
HAVE GERMAN WILL TRAVEL LEBENSTIL 

DEUTSCHER LEBENSTIL UNO DEUTSCHE KUL TUR 
(German Lifestyle and Culture) 

Who is the typical German? 
In other countries, there's often a quit e clear conception when it comes to what the 

average German is all about. A new study offers glimpses into how Germans live day to day. 

Plenty of people can rattle off the stereotypes: punctual, well-organized. environmentally conscious, 

hurnm'lcss, lovers of beer and vacationers in sandals worn wilh socks. But who is the average German 

really? How does he or she live, eat, think and consume? 

A study commissioned by four of Germany's largest publishers (Axel Springer, Bauer Media Group, 

Gruner+ Jahr and Hubert Bw-da Media) aims to deliver answers to those questions by offering a 

representative sketch of the country's inhabitants. 

Readers won't find information about vacation footwear in tl1e study. But they will discover that 

Germans believe clothing must be comfortable above all else, with 31.4 percent of respondents 

"thoroughly and completely" agreeing •Niili tllat characterization. Nearly half of Germans (45.2 

percent) are also unwilling to pay more than 100 eurns ($135.31) for a pair of shoes. 

Insights for advertisers 
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"Wissen, wie Deutsch land lebt" (Knowing How 

Germany Lives) help, remains an open 

question. 

Hartmut Krause-Solberg of Axel Springer 

followed the study and says, "The results are 

ve1y well suited to steering advertising in order 

to reach target groups optimally. That's the 

main pw-pose." 

Indeed, marketing agencies can find some interesting information in the report. For example, there 

seems to be a large discrepancy between attitudes and beha,for. The study shows that buyers of gas

guzzling SUVs see environmental issues as being just as important as those who would go for an 

ele<-tric motor for their next <.:ar purchase. Also, 44 percent of the people who eat fast food multiple 

times per week say it's important to them to take care of their health. 

Whal do those contradictions say about Germany? Hartmut Krause-Solberg says it's just a matter of 

people changing their views about something before their actions catch up. "When you compare 

people's actual behavior - what they rt'.ally buy and use - then you sec that it almost always lags 

behind," he said. 


