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ABSTRACT

Cultural values are important aspects of the datbasumers. As businesses have
become more and more global, the cultural diffeeenamong consumers play an
important role in the development of effective neitkg and branding strategies.
The main objective of this research is to createodel for cross cultural branding
strategy in the fast food industry. Also, the reskaxplores the different branding
strategies used by fast food enterprises in theclCzZRepublic and Ghana.
Furthermore, it examines the behaviour of consurnevsrds fast food brands and
outlets in the two countries. In this researchhbibie qualitative and quantitative
methods were adopted and primary and secondary addiection methods were
used in gathering information.

The finding from this research does not only adth&ory, but also, it will help
managers to understand the intricacies involvethamaging fast food brands in
different cultural settings. The managerial impica is that, the competitive ability
of a company is directly related to its ability tmderstand the significant role
individual preferences as well as culture playsansumer decisions making. Thus,
for a fast food firm to be successful in consumearkats, they do not have to
concentrate only on their internal activities, @$o, they must understand and
inculcate specific cultural variables into theirmketing and branding activities.

ABSTRAKT

Kulturni hodnoty jsou dlezitymi aspekty osobnosti sgebiteli. Porévadz se
podniky stavaji stale vice a vice globalnimi, kmfurozdily mezi spdebiteli hraji
v rozvoji &innych marketingovych a brandingovych strategii ngimnou roli.
Hlavnim cilem této disertai prace je vytvieni modelu strategie budovani zkw
v praimyslu rychlého oberstveni naf¢ kulturami. Vyzkum se rowt zabyva
raiznymi brandingovymi strategiemi pouZzivanymi podngmymyslu rychlého
obserstveni WCeské republice a GharDale je zkoumano chovani spetiitel obou
zemi wi¢i znatkam a restauracim rychlého dostveni. Ve vyzkumu jsou pouZity
jak kvalitativni, tak kvantitativni metody; pro kémi dat byl proveden primarni
vyzkum a bylo rovdZ vyuzito sekundarnich zdfogat.

Nalezend zji$ni tohoto vyzkumu nejsourimosna jenom pro teorii, ale pomohou
manazeim porozundt slozitostem spojenymiszenim znéek rychlého oberstveni
v rozdilre uspdadanych kulturach. Manazerské implikace ¢paji v tom, Ze
konkurenceschopnost podniku souvidginp se schopnosti podniku porozim
vyznamne roli, kterou v rozhodovani sfgdtitele hraji jeho individualni preference
I jeho kultura. Aby spoknost rychlého okerstveni dosahla U&phu na
spotebitelském trhu, neéta by se soustdit pouze na své intertinnosti, ale musi
také chpat, a svym marketingovym a brandingowiinigam vsgpovat specifické
kulturni promégnné.
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EXTENDED ABSTRACT

The internationalization, expansions and operatibgsfast food firms into
different geographical areas has reiterated thél@mo associated with consumer
behaviour. In the fast food industry, managers comte contact with different
consumers from different places with varied tapteferences and response to the
variables of the firms branding decisions. The dasemise of this research is that,
brands in the global environment constantly conbe aontact with various cultures.
These cross-cultural variations tend to implicitly explicitly affect the branding
strategies that companies adopt. This researchd®léhe cultural dimensions
developed by Geert Hofstede and elaborated by keda Mooij and the marketing
mix theory. These concepts are used to explain dwwumers behave towards fast
food brands in the Czech Republic and Ghana.

The main objective of this research is to createdel for cross cultural branding
strategy in the global fast food industry. Alsoe tlesearch examines the branding
strategies of firms in the fast food industry wiference to the dimensions of the
marketing mix and the behaviour of consumers towdeast food in the Czech
Republic and Ghana and the major marketing varaltleat determine their
preferences for fast food brands. The sub-objestare: (a) To analyse the cultural
orientation (cultural dimensions) of consumershe Czech Republic and Ghana
with reference to the different age groups and feXio determine the extent of
relationship between consumers (age and sex) i€tleeh Republic and Ghana and
their response to the marketing mix variables. o) examine the relationship
between sex, age and income and the frequency rchg@ge of fast food among
respondents in the Czech Republic and Ghana. (ciiefermine the preference
patterns of consumers in the Czech Republic anch&laad perception of firms
with respect to the standardization or customiratibfast food product or services.
(d) To examine the perception of consumer on thie @f internet in the
customization of fast food products and trendeuse of the internet in fast food
operations. (e) To examine the preference patw@ra®nsumers and perception of
firms on the inclusion or otherwise of local/tramital ingredients in fast food
products and services for adaptation or standardrzpurposes. (f) To analyse the
market structure of the fast food industry andtegs for competitive advantage.

A total of 1253 respondents were selected fromGQhech Republic and Ghana.
There were 460 respondents from the Czech Repahlic793 respondents from
Ghana. Out of a total of 793 respondents selectwsd f5hana, 421 were females
and 372 were males, whereas 236 females and 22% megdresenting a total of 460
respondents were selected from the Czech Repuliie. fast food firms were
categorized into micro, small, medium-sized andjdafast food firms. For each
category, 2 fast food firms were allocated. Hei@ckst food firms were selected for
each country.

The findings revealed that there are differencesvéen the preferences and
perceptions of consumers for fast food in the teontries. Attributes such as price,
product quality, politeness of staff, promotion ankkanliness are considered



important in buying fast foods among consumersoith [tountries. There were also
country specific preferences. Consumers in Ghanasidered the sense of

belonginess as relevant in their buying decisiohdes convenience, nutrition and

desire for change was the main attribute Czechwuoess found to be valuable in

determining their decision to buy. There were asgterences between the aspects
of the demographic variables and the marketing vartables, cultural dimensions,

frequency of purchases and other attributes in rimearch questions among
respondents on the two countries.

In this research, a comprehensive model for crokaral brand management was
developed for the global fast food industry. Thedelovas based on the factors and
variables that were found to be relevant in deteimgi the competiveness of firms
and the behaviour of consumers. The model provaelgzractical approach for
managers to manage their brands to ensure theipeatitiveness in the vibrant
global fast food industry given the dynamics in thehaviour of consumers as
determined by their cultural orientations.

The research found that, although medium-sizedange fast food firms possess
adequate resources for effective branding stradegglopment and implementation,
micro and small fast food firms possess some adgast that make them
competitive if they are built upon. Micro and smialt food firms are better placed
to satisfy low end consumers. The monopolistic mbdtructure that characterized
the fast food industry is an indication that theseroom for profit for any firm
irrespective of their size. Hence, management &ff flaod firms must assess where
their strengths and weaknesses are in the marleteaploit it fully to their
advantage. In the monopolistic market, the buildhgtrong brand is critical for the
long term profitability, profitability and survivalf the fast food firm.

The research concludes thatanagers in the fast food industry need to have a
global approach to marketing and business practloedoing that, they must take
notice of the local orientation of the countriegythoperate as determined by the
consumer’s socio-cultural values. Based on thesglfices in the frequency of fast
food purchases by consumers of different age, sek income level in both
countries, the study recommends the use of markgmentation and target
marketing for fast food firms. Furthermore, the patitive ability of fast food firms
in the global marketplace is directly related teitrability to adequately understand
the role individual preferences and the relevaniceoosumer cultural orientation
play in their decision making process. Hence, the that wants to be successful in
their branding strategies and marketing activitieshot only have to concentrate on
their internal business practices, but also, thextnendeavour to understand and
inculcate specific consumer preferences and theapirey cultural orientations into
their marketing and branding strategies. This sthdel done with cognisance of the
trends and dynamics in technology and its roleradpction and service delivery.



ROZSIRENY ABSTRAKT

Internacionalizace, expanze &spbeni firem rychlého @erstveni v tiznych
zentpisnych oblastech zopakovala problémy spojené sv&tim spatebiteli.
Zakladnim pedpokladem vyzkumu této diseitéd prace je skutmost, ze v
pramyslu rychlého obterstveni manafe znalek pichazeji v globalnim
podnikatelském pros&tdi do neustalého styku &nymi zakazniky ztiznych zemi,
ktefi maji rozdilné chuti, rozdilné preference a razglilreakce na odliSnosti
brandingovém rozhodovéani firem. Tyto rozdilnosti kulturdch maji tendenci
implicitné nebo explicité ovliviovat brandingové strategie, které spnlesti
piijimaji. Tento vyzkum spojuje kulturni dimenze vyteoé Geertem Hofstedem a
rozpracované Marieke de Mooijovou s teorii margvého mixuTyto koncepty
jsou vyuzity pro vysstleni, jaké je chovani spebiteli vaci znatkam rychlého
obserstveni VCeské republice a Ghan

Hlavnim cilem této disertai prace je vytviit model strategie budovani zthy
nagi¢ rozdilnymi kulturami v globalnim gmyslu rychlého okerstveni. Déle je
vyzkum zangien na brandingové strategie firem vupiysliu rychlého oerstvenis
ohledem na dimenze marketingoveho mixu a chovaoiredmtelr vici rychlému
obserstveni Ceské republice a Gham hlavnim marketingovym pramnym, které
urcuji preference spbiteli pri vybéru znaek v pfimyslu rychlého oberstveni.
Vedle hlavniho cilu byly stanoveny dilcile: (a) analyzovat kulturni orientaci
(kulturni dimenze) spéebiteli v Ceské republice a Ghars ohledem natzné
vékové skupiny a pohlavib) urit vztah mezi spdebiteli (wk a pohlavi) vCeské
republice a Ghaha jejich reakce na pramné marketingového mixu; (c) zkoumat
vztah mezi pohlavimi,&kovymi skupinami, vySi fijmu acetnosti nakupu rychlého
obserstveni mezi respondenty Weské republice a Gha&n(d) stanovit vzorce
preferenci spoebitelr v Ceské republice a Ghara predstavy firem s ohledem na
tvorbu noremci ptizpasobeni vyrobk nebo sluzeb rychlého &brstveni; (e)
provést vyzkum, jak spi#bitelé vnimaji roli internetu v kustomizaci prodiuk
rychlého olderstveni a trendy vyuZzivani internetu v obsluzéhlgioco olierstveni;
(f) provést vyzkum vzofc preferenci spoebiteli a predstav firem o Zazeni
mistnich/tradinich slozek vyrobk a sluzeb rychlého @ékrstveni pro éely adaptace
¢i tvorby norem;(g) analyzovat strukturu trhu jmyslu rychlého oterstveni a
strategie pro dosazeni konku¥anvyhody.

V Ceské republice a Gharbylo vybrano celkem 1253 respondert toho 460
responderit z Ceské republiky a 793 respondimt Ghany. Z celkového ptu 793
responderit vybranych v Ghahnbylo 421 Zen a 372 miiZzatimco 236 Zen a 224
muZi predstavovalo celkem 460 respondentCeské republiky. Podniky rychlého
okcerstveni byly roz8leny na mikropodniky, malé,istdni a velké podniky. Kazda
kategorie byla zastoupena 2 podniky rychléhdeogtveni; proto bylo vybrano 8
podnikii rychlého oberstveni pro kazdou zemi.

Vysledky ukazuji, ze v obou zemich existuji rozdityezi preferencemi a
vnimanim spdebiteli rychlého oberstveni. Atributy, jako jsou cena, kvalita
vyrobki, zdvdilost zangstnand@, propagace &istota, jsou spéebiteli v obou
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zemich pi ndkupu rychlého alerstveni povazovany zailézité. V zemich se ale
vyskytly specifické preference. Spebitelé v Gha& povazovali Bhem rozhodovani
o koupi, za relevantni smysl pro vzajemnou sountélst? gicemz pro ceské
spotebitele bylo hlavnim atributem pohodli, vyZiva auha po zmné. U
responderit z obou zemi byly patrné také rozdily mezi aspeadaynografickych
proménnych a promnnych marketingového mixu, kulturni dimenzégtnosti
nakup rychlého oberstveni a dalSi atributy obsazené ve vyzkumnyahkaich.

V ramci této diserténi prace byl vytveen komplexni cross-kulturni model pro
management ziky globalniho pimyslu rychlého oterstveni. Tento model byl
zalozen na faktorech a prémmych, jez byly shledany jako relevantni pro stamiv
konkurenceschopnosti firem a chovani sploteli. Model poskytuje prakticky
navod pro manazery, jakiidit své znaky, aby v globalnim prostdi pamyslu
rychlého olserstveni, zajistili konkurenceschopnost &&lg a to s ohledem na
dynamiku chovani spisbiteli, ktera je dana jejich kulturni orientaci.

Vyzkum ukézal, Zze &oliv maji stedni a velké podniky rychlého &rstveni
dostaténé zdroje pro efektivni rozvoj a zawdd brandingovych strategii,
mikropodniky a malé podniky rychlého @rstveni disponujfadou vyhod (nap
flexibilni vyrobni procesy a osobni kontakt se zaklhy), které jecini, pokud tyto
vyhody vyuZivaji, konkurenceschopnymiMikro a malé podniky rychlého
okcerstveni jsou schopny Iépe uspokojit ipblyy nenarénych spatebitel.
Monopolistick& struktura trhu, ktera charakterizpj@mysl rychlého oberstveni, je
znamkou toho, Ze je zde prostor pro zisk pro vSgdmmy bez ohledu na jejich
velikost. Proto je dilezité, aby vedeni podnikrychlého olerstveni posoudilo své
silné a slabé stranky na trhu a vyuzilo je véj prosgech. V ramci monopolistické
struktura trhu je budovani silné zkg u podniki rychlého oberstveni rozhodujici
pro dlouhodobou vynosnost, konkurenceschopnogich jgreziti.

Zawr vyzkumu této disertani prace uvadi, ze je nezbytné, ab§lirmanazé v
oblasti pfimyslu rychlého oterstveni globalni postoj k marketingovym a
obchodnim praktikdm. rRom firmy, podle toho kde gsobi, musi brat naédomi
lok&lni orientaci zemi, ktera jedovana sociadkkulturnimi hodnotami zdkaznika.
Na zaklad rozdili v ¢etnosti ndkup rychlého obberstveni ze strany spebiteh
raizného ¥ku, pohlavi a urové prijmu v obou zemich, dopotuje studie podnikm
rychlého ollerstveni pouZzivat segmentace trhu a cilovy margetitomeé toho
konkurenceschopnost podhikrychlého oberstveni na globalnim trhu,fimo
souvisi s jejich schopnosti porozétmiloze individualnich preferenci a vyznamu
ulohy kulturni orientace sp@bitele v rozhodovacim procesu. Proto sfubst,
kterd chce byt ug8na v brandingovych strategiich a marketingovydivigikch, by
se nentla soudtedit pouze na své intergdinnosti, ale musi také chapat, a svym
marketingovym a brandingovym aktivitam gbvat specifické kulturni proénné.
To by ntlo byt provedeno na zakladznalosti trend a dynamiky v oblasti
technologie a jeji ulohyipprodukci a dodavani sluzeb.
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1. INTRODUCTION

1.1 Research background

In this current age of globalization where busieess&re spreading across
different countries, culture plays a significanerm the management and operations
of enterprises. Among the diverse elements of meytéood is one of the most
sensitive and the preferences and behaviour oucoais towards food consumption
are widely visible across countries (Asamoah andv@hcova, 2011a). Lately, fast
food has become a global phenomenon and consumpftitast food forms part of
the daily meals of inhabitants of many countrigsespective of their level of
development. This trend has shaped eating habitsrtfumers irrespective of their
sex, age or economic background as many fast fotmtprises of different sizes are
seen in cities and towns all over the world. Cqguosatly, the marketing practices of
firms in the fast food industry have been influehd®y consumer demographic
characteristics and/or national cultures.

Consumers worldwide are not the same, and therdrfée in consumer behaviour
between countries has intensified over the yeagsaBse all features of consumer
behaviour are culture-bound, and are not suscepsiohply to factors in the
environment but integrated in all the forms of hamidehaviour, there is an
increased need to discover and understand thigratten and its impact on brand
management (De Mooij, 2010). The culture and behavof consumers explains
the myths that surround branding activities ineafigint countries, hence, it calls for
not only the supplying of the same products anglices in every market but also
the implementation of different branding stratedi@sed on the cultural orientation
of consumers in the market of interest. Furthermdine concept of culture in
providing explanations for consumer behaviour akdends to the various
psychological and sociological components of huf@naviour (De Mooij, 2003).
Research into different cultures provides empireatience of the convergence and
divergence in the behaviour of consumer (De Ma03). Hence, the culture of
consumers has tremendous impact on the marketidgbesnding strategies of
enterprises operating in the fast food industry.

The basic premise of this research is that, brantise global business landscape
continually come into contact with consumers froamious cultures. The variation
in culture, as reflected in the behaviour of constgmoften has an implicit or
explicit effect on the branding strategies that adepted by firms. Furthermore,
because of the interaction between the elemertisand positioning and the various
variables of culture, there is a need for a comgmelve brand management model
with reference to the culture in which firms operdt the branding strategy has to
be in context and in tune with the culture, thear¢hmust be an interaction and
adaptation of the brand positioning elements witle tultural variables and
consumer values, characteristics, preferences>get&tions.

According to De Mooij (2004), in order for markegipractitioners to understand
the behaviour of consumers’ in different countrikss essential that they make a
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comparison of the national cultures to determine liloey are different from, or
similar to, each other before they implement thearketing strategies. This is
because cross-cultural phenomenon occurs as at resuhe diverse cultural
components that exist among consumers and itign#isant factor that influences
buying behaviour in consumer markets. The cultutdferences lead to the
differences or similarities in the response of coners, and these differences and
similarities are reflected in terms of their agex and income level (Herrmann and
Heitmann, 2006). In spite of how a firm sells prot$ or offers its services in
another country; the branding strategy will beuaficed by the cultural setting of
the country and/or region of interest. Accordingligere are suggestions among
practitioners that, managers of firms should adedyanderstand the differences in
culture before deciding on the kind of productsservice to put out in the market
and the marketing activities and branding stratedgjimat are developed to support
such products and services (Herrmann and Heitn20086).

Recently, there has been a number of studies hat@dmparison of cultures and
cultural differences in different sectors and irtdes (Kim, Forsythe and Gu, 2002;
Sokling, 2004). Some of these studies made congarisetween the differences in
culture and its effect on the values, preferena@sits, needs and buying behaviour
of consumers. Kim, et al. (2002), asserted tha#, c¢hltural values, needs and
behaviour of consumers in different cultural enmim@nts tends to influence their
decision to choose brands, which eventually detezntineir level of brand loyalty.
The research by Kim, et al. (2002) did not invesgghow a company should
implement the branding strategy of a specific braocbrding to the cultural values
and characteristics of consumers. Also, their stadiuded two countries from the
Asian region where the cultural contexts are simitasome extent. This research
compares two countries that are different to adaextent in its geographical
location, consumer characteristics and culture.theamore, although various
researchers have developed models that defines)aidins culture and marketing
strategy, not many of these models focus on brgndimategy implementation in
specific industries in different cultural environmi&®. Hence, this research explores
the cultural influences on brand management and fioms can develop and
implement their branding strategies in a multia@tienvironment, with emphasise
on the fast food industry.

1.2 Statement of the problem

The significant role of culture in international rketing, paves way for
managerial skills and competencies that transceamiess countries. As firms
explore more opportunities in different countriespre consumers from different
countries are being integrated into the world merkdience, it requires an
understanding of culture as a multidimensional phenon that goes beyond just
nationality (Srnka, 2004). In today’s business wprhe differences that exist
between countries tend to influence the marketimgctes of multinational
enterprises. Also, the influence of culture on consrs makes them perceive

16



external stimulus from a different perspective. eent has become necessary for
enterprises to consider the impact of culture i development of branding and
marketing strategies to influence the consumptio gurchasing habits of
consumers.

In the past, some international marketing practérs envisaged the convergence
of different cultures into done world culture” that would aid in the global
standardization of marketing activities (Levitt,8B). However, this prediction has
been an illusion due to the existence of many Hactbrs (such as age, sex and
income level) and cultural soft factors (valuestcpptions) that continue to be a
hindrance on international marketing and are cootisly dealt with, using various
adaptation or localization strategies (HermekinQ0%). According to De Mool
(2005)“Markets are people, not products. There may béaglgroducts, but there
are no global people. This assertion explains that it is impossible évelop the
same strategies for different markets. Even in $eahstandardization, there has
been a shift although very gradual, from the regslkandardization for specific
countries and cultures to mass customization, whesducts are designed to meet
the needs of consumers in the same country anareult

In developing branding strategies, it must be ermsjzled that some factors impact
on some elements of the brand more than others, 8ésne categories of brands are
more susceptible to particular factors than othidmsvever, the effect may vary in
accordance with the consumer segments, marketscalhade. The dilemma that
managers of brands face is how they can effectivehavel the various elements of
factors and convert such knowledge into policiestategies that will fully enhance
the viability of their brand in a particular markaet well as across multiple markets
simultaneously. Such an initiative requires theedl@@ment of a common model that
takes into consideration the salient factors (mdkland external of the firm) that
affects the brand efficacy and can be manipulatedhk firm across markets in
order to maximize the potential of the brand.

Past research indicates that, there is a strongemfe by culture on the
perceptions, actions and values of the consumdrapld and John, 2005; Escalas
and Bettman, 2005; Mufiz and O’Guinn, 2001; Chown® and Ho, 2000). Some
other research also indicates that, culture candnte marketing and advertising
strategies of the firm and consumer buying haldtméster, Hauser, Wernerfelt and
Rust, 2000; Green, 1999; Grier and Brumbaugh, 19908¢cifically, the values of
culture affect decisions with regards to productaligoment, pricing, distributions
and communications (Lam and Lee, 2005).

In the fast food industry, marketing managers cami@ contact with different
consumers from different places with varied tapteferences and response to the
variables of the firms branding decisions. Consatiyemarketers are constantly
involved in taking decisions on either to standagdior adapt their branding
strategies. The aggregate of consumer’s resporns@naling decisions of firms can
be very similar or it may differ from consumer tonsumer in the same country
depending on the extent of influence of culturem8acountries can also be very
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similar or different in other cultural dimensionsamnsumers indicators from that of
the home country of the firm.

Various studies have found strong differences enlddhaviour of consumers with
respect to their ages, sex and income levels. Rstance, Asamoah (2010);
Chovancova, Asamoah, De Alwis, Samarakoon and @0&0) found that loyalty
to brands and the evaluation of brands is infludreteongly by the ages and sex of
consumers. Also, Asamoah, Chovancova, De Alwis, @&akoon and Guo (2011)
found strong differences between motivation to brgnded items and sex and age
of consumers. Furthermore, risk aversion and socemonstrance varied
significantly among consumers of different ages aex in different cultural
orientations in Africa, Europe and Asia (Asamodhale 2011). In spite of the fact
that consumers patronize similar products and sesyitheir motivation for buying
vary largely depending on the extent of influennd differences in personalities as
determined by a person’s cultural orientation al a® their age, sex and income
level (Chovancova, et al, 2010).

Therefore, a comparative study into the role otuwel in the global fast food
industry as well as the behaviour of consumerslevant. As already indicated, the
fast food industry is used because, among thewsartements of culture, food is the
most sensitive. Moreover, the popularity and consion of fast food among
people in countries all over the world and its gllophenomenon justifies the use of
the fast food industry. This dissertation providesomprehensive study into the
behaviour consumer and the branding strategiesrot fin the fast food industry
using the Czech Republic and Ghana as a comparatise study. Further, it
explores how culture influences consumer behavandg how firms can develop
branding strategies and adequately manage thencrease their competitiveness in
the global marketplace.

1.3 Delimitations

This research examines fast food enterprises opgrnat the Czech Republic and
Ghana. Therefore, the selection of firms delintiis research to only investigating
enterprises in the respective countries. It dogéddistinguish between their origin.
Once the fast food firm is found in the jurisdictiof the country, it is qualified to be
included in the research. Also, because the resegecifies the countries involved,
only the citizens in the respective countries ateded. This research therefore
excludes foreign nationals residing in the respectountries. This ensures the
assessment of consumer behaviour and the cultimahgions of the countries from
the point of view of citizens. It further adds tbet validity, reliability and
generalisability of the results and conclusionthtorest of the population.

1.4 Fast food and the fast food industry

The term“Fast food” was known to have been used for the first timeain
dictionary by Merriam—Webster dictionary in 1951 giMam—-\Webster, 2011)
Merriam—Webster (2011) defines fast food*“asterm given to food that can be
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prepared and served very quicklyifi as much as any meal with low preparation
time can be regarded as fast food, the term ustefys to food items that are sold
in outlets with low preparation time and also offéérto customers in a packaged
form for take-out or take-awayFast foods are mostly designed for ready
availability, use, or consumption and with littlensideration given to quality or
significance(Merriam - Webster (2011). Fast food differs fraonvenient ready-
to-eat-on-the-go confectionary or bakery items ldekes, biscuits or bread; and
snack items such as candies, peas or fruits. Ldt@dy food outlets are known as
Quick Service Restaurants (QSR’s) perhaps to atr@dgreasy, unhealthy, cheap
stigma that is associated with ttfast food” label. Also, they are often known as
“Food Away from Home'(FAFH) (Islam, Ullah and Abu Nasim, 2010).

According to Park (2004), fast food is ‘anexpensive food prepared and served
quickly”. The food provided by fast food firms is convenjemtiick, and usually
reasonably priced. Park (2004) further explairet,tfast food differs from other
kind of food outside the home in the sense thas ifast and easy to prepare,
providing a common and consistent product awth less cooking time. The
products and services provided by fast food firmes sometimes standardized or
customized. There is also the option“sélf-service” where consumers are able to
choose the contents of the products at the preroistge fast food outlet. In some
developed countries, as part of the marketingesiras of firms and their quest for
guicker delivery of service, they have capitalized the advances in Information
Technology (IT), to enable consumers chose theeodmiof their food orders online
and have it delivered to them at home or they@gidk it up on the premises of the
outlet. This tends to complement the regularlylband mortar service delivery.

Furthermore, Bender and Bender (1993) definedféast as dgeneral term used
for a limited menu of foods that lend themselvegprmduction-line techniques;
suppliers tend to specialize in products such asithagers, pizzas, chicken, or
sandwiches.” According to Jekanowski, Binkley and Eales (20014 major
distinguishing factor of fast food from other tyméf$ood away from home is that, it
Is indeed a fast-near immediate service, which igies/ a consistent and popular
product’. Usually, due to the standardization of menu anasisbency in quality,
just a minimal time is needed to obtain informatadyout food items (Jekanowski,
Binkley and Eales, 2001). Hence, consumers are tabéat and at the same time
engage themselves in some activities like shoppuagk or travelling (Jekanowski,
Binkley and Eales, 1997).

There are other characteristics that describe dbe fbod industry in whole or
partially. The fast food industry is made up ofezptises that sell meals that are
ready to eat immediately. The food items are uguplckaged in takeaway
containers. Often there are no table services weeb(that is to say that, the food
may be eaten on the premises but there are norgvaitevaitresses (Emerson, 1990;
Park, 2004). Today, fast food enterprises coméenform of either kiosks or large
elaborate quick service outlets. It is common ® small fast food outlets on stands
or kiosks, which may not provide shelter or seatfagcharacteristic of QSR'’S).
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However, large fast food franchises do have seaing to accommodate customers
who may want to eat their food on the premises.

The food that are provided by fast food enterprem@shighly processed and are
usually prepared in an industrial manner. Generdhyg food is prepared with
standardized ingredients and the standardized me&thoooking and production are
used.The final products are usually delivered in cartonbags and without cutlery,
in a speedy manner so as to minimize cost. Dueet@dnvenience of products from
fast food firms, the industry is very popular aramnenercially successful in many
modern societies. Some fast food outlets proviteve-through” service which
allows customers to make their orders and pick tbprwithout coming out of their
vehicles. The nature of fast food products are sighthey are eatéon the go.”

Popular global fast food franchises provide highum@ products and services at
relatively low cost/price and high speed. Therefdne defining characteristics of
fast food outlets are described in four major el@isienamely the cost, convenience,
price and speed with which the food is prepared sereted. Usually, in order to
provide quick service delivery, fast food meals prepared before the customer
comes into the outlet. However, at many outlets dnde-ins, it is possible for
customers to see the food been prepared or thepfioduct been packaged before it
Is delivered. This is usually done to confirm themt advertising message that
flaunt their hygienic standards. Although there #meusands of enterprises of
various sizes and forms in the fast food industyoss the globe, McDonald’s,
Wendy'’s, Arby’s, Subway, KFC and Burger King arengoof the leading global
brands.
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2. CROSS CULTURAL BRAND MANAGEMENT

2.1 Culture and its relevance in the management dirands

Globalization brings to businesses a lot of oppoties for the creation of
multinational companies that transcends across erdift nations. These
opportunities do not come without challenges. THwllenges that cultural
differences bring are quite enormous and managmasitfdifficult to grapple with
them. According to the Economist Intelligence U(U) (2008), the effective
management of brands across multiple markets oturesl continue to be a
significant challenge for firms that enter new nesk In the survey by the
Economist Intelligence Unit (EIU), more than haff 1315 senior executives from
around the world indicated that, it is increasiniggcoming difficult to maintain the
consistency of brands. It was revealed from theysthat, the major challenge in
managing brands are cultural barriers (64%) anduage and translation issues
(44%). However, over 66% of the respondents werthefview that an essential
component for the success of a brand is the abdftyhe firm to localize its
marketing and branding efforts. In addition, it wavealed that translation and
adaptation to culture had a positive effect onssale

According to Doole and Lowe (2008)ulture is defined as the sum total of
learned beliefs, values and customs that serveirextdconsumer behaviour in a
particular country market”.Culture is made up of beliefs, values and custdras t
are usually embedded in a society and have noteehtberences among countries
(Doole and Lowe, 2008). Furthermore, Hofstede ()} @®advides a very common set
of models for international cultures. AccordingHofstede (1991) culture is the
collective programming of the human mind that dtishes the members of one
human group from those of anotheHbfstede (1984) also indicated thatilttire in
this sense is a system of collectively held valués individual's cultural
orientation makes them either to be similar to s@ueple or differ to the vast
majority. Culture enables us to describe the ththgs are common to people within
a group. This means that culture provides the framonle for differentiating between
In-group and out-group.

Also, the concept of culture could be seen from peospectives. Firstly, culture
can be seen as a system of shared meaning arsgltid da with groups with shared
iIdentity. The basic essence of a group is to be @bhtommunicate at the superficial
level (with ordinary language) and at a deeperllef/eneaning. The deeper level of
meaning in communication has to do with the usevafds, actions and things that
has special and specific meaning for the groupois#y, culture can be seen as
behavioural rules that underline the individuaks/do day activities. Hence, culture
is a way of living which members of a group havedeped over a period of time
and passed on from one generation to another.

The frame of reference of culture can be analyeaoh fa country, religion, value,
ethical, language and/or many other areas of stAtho, culture has to do with
iIdeas, beliefs, rituals, skills, arts, ceremoniedes, institutions, tools, techniques,
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customs, taboos and works of art and symbols, thgswef relating to the world,
habits of thinking and behaving among others. Th&b say that, every society has
its own way of life and thinking process exclusteeonly those who belong to it.
Culture plays a vital role in the evolution of humaeings and it makes it possible
for them to adapt to the environment and to thein grinciples rather than to be
dependent only on natural selection to achieve tagapguccess. In general terms,
culture can be seen as consisting of three mamezits:

* Values - these are the ideas that inform indivslualthe society about what
in life is considered important.

* Norms - refers to the behaviours that are expeftted people in different
situations.

» Artifacts — these are the things or material celtuand they portray the
culture's values and norms. However, they are bd@m@nd manufactured by
humans.

A combination of these elements provides a pictiirdhe behaviour and attitude
expected of members of a society. Asamoah, eR@l1) explain thatthe cultural
orientation of an individual has an impact on wipabducts and services they will
buy, how much money they are prepared to spendmoduct or service and how
they respond to advertisemen&dr a business enterprise, an understanding of the
elements of culture will enable them to chooseeleenents of their brand, such as
logo, name, slogan etc, and effectively communitatebrand to consumers.

The socialization process in the society makesgsible for a person to learn
about the rudiments of the culture they find thdwese That is to say that, culture
can be learnt by growing up in a society and cao &l taught or imitated. The
instruction of culture can come from the variouseratg of socialization. For
instance, a person can learn not only from pardntsalso by imitating peers in
schools and persons in the media and social emagah Culture is evident in
aspects of society such as politics, everyday feating habits, language and
religion, and these indicators varies considerall®ss countries. From this, it can
be seen that the understanding of different cudtuseimportant in international
branding and marketing.

Cross-cultural skills are a key decisive factordaccess in brand management in
the global business environment. As a result ofititeeased uncertainties in the
global business arena and the intensity of the etitrgn in the marketplace, it is
clear that firms have to do a lot to improve thmisiness models in order to attract,
satisfy, and form a formidable and sustainable tio¥lahip with customers.
Consequently, marketers in the international bissrenvironment must understand
the cultural variables of the countries they intémdnter as this will help them to
predict and anticipate the behavioural patternsnwimteracting cross-culturally
(Asamoah and Chovancova, 2011b). Furthermore,ulieral variables enable firms
to develop brands that are of relevance to the wuoass’ motives for buying
products and services and their cultural orientistio
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Sociologist who study cultures explain that, indisal behaviour is dictated by
the culture into which they are born or within whithey grow up. The differences
in culture are significant in consumer behaviowende, it is an obvious hazard for
firms operating or intending to expand into marketgh a culture that is
significantly different from their home country. 8ldes, the proneness of consumers
to buying and sticking with specific products amdr is largely influenced by their
cultural values. Regarding the publicity and prangiof the brands of a company,
the understanding of cultures aids multinationahpanies in the development of
the necessary communication mix for promoting theands in diverse cultural
groupings across the globe (Al-Wequain, 1998).armore, it offers a wide range
of communication and collaborative technologieg #rables firms to manage their
brand experience in several cultural channels audyigphical areas (Al-Wequain,
1998).

There are two main processes that influence indalidresponses and
interpretation of stimuli. They are mental and abprocesses. The mental processes
determine how individuals behave. Mental procesmes mostly internal and it
borders on the way people think, learn, perceiagegorise and process information
from the external environment. On the other haondias processes relates with the
way individuals relate with others, including theiptivation and emotions. The two
processes tend to affect interpersonal and massnaoaimation, which also affects
the style and appeal of marketing communication. résearching into how
marketing communication and branding strategieskwaross cultures, all the
various elements must be taken into considerat@utural models aids in the
analysis of culture’s consequences for the self@ardonality as well as the mental
and social processes, and how they influence thigagjlcommunication strategy of
multinational companies. The models on culture teadclassify patterns of
fundamental problems that have implications for ftnectioning of individuals and
groups (De Mooij and Hofstede, 2011). There are mwén ways in which culture
affects brands. They are:

* The unexpected meanings and interpretation of lsrandmany cultural
contexts. This is due to factors such as the agsthef the brand, historical,
social, political and local realities.

 The psychological patterns of consumers are not slw@me in different
cultures; hence, standard branding models areppdicable in some markets.

2.2 The concept of branding in perspective
The concept of branding is a vital aspect of theketang strategy of most firms.

Brands, especially those that are strong aid ineitablishment of a firm's identity
in the market place, and it eventually leads todéeelopment of a solid customer
franchise (Aaker, 1996; Keller and Aaker, 1998)e Titcreasingly trend of most fast
food firms to go global has resulted in the needrtand products and services to
make them different from that of other firms. Kotlend Pfoertsch (2007) assert
that, brands are gradually becoming more essdatifirms in all industries because

23



customers constantly come into contact with diffiereuppliers. This assertion
emphasizes the need for local and internationalféasl firms’ enterprises to brand
their products.

Czinkota and Ronkainen (2004) emphasize the saamfie of a brand by
suggesting that theyshape customers decisions and ultimately, createnemic
value.” Branding is definitely not everything which undees a successful
business, that is to say that, branding is nathall marketing is about; the reality is
that, it is just an aspect of marketing. However,d business, the role that branding
performs cannot be ignored throughout the existeheecompanyTherefore, when
the firms gets the branding strategies right, likisly that all the other components
of the marketing mix will work appropriately to tliems advantage. As indicated
by Aaker (1996),’A brand is a distinguishing name and/or symboldswas logo,
trademark, or package design) intended to iderthfy goods or services of either
one seller or a group of sellers, and to differatdi those goods or services from
those of competitors. A brand thus signals to tretamer the source of the product,
and protects both the customer and the producer.”

The American Marketing Association (AMA) define eabd as &name, term,
sign, symbol, or design, or a combination of thetended to identify the goods and
services of one seller or group of sellers and iftedentiate them from those of
competition.” Technically, anytime marketers create a new ndogs, or symbol
for a new product or service, they have createcaad Over a period of time, that
brand image is associated with a level of credyhiljuality, and satisfaction in the
minds of consumer's in the target mark&ansequently, Hollenson (2007) indicates
that, the basic purpose of a brand is universal #merefore transcends
internationally. The purposes are:

» To distinguish a company’s offering and differetdi@mne particular product

from its competitors.

* To help with the promotion of the product.

» To guarantee a certain level of quality and sattsfa.

» To create identification and brand awareness.

Furthermore, Hollenson (2007) states that thespgsas functions to create new
sales opportunities and thus command a higher mahae. It also contributes to
the creation of consumer loyalty by creating demémdugh repetitive sales. In the
view of Yu and Boggs (2006) the meaning of the ephof branding is more than
just putting a name on a product. They explain twa@nds are as a result of
marketing segmentation and product differentiatidts. explained by Bradley
(2002), a brand:

» Offers consumer a reference point, during the m®aaf purchasing and

afterwards.

* |Is a product or services that gives functional fisswand added values that

some consumers value sufficiently to buy.

» The value arises from the consumer experiencesatieagained from using

them, thus, familiarity, reliability and risk reduan.
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* Provides information as a sophisticated form otigaeddded. This value added

provision varies from market to market and frometita time

» That is successful results from the balance betweectional benefits and

discriminating benefits.

The brand is a symbolic personification of the valg information that is
connected to the firm’s product or service. In nezges, the brand is made up of an
explicit logo, fonts, colour schemes, symbols amahsl which are further expanded
to signify implicit values, ideas, and even perditpaThe main objective of
branding is to create a relationship of trust betwée brand and the customers.
The recognition of a brand as well as the reactimm consumers is formed by the
accumulation of consumer experiences with the mbdu service. Consumer
experiences may be as a result of the actual ue @froduct or service or it may be
from the influence of advertising and other eleraa@itthe communication mix.

The purpose of creating a brand is not to satisyrteeds of a customer, but also,
it is meant to achieve the goals and objectivesrofenterprise. Researchers and
practitioners in marketing focus their attentiontba creation of brand portfolio for
segments of the market as a basis for successhtegic management. Sherry
(1998) emphasized théivhen several companies market a similar produttsi
important that the brand name be clearly visible thhe packaging and easily
recognizablé’ When competition is intense, enterprises tendintest a lot of
money and effort into making their brand name stwousehold name.

Due to the intensity of global brand competitiord amonsumer expectations of
brands, various researches on brand equity havaapmd different kinds of brand
equity dimension. In the Customer Based Brand Eq@BBE) model, brand equity
Is seen from the point of view of consumers. Thaufoof the CBBE model is the
development and management of the brand in suchaw#&y create customer capital
in the long term. This is based on the assumptiat, brand management decision
in the global market must be customer oriented. TBBE model is the most
comprehensive denominator for brand equity analyBiee model explains that,
brand development and extensions is largely dep¢mmatecustomers. Therefore, the
resources allocated to the brand development poeds be more efficient if
customers are prominent in the process.

According to Aaker (1996), the CBBE ‘ia set of assets (liabilities) linked to a
brand’s name and symbol that adds to (or subtré@sn) the value provided by a
product/service to the customefThe relevance of the CBBE model lies in the fact
that, it focuses on how consumers perceive brandtyegConsumers tend to
perceive brand equity as thealue added” to the product. Hence, they associate
that value with the brand name. Although thwalue added” is a function of
multiple facets, thécore” facets are the primary predictors of the willingsi@r
intension of the consumer to purchase the brandtlameventually behaviour that
goes with it. From the point of view of Keller (20), the CBBE isthe differential
effect of brand knowledge on consumer responsaeantarketing of the brand”.
Also, Keller (2001) indicates that, the CBBE occtwbien the consumer is familiar
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with the brand and holds some favourable, stromgl anique brand associations in
memory” (Keller, 2001). Figure 1 provides details of therd equity pyramid,
relevant questions at each stage of the brandyedaitelopment process and the
branding objectives at each stage.

Branding objectives
at each stage

Stages of brand
development /

4. Relationship / -
Intense, active
(What about you and Resonance loyalty

me?) /
I / \ I

3. Response ,r./f \ Positive
(What about you?) Judgment Feelings assess::uble
reaction
I / \ I
2. Meaning / \ Points of
(What are you?) Performance ‘ Imagery parity and
\ difference
I f |
1. Identity / Salience Deep brand
(Who arevou?) // \ awareness

Figure 1: The brand equity pyramid
Source: Keller (2001)

In global marketing, in order for a brand to beost, it must exhibit certain
functional and emotional associations as well elsness with the customers in the
market. That is to say that, the brand must hafferdnt associations at every level
of contact with consumers from salience to reso@aiht general, when there are
multiple brand elements, then the image is streaggd. In the international fast
food industry, an adequate understanding of theadbezjuity elements of the firm
and that of its competitors is necessary for bngdan effective brand, managing as
well as evaluation of the performance of the brafte brand equity pyramid is
significant because it contributes to the compadriess of the firm by making the
consumer the focal point of branding activitiestalkes into account, the identity,
meaning, response and relationship of the brantd weinsumers. This is critical
because, all the aspects of the brand equity génameolve uncertainties which are
often difficult to predict and quantify.

However, there are some obvious indicators (spatiyt cultural dynamics) of
the target market which makes it possible for tine to have a fair idea of the
important elements for building brand equity. Thesence of cross cultural brand
management is to build a formidable brand equi&t tesonates with consumers in
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different international markets. Firstly, having serong brand equity provides
leverage for the firm to launch new products ars d&r franchising and licensing
purposes. This is especially relevant for largdgldast food chains which operate
on the franchise principles. Strong brand equityvigtes a platform for strategic
brand extension in the global business environnteatondly, strong brand equity
insulates firms and makes them resilient to mackisis and changes in consumer
tastes. Therefore, building formidable brand eqpityvides the firm with the ability
to survive turbulent times, especially in this eyf global business which is
characterized by uncertainties. Thirdly, a strorgnd ensures that the product and
services of the firm is resistance to attacks fommpetitors if not repel competitors
altogether.

2.3 Relevance of brand and branding strategy in c@umer markets

When brands are created, they must be managedamsatent basis throughout
their existence in order for the firm to gain optim benefits. Ryder (2003) defines
brands management d&the application of marketing techniques to a sfieci
product, product line or brand. It seeks to incredlse product's perceived value to
the customer and thereby increase brand franchiskl@and equity.”The essence
of brand management is to develop a comprehensarallstrategy that will ensure
that the products and services that comes withbtia@d name are competitive
enough to gain and attract consumers as well agase the market share of an
enterprise.Although branding strategy is very essential f& tompetitiveness of a
firm, it is also one of thenost fraught areas of marketing. The key poinh#,tit is
not possible to have a branding strategy withazlear objective.

A brand cannot function without a strategy andftimetion of brand management
Is to implement the brand strategy (Chartered titstiof Marketing (CIM), 2003).
Mayers (2003) explain thatthe brand strategy includes brand image, brand
identity, brand promise, employer brand, brand ggurand naming, brand vision,
brand mission, brand value, brand attribute, brgmersonality, brand relationship,
brand living and brand experiences&cording to Arnold (1992),“branding
strategy is the process whereby the offer is mo®tl in the consumer’s mind to
produce a perception of advantagelhe consumers who make up the market are
the judge of this advantage. Arnold (1992) furtlséstes that, the objective of
strategy is a sustainable competitive advantagehwimay come from any part of
the organization’s operation. In the view of Kell@001), brand strategiis a
product, but one that adds other dimensions thfiémdintiate it in some ways from
other products designed to satisfy the same neBaete are two aspects of a brand.
They are the tangible brand part which is whatloaseen, touched, smell, taste and
intangible part which is what can be felt.

Because fast food firms strive to create value, stnategies they develop and
implement should be oriented towards the creatfanpositive image of their brand
in the minds of consumers and make the brand atteaio potential buyers. Hence,
all the activities that the firm engages in mustabgned with this orientation. The
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development of a brand strategy could be a diffistdp in the marketing planning
process. However, it is often the biggest challgeg®most businesses, although it is
a critical step in creating the identity of thenfirThroughout the existence of a firm,
the brand identity will be communicated repeatadlgeveral ways with frequency
and consistency. It is therefore essential forftima to develop a comprehensive
branding strategy that will ensure that the bradeéniity is communicated
effectively. When the brand strategy is effectivereates a unique identity that will
differentiate an enterprise from the competitiothe market (Aaker, 1996).

Brands that are strong authenticate the sourcheoptoducts and services they
represent. The brand also serves as a promise ofatheof goods that are sold by
the firm. When consumers buy branded items, ther@ promise of value by the
firm to them. The promise is manifested in the pase decision process, in that, the
risk-to-reward ratio of buying a product with acstg brands higher compared to
that of buying a similar product that is not brashd& brand name that has existed
over a period of time is seen as reputable in tirdsnof consumers. Generally,
products of such brands attract customers and agv@nsumer loyalty. This is
because; consumers tend to buy the brand namedqgbtnoginly because they trust
the firm. According to Erdem, Swait and Valenzué006), branding offers
consumers an important signal of quality that redute perceived risk. Due to the
difficulty in assessing product attributes and dguakith experience and credence
goods, buyers may perceive high risks in producisttens. An important avenue for
consumers to handle these risks is by buying brathds are well-known,
particularly those with which consumers have hasitp@ past experiences (Aaker,
1991; Levy, 1959; Mitchell and McGoldrick, 1996)n#ings from gender-related
research by Byrnes, Miller and Schafer (1999) risvéd@at, women are more risk
averse than men. Past studies on consumer behawmttioates that risk aversion
increases with age (Mittal and Kamakura, 2001).

According to Chovancova, et al. (2010), brandse@w a source of guarantee of
trust in the expected performance of the produc provide continuity in the
predictability of the benefits of the product. Ths because they raise mean
perceptions about quality and lower their variantéllows that, brands perform a
risk reduction function and it is expected thatk rieduction is an important
determinant of consumer decision making (Chovancataal., 2010). When
customers buy branded items, they are convincddthleaguality of the product is
good, and they will not have problems receivinginef or replacement if for some
reason the product is damaged or otherwise unadadepftThis generates consumer
preference and loyalty for the brand. The bendhist accrue to the firm from
building customer loyalty include lower vulneratyilihigher profit levels, and larger
market share.

Furthermore, as indicated by Levy (1959), brandeseias a symbolic tool that
makes consumers project their self-image to theerg In consumer markets,
brands serves as an expression of intrinsic va(ael-expression) or extrinsic
values (prestige) to buyers. However, the levebgiression is largely dependent on
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how involved the individual is, in communicating tivithemselves or with their
social environment (Grubb and Grathwohl, 1967).0Althe self of an individual

develops within a multifaceted process of socitriaction (Grubb and Grathwohl,
1967). The theories of self-congruity by Sirgy (29&nd self-enhancement by
Shrauger (1975) provides explanations as to whyefsulpok out for the symbolic

benefits of brands. For instance, Shrauger (19%pJaas that, by purchasing
products of specific brands, buyers preserve angimant their self-concept.
Bradford (2008) explains that, in markets wherelibger puts in his or her ego in
purchasing a particular brand, the brand meaningegoriceless.

Studies have shown that, when people buy brandg,db so because they want
to communicate to others the kind of person theyoauthey would like to be (Belk,
1988). It follows that, buyer's use brand as a synab their status and as a means
of signalling their membership of certain kindsgvbups. The visibility the brand
commands in the product category makes it the nposterred symbol for
expressing one’s social status. Furthermore, y@auogple focus on the development
of their professional andsocial” careers. They are likely to be interested in
portraying their progress in life and personal aebiments (Chovancova, et. al,
2010). Therefore, they are likely to value the abeiffect of brands higher than
older consumers. Also, the value of brands as @akig other consumers may be
high for both male and female consumers.

Consequently, it is very essential for fast foathé to manage their brand in local
and global market to perceive the changes in coasubehaviour and their
motivation to accept global brands. An understagdnf this fact is necessary
because it helps the fast food firm in their attetopchange customer preferences in
favour of their brands. Global fast food brands mat only compete among
themselves, but also they compete with regional Ewdl brands. Fast food
enterprises that operate on the national or lomatlland does not belong to the
group of global brands endeavour to strengthemn greisence by developing their
branding strategy using advantages in the locaketarand abilities to satisfy the
taste and preferences of customers. However, dast énterprises, whether local or
global equally face several challenges and thréetsause the behaviour of
consumers change continuously.

Many companies build their brand through the prodiey offer to the market.
Products that succeed in the market are createdighrthe blending of multiple
features. These features are positioned and dissingd by way of some special
offering and then it is eventually established &saand. When a customer is loyal to
particular brand, it implies that, the product Ha#illed the expectations and
requirements of the customer. Satisfying a custotrarslates the brand into a
pivotal product to give the organization a competitadvantage in the market or
industry it operates (Chovancov4, et al., 2010)weicer, it must be noted that
consumers who are loyal to a brand have the poavarake or break the image of
that brand by word of mouth communication. Suchscomers could break the brand
when they lose confidence in the product quality.
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3. CROSS CULTURAL CONSUMER BEHAVIOUR

3.1 Culture and consumer behaviour

Consumer behaviour refers to the processes thatgpengage in when they want
to select, purchase, use, or dispose products rgices, ideas or experiences in
order to satisfy their needs and desires (SolorBamossy, Askegaard and Hogg,
2006). Schiffman and Kanuk (2000) define consuneraiour asthe behaviour
that consumers display in searching for purchasuging, evaluating and disposing
of products, services and ideas=urther, Schiffman and Kanuk (2000) explain that
consumer behaviour studies how people decide on teospend their available
resources, thus, money, time, effort on consumpedated items.

Consumers are dynamic in their taste and prefeseatéood, hence, fast food
firms must strive to understand the behaviour ofiscmners so as to develop
strategies to effectively respond to them. Theesaanumber of factors; both internal
and external, that influence consumer behavioues&hfactors span from short to
long-term emotional concerns (Hirschman, 1985; Hacth Loewenstein, 1991). In
order for firms to analyze the impact or performaon€ a given product in a specific
market, they must understand the process involwe@aching a purchase decision
by consumers. In the fast food industry, such asetstanding is relevant because
the behaviour of consumers tends to affect the, osfit and revenue of the firm.
When marketers understand the decision making psoead the attributes that
dominate the buying behaviour of consumers, thaeyetgectively develop strategies
that will predict the trends in consumer buyingdabur in the marketplace.

Consumer behaviour is defined ‘& complex process involving the activities
people engage in when seeking for, choosing, buyusing, evaluating and
disposing of products and services with the goabkatisfying needs, wants and
desires” (Belch and Belch, 2004Kotler and Armstrong (2010) points out that, the
forces that influence consumer purchases are:

e Cultural: This is made up of the perceptions, velugants and behaviours

that the individual learns by being a member ab@esy.

» Social: The influences of social factors like tlegationship of the consumer

to small reference groups, family and social roles.

* Individual: The attributes of the individual likbdir sex, age, income level

and occupation.

* Psychological: The consumers’ perception, motivatiand beliefs and

attitudes.

Over the years, the influence of culture on conssrhas been intense and it has
permeated through the fields of marketing. Reseascim the past have studied the
impact of culture on different aspects of consurbehaviour. The interest has
bordered around the persuasiveness of advertiqapgads, the attractiveness of
product options and the evaluation of brand exterssi(Han and Shavitt, 1994;
Briley, Morris and Simonson, 2000; Aaker and Le@0D). According to Foscht,
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Maloles, Swoboda, Morschett and Sinha (2008), cmess across cultures tend to
associate different brand personalities to onethadsame brandrherefore, some
global brands have been marketed with a constamtdbidentity, although buyers
associate different personalities to the brand dfpst al., 2008). A cross-cultural
brand value study by De Mooij (2010) revealed thatattribute of a brand such as
‘friendly’ is usually associated with strong global brandsuittures with low power
distance and high uncertainty avoidance. On therotitand, the'Prestigious’
attribute tends to be associated with global brandsgh power distance cultures,
whiles ‘trustworthy’ is often associated with strong brands in higheuamnty
avoidance cultures. In cultures that demonstrate pmwer distance and low
uncertainty avoidance, people associataubvative’ and‘different’ to these brands
(De Mooij, 2010).

Furthermore, the concepts of self, personalityntite and image developed by
Mariake de Mooij, that have emanated from the woeld of individualism by
Geert Hofstede are been applied in consumer belvasiodies and the development
of branding strategy. The availability of knowledigem cross-cultural psychology
has helped in the understanding of the basic éiffezs that exist between the
concepts of self and personality in different cdis The concept of self and
personality are explained as follows.

3.1.1 The concept of self

Taylor (2007) views cultural values as an integrapect of the self of the
consumer and not as a factor in the environmehtahce, in order for a firm to
develop an effective branding strategy, the consumest be central. Cultural
values tend to define the self and personality mfsamers. In the individualistic
world, the concepts of self and personality of espe, is made up of an autonomous
entity which possesses a distinct set of attriutpslities or processes. The
composition of these internal attributes or proesssauses behaviour (Taylor,
2007) The attributes and processes of an individual shdug consistently
expressed in behaviour in different situations.sTis because; a behaviour that
changes with a given situation is hypocritical @athmlogical. In collectivistic
cultures, the self cannot be disconnected fromrsthrd the society. In collectivist
societies, the self is an interdependent entity thans part of an encompassing
social relationship.

Moreover, the behaviour of an individual variesnfrone situation to another and
from time to time (Markus and Kitayama, 1991). Tifiyd~letcher, Liang, Zhang,
Kaciroti and Marchman (2008) mentioned that, inr@hithe first words of a little
child are people-related, whiles a child in the t&ai States start to talk about
objects. The state of feeling good is associated wwterpersonal situations such as
feeling friendly in collective societies like Japamlike the United States where it is
associated with interpersonal distance, such dmdesuperior or proud. In Greece
good feelings are negatively associated with a esesfsindependence, whiles
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feelings of happiness are positively related terss of independence in the United
Kingdom (Nezlek, Kafetsios and Smith, 2008).

In individualistic cultures, young people develogentities that make them
function independently in different social groupsda their family. The inability to
do so can result in an identity crisis. On the ptinend, the development of young
people in collectivist societies are based on tlemeragement of dependency needs
in complex familial hierarchical relationships, ath@ ideal situation in the group is
dependent on trying to be like others, rather thamg different (Triandis, 1995).
There are relations of masculinity and femininayariation of the self-concept. In
feminine cultures, modesty and relations are vithhracteristics, whereas in
masculine cultures the enhancement of the selEleadelf-esteem. The relationship
orientations, such as family values, are not jpstHic to collectivistic cultures but
also, they are visible in cultures that are indinlistic and are also feminine.

3.1.2 Personality

According toDe Mooij and Hofstede (2011personality refers to the unique and
cross-situationally consistent and is usually déssat in terms of traits such as
autonomy or sociability.”The ideal characteristic of people in collectiastultures
tends to vary by their role in society, and thahéviour is influenced by contextual
factors. Norenzayan, Choi and Nisbett (2002) exglahat easterners affirm the
continuous shaping of personality traits by situadi influences, whereas those
from the west form the habit of describing themssland others in terms of abstract
characteristics. The practice where consumers hatpm@rsonalities to brands is
peculiar to individualistic cultures. There are dsés that have found brand
personality factors that are culture specific (AaBenet-Martinez, Garolera, 2001).
It is observed that, in the international businessironment, there are firms that
strive to be consistent in their brand messagethéa target market; however,
consumers tend to attribute personalities to suahds in a way that fit their own
cultural values, and not the values of the prodoténe brand.

3.2 Cultural influences on consumer behaviour

The desire to be consistent forms the basis foptkérence for the strategy of
standardisation rather than adaptation by manyaglfaist food firms (Duncan and
Ramaprasad, 1995). It is mentioned by Taylor (2@6a8t the preoccupation with
whether the firms marketing strategies should badsrdised is detrimental to the
pragmatic execution of strategies across severalket®a There are several
assumptions that drives the need for consistehey, include, the assumption that,
having a uniform brand image plays a vital rolethe building of brands in the
global business environment as well as the questionthe role of the standardised
marketing communications in building a uniform kamage (Taylor, 2005, 2007).

The other variable of consistency has to do witle thttitude—behaviour
relationship. Consumers in individualistic culturessially want consistency between
their attitudes, feelings and behaviours. Therefdras possible to predict the
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behaviour of consumers on products, services ardsrb@ased on their attitude. The
predictions of consumers purchasing habits caneoweatl from a positive attitude.
On the other hand, there is not a constant relstiipnbetween the attitude of
consumers and their future behavioural patternsollectivist cultures. There is a
possibility of observing a reverse behavioural grat, thus, behaviour (product
usage) may occur first and then define the conssimgitude (Chang and Chieng
2006). The implication is that, the measuremernttefeffectiveness of advertising
using a person’s attitude towards advertisement mot work in collectivistic
cultures like it does in individualistic cultures.

“Social pressure” which is commonly found in collectivist societiflsee and
Green, 1991) tends to have a relatively weak imitge on people from
individualistic cultures. In individualistic cultes, people make reference to their
personal attitudes as been the dominant factargluencing their buying decisions.
This is not the same in collectivistic cultures wenthe norm is for people to live up
to the standards expected of their social positoorder to savé&face”. The saving
of face in collectivist cultures has to do with beimg in accordance with the social
position a person occupies. Therefore, when aopeeets or behaves in a way
contrary to expectations of the social positiongheson occupiesa shadow is cast
over the person’s moral integrity(Malhotra and McCort, 2001).

The assumption of universal emotions and consunmives are basic to issues
on standardisation, however, the two concepts @tere-bound. The understanding
of the variations in the variables that motivateogle is essential for brand
positioning and for the development of advertisaqgpeals in different markets.
Many of the motives of consumers, like status nestivor luxurious brands, are
category-bound, however, the strength of theseva®tiend to vary across cultures
(De Mooij 2004, 2010). In high power distance awtlectivist cultures, emotions
are more subdued (Kagitcibasi, 1997). Whiles inviddialistic cultures, people are
more interested in the concrete features of a wtatian in abstract brands.

Moreover, because they are less used to concephtudting, people from
individualistic cultures hold the view that branale created by adding values or
abstract personality traits to products (De Mo&{)10). In collectivistic cultures
where context and situation are of significance, ¢concept of branding tends to be
abstract, therefore they are not discussed in wegtsconsumer’s in individualistic
cultures do. Also, the categorization of people afgects varies according to
individualism and collectivism. People in colledsivsocieties focus their attention
on the relationships between objects, whiles pefiole individualistic society’s
group objects according to rules and propertieo(QWisbett, Smith, 1997). Brand
extension for different product categories in indidalistic cultures is seen as not
fitting with the parent brand, but in collectivistiltures, the parent brand is viewed
in terms of the general reputation or trust infihm. Hence, in collectivist cultures
there is a perception that a higher degree of beattension fit for extensions in
product categories compared to brand extensionsiassd with the parent brand in
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individualistic societies (Unsworth, Sears and Paxn2005; Monga and Roedder,
2007).

The manner in which people obtain information vanath power distance and
individualism/collectivism. In cultures that arensidered to be collectivist and/or
high in terms of power distance, information is@oed by people mostly through
implicit, interpersonal communication. In such owdts, the buying decisions of
consumers are based on feelings and trust in the However, in individualistic
cultures or cultures with low power distance, th&ean active acquisition of
information through the media and friends, and thawvhat provides the basis for
purchasing by consumers. According to (De Mooijl@0there are recurrent social
interactions which results in an automatic flowcoimnmunication between people.
Hence, people tend to acquire knowledge uncondgiolrs a study in China by
Cho, Kwon, Gentry, Jun and Kropp (1999), it wasesded that, consumers rely on
word of-mouth communication because of the hightadrrate among members of
a group. Another consumer survey by Eurostat (200@2) 14 countries in Europe
on the degree to which people consider themselgewel-informed consumers
revealed that, the answers on ‘well-informed’ clated with low power distance,
low uncertainty avoidance, and individualism andividualism alone explains 61%
of variance.

There are differences in the way marketing comnatimo works across cultures.
It is important to understand the differences iiure in order to communicate the
advertising message. There are clear distincti@ts/den high-context and low-
context communication of collectivistic and indiualistic cultures. In cultures that
are highly individualistic, communication is mora ¢ess synonymous with
information, whereas communication varies with soland relationships in
collectivistic cultures, and there is a concernldelonging and occupying a person’s
proper place in the society (Singelis and Browr§5 Miyahara, 2004). There are
different interpersonal communications styles shawradvertising styles across
cultures. This distinction is in relation to pedplexpectations of the role, purpose
and effect of communication.

According to Miracle (1987), advertising in indiwalistic cultures must
persuade, whiles the purpose of advertising inectlilistic cultures is to build
relationships and trust between a seller of a codityy@and buyer. In collectivist
societies such as Japan, the focus of advertisitg induce positive feelings rather
than the provision of information. Miracle, Tayland Chang (1992) explain that,
the different purposes are shown in the variatiartsming and frequency of verbal
or visual declarations of the name of the brandaofproduct in television
commercials. It is reported that in collectivistitaves such as China and Japan,
television commercial and brand acknowledgement igedtification, company
name, or product shows up later than in typicakéthBStates television commercials
(Zhou, Zhou and Xue, 2005).

The models of advertising created in developed wms pre-suppose that
consumers seek to be informed, actively gathemrmnddion and to solve problems.
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This kind of model is suitable for individualistand low power distance cultures.
The focus on information is reflected in the asserby Stern and Resnik (1991)
that informational cues are important in assistouyers in making an intelligent

choice from among alternatives in the same categditiiough in some cultures,

there is not a conscious search for informationpbgple, it must be emphasized
that, the information that are seen as relevamdmbers of one culture may not be
relevant to members of another culture.

Information that is contained in marketing commaiien is a tool for persuasion.
The Elaboration Likelihood Model (ELM) developed Bgtty and Cacioppo (1986)
distinguishes between the peripheral route anccéméral route of persuasion. The
“central route” is where the audience considers an idea logicallyiles the
“peripheral route,” has to do with a situation where the audience arsuyaded by
pre-existing ideas and superficial qualities. Tle#ioally, the peripheral route is
generally made up of visual cues like the pictupeskage, catchy slogans or the
context of the message whiles the central routaires| a great deal of thought to
carefully scrutinize the persuasive communicatibne central route dominates in
situations where the conditions demand the promotibhigh elaboration of the
communication information. The peripheral routeerabedded in the advertising
practices of developed societies, where picturesused as illustration of words.
Empirical studies conducted by Aaker and Maheswétf87) indicate that, the two
routes in the model works across cultures but tlaeeedifferences in evaluation
between individualistic and collectivistic cultures

Other researchers proposed alternative models xpfai@ing cross cultural
consumer behaviour. One of such is the framewookiged by Manrai and Manrai
(1996) and adapted by De Mooij (2011) in her bdGlonsumer Behaviour and
Culture: Consequences for Global Marketing and Atilsieag.” The model explains
the attributes that are of importance to consuraatsthe processes they undertake
in other to satisfy these attributes. These atieuincome and processes are
explained to bring out the interrelationship betwdgem and the various consumer
behaviour domains as well as the consumer, theopgersalues and culture. The
framework is shown in the figure 2:

35



el T T T

. - ~
< Attributes > Income Processes )
e ] ”” [19 -

. Who - PN How .

~o "‘x\\ /// |
Personality Consumer y *Social processes:
The Person Motivation,
Self-concept N Values P Fmotion
e Culture - Group processes
N ""'-._._______ _.___,_,_.d‘"
Identity * Mental processes:
Cognition,
Image Learning
- 3 . ) Language,
) Consumer Behavior Domains perception
Attitude Information
l processing
= " - . (_| - »
Lifestyle Product ownership and usage D::?g;‘::;::;:;:;
Adoption/diffusion of innovations

Complaining behavior
Brand loyalty
Responses to advertising
Mediausage

Figure 2: Cross Cultural Consumer Behaviour Frankwo
Source: Manrai and Manrai (1996) (Retrieved from fdeoij, 2011)

Researches based on content analysis showed tfsteéigs cultural dimensions
can be used to explain culture-specific appealsadwertising (Zandpour, et al.,
1994). Studies in China and Korea which are largeliectivistic societies revealed
that, advertisements that focus on in-group bendiirmony and family tend to be
more effective. On the other hand, in individuatistultures such as the United
States, advertisements that are appealing to thefitee and preferences of the
individual, personal success and independence are effective (Han and Shauvitt,
1994).

Most often than not, the style of communication@dd and used by firms has an
Impact on consumers’ acceptance of the messagastiien communicated. For
example, the direct style of communication that pasven to be successful in
individualistic cultures may be offensive to audies in collectivistic cultures. A
study by Taylor and Okazaki (2006) concludes thias in individualistic cultures
are more inclined to standardise their marketingroonication in order to create a
uniform brand image than firms in collectivist cults. The extent to which the
brand image is customized by firms varies conslgeravith cultural dimensions
such as individualism and uncertainty avoidancaif{R095).

The level of individualism and collectivism of acsety influences the shopping
behaviour of consumers. There is a likelihood fonsumers from collectivist
societies to be motivated by norms and duties dnatimposed by the collective
group. In such cases, people give priority to thalg of the collective group. They
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focus on creating and strengthening their conneetesito the collective group. On
the other hand, those from individualist cultures bkely to be induced by their
individual preferences, needs and rights. In sudtures, priority is placed on the
individuals personal goals and emphasis is laidimiqueness and distinction from
others (Triandis, 1995). In a study by Aaker antr&itt (2001), it was revealed that
in individualistic cultures like the US, people leapositive attitudes toward brands
with differentiation associations. That is to shgtt they appreciate brands that set
one apart as an individual. On the contrary, inectivist societies like China, there
are positive attitudes toward brands that fosteugrassimilation, associations or
brands that demonstrate a person’s connectiorhty®{Aaker and Schmitt, 2001).

There are differences in the self-concept of anividdal constructed and
reinforced in social institutions such as workp&cschools and families (Kim,
Triandis, Kagitcibasi, Choi, Yoon, 1994). In asahuwas the purchase decisions of
consumers in both individualist and collectivisttates are expected to be evaluated
by other people, the effect of such interpersomlueénce differs considerably
among consumers in each of the cultural groupgeheral, it has been found that,
normative social influences tend to strongly impawctthe purchasing intentions of
consumers in collectivist cultures compared tovittlialist cultures (Lee and Green,
1991; Bagozzi, Wong, Abe and Bergami, 2000). Adddily, there may be
differences in the forms of social influence betwgeople from collectivist and
individualist cultures.

Kelman (1961) identified three processes of sanf@dence, namely compliance,
identification and internalization. According to Iiken (1961) compliance refers to
the situation where an individual accepts the grfices from other people to achieve
a favourable reaction, thus either to gain rewamndsto avoid some sort of
punishments. He further defined identification las process where an individual
accepts influences from another to satisfy a sefiiathg relationship with others,
thus, to establish or maintain a relationship tloains part of the person's self-
image. He indicated that the process where an itheiV accepts influences from
another person because it is in line with the iiddial's value system is referred to
as internalization. Internalization is when the debur is a useful solution, or
beneficial to the individual's own values. Beardéletemeyer and Teel (1989)
conclude that utilitarian social influence is basedhe process of compliance while
value-expressive social influence is based on thegss of identification. However,
informational social influence is based on the psscof internalization.

Two separate researches found differences in infe® for people from
individualistic as against collectivist culturesagdzzi and Lee (2002) researched
into social influence in friendship groups by examg the decision making process
of participants with regards to where to eat lunath friends. It was revealed that,
participants from a more collectivist culture (Kayewere influenced strongly by
identification processes (thus, value-expressivduence), whereas participants
from more individualistic culture (USA) were inflaeed strongly by internalization
processes (thus, informational influence). The ogtedy by Mourali, LaRoche and
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Pons (2005) found that people from collectivistterd (French Canadians) were
inclined to both utilitarian and value-expressieeial influence unlike people from
a more individualist culture (English Canadianspwéver, Mourali, et al. (2005)
did not find any difference in the susceptibility people from collectivists' and
individualists' with regards to informational inflace.

There are different forms in which the normativeiabinfluences are likely to
take among people from individualist and colledtivcultures. Firstly, consumers
from collectivist cultures may be more prone toueaéxpressive social influence,
where a person adopts behaviour in order to saisglf-defining relationship with
other important people. This kind of social inflaenis not the same as pleasing
another person (as in compliance), but rather tdikieethe other person (Kelman,
1961). Consequently, the individual adopts the iops and actions of the other
person into their self-concept. Hence, it can bd 8at it is likely for friends and
family of people from more collectivist cultures poovide diagnostic information
for the self-concept of the consumer compared &itiiormation received from
friends and family of an individualist. Friends éamily members are social
groupings that the collectivists belong, and theg 