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Introduction
Culture is broad because it encompasses a lot of thing ranging from what people have learned, art, traditions, values and many other things that define the way of life of people. However, when companies are marketing their products, they cannot market them in the same way across all cultures or to all people. Every subculture is considered when designing the marketing strategy for it to be effective (Aichner et al., 2016). That explains why the concept of subculture comes in in the process of marketing products. Subculture is part of a larger culture and companies concentrate on subcultures sometimes when they want to reach a specific group of people within a larger culture. A subculture is a distinct cultural group that exists as an identifiable group or segment within a larger culture and often exhibits distinct values, norms, traditions and customs from the other members of the same larger society (De Mooij, 2018). Therefore, these subcultures affect how companies market their products because they form the basis of the market segmentation, which determines where the marketing strategies concentrate.
Subcultures and How they Influence Unique Market Behaviours
My understanding of subcultures is that they are distinct groups within a larger culture that have or exhibit unique values, traditions and customers that are different from the larger culture within which they exist. Therefore, subcultures are like culture segments which are unique in their way of life despite being part and parcel of the larger culture within which they exist (Audretsch, Lehmann & Seitz, 2019). These subcultures do things differently and as such, they have different needs and behave differently.
The subculture of people determines things like their foods, their traditions and their customs. They also have unique foods and unique ways of looking at influencers in society (Aichner et al., 2016). Subcultures determine the unique market behaviour because people’s way of life is determined by their adherence to their immediate cultural values and customs. This means that a group of people forming a subculture of a larger culture behave in accordance with their unique norms and values which might differ from the larger culture within which they exist. This means that a subculture becomes a unique segmentation and might have different needs in terms of how they perceive the marketed of products (De Mooij, 2018). Convincing them might need different strategies. Their unique behaviour in their subculture determines whether they find a marketing strategy to be appropriate or not.
Subcultures affect the foods people eat and therefore influence how the group members eat. Therefore, group members of a subculture behave in accordance to the values of their subcultures in relation to food. Subcultures also affect how people value money and how they spend it. As such, they influence how people spend their money in the market what they spend their money on. The subcultures also affect social values and how people appreciate products in the market. Consequently, this influences which products that the members of the subculture buy in the market. This means that the subculture also influences the seasons of buying particular products and the amounts they buy in the market of particular products (Choong et al., 2019). This is because subcultures define things like festivals that a group of a unique identifiable group of people engage in and what time they engage in it.
Culture and Subculture and their Unique Marketing Aspects in the Context of Coca Cola
Both culture and subculture have unique marketing aspects that companies and businesses concentrate on when doing market segmentation and consequently, marketing of their products and services. When marketing to a subculture, their unique marketing aspects is their spending behaviour. A company or business has to find out their unique spending habits which is distinct from the larger culture. Narrowing down to the unique subculture spending behaviour helps to tailor the marketing to adhere or to be more appealing to the unique subculture and therefore lead to positive results in the acceptance of the products that can be seen in increased sales or increased enquiries by the members of the subculture.
Another unique marketing aspect of subcultures and cultures is values. Knowing what a group of people values will help toa company to choose appropriate methods of marketing a product or service. For example, if a culture or subculture values role models, the use of celebrity endorsement can be ab effective method of marketing a product or service to the culture or subculture. Therefore, the values and beliefs of culture or subculture determine the method used in marketing and consequently, the success rate of the marketing campaign (Choong et al., 2019). Days are gone when a company would engage in marketing a product without understanding what the target market values or cherishes as part of their culture. In modern-day marketing, it would seriously backfire f a company does marketing without tailoring the marketing procedure to the values of the target market. That is why considering the values of a culture or subculture is very important for companies such as Coca-Cola.
Customs is another unique marketing aspect of cultures and subcultures. Customs refer to the widely accepted way of doing something or behaving among a group of people. Customs determine what people do and how they do it. Therefore, marketing to a subculture or culture requires consideration of people’s customs so as to do the marketing in a manner that does not offend or turn away potential customers from the products (Choong et al., 2019). For successful marketing, companies and business have to do their marketing in a manner that resonates with the way of behaving and the way of doing things of the target market segment (De Mooij, 2019). That means that a company has to engage in in-depth research to find out what the target market likes and dislikes, what they consider as taboo so that they can design the marketing in a way that is in agreement with the widely accepted way of doing things. This helps to convince the market that the company and its products are in tandem with their cultural way of life.
Coca Cola, being a company that deals with soft drinks and bottled drinking water is to a significant extent influenced by culture and subculture in its marketing. This is soft drinks that the company sales as categorized as food which is a cultural aspect. Coca Cola is influenced by culture and subculture in the sense that it does not market its products the same way in all countries or regions. For example, Coke and Fanta are marketed using billboards accompanies by other foodstuffs such as chicken (the case of KFC) in cultures where people value chicken eating. However, in other cultures where donuts and burger-eating are the order of the day, Coca Cola drinks can be advertised with pictures showing the drinks and these kinds of foods (Aichner et al., 2016). Another example can also be seen in the way Coca Cola uses people dressed in cultural and traditional African attire to market their products in African countries in remote African areas and use pictures of happy people at a sand beach in areas that have facilities such as beaches. The variations in the way Coca Cola markets its products is a clear indication that it is influenced by culture and subculture in its marketing (De Mooij, 2019).
The advantages of Coca Cola being influenced by cultural differences is that it helps it to vary its marketing strategies to conform with the cultural values of its target market in different cultures. It also helps the company to remain relevant in its marketing. Being influenced by cultural differences also helps Coca Cola to ensure that its marketing is in tandem with the various festivities of different cultures and subcultures (Haji, 2018). This goes a long way in making the marketing campaigns successful and ensuring higher sales and consequently higher profits.
However, being influenced by cultural differences makes Coca Cola products seem different from one culture or subculture to another. The way a product is marketed can portray it a different product depending on which culture that marketing was targeted to address. Furthermore, being influenced by culture also makes the marketing process very expensive in the sense that the company has to design different marketing strategies and use different media to market their products just to ensure that they conform to the varied values and customs of different cultures (Song et al., 2018). Trying to tailor marketing strategies to every culture and subculture is, therefore, an expensive affair.
Religious Subcultures and their Implications for Marketing for Coca Cola
Subcultures can be looked ta from the perspective of religions that exist within a larger culture. Religion has an overwhelming influence on its followers due to the fact that it stipulates what is wrong and what is right among its followers in terms of what to eat, what to wear, where to visit and who to interact with. Religion is, therefore, a significant subculture of the society that cannot be overlooked in the marketing of products and services.
One example is the Christian subculture. Christians believe that Jesus is the son of God and is the saviour of their lives. They believe in a supreme being called God and therefore, they endeavour to respect the teachings of the holy book called the Bible. Christians also believe in sharing with others. The implications of the Cristian beliefs for marketing Coca Cola products is that Coca Cola has to use morally upright marketing procedures when marketing its products to Christians subcultures or subcultures dominated by Christians. For example, it is important that celebrities that are used to endorse Coca Cola products in Christian cultures must be God-fearing and moral in their dressing and deeds.
Another religious subculture is the Islamic religion. Islam followers believe in God called Allah and also appreciate sharing and taking care of each other as the teaching of the Quran indicate. The followers of this religion believe in being holly in deeds and dressing. Therefore, the marketing of Coca Cola targeted to Islamic subculture will be effective if it is tailored to the various values of the Islamic religion. Pictures of endorsers, for example, have to be of those people dressed in accordance with the Islamic religion. The various celebration of the Islamic religion such as Idil Fitri can also help to make the campaign successful if the marketing campaign is targeted towards an Islamic subculture. In a nutshell, the implications of the various religious subcultures of the society is that companies such as Coca Cola have to tailor their marketing strategies to conform with the various religious beliefs and values in order to be successful.
The Role of Geographic Regions as Subcultures and How they Affect the Marketing Strategy of Coca Cola
Different geographic regions, in most cases, have different cultures or subcultures (Alfinitoet al., 2019). This can be seen in the way the United States of America’s culture is different from the Saudi Arabian culture, for example, in terms of dressing, eating habits, religion and even customs. Geographic regions play a significant role in shaping or creating the differences in cultural behaviours of people in society. Depending on the unique challenges and unique resources that people have in different Geographic regions, they develop unique ways of doing things related to eating habits, dressing and even using money (Alfinito et al., 2019). Geographic characteristics form a significant tenet in the factors that shape people’s culture and such, they affect the marketing strategies of companies and businesses (Song et al., 2018).
Geographic regions affect how Coca Cola advertises its products. It also affects the general marketing strategy of the company. For example, when marketing the drinks in in regions with hot climate, the marketing would be tailored towards showing how Coca Cola products can help quench thirst (Haji, 2018). However, in cold areas, Coca Cola marketing strategy would be made in a way that it demonstrates how Coca Cola products are the best accompaniments for various foodstuffs. These differences are brought about the differences in geographic regions and consequently the differences in the geographic characteristics such as climatic factors such as temperatures, and the types of foodstuffs available in different areas (De Mooij, 2019).
Conclusion
This analysis is useful in helping me to understand the concepts of productivity and proactivity reinvention as part of the marketing strategy in tailoring the marketing strategies to consumer behaviours. The analysis I have done in this paper goes a long way in making me understand the importance of subcultures in shaping consumer behaviour and consequently, the marketing strategy used in each subculture. Consumer behaviour is part of the culture of a people, and therefore, understanding subcultures is useful in knowing how the culture shapes the consumer behaviour of a group of people in society. Understanding consumer behaviour is the beginning of coming up with appropriate marketing strategies that can result in high sales (Davies, 2017). Therefore, this analysis is useful in the sense that it helps to understand how productivity is determined by the consumer behaviour and how proactivity reinvention helps the production process to engage in the production of products desired by the consumers.
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