture shapes the behavior of 

employees and how understanding this can make management styles more effective.  By 

recognizing this connection, managers will be able to be sensitive to their employees’ 

behavior and respond to them in a more effective manner when choosing their 

management style. 

 

Methodology 

For my primary research, I will be using Lewin’s behavior theory, B=f(p*e),  

meaning that a person’s behavior is a function of his/her personality and environment.  In 

this case, the outcome behavior is that of the expectations that employees would have for 

their managers as well as expectations for their interactions with their managers.  The 

environment is either the U.S. or Latin American culture, and to define this, I use the 

descriptions and analyses outlined by Hofstede.  In order to determine personality 

tendencies within the U.S. and Latin America, I gave Personal Concept DISC Profiles to 

students in an upper-level management class in both the U.S. and Costa Rica, the results 

of which is data that represents the personality in the Lewin’s Formula.  By combining 

the culture of each country with the results from the DISC profiles a behavior is 

generated, which can be analyzed and applied to management techniques.  I chose to use 

university students because these are the future employees and managers, and it is 
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important to be forward focused and project future behavior in order to make relevant 

future changes. 

In order to fully understand the results, some background must be established on 

the terminology of the DISC profile.  DISC stands for dominant, influence, steadiness, 

and compliance.  Mary Kay Slowikowski describes the dominant personality type in the 

following way: “People with the dominant personality type tend to make quick decisions, 

are very results-oriented, are direct and straight-forward, and often display a high level of 

initiative and energy” (2005, p. 2). This would imply that persons with a High D 

personality generally behave in this way and work well when they have an opportunity to 

grow, be innovative, and are given freedom and authority in their jobs.   

The next type is the influencer who “…is outgoing, persuasive, gregarious, and 

tends to be good at delegating” (p. 2).  Therefore, people with a high I personality are 

those who like titles, have good work relationships, and enjoy the opportunity to be 

involved in group activities.  A person with a high ‘S’ score is someone with an emphasis 

on steadiness.  This person would be “dependable and easygoing, technically competent, 

and able to teach. His or her emphasis is on cooperating with others in existing 

circumstances to carry out a task” (p. 3).  As a result, people with a high S personality are 

not likely to enjoy drastic or constant change, they prefer to work with others who show 

their sincerity and appreciation, and they also enjoy working in groups.   

Finally, the type of compliance or, as Slowikowski refers to it, conscientious is 

described in the following manner: “People with the conscientious personality type are 

thorough, attentive perfectionists who can think ahead and prevent problems” (pg. 4).  

Those with a High C score tend to prefer environments where there are no sudden 
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changes, which may result in a perceived negative behavior toward change.  They also 

like to have their attentiveness and detailed work recognized, and they may need 

reassurance of their job security. 

There are limitations to this research including data collection from only one 

Latin American country and one United States university.  Though it is not wise to use 

one country as a model for a group of countries, I agree with Romero: “My position is 

that the common Hispanic culture is at the core of individual cultures in Latin America.  

Nonetheless, the existence of micro level cultures in Latin America does not remove the 

value of a macro perspective of Hispanic culture” (p. 63).  By spending an extended 

amount of time in a Latin American country, I have been able to understand the cultural 

ideals and how they affect a Costa Rican’s day-to-day living.  With the underlying core 

values being the same, I am able to suggest management techniques.  One must keep in 

mind that these techniques must be used in a flexible manner and adjusted to fit specific 

circumstances.   

Another limitation is the small sample size:  there are 2 groups of 25 participants 

each, one from Costa Rica and one from the United States, with each group containing 13 

males and 12 females.  This is a good balance of females and males, but the research 

would have been more valuable with the opportunity to have a much larger number of 

students from each country fill out the DISC profiles in order to have a larger database.  

This being said, it shows that there is a need for continued research. 
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Analysis 

Of the DISC profiles completed by Costa Rican Students, 13 students’ highest 

letter was I, and 9 students’ highest letter was C.  This leaves two students with a high 

letter of D and one with a high letter of S.  Of the males, 6 were high C’s, 5 were high I’s, 

and 2 were high D’s; whereas, among the females 8 were high I’s, 3 were high C’s, and 1 

was a high S.  The conclusion is that the majority of these future business people are 

naturally focused on influence and compliance and this will create behavior that can be 

helpful or harmful to managers, depending on the management approach they take with 

these employees. 

To combine the results with the context of culture one must return to Hofstede’s 

Cultural Dimensions.  According to the database created online by ITIM International, 

which contains Hofstede’s statistical results for each country, Costa Rica is collectivistic 

with a score of 15 out of 100, high in uncertainty avoidance with a score of a 86 out of 

100, lower in power distance with a score of 35 out of 100, and a more feminine culture 

with a score of 21 out of 100 (2003).  These aspects which constitute the environment in 

Lewin’s B=f(p*e) (behavior equals a function personality and the environment) 

combined with the results of the majority of students being high I’s or C’s, their 

personality, give us expected behavior.   

Even though Hofstede found that Costa Rica has a more feminine culture, there is 

still an element there called “machismo,” which literally translated means “macho-ism.”  

This creates a situation where, though tasks may not be viewed as male or female, it is 

still a male-dominated culture. The expected behavior resulting from this research could 

manifest itself in many ways including the females acting in ways that are more indirectly 
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influential as opposed to openly speaking their mind.  Also, because of the “machismo” 

culture, women generally take care of the children, where they do a lot of delegating.  

This may be evident in their high I scores as well, and the resultant behavior would be 

that the women are very friendly in the workplace, which may come across as 

unprofessional at times.  They also might not directly state their opinion on a change or 

policy that has been made, but then they may discuss the change through the grapevine 

and influence others through their points of view. 

Men, on the other hand, were not high D’s, which one might have expected due to 

the “machismo” culture.  An explanation to this is that Costa Ricans like to “save face,” 

meaning that they will indirectly correct mistakes or are often unwilling to admit when 

they do not know something.  This type of behavior goes against a main characteristic of 

a high D, which is their willingness to be honest and outspoken.  In actuality, the men 

were almost evenly split between high I’s and C’s, which may be a result of the emphasis 

on reducing uncertainty.  ITIM suggests that the high desire to reduce uncertainty results 

in most aspects of life being controlled by law and, thus, Costa Ricans are used to 

complying (2003).  This may result in behavior, especially from the high C’s, that expect 

consistency from the organization and from their bosses.  Thus, if a sudden change is 

implemented, negative behavior towards the change will most likely occur.   

In turning to the results from the United States students, of the DISC profiles 

completed, 11 students’ highest letter was S, 6 students’ highest letter was I, and 6 

students’ highest letter was C; leaving 2 students with a high letter of D.  In a breakdown 

by gender, the males had 6 who were high S’s, 4 who were high I’s, and 3 who were high 

C’s.  Whereas, among the females 5 were high S’s, 3 were high C’s, 2 were high D’s, and 
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2 were high I’s.  The conclusion is that almost half of these future business people focus 

on steadiness while the majority of the rest are split between a focus on influence and 

compliance.  The culture of the United States, according to Hofstede, is individualistic 

with a score of 91 out of 100, lower on power distance with a score of 40 out of 100, 

lower on uncertainty avoidance with a score of 46 out of 100, and tends towards 

masculinity with a score of 60 out of 100 (2003).  These aspects combined with the 

results of the DISC profiles may produce behavior that is generally mixed.  The overall 

behavior may be difficult to determine because the high S personality is somewhat 

contradictory to the cultural inputs; however, this may be explained, because there is a 

big push in academia towards group work and becoming less individualistic.  Therefore, 

resulting behavior will be individualistic at times; but, in certain situations, the employee 

will be completely focused on the team success.  The employee may also exhibit 

behavior that is ready to take risks in changing things, but only after calculations and 

research have shown that this is a profitable decision.  

The females tend to fall in line with this for almost half of the respondents and the 

other half is split between the high D, I, and C.  This may result in behavior from 

employees that is mixed across the board and means that they will tend to be well 

balanced in their work when brought together in a group, as the new emphasis is.  Men, 

on the other hand, had no high D personalities and thus will exhibit behavior that seems 

to be leaning away from needing power which coincides with the low power distance 

results from Hofstede’s work.  This may be a result of the push to break through glass 

ceilings and the growing number of women in the workforce.   
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Conclusions 

Through the background of the secondary research, we have found that it is 

important for managers to know their employees’ expected behavior, why it occurs, and 

how to manage it to encourage positive behavior. With the results from the primary 

research, it is possible to begin to do this.  There is a difference in the personalities and 

environments of employees from Latin America and the United States, which results in a 

difference in behavior.  By taking the predicted behavior from the analysis section and 

recognizing the reasons for it, managers can decide whether they should use a 

management style that emphasizes teamwork or individualism.  Another manager may 

need to take an approach that focuses on nurturing some employees and releasing others 

with freedom to do their work. Whatever approach is taken will be successful as long as 

it is taken with the employees’ behavioral expectations in mind. 

 It is important to note that the expected management style based solely upon 

culture may not always be correct.  As shown in the analysis section, when the 

personality is factored in, the behavior that results may be altered from that which might 

be expected, when it is based solely on culture.  It is realized that this research is not 

sufficient to provide absolute findings based upon its limitations mentioned earlier.  

Joyce Osland, Monteze Snyder, and Leslie Hunter support the fact that more research 

needs to be done focusing on managers in Latin America when they say, “Gender-related 

management styles has received scant attention in Central America where one finds little 

or no research on managers of either sex” (1998, pg. 2).  Though, this scholarship is 

already 10 years old, little has been done to further this area of scholarship.  Therefore, 



 

139 
 

this paper is a good place to start in beginning to understand management in Latin 

America, and additional proof that there is need for more research in this area.  
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