Running head:GLOBAL CONSUMER CULTURE
GLOBAL CONSUMER CULTURE								4








Global Consumer Culture
Name
Institution
Date








Global Consumer Culture
Question 1
It has been established that global consumer culture is a product of globalization. Also, it is well known that there exist direct relationships between global consumer culture and global brands. However, these relationships have led to the development of certain complexities between the two phenomenal. First, it has been established that while some consumers are for the idea of globalization and the commonly shared trait of homogeneity that is associated with global brands, other consumers are against this homogeneity and view it as being empty. This is because the former group believe in the global village connection associated with GCC while the latter view GCC as lacking in connection to their originality. There is also a third group of individuals who believe in bringing together the global and local identities (Okazaki, 2014). 
The other complexity of GCC is the presence of two opposing aspects of the whole idea. GCC is seen as cultivating the idea of “one-world” by cultivating the feeling of “common humanity” while at the same time encouraging superiority and domination of the western culture and traditions over the other cultures of the world.
Question 2
Global consumer culture positioning acts as the basis for formulating some of the most effective international advertising techniques to be used in order to create a positive imagery of the global brands to the different cultures worldwide. GCCP tries to specialize the global brands in a way that will appear attractive to different target populations world-wide. GCCP tends to use live images more frequently in advertisements in an effort to create more awareness and therefore pass more information. GCCP makes use of soft-selling messages which would most likely generate more international awareness as compared to hard-selling ones.
Question 3
[bookmark: _GoBack]Since global brands are distributed and spread all over the world, the kind of perception that individual customers across the world hold towards these brands contribute majorly to their success. Global brands are associated with perceived brand prestige (PBP). This is where consumers all over the world associate the use of global brands with prestige living within local communities/societies. PBG is also associated with perceived brand quality (PBQ). This phenomenon is where individuals associate view global brands as high quality products whether or not that is true (Okazaki, 2014).Individuals believe that just because a product is a global brand then it must be of a much higher quality than the locally produced products. Finally, PBG is highly associated with GCC. Consumers all over the world believe that consumption of global brands is a way of cultivating GCC in their lifestyle(Okazaki, 2012).
Question 4
The hybrid approach to global positioning is an international advertising strategy where the multinational firm considers both internal and external factors while concentrating on product related factors, organizational factors such as advertisement control and consumer segments. This approach applies the principles of both standardization approach and specialization approach and comes up with a middle ground that is not too extreme in either sides (Okazaki, 2014). This approach acknowledges that the market can either be homogenous or heterogeneous in nature. This approach is important due to its flexibility in that it enables the firm’s products to appear similar and equal to all markets worldwide through standardization while at the same time attracting local consumers through specialization.
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