Understanding Culture

Myth
· Story containing symbolic elements that represent the shared emotions/ideals of a culture
· Conflict between opposing forces
· Outcome is moral guide 
· Reduces anxiety
Marketers create and play upon myths

Aspects of Culture
· Cultural system function areas
· Ecology
· Adapt to habitat
· Social structure
· Orderly social life
· Ideology
· Beliefs and relationships
Values: Cultural values can easily be change into marketing values
· Refer to shared beliefs shaped by individual, social, and cultural forces
· Family, health, happiness, and wisdom
· Different culture has different value meanings
· Ex, different religions/traditions have different views 
· Ex, Molson Canadian beer appeals to Canadian values of outdoors, family, and community
·  

Factors that Differ across cultures
· What sets cultures apart is which values are seen as being relatively more important.
· Identify the core values for each culture
· eg. Americans value freedom, youthfulness and achievement
· eg. Japanese will trade some independence for security•
A marketing message that is appealing in one culture, may not be as appealing in another culture







Measuring Cross Cultural Values
· Power distance
· Way members perceive differences in power when they form interpersonal relationship
· Uncertainty Avoidance
· Degree to which people feel threatened by ambiguous situations
· Masculine Vs Feminine
· Degree to which sex roles are clearly delineated

· Individualism vs. Collectivism
· Extent to which culture values the welfare of the individual versus that of the group
· A focus on future rewards or values linked to the past and present
· Indulgence vs restraint
· Extent to which society allows relatively free gratification of natural human drives related to enjoying life and having fun

Norms
· Rules dictating what is right or wrong
· Enacted norms 
· Explicitly decided on
· “Green light equals ‘go’”
· Crescive norms
· Embedded culture
· Customs
· Norms handed down from the past that control basic behaviour
· Mores
· Custom with a strong moral overtone
· Conventions
· Norms regarding the conduct of everyday life
· All three crescive norms combine to define a culturally appropriate behaviour

How do these differ across cultures
· Europeans like dark chocolate
· French and italians like whisky
Colour preferences and lucky numbers differ
	Ex, Colour red can be offensive in African countries, but mean Good luck in China



Food Culture
· Pattern of consumption that reflects the social group - can be as varied as countries
· Makes standardized recipes for international food manufactures hard

Myths and Rituals
· Every culture develops that help make sense of the world
· Cultures’ myths/rituals can seem bizarre
· Ex, certain gestures can be offensive, like “thumbs up” to Brazilians
· Magical products and interest in occult tend to be popular when members of a society feel overwhelmed powerless


Functions and Structures of Myths
· Serve four interrelated functions in a culture
· Metaphysical
· Help explain origins of existence
· Cosmological
· Emphasize that all components o the universe are part of a single picture
· Sociological
· Maintain social order by authorizing a social code to be followed by members of a culture
· Psychological
· Provide models for personal conduct

Myths abound in Pop Culture
· Myths are often found in comic books, movies, holidays and commercials
· Consumer fairy tales
· Ex, disney weddings
· Monomyths
· Myth that is common to many cultures often a hero that emerges to win over evil
· Ex, spiderman
· Myths can be built into marketing
· Ex, Kokanee with Sasquatch

Rituals
· Sets of multiple, symbolic behaviours that occur in a fixed sequence and that tend to be repeated periodically
· Many consumer activities are ritualistic
· Trips to Starbucks
· Pulling the perfect pint of Guinness
· College Campus rituals
· Tailgating at football games
Businesses supply Ritual artifacts
· Items needed to perform rituals to consumers
· Ex, wedding rice, birthday candles

Grooming Rituals
· Gift giving ritual
· Consumers procure the perfect object, meticulously remove price tag, carefully wrap it, then deliver it to recipient
· Form of
· Economic exchange
· Symbolic exchange
· Social expression
· Every culture prescribes certain occasions and ceremonies

· Business gifts
· define/maintain professional relationships, improve employee morale, and result in higher sales
· Stages of gift giving
· Gestation
· Structural vs. emergent motivational event
· Presentation
· Reformulation
· Appropriateness of gift and reciprocity norm

Self - Gifts
· Self gifting is socially acceptable way of rewarding for good deeds, or consoling themselves for negative events
· Canadian tire “gift cards” diminish fear of buying the wrong thing







Cultural Differences in Gift giving rituals
· Not all cultures gift the same way
· Japanese gift giving rituals
· Symbolic meaning of gift
· Duty to others in social group
· Giri
· Giving is moral imperative
· Kosai
· Reciprocal gift-giving obligations to friends/family
· Never open gift in front of giver

· Regifting the Unwanted
· Brits waste about $5 billion a year on unwanted Christmas gifts, 40% gather dust in a closet
· Re-gifting starting with a Seinfeld episode
· Presenting a gift that you received and package it up for someone else
· Guidelines
· Never regift used
· Remove all traces of original wrapping

Holiday Rituals
· Based on a myth with a character at center of story
· Consumers perform rituals unique to those occasions
· Marketers find ways to encourage gift giving
· Businesses invent new occasions to capitalize on need for cards/ritual artifacts
· Secretaries Day, and Grandparents day
· Retailers elevate minor holidays to major ones to provide opportunities
· Ex, Black Friday

Christmas
· Myths/rituals
· Santas adventures and mistletoe
· Began as a public rowdy celebration

Rites of Passage
· Special times market by a change in social status
· Puberty, death , divorce, dating
· Stages 
· Seperation, aggressive behaviour
· Practices vary across cultures but are rich in symbolic value

Sacralization
· Sacred places
· Stonehenge, Mecca, Ground Zero
· Property of contamination: something sacred happened there, s it assumes sacred qualities
· Some profane (ordinary) places take on sacred qualities
· Grauman's Chinese Theatre in Hollywood

· Sacred People
· Celebrities, British royal family
· Sacred events
· Public events, sports (olympics), tourism
· Sacred memories
· Souvenirs 
· Ex, Niagara Falls shop
· “Piece of rock lol”

Desacralization
· A scared item/symbol is removed from its special place or is duplicated in mass quantities (becomes profane)
· Souvenir replicas
· Ex, statue of liberty
· Religion has somewhat become desacralized
· New age crystals
· Good example is celebrities becoming desacralized
· When Bill Cosby, a loved actor was charged for sexual harassment/rape

Language and Symbols
· Language barriers across cultures - problems
· Back-translations can assist with this and avoid problems as
· A note to guests at a Tokyo hotel that claims:
· “You are invited to take advantage of the chambermaid”


Symbols
· Refers to an object that represents something else
· Ex, Canadian Chapman’s ice cream imprints a maple leaf into their icecream

Marketing Across Cultures: Think Globally or act Locally?
· The debate
· The need to “fit in” to local culture vs the benefits of presenting a global marketing campaign that does not alter much of the marketing mix across different cultures
Adopt a Standardized Strategy
· Starbucks standardized strategy worldwide
· Critics: Starbucks obliterates local customs
· Ex, Mcdonald’s Global menu is different everywhere
· Etic perspective: Develop one approach for multiple homogenized markets
· Economies of scale benefit
· Fits some products/target groups better than others
Adopt a localized strategy
· Disney learned cultural lessons
· Ex, Disney Paris, Disney HK
· Emic perspective
· Each country is unique and has a national character
· Strategies can be tailored to various cultures making product acceptable to local tastes


