53. Cultural and social factors
1. Missing words
Successful global marketing begins with a simple but essential requirement: a _______________ name that works everywhere. This is tough to achieve, as most words mean something awkward somewhere – which is why names such as BMW work well. ______________________ is easy to learn a bit/badly, but hard to learn like a native. So mistakes happen such as the problems faced by Japan’s second largest travel agency: the Kinki Nippon Tourist Company. As with every aspect of business in general and marketing in particular, every brand name and every product must be looked at through the eyes of the ______________________. But this is expensive to do in every country of the world.  Missing words: consumer, brand, language 
2. Data Response
In December 2014 B&Q sold a 70% stake in B&Q China to Wumei Holdings, a local retail company. It had 39 stores and 3,000 staff in China, but B&Q was struggling to make a profit. The underlying problem was that whereas British customers took pride in DIY, newly affluent Chinese preferred the idea of DIFM (Do It For Me). Earlier in 2014 B&Q had announced that it ‘needed to be much more Chinese in China’. Cultural differences kept tripping the company up. Cleverly B&Q has kept a financial interest in China through its retention of a 30% stake in the new B&Q/Wumei business. 
2.1 Explain why, if cultural differences are causing problems, market research doesn’t provide the answers.
______________________________________________________________________________________

______________________________________________________________________________________
______________________________________________________________________________________
2.2 A key social factor is the different attitude to DIY between the UK and China. Assess whether a company such as B&Q can hope to overcome a social difference such as this.

______________________________________________________________________________________

______________________________________________________________________________________

______________________________________________________________________________________
2.3 Despite operating difficulties, B&Q was established in the world’s most dynamic large economy. Was it a mistake to sell up?

______________________________________________________________________________________

______________________________________________________________________________________

______________________________________________________________________________________
3. Match the example to the factor
	Cultural factor
	Example
	Example

	3.1 Inappropriate branding
	A. Danone makes its Activia yoghurt sweeter in America than in Europe
	D. ‘Free from’ products such as Alpro dairy-free ‘milk’ are big in the UK but much less so in Mediterranean countries

	3.2 Different customer tastes
	B. In certain countries Coca-Cola TV commercials have to show women covered up – even when on the beach
	E. The Polish chocolate Fart Bar is another that won’t make it in the UK

	3.3 Cultural differences
	C. In Ghana Coca-Cola faces a rival called Pee Cola; it probably won’t make it in the UK 
	F. In Japan, Green Tea Kit-Kat is one of the favourite flavours


53. ANSWERS – Cultural and social factors
1. brand … language … consumer
2.1 Explain why, if cultural differences are causing problems, market research doesn’t provide the answers.

· Market research struggles to tell you what you don’t know – because it relies on you asking the right questions. If there’s a sharp cultural divide, you won’t know the right questions to ask – and may not really understand the answers anyway
2.2 A key social factor is the different attitude to DIY between the UK and China. Assess whether a company such as B&Q can hope to overcome a social difference such as this.

· In a nutshell, no. Established social behavior can change over time but is very unlikely to respond to a company’s prompting; even if it could be done it would be prohibitively expensive.

2.3 Despite operating difficulties, B&Q was established in the world’s most dynamic large economy. Was it a mistake to sell up?

· Probably not, because however much an economy is booming, the key is to find something that works for customers. It seemed that the B&Q Britain mindset was unhelpful in China – the classic cultural problem

3.
	Cultural factor

	3.1 Inappropriate branding

C and E

	3.2 Different customer tastes

A and F

	3.3 Cultural differences

B and D



                                                                                                                        www.a-zbusinesstraining.com 

