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Effects of culture on Market strategies

Cultural beliefs and norms affect the market of different international products in very many ways. The behaviors of the consumer are characterized by their respective cultures. This is evident in the way different people from different regions and places view and recognize the importance and significant of a certain product (Alderson, 1965). In precision, the needs, wants and behavior of a person are determined by his or her cultural norms and views. 

In the production of any goods, the manufacturing companies should be able to recognize the different forms of cultures that exist so that they try to cater for the needs of the majority for them to stay in business (Blois, 2000). Coca cola group of companies is an international company that offers different range of soft drinks. As one of the major international companies, coca cola is subjected to the consumer behaviors due to cultural norms and views. As much as the cultural factors are individual driven, they are at times collective (Trompenaars, 1994). This is because the locality of a person can determine the types of products that one consumes because of influence.    

Health related issues are one of the main cultural effects of the consumers’ behaviors on different consumption products. People usually develop a culture when it comes to the consumption of various products. Good health is one of the aspects that every person puts as a priority before purchasing any consumption goods. There are people that would rather not consume a product because of the ingredients that are comprised in the making and production of the product  (Armstrong &Robert, 1992). 

The history of that particular product also acts as a major determinant in the consumption and acceptance of the product. For instance, the consumption of the coca cola soft drink products largely depends on the history of the products regarding the making and its merits and demerits on the health matters of the consumers (Carroll & Martin, 1997). Positive history on the effects of the coca cola products on the heath issues of the consumers means that the level of consumption will increase due to the trust and believe that the consumers have on the products. A negative effect on the heath of the consumers that use the coca cola products would without doubt have a drastic effect on the consumption of the coca cola products. 

Religious beliefs are cultural factors that affect the consumption and use of products. Different religions have varying aspects and considerations regarding the use and consumption of different ranges of products. Religious beliefs tend to influence the choice of the products that people purchase. Religions dictate the types of products that should be used by the different believers and followers in order to mold and strengthen their connection and faith and to limit risks (Schlegelmilch, 1998). 

There are certain religious believes that are against the consumption of soft drinks that are processed and contain preservatives. This has an automatic impact on the consumption of soft drinks from the coca cola company. The people that fall in these religious brackets that are against the consumption of soft drinks that have preservatives will have a negative influence on coca cola and related products in that they can influence the people that surround them and convince them of the adverse effects of the use and consumption of such products (Gesteland, 1999). 

Social class and status is also a cultural determining factor that influences the choice a person makes when purchasing goods. There exists people of different social status and the class they are in determines whether to purchase certain commodities or not. In this case, the market of the soft drinks produced by the coca cola company can be improved or degraded by the influence of different social classes. The existence of the low class group who are usually ignorant when it comes to the consumption of luxurious or secondary goods. Since coca cola and other related products fall in the category of the luxurious and secondary goods, the low classes have little knowledge and importance of the secondary goods since they cannot afford. On the other hand, the middle class usually have a tendency of consuming the secondary goods as long as they can afford at different levels of time. The higher-class people usually spend on any goods so long as they need them at any given time (Doyle, 1998). 

The presence of the low, middle and high-class people at a given time together can determine the consumption of any product or the lack of consumption. This is due to the fact that the high and middle class can influence the low class to consume certain products, coca cola soft drinks, since they can pop in and purchase the products for them and explain on the importance of consuming such products. In the same case, the low class can influence the middle and high-class people not to be consuming certain products due to the side effects that can be caused by the consumption of such goods (Gesteland, 1999).

The category of the social class is an evidential determinant on the market of products of the coca cola group of companies. The existence of these different social classes from the cultural aspect influences on the marketing and consumption of all products inclusive of the soft drinks. 

Cultural boundaries that exist between communities, countries and continents also influence the marketing and consumption of goods internationally. Different communities have different views and aspects against other communities (Sathe, 1985). The same case applies to different views and aspects of different countries and regions. This is a contributing factor to the market of different goods from the communities, countries and regions. The differences that occur between the communities, countries and regions result from different perspectives. As a result of this, people tend to avoid and despise goods and services from their ‘rival communities, countries and regions. 

The existence of the political, social and political differences among nations and regions makes it difficult for products from one nation or region to be acceptable and marketable to the rival nations or regions (Sathe, 1985). In the case of coca cola soft drink manufacturers, the countries or regions that have issues with the company’s country or state of origin will have an adverse influence on the consumption and marketing of the company’s products. The negative impact of the differences between the countries and regions affects the consumption and production of goods negatively. 

On the other hand, the availability of good relations and communication between communities, countries and regions strengthens the relationship between the communities, countries and regions. This is achieved through the realization of long-term relations and the existence of international or cross border trade. In the production of any goods, the manufacturing companies should be able to recognize the different forms of cultures that exist so that they try to cater for the needs of the majority for them to stay in business (Gesteland, 1999). 

Coca cola group of companies is an international company that offers different range of soft drinks. As one of the major international companies, coca cola is subjected to the consumer behaviors due to cultural norms and views. As much as the cultural factors are individual driven, they are at times collective. This is because the locality of a person can determine the types of products that one consumes because of influence.            
Ways in Which Companies Can Use Cultural Factors in the Soft Drink Industry, In The Case Of Coca Cola Company


The market policies should be developed in such a way that they cater for the development of existing firms and be inclined in a position of profit making at minimized costs (Bigoness & Gerald, 1996). In the process of manufacturing any products and in this case the soft drinks from the coca cola company; the consumer needs should be the first priority. Different cultural believes of different categories of people are supposed to be looked into as an advanced level of market strategy. 

A close look of the both external and internal loopholes and strength should be realized in order to cater for the biggest percentage of the consumers. In fact, every company or firm is supposed to have a market investigator who determines the kind of market to go into and how to ensure that the company or firm attracts and retains its customers. The researcher is supposed to ensure that the firm or company that he or she represents caters for the needs and views of all cultures. This will also ensure that all the external cultural factors and objectives are adhered to and that maximum satisfaction is maintained (Sathe, 1985).

The coca cola group of companies should ensure that they are well informed in matters pertaining to the culture changes and adjustment and know how to deal and adjust with the situations. The realization of this factor will help the coca cola company in knowing the different aspects that exist around their productions and learn how to embrace the positive outcomes and erase the negative aspects (Kotler & Keller, 2006). Below includes some aspects that should be analyzed by the coca cola company in ensuring that they cater for all the interests of its customers:

· What makes the customers avoid the consumption of our products in respect to their health?

· In which ways can the religions be advised about the validity and refreshing aspect that the products of coca cola issues?
· How can believes of the different able customers be altered and on the other hand issue them with the benefits of the coca cola products?
· How can the existing history on the health effects of the coca cola consumers be erased from their minds and ensure that such cases never occur in future?

·  In which ways can the coca cola company ensure that its products are available and affordable to all the social classes?
· How can the coca cola company reach out to the different communities, countries and regions and ensure that its country of origin and involvement with other countries and regions do not affect the consumption of its products?

Conclusion


The existing and uprising companies should realize that the culture of their target customers are a vital tool in the determination of the consumption strategies. Cultural beliefs and norms affect the market of different international products in very many ways. The behaviors of the consumer are characterized by their respective cultures. This is evident in the way different people from different regions and places view and recognize the importance and significant of a certain product. In precision, the needs, wants and behavior of a person are determined by his or her cultural norms and views. Companies are supposed to learn on the ways of attracting and retaining their customers in order to keep on running in respective businesses (Donaldson & Thomas, 1994). 
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