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What Is Culture and Why s It
Important?




What Is Culture?

“Culture refers to the mental frames and meanings
that are shared by most people in a social group.”

“Culture is a shared pattern of categorizations, attitudes, beliefs,
definitions, norms, values, and other elements of subjective culture.”

Culture influences...

...how we understand ourselves

...how we understand the world

...how we think

...how we relate to people

...how we relate to social norms

...how we interpret situations and events
...how we behave

...what we buy

etc.
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What Do You See?




The Importance
. of Culture
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Different Cultures




Individualism vs. Collectivism

Individualism

» Independent self

» Personal goals

» Attitudes determine behavior
>

Exchange relationships

Collectivism

>

>
>
>

Interdependent self
Ingroup’s goals

Norms determine behavior

Communal relationships




Individualism vs. Collectivism
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https://geerthofstede.com/culture-geert-hofstede-gert-jan-hofstede/6d-model-of-national-culture/
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Cultural Differences




Happiness




Trust

https://www.transparency.org/



https://www.transparency.org/

Group Membership



Individual-level differences

o Attention, perception, and thinking
"Face”

Need for social status

Perceptions of beauty

etc.

Other
Cultural
Differences

Business-level differences

e Hierarchies
Networks and relationships
Contracts

Drinking

etc.



Marketing and Culture




Marketing and Culture

» Culture influences consumers with respect to
» Preferences

Importance of social norms and other people

Importance of brands

Willingness to pay
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Service expectations

» Usage and consumption patterns

» Culture also influences consumers’ response to advertising




Consumer Preferences:
Self-Expression

» People use brands, consumption, and
activities to express their identities to
themselves and others

» Individualism

» People want self-express by showing that they
are different from others

» Collectivism

» People want self-express by showing that they
are similar to their ingroup




Advertising
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Advertising

PENETRATING FOAM
Removes Soap Scum & Grime

POWERFUL FOAM PENETRATES AND
LIFTS TOUGH GRIME.







Managerial
Recommendations

USA
Foothall

Understand the importance of
culture

Research the target country’s culture

UK
Football

Many online resources
Movies, TV, music, etc.

Healthy skepticism towards culture
books

AUSTRALIA

Find out what products mean and Never underestimate the i::;:/;rtancc of local knowledge
how they are used ‘ e

To truly enderstand a courntry and s culture.
you hanve to be part of &

That's why, at HSBC, we have local banks
10 moee countnes than amyone ¢lse. And all
of our offices around the workd are staffed by
local poople

I's their inmighe thee alkosas s to recognise

Adapt the marketing mix (unless you
choose a global strategy)

firancaal opportunitics 1mvisable 10 owsiers
Bat those opportumties dont just benefie our
local castomens.
Innov ations and ideas are shared throeghowt
the HSBC network, so that everyone who hanks

with s can benefie HSB‘ ' m
Thisk of 2 25 hocal Lanombediae thee just happens

10 span the gobe The world's local bank

Beware of seemingly similar cultures




Thank you for your attention!




