Cultural Variations and Commonalities of the Citizen Mindset across Europe 
Why is a study of cultural variation and diversity in Europe important? How can it improve the adaptability of workers willing to engage in employment in neighbouring European countries? What can be done to equip new “emigrants” to cope effectively with cultural variation to ensure they behave and relate effectively in the shortest time possible? How can such data be transformed into effective instruments and media to enable the younger generation to appreciate their cultural diversities and embrace their commonalities? What methods can be devised to transfer the richness of such information for the needs of learners and businesses in partner countries?
This project aims to provide data to answer these questions. It also aims to transform this data into suitable educational material using proper media for use by European citizens whether for reference or for application purposes. By doing so, this project aims to consolidate the ever-increasing need of networking of citizens in the European Union by learning more about what unites them and how they are culturally different from each other.

Project’s foundations

This project’s foundations is based on earlier seminal works and projects. In particular two are noteworthy: Hofstede’s work on national cultures and GLOBE (Global Leadership and Organizational Behaviour Effectiveness Programme).

Hofstede, like many others, realised that an understanding of national cultural diversities and similarities was critical to improve relationships between entities operating in different global localities. Entities could mean governments, organizations or simply people. Hofstede notes that: “Culture is always a collective phenomenon, because it is at least partly shared with people who live or lived within the same social environment, which is where it was learned. It is the collective programming of the mind which distinguishes the members of one group or category of people from another” (Hofstede, 1994, p5).  However he also warns against creating categories of differences and commonalities for purposes of stereotyping. Brain Burrows of Future Information Associates argues that ‘An understanding of other cultures is essential if we are to develop a more stable world and at the same time create national wealth’. Hofstede’s extensive studies revealed 4 typical national parameters for comparing and contrasting national cultures: high vs. low power distance; masculinity vs. femininity; low uncertainty avoidance vs. high uncertainty avoidance; individualism vs. collectivism.
On the other hand, GLOBE is a multi-phase, multi-method project in which investigators spanning the world are examining the inter-relationships between societal culture, organizational culture, and organizational leadership. Approximately, one hundred seventy social scientists and management scholars from 61 cultures/countries representing all major regions throughout the world are engaged in this long-term programmatic series of cross-cultural leadership studies. In a relatively recent study by Felix Brodbeck and over 40 other colleagues, the research group employed the large database from GLOBE to test the assumption that concepts of leadership differ as a function of cultural differences in Europe and to identify dimensions which describe differences in leadership concepts across 22 European countries. The study was published in the prestigious Journal of Occupational and Organizational Psychology (2000). One of the important practical implications emanating from such studies is for cross-cultural management. 

The present project
The present project is not a replica of Hofstede’s seminal work or a repeat of what GLOBE already does. Instead, it uses these 2 foundational studies to develop a more community-oriented study and one of a more qualitative nature to enrich the quantitative pattern of scores. Several books have been written to illustrate the power of narratives in unearthing the sense-making processes of people experiences. One such book is by Allan, Fairlough and Heinzen in “The Power of the Tale” (2002). 
The project aims to do a fairly large research exercise to gather the typical experiences and sense-making processes of people living in different areas in Europe and even within different localities in larger countries. Sample sizes may be anywhere between 25 in the smaller member states to 300 in the larger member states making up an average sample size of approximately 4300 (if all member states were covered). The sample will be demographically representative in terms of age, gender, locality, and socio-economic grouping.
Typical research questions in this project will be:

1. How do people make sense of various cultural elements like religion, the media, business, traditions, food and general beliefs?

2. How do they generally relate with others in society and with extra-social members?

3. What values do they generally possess and what life norms do they generally adhere to?

Hence, this project will have the following three objectives in mind:

1. To understand divergences and convergences between cultural aspects in many parts of Europe and within countries themselves.

2. To provide educational and vocational material for dissemination that may act as a guide to European citizens willing to look for employment and similar experiences in other member states. 
3. To develop material that celebrates cultural diversity in Europe and promotes respect for diversity.

Mark of Innovation
The ultimate outcome from this project will be to develop an on-line interactive facilitation guide for students, adult-learners and vocational trainers who need an appreciation of the multiple cultural sense-making processes and mind-sets in Europe. It shall also be of usefulness to career advisors counselling young people or moving- European citizens in search of employment. 
It is hoped that the funding will cover as many countries as possible.
