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Introduction

Cultural marketing is a type of marketing in which a message is
advertised to a specific group of potential customers belonging to a
particular culture or demography. Customers might have a specific ethnicity;
and cultural marketing uses various cultural references of an ethnic group,
such as traditions, language, religion, etc., to communicate and persuade
customers.

People have their cultural boundaries, their thinking and decisions
which to some extent are affected by their cultural values and norms. Taking
into account this fact, marketers use cultural values and standards in ads in
such a way that customers can be close to the characters in the ads and the
brand. It has a positive influence on marketing as it creates more areas of
interest in a shorter time period.

Cultural background

The term ‘culture’ generally refers to a complex set of values, norms,
beliefs, attitudes, customs, systems and artifacts which are handed down
from generation to generation through the process of socialisation and which
influence how individuals see the world and how they behave in it. Basically
human races came with different background. "Cultural background". The
way of doing things in one culture may not be the way in other culture; what
is good in one culture, may be bad in other culture. Sometimes the activities
are all the same in two different cultures, having two different meanings, two
different interpretations.

To design a cultural marketing ad, marketers pay attention to what is
going on in the culture. They carefully observe the culture around them so as
to anticipate what issues will hold true in the future. They identify cultural
movements to understand the need of the changing market.

Culture can be seen to have at least three important features:
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e it comprises both material (e.g. human artefacts such as buildings,
literature, art,

music) and abstract elements (e.g. rituals, symbols, values);

e it is socially learned and transmitted over time; and

e it influences human behaviour.

Culture’ as a concept

As a concept, ‘culture’ is often applied in a variety of circumstances at
both the macro and micro level: terms such as ‘western culture’, ‘Asian
culture’, ‘European culture’, ‘New York City culture’, ‘youth culture’, ‘pop
culture’, ‘entrepreneurial culture’ and ‘research culture’ are just some of the
examples of its usage in the modern world. What they have in common is
that they imply certain shared aspects of human belief, understanding and
behaviour that link individuals together into some form of definable group
and/or range of activities.

Culture in a business context

In a business context, it can be easy to underestimate the degree to
which a person’s attitudes and behaviour can be shaped by cultural
influences. In the United States, for example, American citizens believe in
the right of individuals to bear arms. The buying and selling of handguns is
acceptable within American society, despite the fact that they are frequently
used in violent crimes. In other countries, trade in such weapons is heavily
regulated by the government to certain types of weapons for using them in
hunting or rifle shooting.

Eating horsemeat in France is acceptable but not in the UK.

Sub-culture

A society is not culturally homogeneous. Within every -culture
subcultures usually exist based on common experiences, origins or
situations. These sub-groups may be distinguished by nationality, race,
ethnicity, religion, age, class, geographical location or some other factor and
their attitudes, behaviour, customs, language and artifacts often reflect sub-
cultural differences. At times such differences can be relatively easily
accommodated. At other times sub-cultural differences can be the source of a
degree of conflict between various sub-groups, resulting in serious divisions
within a society and even in war and genocide.

Marketers have recognized the importance of demographic, social and
cultural factors in shaping people’s demand for goods and services. This is
exemplified by the concept of market segmentation. Market segmentation
refers to the practice of dividing a market into distinct groups of buyers who
share similar attitudes and patterns of behaviour and who might require
separate products or marketing to meet their particular needs.
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How does culture affect management?

Culture affects management by controlling the values that managers
hold towards their job, coworkers and the organization. For example, in
western management, business values focus on transactions. That’s why
managers need strategic management competencies. However, in Asian
management business values focus on building social capital, because the
government makes most of the decisions about businesses.

Managers need to build strong relationships with government officials
because most business decisions and partnerships are made by using con-
nections or who-knows-who. So for managers in Asia, strategic management
competencies and social capital competencies are equally important.

Strategic management

Making companies able to compete is the purpose of strategic
management. So, putting strategic management plans into practice is the
most important aspect of strategic management. Plans in practice are of great
value for financial and human resources that are necessary for the creation,
sale, and development of products and services. personal experiences or ‘to
give students further practice in predicting content, scanning for specific
information and/or guessing meaning from context’.

Two approaches of strategic management:

e Prescriptive approach to management outlines how strategies
should be developed;

¢ Descriptive approach focuses on how strategies should be put into
practice.

The prescriptive approach involves eight related components:

A. Establishing the mission of an organization;

B. Setting the objectives of the organization;

C. Conducting the environmental scanning;

D. Identifying the organization's internal strengths and weaknesses;

E. Formulating alternative strategies;

F. Choosing a strategy;

G. Implementing the strategy;

H. Evaluating and controlling the strategy.

In the prescriptive school of strategic management, the upper echelon
makes the decisions. Subordinates have no role in management decision-
making processes. They simply follow the dictates of their superiors.

The descriptive school values the input of the lower rungs of the
company's ladder. Decision making in descriptive strategic management
starts from the bottom and moves upward.

Prescriptive and descriptive strategic management differ in the
formulation of strategy. In a company that uses a prescriptive style,
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managers focus on the strategy formulation process. They want to make sure
they use the correct process. However, the descriptive school places a higher
value on the content of the strategy. Descriptive strategic managers care
more about what the managers decide rather than how they decide it.
Management should not be bound by culture. It is important that
managers recognizes the culture and adapt to work within it.
Culture cannot be managed since if you manage culture you will kill it.
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N.I.Qasimova
Mbadaniyyat marketinqi

Xiilasa

Madaniyyast marketingi xiisusi bir moadoniyyato vo ya demoqrafiyaya
aid potensial miistorilorinxiisusi bir qrupuna bir mesajin reklam verildiyi bir
marketing novidir. Misterilorin xiisusi bir etnik monsubiyyati ola biler;
madoniyyot marketingi mustorilori {insiyyat vo inandirmaq {i¢iin anonalar,
dil, din va s. kimi bir etnik qrupun muxtalif madani istinadlarindan istifado
edir.

Insanlar 6z madoni serhadlerini, diisiinco va qararlarina bir deracods
onlarin madani doyarlori vo normalarindan tasirlonirlor. Bu haqigati nazars
alaraq, reklamgilar reklamlarda modoni doyorlor vo standartlardan istifado
edir ki, miistorilor reklam vo markada olan simvollara yaxin ola bilarlor.
Marketingo miisbot tosir gostorir, ¢linki bu, daha qisa miiddst orzindo
maraqlarin daha ¢ox sahoslorini yaradir.
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H.KacymoBa
KyabTypHblilt MapKeTHHT

Pe3rome

KynbTypHBIIi MapKeTHHI - 3TO BHJI MAapKeTHHIa, TPH KOTOPOM
coo0IIIeHNe peKIIaMUPYETCsl ONPEIeTICHHOM TPYIINe MOTEHIIUATBHBIX KITUEHTOB,
NPUHAIISKANMX K ONpENeNeHHOW KyJbType wWiu naemorpadun. KimeHTb
MOTYT MMETh OMNpEACICHHYI0 dTHUYECKYIO MPUHAJICKHOCTh, U KYyJIbTYPHBIN
MapKETHUHT UCTIONB3YET pa3iuyHble KyJIbTypHbIE CCHUIKA dTHUYECKON TPYTIIHI,
TaKue Kak TPAIUIIUM, S3bIK, PEJMIHS U T. Jd., YTOObI 00IIaThCs U yOeXKIaTh
KJueHToB.  JII0JJM UMEIOT CBOM KYJIBTYPHBIE TPAHHUIIBI, CBOE MBIILICHUE U
pellieHUsl, KOTOpblE B OMpPEAETCHHOW CTENEHW 3aBUCAT OT UX KYJIbTYpPHBIX
HeHHocTelt W HopM. [IpuHWMass BO BHMMaHHE JTOT (AKT, MapKETOJOTH
UCTIOJNIB3YIOT KYJIBTYPHbIC IEHHOCTH U CTaHAAPThI B peKJiaMe TaKhUM 00pazoM,
YTOOBI KJIMEHTHI MOTJIM OBITh OJIMKE K TIEpCOHAXKaM B pekjiame U OpeHay. JTo
OKa3bIBACT IMOJIOKUTEIBHOE BIUSHUE HA MApKETUHT, MOCKOJIbKY OHO CO3JaeT
Oosnblie obsacTeld HHTEpeca B 0oJiee KOPOTKUH MEPHO] BPEMEHH.
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