Full text available at: http://dx.doi.org/10.1561/1700000048

The Cultural Meanings of
Brands

Carlos J. Torelli
University of lllinois at Urbana-Champaign
USA

Maria A. Rodas
University of Minnesota
USA

Jennifer L. Stoner
University of North Dakota
USA

now

the essence of knowledge

Boston — Delft



Full text available at: http://dx.doi.org/10.1561/1700000048

Foundations and Trends® in Marketing

Published, sold and distributed by:
now Publishers Inc.

PO Box 1024

Hanover, MA 02339

United States

Tel. +1-781-985-4510
www.nowpublishers.com
sales@nowpublishers.com

Outside North America:
now Publishers Inc.

PO Box 179

2600 AD Delft

The Netherlands

Tel. +31-6-51115274

The preferred citation for this publication is

C. J. Torelli, M. A. Rodas, and J. L. Stoner. The Cultural Meanings of Brands.
Foundations and Trends® in Marketing, vol. 10, no. 3, pp. 153-214, 2015.

This Foundations and Trends® issue was typeset in BTEX using a class file designed
by Neal Parikh. Printed on acid-free paper.

ISBN: 978-1-68083-286-0
(© 2017 C. J. Torelli, M. A. Rodas, and J. L. Stoner

All rights reserved. No part of this publication may be reproduced, stored in a retrieval
system, or transmitted in any form or by any means, mechanical, photocopying, recording
or otherwise, without prior written permission of the publishers.

Photocopying. In the USA: This journal is registered at the Copyright Clearance Cen-
ter, Inc., 222 Rosewood Drive, Danvers, MA 01923. Authorization to photocopy items for
internal or personal use, or the internal or personal use of specific clients, is granted by
now Publishers Inc for users registered with the Copyright Clearance Center (CCC). The
‘services’ for users can be found on the internet at: www.copyright.com

For those organizations that have been granted a photocopy license, a separate system
of payment has been arranged. Authorization does not extend to other kinds of copy-
ing, such as that for general distribution, for advertising or promotional purposes, for
creating new collective works, or for resale. In the rest of the world: Permission to pho-
tocopy must be obtained from the copyright owner. Please apply to now Publishers Inc.,
PO Box 1024, Hanover, MA 02339, USA; Tel. +1 781 871 0245; www.nowpublishers.com;
sales@nowpublishers.com

now Publishers Inc. has an exclusive license to publish this material worldwide. Permission
to use this content must be obtained from the copyright license holder. Please apply to
now Publishers, PO Box 179, 2600 AD Delft, The Netherlands, www.nowpublishers.com;
e-mail: sales@nowpublishers.com



Full text available at: http://dx.doi.org/10.1561/1700000048

Foundations and Trends® in Marketing
Volume 10, Issue 3, 2015

Editor-in-Chief

Jehoshua Eliashberg
University of Pennsylvania
United States

Editors

Bernd Schmitt, Co-Editor
Columbia University

Olivier Toubia, Co-Editor
Columbia University
David Bell

University of Pennsylvania
Gerrit van Bruggen
FErasmus University

Christophe van den Bulte
University of Pennsylvania

Editorial Board

Amitava Chattopadhyay
INSEAD

Pradeep Chintagunta
University of Chicago
Dawn ITacobucci

Vanderbilt University

Raj Ragunathan
University of Texas, Austin

J. Miguel Villas-Boas
University of California, Berkeley



Full text available at: http://dx.doi.org/10.1561/1700000048
Editorial Scope
Topics

Foundations and Trends® in Marketing publishes survey and tutorial
articles in the following topics:

B2B marketing

Bayesian models
Behavioral decision making
Branding and brand equity

Channel management

Marketing decisions models
Market forecasting

Marketing information systems
Market response models

Market segmentation

e Choice modeling e Market share analysis

e Comparative market structure e Multi-channel marketing

e Competitive marketing
strategy

e New product diffusion

. . e Pricing models
e Conjoint analysis
i e Product development
e Customer equity

. . e Product innovation
e Customer relationship

management e Sales forecasting
e Game theoretic models e Sales force management
e Group choice and negotiation e Sales promotion
e Discrete choice models e Services marketing
e Individual decision making e Stochastic model

Information for Librarians

Foundations and Trends® in Marketing, 2015, Volume 10, 4 issues. ISSN
paper version 1555-0753. ISSN online version 1555-0761. Also available as a
combined paper and online subscription.



Full text available at: http://dx.doi.org/10.1561/1700000048

Foundations and Trends® in Marketing

Vol. 10, No. 3 (2015) 153-214 n.w

© 2017 C. J. Torelli, M. A. Rodas, and J. L. Stoner
DOI: 10.1561/1700000048 the essence of knowledge

The Cultural Meanings of Brands

Carlos J. Torelli
University of Illinois at Urbana-Champaign
USA

Maria A. Rodas Jennifer L. Stoner
University of Minnesota University of North Dakota
USA USA



Full text available at: http://dx.doi.org/10.1561/1700000048

Contents

Introduction
Globalization and the Marketplace

The Multi-Cultural Consumer in the Global Village
3.1 Patterns of Cultural Variation . . . . . . . . .. ... ...
3.2 Biculturalism and Multi-Culturalism . . . . . . ... ...

Brands as Cultural Icons (of National, Regional, or Global
Identities)

Cultural Equity

5.1 Country (or Region) of Origin Associations . . . . . . . ..
5.2 Globalness Associations . . . . . . .. ... . ... ....
5.3 Embodiment of Abstract Cultural Characteristics . . . . .
5.4 Exercising Cultural Authority . . . . . .. ... ... ...

Measuring Cultural Equity
Consumers’ Relationships with Iconic Brands

Building Cultural Equity
8.1 Product Strategy . . . . ... ...

16

20
21
23
23
25

27

33

38



Full text available at: http://dx.doi.org/10.1561/1700000048
iii

8.2 Brand Elements . . . . . ... ... L. 40
8.3 Communication Strategy . . . . . . ... ... ... ... 42
8.4 Establishing Cultural Authority . . . . .. ... ... ... 44
8.5 Channel and Pricing Strategy . . . . . ... ... ... .. 44
9 Conclusions and Future Directions 46
9.1 How do Brands Emerge as Cultural Symbols? . . . . . .. 47
9.2 What Role does a Global Value Chain Play in the Cultural
Meaning of Brands? . . . . . . ... ... ... ... 48

9.3 How Can We Better Understand Biculturals’ Responses? . 49

References 52



Full text available at: http://dx.doi.org/10.1561/1700000048

Abstract

In this monograph, we introduce a conceptual framework to under-
stand: (1) How globalization is changing the marketplace and the way
consumers bring cultural meanings and identities to the fore of their
minds, (2) the mechanisms by which brands acquire cultural meanings
(i.e., from simple country-(or region-)-of-origin associations to the more
complex enactment of cultural authority), (3) the tools that marketers
have to purposefully imbue brands with cultural meanings that can
resonate with culturally-diverse consumers (i.e., the tools to create cul-
tural equity), and (4) how consumers respond to the cultural meanings
in brands for fulfilling their goals.

C. J. Torelli, M. A. Rodas, and J. L. Stoner. The Cultural Meanings of Brands.
Foundations and Trends® in Marketing, vol. 10, no. 3, pp. 153214, 2015.
DOI: 10.1561/1700000048.
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1

Introduction

In the hyper-competitive and globalized markets of the 21st century, a
wide range of brands bring diverse countries and cultures to a consumer
population that is also growing ethnically and culturally diverse. It is
not enough for a brand to be competitive by means of delivering func-
tional benefits to consumers, as brands across product categories are
pushed to also deliver emotional and symbolic benefits in an attempt
to become cultural icons. But what does it mean to be a cultural icon?
How do consumers react to the cultural meanings of brands? How can
brands reach this iconic status?

In this monograph, we introduce a conceptual framework to under-
stand: (1) How globalization is changing the marketplace and the way
consumers bring cultural meanings and identities to the fore of their
minds, (2) the mechanisms by which brands acquire cultural meanings
(i.e., from simple country-(or region-) of-origin associations to the more
complex enactment of cultural authority), (3) the tools that marketers
have to purposefully imbue brands with cultural meanings that can
resonate with culturally-diverse consumers (i.e., the tools to create cul-
tural equity), and (4) how consumers respond to the cultural meanings
in brands for fulfilling their goals.
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This framework is based on the premise that consumers are both
aware of their membership in certain cultural groups, and often moti-
vated to affiliate with these groups to fulfill their cultural identity goals.
To do so, they often attend to the cultural meanings in brands and use
culturally symbolic brands as instruments to make a cultural connec-
tion. This cultural connection can emerge for identities construed at
a nation-state level, a regional level within a country, a pan-regional
level that includes several countries, or even for sub-groups of indi-
viduals that might reside or not within a circumscribed geographical
boundary. Marketers that understand how to imbue brands with cul-
tural meanings that resonate with consumers’ cultural identity goals
can build stronger consumer-brand relationships, as well as success-
fully differentiate from competitors in a crowded and culturally-diverse
marketplace. We conclude with a discussion of future research needed
to fully harness the power of cultural equity in globalized markets.
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