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Social and Cultural
Environment

part o Basic Knowledge

Read the fFollowing statements and choose the best answer.
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1) All factors external to an organization that can affect the organization’s
marketing activities and that are mostly uncontrollable is termed as
a. mearketing mix b. target market
¢. marketing environment d. marketing transaction

2) The marketing environment includes all of the following except
a. competitive environment b. political/legal environment
¢. production environment d. social environment

3) Andy Stein has the responsibilities of trying to identify future market
opportunities or threats by reading technical journals and talking to
customers. This process is called

a. ecenomic outlook b. demographic environment
¢. environmental scanning d. environmental review
4) Through the review of , Ford Motor Company discovers that those

cuswmérs aged;lS to 29 like brighter colors, the exciting elements of a car,
like spoilers, and a loud music system. :

a. dertiographic envifonment b. economic environment

c. competitiye environnent d. social environment

5) Cultural factors may ischide which of the following?+ .
a. Valu‘»és, B Attitudes. c. Ideas. d. All of the above.

6) American, Uﬁit'ed’,'\ Air France, and Southwest Airlines need to purchase
new aircrafts and replace aging ones. Boeing Aviation Manufacturers look
at these organizations as .
a. the market ' b. the market mix

¢. the marketing environment d. the competitive environment
7) Several characteristics that make the cultural environment important are

a. changing roles b. cultural diversity
c. emphasis on health and fitness d. All of the above



8) The emphasis on all natural, caffeine-free and preservative-free drinks
could relate to which of the cultural trends?
a. Desire for convenience. b. Consumerism.
c. Changing roles. d. Emphasis on health and fitness.

9) The global success of MTV programming is an example of which trend in
the cultural environment?
a. Cultural diversity. b. Changing roles.
c. Popular culture. d. Global culture.

10) In performing research for your organization. you have come across the
following information that will affcct the marketing of your firm’s
products; the largest percentage of growth occurred in the 45~64 and the
age brackets and the number of typical family household units have
declined. This data referstothe ~~ environment.

a. social b. demographic c¢. political/legal d. economic

11) No longer are household chores, child care. or grocery shipping solcly the
responsibility of women, more men spend time on these houschold and
shopping chores. This is an cxample of what element of the social

environment?
a. Desire for convenience. b. Popular culture.
c¢. Changing roles. d. Consumerism.

12) High unemployment, high intercst rates, and high debt can affect the
marketing of your products. These are effects of the

environment.
a. economic b. institution c. technology d. demographics

13) Hans Muller operates a small retail bakery in Germany. Until recently he was
forced to close at 6 : 30 pm on weekdays and 2 pm on Saturdays, and was not
allowed to operate on Sundays. These restrictions were due to
a. economic environment - b. social environment
¢. political/legal environment d. None of the above
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14) Continued immigration will enhance the need for marketing to recognize
and respond to increasing
a. cultural diversity b. political/legal complexity
c. social instability d. economic disparity

15) The establishment of different flavored popcorn, such as jalapeno flavored
for Hispanics and more butter flavored for Swedes, is reflecting which
marketing environment the marketer must consider?

a. Technology. b. Political/Legal.
¢. Cultural. d. Competitive.

The following cre some specid terms of marketing environment, try
to merteh them with the definitions that follow. You can refer to the
chart under it.
(1) microenvironment  a. Forces close to the company that affect its ability to serve
its customer.
(2) cultural b. Larger societal forces that affect the whole microenvironment.
(3) microenvironment  c. Laws, agencies and groups that influence and limit
organizations and individuals in a given society.
(4) competitors d. Forces that create new technologies, creating new product
and market opportunities.
(5) publics e. Those who serve a target market with similar products and services
against whom a company must gain strategic advantoge.
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(6) customers f. Institutions and other forces that affect a society’s basic
values, perceptions, preferences, and behaviors.
(7) political g. Those who provide the resources needed to produce goods and

services and are on important link the “value delivery system”.

(8) marketing h. Any group that perceives itself having an interest in a
intermediaries company’s ability to achieve its objectives.
(9) technological i. Institutions that help the company to promote, sell, and

distribute its goods to final buyer.




(10) suppliers i. Those who purchase a company’s goods and services.

Demographic

Economic

Publics Suppliers

Competitors Customers

Political

Intermediaries

Technological

0w

Group work
Suppose your company will launch a new product, then anclyze the

aocial environmentad elements. The following are discussion
questions for reference.

@ Are there any important ethnic (K ##7,###)) groups in the population of
interest?

® Does the education level in the population present opportunities?

® Does the mix of family structures (traditional, divorced, single, etc.)
present opportunities?

@ What core cultural values are held by the population of interest? Are there
any important subcultures? How are cultural values shifting through time?

@ Are there anything distinctive about the culture or social class of people who
buy this type of product?

® Are there any important reference groups that influence the customer?

@eMARKETING ENGLISH m




Q
I
>
T
~
m
ey

® Are there any trends toward conservative or liberal lifestyles?

® Is a trend toward less time for leisure likely to affect demand for your
product?

@ Will changes in types of recreation enjoyed by consumers affect your product
market?

® Are there any changes in mobility, marriage and divorce, working women,

number of retirees, etc. that create opportunities or threats in your product
market?

The following are some fundamental culturdl differences. Try to find
out what differences the author discusses and write them down in
the blanks from a to f.

Six Fundamental Patterns of Cultural Differences

a. . # \f

The way people communicate varies widely between, and even within, cultures
One aspect of communication style is language usage. Across cultures, some words and
phrases are used in different ways. For example, even in countries that share the English
language, the meaning of “yes” varies from “maybe, I'll consider it” to “definitely so”
with many shades in between.

Another major aspect of communication style is the degree of importance given to
non-verbal communication. Non-verbal communication includes not only facial expressions
and gestures; it also involves seating arrangements, personal distance, and sense of time.
In addition, different norms regarding the appropriate degree of assertiveness in
communicating can add to cultural misunderstandings. For instance, some white
Americans typically consider raised voices to be a sign that a fight has begun, while some
black, Jewish and Italian Americans often feel that an increase in volume is a sign of an
exciting conversation among friends. Thus, some white Americans may react with greater
alarm to a loud discussion than would members of some American ethnic or non-white



racial groups.

Some cultures view conflict as a positive thing, while others view it as something to

he avoided. In the U. S., conflict is not wsually desirable, but people often are
encouraged to deal directly with conflicts that do arise. In fact. face-to-face meetings
customarily are recommended as the way to work through whatever problems exist. In
contrast, in many Eastern countries, open conflict is experienced as enbarrassing or
demeaning; as a rule, differences are best worked out quietly. A written exchange might
be the favored means to address the conflict.

From culture to culture, there are different ways that people move toward
completing tasks. Some reasons include different access to resources. different judgments
of the rewards associated with task conpletion, different notions of time, and varied
ideas about how relationship-building and task-oriented work should go together.

When it comes to working together effectively on a task, cultures differ with
respect to the importance placed on establishing relationships early in the collaboration. A
case in point, Asian and Hispanic cultures tend to attach more value to developing
relationships at the beginning of a shared project and more emphasis on task completion
toward the end as compared with European-Americans. European-Americans tend to focus
immediately on the task at hand, and let relationships develop as they work on the task.
This does not mean that people from any one of these cultural backgrounds are more or
less committed to accomplishing the task, or value relationships more or less; it means

they may pursue them differently.

d.

The roles individuals play in decision-making vary widely from culture to culture. For
example, in the U. S. , decisions are frequently delegated - - that is, &n official assigns
responsibility for a particuar matter to a subordinate. In many Southern European and
Latin American countries, there is a strong value placed on holding decision-making
responsibilities oneself. When decisions are made by groups of people, majority rule is a

common approach in the U. S. 5 in Japan consensus is the preferred mode. Be aware that
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individuals’ expectations about their own roles in shaping a decision may be influenced by
their cultural frame of reference.

In some cultures, it is not appropriate to be frank about emotions, about the reasons
behind a conflict or a misunderstanding, or about personal information. Keep this in mind
when you are in a dialogue or when you are working with others. When you are dealing
with a conflict, be mindful that people may differ in what they feel comfortable
revealing. Questions that may seem natural to you — What was the conflict about? What
was your role in the conflict? What was the sequence of events? — may seem intrusive
to others. The variation among cultures in attitudes toward disclosure is also something to
consider before you conclude that you have an accurate reading of the views,
experiences, and goals of the people with whom you are working.

Notable differences occur among cultural groups when it comes to epistemologies
((#F AR — that is, the ways people come to know things. European cultures tend
to consider information acquired through cognitive means, such as counting and
measuring, more valid than other ways of coming to know things. Compare that to
African cultures’ preference for affective ways of knowing, including symbolic imagery
and rhythm. Asian cultures’ epistemologies tend to emphasize the validity of knowledge
gained through striving toward transcendence. (Nichols, 1976) Recent popular works
demonstrate that our own society is paying more attention to previously overlooked ways

of knowing.

You can see how different approaches to knowing could affect ways of analyzing a
community problem or finding ways to resolve it. Some members of your group may want
to do library research to understand a shared problem better and identify possible
solutions. Others may prefer to visit places and people who have experienced challenges
like the ones you are facing, and touch, taste and listen to what has worked elsewhere.
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Group work
Have you found some difficulties in communicating with foreigners?
How do you usuclly solve those problems? Anticipate what problems
you will have in your work according to the following chart.

Case Study
Nokica is the leading company of cell phone. Why has it succeeded in
Acia? Listen to the passage twice and fill in the blanks in the
following table with the information you heard.

New Words S
compact /NEIf melody i E-# &
interface Fifi ‘ vibrating ¥z
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