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Part 2: Article Summary and Industry Application
The first part of this assignment focused significantly to how subcultures influence marketing strategies for organizations. One article that has been used to address the first part of this assignment is an article from the Journal of Marketing Communication entitled “Reaching subculture markets: The cryptic marketing approach” written by Choong and colleagues (2019). The main arguments of this article are that organizations face the challenge of reaching subcultures without necessarily invoking negative feelings about those who are intolerant to the targeted subcultures. Most specifically, reaching the subcultures that are stigmatized in society without estranging the wider market is a challenge that brands have to deal with to ensure that they do not lose trust among the wider market when marketing a product or brand.
Therefore, the authors of this article argue that to be able to reach subcultures without invoking bad or negative feelings in the wider market, there is need to use cryptic marketing strategy (Choong et al., 2019). This is a strategy that concentrates on the target subculture without eliciting negative feelings among those who are intolerant to the subculture but at the same time effectively reaching the target subculture. Therefore, this can be done using ways such as the use of covert messages that conceal where the marketing message originates but carefully targeting a subculture. According to Choong et al. (2019), this can go a long way in helping the brand being marketed to reach the target subculture in a wider market without affecting the trust of the brand among the wider market.
This article, therefore, supports my arguments in the first part of this assignment that subcultures are very important considerations for companies such as Coca Cola when it comes to marketing their products. In the paper, argued that subcultures determine the strategies that companies employ in marketing their brands or products to the consumers. This argument is supported by this article because this article looks at the significance of subculture consideration in marketing and specific strategies that can be sued to reach subcultures without estranging the wider market (Choong et al., 2019).
This article can be applied by Coca Cola in marketing its soft drinks. Coca Cola can ply the concept of cryptic marketing in areas where there are subcultures of people who have been overwhelmed by the larger cultures. For example, the Hispanics in the United States of America or people of color in the US. For Coca Cola not to seem as if its marketing is targeting the people of Colo,r instead of the whole American society, it can apply cryptic marketing strategies discussed in this article such as concealing the origination of the marketing information to reach the people of color without necessarily invoking bad feelings among those who hold different views or those who are generally seen as anti-people of color in the US. This can go a long way in retaining the Coca Cola brand trust among the American market.
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