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Abstract of the Article as it Appears in the Article Itself
This article endeavors to advance research on the cultural resonance of brands by building bridges between branding scholarship in the consumer psychology tradition and interpretive research regarding brands and their meaning makers. We adopt a cognitivist conceptualization of cultural meaning and focus on the application of interpretive insights to well-established constructs in the consumer psychology of brands: brand associations, product category associations, social identity, and self-identity. This integrative exercise highlights the value of cultural models in explaining the processes whereby brands acquire meaning, and suggests several themes that are under-valued when considering this process problem through a psychological lens: the motivational underpinnings of myths and other cultural meaning models, the relative value of shared cultural and brand meanings versus idiosyncratic meanings, the power and primacy of category-level meaning making over brand-level meaning making, the complex processes whereby brands gain and lose legitimacy, and the influence of lay theories about brands and branding on how consumers co-create meaning for brands.


Part 2: Article Summary
One of the peer-reviewed articles that can be used to answer the first part of this assignment is an article entitled “How Brands Acquire Cultural Meaning” from the Journal of Consumer Psychology. This article was written by Susan Fournier of Boston University and Claudio Alvarez of Baylor University. In this article, the authors explore how brands and products acquire cultural meaning is society. They explore the topic by looking at how cultural meaning is created by brands and the various perspectives of social factors that co-create cultural meaning. They, therefore, explore the branding-meaning creation process and how the social factors help to create the cultural meanings of brands.
The main argument is that the process of brand-meaning creation is enshrined in the cultural factors and social values of consumers that use that brand, Is the brand resonates with their values, they attach cultural value to it and therefore decide to purchase that brand and vice versa. The authors, therefore, support my arguments in part 1 that consumers have to find meaning in products before they can purchase them. These authors support my argument that products acquire meaning to consumers by being essential to them. The products cannot be essential is they do not provide some kind of value to the consumers.
The most important aspects of the article are that people attach social and cultural values to brands and that is how brands create cultural meanings in society. This means that businesses should strive to alight their brands with the cultural values of their target market. The findings of this article are that cultural meanings of brands are created when customers find a close relationship between the brand and their cultural norms and values. The conclusion is, therefore that brands that resonate with the culture of people are likely to get higher acceptance, and therefore, people decide to purchase it and vice versa.
This article has been applied by the Sith African brand Multichoice (DStv and GOtv) which is a satellite television company that offers broadcasts of channels over a satellite dish and decoder. The program lists of this company are tailored for each country. This means that the packages for people in South Africa are different from those in Nigeria or Kenya. This is because the packages have been tailored to the culture of each country, allowing customers to view content that most resonates with their way of life. This is an example of a company tailoring its products to resonate with the cultural values of the consumers it is targeting. And by doing this, multichoice has experienced tremendous success in its business.
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