THE BRAND, CULTURE & STAKEHOLDER-BASED
BRAND MANAGEMENT PHENOMENON:
AN INTERNATIONAL DELPHI STUDY

A thesis submitted for the degree of Doctor of Philosophy

By

Jonathan A.]J. Wilson

Brunel Business School, Brunel University

March 2012



ii
Declaration

I certify that this thesis has not been accepted in substance for any degree, and is
not under submission for any degree or qualification - other than that of Doctor
of Philosophy, studied and completed at Brunel University. I also declare that
this work is the result of my own investigations, except where identified by
references; and that I have not plagiarised the work of others.

<:’j'°”:’&"“ " WO R

March 2012



il

Abstract

Most recently in academic literature, over the past decade, it has been observed
that the cultural approach to brand management represents a new school of
thought. This has emerged from relational and community based brand
perspectives: which chart the rising role, significance and influence in brand
management of connected and savvy consumers.

Furthermore, the researcher has identified that economic migrancy; the increase
in multi-racial and multicultural relations, evident in childbirth; urbanism and
urbanization; Globalization; conspicuous branded consumption; and Web2.0
continue to drive new methods and channels for information exchanges,
collaboration and societal understanding. These in turn are shaping and
changing the way in which branding, management and consumption are being
understood and practiced. Brands have gravitated towards a position of offering
individual and societal meaning. In doing so they have become cultural artefacts
and language shapers. In tandem the conceptual argument for a brand being
understood and used as a ‘human’ has grown in prominence. Collectively, these
represent a global cultural phenomenon where the management of brands
appears to be a cultural, diffused and self-defined practice.

The purpose of this study was to examine this identified phenomenon in greater
detail, from a brand management perspective. The aim was to investigate the
nature of the relationship between culture and brands - to the benefit of brand
managers.

The method of qualitative investigation elicited iterated views from an
international panel of academics and practitioners - in the form of a 16 month
Expert Delphi Study. Through the Delphi process, they were encouraged to arrive
at a consensus of opinions and understanding.

Findings of this doctoral study suggest that culture and brands share strong
relationship bonds, brought into existence by human desires. Equally, brands and
culture both have the ability to influence each other. Furthermore, the successful
management of brands requires a cultural approach, which mediates dynamic
and complex networks of brand stakeholder relations. It was concluded that the
understandings of brands, culture and management have to take into account:
context, space and time - as porous boundaries of transience and transcendence.

A new, grounded theoretical framework for brand management was developed -
which took its inspiration from Aristotle’s Praedicamenta. In addition, alternative
criteria for collecting and analysing biographical data were proposed.
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“Others can show you the way, but you must walk it yourself”
(Hassan Massoudy)
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The Master said,
"Learning without thought is labour lost;
thought without learning is perilous”
(Confucian Analects, Chapter XV)

“The man who views the world at 50 the same as he did at 20
has wasted 30 years of his life”
(Muhammad Ali)

“If they can make penicillin out of mouldy bread,
they can sure make something out of you”
(Muhammad Ali)
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Chapter 1: Introduction

1.1 Background to the field of study
Brand management falls within the discipline of marketing - and branding has
been observed as becoming an increasingly conspicuous and commercially
critical element. Kotler (2000) frames marketing as:

“a societal process by which individuals and groups obtain what they need

and want through creating, offering and freely exchanging products and
services of value with others” (p.8).

It can therefore be assumed that marketing, whether understood, termed, or not:
is implicitly, explicitly and tacitly linked to humanity. In addition, the construct
presented by Kotler considers the identification of consumer and marketer
perspectives on polar scales. In turn it follows that these general principles are
also of concern specifically within branding. However, in creating a polar scale, it

can be argued that in between them will exist blended roles and realities.

With the advent of technological advances and convergence, and a diffusion of
innovations: postmodern marketing is encountering exponential changes.
Webz.0, social media, user generated content, consumer commerce, branded
individuals, avatars and a global market have contributed to increased
information exchanges and social networks — which have lead to an increase in
competition for hearts, minds and revenue generation. A further by-product of
these is that consumers are more informed, discerning and demanding: and
therefore the pull to enter marketer-consumer exchanges which cater for
customised consumer-initiated offerings has increased. What remains open for
debate however, is how much power and control should be sacrificed to

consumers; and how long should strategic time-horizons be forecast.

In tandem: economic migrancy; the increase in multi-racial and multicultural
relations, evident in childbirth; and urbanism and urbanization are reshaping
societal and cultural landscapes. Therefore as marketing is a part of human living,
which touches the lives of people increasingly looking to embrace degrees of
civilised urban experience, it follows that this is regardless of definitions or

context, culture.
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More specifically within branding, with the growth of brand conspicuousness and

consumption: lesser branded producers and manufacturers further down the
value chain have seen their margins squeezed. So much so, that upstream some
organisations have favoured approaches which see them claiming and branding
commodities produced by others. By doing so, incremental brand gains offer
more than those through producing the commodity in its entirety. And so,
creating a brand and a ‘conceptual’ offering, before even producing the item - in

order to generate demand, appears to be the trend.

These in turn are shaping and changing the way in which branding, management
and consumption are being understood and practiced. Brands have gravitated
towards a position of offering individual and societal meaning. In doing so they
have become cultural artefacts and language shapers. Also, the conceptual
argument for a brand being understood and used as a ‘human’ has grown in
prominence. Most recently in academic literature, over the past decade, it has
been observed that the cultural approach to brand management represents a new

school of thought.

Collectively, these observations represent a global cultural phenomenon where
the management of brands appears to be a cultural, diffused and self-defined

practice.

The result of this is fivefold:

Brand strength heavily influences business and management practices

2. The relationship between marketers and consumers is becoming more
collaborative, away from polar extremes

3. Brands are governing more evaluative calculations and exchanges - both
inside and outside of commerce

4. Perceived value is becoming more and more intangible and subjective

And therefore ‘profit’ calculations have to consider both marketer and

consumer perspectives, on what this actually means.

4
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With these in mind: long-term relationship horizons over transactional

approaches, reciprocity and delayed gratification are playing bigger parts’. These
are typified by brand and service premiums, which can be viewed as conspicuous
consumption. Examples of this can be seen with: the branding of generic
commodities, such as fruits and drugs; and the overt labelling of clothing.
Furthermore, such goods tend to offer augmented features, like free information
lifestyle guides - which look to increase the number of ‘moments of truth’, touch

points, and conversations concerning surrounding areas of interest.

With such long time-horizons through the legacy of information which remains
in the public domain, juxtaposed with instant messaging and hyper-
communication, managing reputations is paramount - and reputations which
can withstand future shifting landscapes and reframing. This in turn has brought
the role of reputation management and corporate social responsibility to the

forefront of branding.

Comparably, the launch of brand extensions and stretches has increased. Most
clearly, this can be observed with celebrities levering on their brand equity to
produce commodities. Anecdotally, within the past five years, marketing
textbooks have started to include case examples of music recording artists, such
as Jay-Z, P.Diddy, and J-Lo - who have launched product lines in fashion and
fragrance. They are now being classified as brands in their own right, when
previously more traditional definitions of branding sought to only classify

associated inanimate products and services.

' An example can be seen when observing the practices of top-flight English Football Premiership clubs, who
are global brands with a raft of brand extensions - such as cafes in India (Ahmed, 2009). On 28" August 2011,
two North London teams, Arsenal and Tottenham Hotspur, played Manchester United [reigning 2010-11
Premiership champions] and Manchester City [reigning 2010-11 FA Cup champions] respectively. Manchester
United beat Arsenal 8-2, and Manchester City beat Tottenham Hotspur 5-1. Arsenal contacted those fans
that travelled to the game, offering a free ticket to a future away match (BBC News, 20n). In this example,
several observations have been made. Whist on paper the Arsenal defeat was greater than that of
Tottenham’s, statistical arguments could also be made for Tottenham’s defeat being of more significance - as
they had a home advantage, and in line with the added perceived value of away goals and ratio of goals
scored, the gap if their defeat is greater. However, only Arsenal offered compensation to their fans. This case
gives insight into how brands view their consumers and stakeholders; that long-term horizons are crucial;
and that even when a product and service offering has been delivered in theory, in practice this may not in
fact be enough. For a team cannot guarantee ‘success’ - however, for Arsenal fans there are stakeholder
expectations, which drive such desires and strong psychological contracts have been forged. Therefore, they
were willing to go further in protecting these more intangible and experiential brand relationships.
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Therefore, the overarching observation is that brands have risen into becoming

integral components of acculturation within modern society. The resulting
argument points towards brands and culture sharing intricate causal

relationships, which necessitate their management within business.

1.2 Motivation for research

The primary motivation for researching this topic is that whilst adages exist
which suggest brands and culture are both important and significant to
businesses and consumers, there are still gaps in knowledge and understanding.
For the argument is posed that if both branding and culture are so crucial, how
much is known about them, which would allow for their successful management

and allow for the ability to predict and execute critical success?

Furthermore, there is evidence to suggest that their significance goes beyond
previous claims, where the researcher considers whether brands and culture are
actually a facet of human existence - meaning that whilst humans exist, there

will always be brands and culture.

Holt (2003) asserts that, “Branding has become one of the most important aspects
of business strategy. Yet it is also one of the most misunderstood” (p.1). It can be
inferred from the body of published work that Holt has produced in branding
and consumer culture, and the amount of time that he devotes to culture in a
modern context: that the intersection with brands and culture and how they are
engineered by managers is a key area of misunderstanding requiring more
investigation. Holt goes onto suggest that the conceptual understanding of
brands has to borrow from the disciplines of anthropology, history, psychology
and sociology, in order to understand them as cultural artefacts. However, in the
face of attempting to understand brands from such diverse range of subject
disciplines, there appear to remain gaps in understanding. One that the
researcher reflects upon in particular, and in the case of Holt’s work, is what is
meant by culture and on what level. Holt (2003) cites Klein’s (2001) book No Logo
as evidence of branding being used “in an imperialist manner, feeding on
consumers’ base desires while ignoring issues of social welfare” (p.12). Schroeder

(2010) suggests that
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“greater awareness of the associations between the traditions and
conventions of culture and the production and consumption of brands helps
to position and understand branding as a global representational system”

(p-125).

Again, Schroeder refers to the rise of the No Logo anti-branding movements
embodied in Kelin’s (2001) work. Schroeder also observes that consumer culture
is critical to understanding brands, with brands becoming a contested
managerial, academic, and cultural arena. From this point, he argues for brand
researchers requiring more new tools to develop and understand culture,
ideology, and politics, in conjunction with more typical concepts, which have
been established, such as: equity, strategy, and value. When this is cross-
referenced with more recent observations of consumer-led branding, user-
generated content and brand-centric social networking, reported by Jacobs (2011)
in the Financial Times, it is likely that without further understanding in the field
of culture linked to branding, brand managers may embark on future paths

which impact adversely on their brands and strategies.

Picking up on Schroeder’s (2010) point of brands being contested by managers,
academics and consumers: the researcher considered critical realism and
conceptual theory building; and whether academics and practitioners approach
the field in the same way. Baker and Holt (2004), Brennan (2004), Brennan and
Ankers (2004), Lilien (2011) suggest that there exists an academic-practitioner
divide. Jaworski (2011) calls for the need to advise academics and practitioners in
tandem, especially on managerial relevance - where he finds that despite decades
of debate, surprisingly little work has been done on the nature of the concept
itself. In light of these observations, the researcher felt motivated to investigate
this point further and considered how findings could be presented in such a way

that they would be of relevance to both academics and practitioners.

The researcher has benefitted from a broad based education in the sciences and
arts, and started practicing marketing communications in 1993. Making sense of
human existence from varied perspectives has always been a passion. The
researcher has attempted to derive meaning and understanding, drawing from:
culture - manifest in ancient history, art, contemporary culture, ethnicity,
language, literature, music, religion and sport; and the life sciences. Since then he

has reflected upon his varied experiences, considering what areas have been of
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most interest to him and marketing peers, and where he could make valid

contributions to new knowledge through doctoral studies.

In response to these, reflected in the summary observations stated, it is argued
that Brands, Culture and their Management are dominant factors within
postmodern marketing execution and consumption. Building on this, the
researcher considered whether a unifying factor and method of understanding
can be arrived at through mapping out the various associated brand stakeholders.
Furthermore, with so many rapid changes, is there an argument for reviewing

core branding and management principles.

Riezebos (2003) suggests that brands and branding today have their roots in
Ancient Greek and Roman times. This adds further credence to the significance
of Ancient Greek philosophy and civilisation in this field, and why therefore
within this thesis it should remains a central part of background, focal and data
theory. Riezebos’s observations also argue the roots of brands therefore predate

notions that the advent of branding is a by-product of post 1870 industrialisation.

In its broadest sense, as branding falls under the umbrella of marketing, when
considering. Bartels (1962) suggestions that marketing ‘thought’ can be assessed,

according to the following philosophical dimensions:

Intellectual: drawing from scientific and philosophical perspectives
Temporal: how it has evolved over time

Spatial: where it exists in connection with other disciplines
Interdisciplinary: its correlation with other social sciences

Ethical: principled field and form of conduct

Spiritual: the link with humans beyond material and physical things

NIV

It is argued that these also pertain specifically to branding and furthermore is
hypothesised that it can be extended to culture. More simply, Lamb, Hair and
McDaniel (1992) state that marketing is, “(1) a philosophy, an attitude, a
perspective, or a management orientation that stresses the importance of
customer satisfaction, and (2) a set of activities used to implement this
philosophy (p.314). Varadarajan (1992) impresses the importance of marketing
being an applied discipline, which appraises real world problems and
phenomena. From this, he suggests that sustained competitive advantage can be

gained through focussing strategically on:



* Marketing skills

* Market Knowledge

e (Customer orientation, service and relations
* Brand names and images

* Unique competences

In support of Varadarajan (1992), Myers (1979) views marketing as a professional
discipline, rather than an academic one, therefore the role of academic research

and resulting knowledge is to improve marketing practice and decision-making.

Definitions and approaches to understanding brands will be discussed in more
detail later, but at this stage it is worth reflecting upon the observations above -
because they have helped to shape the research agenda and scope of the
literature study. As branding is an applied science, which straddles several
subject fields, the body of knowledge appears to exist: in varying and wide-
ranging sources; and necessitates an appraisal of real-world practitioner

perspectives.

1.3 Research context

The research context is one that balanced the requirements of doctoral study,
such as research within a specific timeframe; and the pursuit of new knowledge
linked to real-world and real-time events — in order to preserve its relevance as an
applied science of value to academics and practitioners. The researcher is a full-
time Senior Lecturer in marketing and management, and an academic journal
Editor - hailing from a marketing communications and media practitioner
background. Prior to this, the researcher graduated with a Master of Business
Administration; and a Bachelor of Science degree in chemistry, with a focus on
the life sciences. Therefore an additional underlying research context lay with the
researcher looking to draw from and harmonise these varied experiences - and in

doing so attempting to cast a new perspective on an emerging phenomenon.

Following these points, the researcher provides the following explanation into
the link between this phrase, his conceptual argument and what communication
is being attempted:

* Brands, Culture and Brand Management are three key points

* Attempts are made to link and join them together, where it is inferred
there is a current gap or gaps



* Inductive approaches are employed when attempting to link networks

* Meaning and Branding

* It is inferred that in examining Brands, Culture and Brand Management,
there may be positive, negative and neutral connectors and transmitters

* Metaphors and allegories are an important element of this thesis

1.4 Aims, scope and objectives

As has been stated: whilst the observation that brands and culture are linked in
some way, might appear self evident and common sense; what still remains
unclear is more detailed understanding. There remains an imperative for gaining
more understanding surrounding concepts such as, amongst others: what and
where these links between brands and culture exits; what effects do they have on
each other; which, if any, controls the other - are brands governed by culture, or
could the reverse be said; are these links universal across product categories,
industries, geographic locations, socio-economic groups and different national
cultures; and if understood conceptually, how can this translate into engineering

and managing such processes?

Therefore purpose of this study was to examine this identified phenomenon in
greater detail, from a brand management perspective. The aim was to investigate
the nature of the relationship between culture and brands and to see if there are
any patterns, which can be identified - to the benefit of brand managers. From
this, the final objective was to craft a grounded brand management theoretical
framework, which built upon a body of knowledge and provided updated,
emergent and new erudite scholarship. It naturally followed therefore that the
researcher looked to gather the opinion of expert brand practitioners, with cross-
cultural and international experience. Furthermore, with the review of academic
theories and literature, the researcher decided that also eliciting the views of

academics was a prudent and worthwhile exercise.

1.5 Research methodology

Through adopting Grounded Theory methods and inviting participants in the
research study to comment on identified themes, through iteration using an

Expert Delphi study construct, it is argued that the significance of the body of
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literature is both supported and strengthened. In-keeping with grounded theory

methods, the researcher has been driven towards capturing generative and
emergent theoretical frameworks, whilst building subject expertise through
continuous literature searches. Therefore, rather than being a linear process,
significant searches continued throughout doctoral study, also after data
collection from participants and subsequent analysis - which enabled the
researcher to respond to expert panellists’ comments and further identified gaps.
To this end, literature searches followed a hermeneutic cycle of discovery, which
places a precedent on apparent and absent knowledge, logical arguments,
syllogisms and phenomena. Having taken into consideration the views of Bartels
(1962), Varadarajan (1992), and Myers (1979) in support of this approach, a key
assertion is that the role of an applied science ‘real-world’ marketing researcher is

to present erudition over historical chronologies and statistical patterns.

1.6 The scope of the study and key assumptions

The scope of the study was to research the identified phenomenon within the
fixed period associated with doctoral study. In addition, it was assumed that
research would be undertaken with limited financial resources. With these in
mind and when also considering the researcher as an integral component -
shaping the scope and assumptions of the study: it was considered that a
significant factor towards the scope, reach and generalizability of findings lay in
the ability to attract suitable and willing participants, in a sufficient volume. The
underlying assumption was that this was possible, based upon the skills and

competences of the researcher.

1.7 Organisation of the thesis

Figure 1 outlines the organization and structure of the thesis, highlighting the
fact that the thesis has been structure in such a way that the chapters follow a
logical and sequential process, with cross mapping. Chapters are arranged in the
form of a conceptual matrix, in order to increase methodological strength and
rigour of the process, through triangulation. Furthermore, it is judged that such

an approach increases the linkages and transitions between chapters.
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Ch.1

Introduction
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Ch4
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Methodology
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Discussions

Chs
Conclusions
& Contnbutions

Figure 1 Organisation of the thesis

More specifically, the thesis is structured according to the following chapters:

Chapter One: is grounded in understanding the body of existing knowledge in
the field and identifying what is less known - through thematic regrouping and
conceptual investigation. To this end, what is presented is the background to the
field of study, articulating why there is an argument for investigating what has

been identified as a both a phenomenon and problem necessitating further
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structured research. In further support, the chapter discusses from what

perspective and in what way the research study will be conducted.

Chapter Two: presents the findings of a background study, in the form of a
critical literature review. Themes and groupings of brand management
perspectives and approaches are reviewed and presented, with the aim of
updating existing knowledge in the field, as a stand alone dissertation. Also, in
response to the observations discussed in Chapter One: relevant literature on
culture, from business and anthropological perspectives; and stakeholder analysis
were mapped to brand management theory and practice. From these, a sound
basis for making preliminary conclusions was judged to have been arrived at,
which in turn guided thinking towards what primary data collection, from where

and how, was most germane to the research exercise.

Chapter Three: Delves deeper into the preliminary findings of the background
theory and identified gaps - in order to create a focal theoretical framework and
thesis, which in principle could be tested. Here, philosophy guides practice and
investigation. Driven by the thesis, which sought to remedy identified gaps,
research questions were proposed in order to probe and test the identified
phenomenon, its causes, driving factors, nature, motives, context, scope and
consequences. Questions were both specific to the research problem and also
reflective of wider factors held to be of relevance and with the potential to

contribute further understanding.

Chapter Four: outlines the philosophical approach and research methods by
which primary data collection could be undertaken and analysed. The researcher
considers methods by which new knowledge and understanding could be
unearthed and how, within identified constraints. It was decided that under the
conditions of doctoral study, a grounded theory approach to data collection
manifest in the form of an Expert Delphi Study was the most appropriate
method. Furthermore, it championed the concept that judgements and future
predictions concerning a phenomenon are largely commenting on the unknown
— therefore the collective inductive-deductive judgements of a significant number

of experts has strong merits.
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Chapter Five: calculates the validity and generalizability of the data collected, in

connection with the research problem. Data was analysed according to
quantifiable: subject-held consensus; content and conceptual saturation; and

subject biographical data.

Chapter Six: presents new empirical data - collected with the purpose of
understanding the identified phenomenon in more detail, and moving towards
filling in those knowledge gaps, which have been identified in the background
and focal theory. Key preliminary findings unearthed from the primary data
collected in the Delphi study were analysed and presenting with discussions -
which culminated in a definitive phenomenological explanation supporting the
research problem. This was achieved through a structured, reflexive, reflective

and reductive hermeneutical cycle of investigation.

Chapter Seven: maps the triangulated findings of the Delphi study to the
research questions and conceptual focal theory framework, within the context of
the emergent and generative background and focal theories previously presented
in Chapter Three. In turn, through syllogisms, the final and refined focal theory

and thesis is grounded and defended.

Here, the thesis is tested and defended against the established philosophical
underpinnings; along with the opinions of professional experts, who have made

judgments specific to the research problem and identified phenomenon.

Chapter Eight: finally signals the conclusion of the doctoral study. Critical
summaries and reflective conclusions bringing together: background, focal and
data theory; in tandem with significant empirical research findings. Based upon
the empirical data and research findings: implications of the doctoral study’s
existence are outlined, whilst also considering its limitations and potential future
research perspectives and endeavours. Collectively, these form the basis for

outlining the researcher’s contributions to knowledge.
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The broad purpose, scope, methods and structure of the doctoral thesis have

been outlined - in response to an observed and identified cultural brand
phenomenon, which raises questions as to its true nature, and how brand
managers do, can and should operated in order to fulfil their strategic

obligations.

The following chapters present the continuation and conclusion of the doctoral
journey. Chapter 2 will now present background theory findings, in the form of a

critical literature review.
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Chapter 2: Background Theory -

Literature Review

2.1. Introduction

The following chapter presents background theory in the form of a literature
review - in order to provide a platform for the focal theory and the precise
research issue outlined in Chapter 3. The literature review presents a critique of
existing brand management taxonomies approaches and perspectives,
contributing to the body of knowledge by re-evaluating the role of culture and

how it affects brand thought, management practice and consumption.

The first stage of analysis began with establishing a lens of investigation, in order
to map key identified literature and more extensive interconnected and
supportive papers, in the form of a critical review. Following this, a calling of the
lens was undertaken, which culminated in background theory presenting the
need for an extension and refinement of the lens, creating a new school of
thought. Further considerations were given to literature patterns and trends - as
to whether findings followed a linear progression, or other modes, such as see-
saws, cycles, polarisations, or dichotomies. This process of evaluation was used to
determine where a body of knowledge exists and where there are gaps, or

paucities of understanding.

Searches suggest that it is clear that the explicit linking of culture with brands
and brand management is relatively new - emerging in the past ten years.
Furthermore, the role of the consumer and the expansion in interpretation of
consumer definitions is considered: also to include employees, and active
corporate and non-corporate stakeholders - as consumers of brand messages. For
these reasons, brand literature searches have been expanded to include
conceptual arguments presented in supporting disciplines. This decision was

taken as a part of a second hermeneutic cycle of investigation, responding to gaps
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in erudition offered particularly concerning culture, as a new core variable within

branding.

2.2 Review of brand definitions

Branding has initially been defined as being a non-generic named creation
positioned within an economic construct and from this it follows that
stakeholders would in turn engage for economic gains, ratifying a brand’s
continued existence. In line with this thinking, the American Marketing
Association (1960) defines a brand as being:

“A name, term, sign, symbol, or design, or combination of them which is

intended to identify the goods or services of one seller or group of sellers and
to differentiate them from those of competitors’.

The American Marketing Association produces the Journal of Marketing, and the
Journal of Marketing Research [carrying the highest 4* ranking, according to the
Association of Business Schools (ABS) guide to academic journal quality]; and the
Journal of International Marketing, and the Journal of Public Policy Marketing
[carrying 3* ranking, according to the ABS guide to academic journal quality].
From this is taken that their definition is the most established, widely used and
understood. As will be discussed later, key academics in the field of branding:
Aaker and Keller (1990), Keller (1993), and Aaker (1997), through publishing in
the Journal of Marketing have used this definition as a starting point to develop

further scholarship concerning brand management.

In tandem, the Journal of Consumer Research [carrying 4* ranking, according to
the ABS guide to academic journal quality, has published work from Fournier
(1998a), Holt (2002a), and Keller (2003a) - which signals the significance and rise
of consumer-based perspectives, which will also be discussed in more detail later.
Building on this, a key focus of the research study is to explore the concept,

relevance and application of brand definitions.

Some thirty years on, little has changed in what appears to be an enshrined
definition as to what a brand is:
“A successful brand is a name, symbol, design, or some combination of the

three, which identifies the ‘product’ of a particular organization as having a
sustainable differential advantage” (Doyle, 1989 p.77).
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As an extension of classical economic arguments the assumption is that

stakeholders have predetermined goals - which they seek to attain for the least
‘cost’. This view has been championed by Levitt (1983), who also suggests this is a
driving factor for globalisation and a convergence towards consumer
homogeneity. de Mooij (2011) argues the contrary, which is taken to be an
indication of commercial and technological advancements that are driving new
patterns of behaviour. The researcher considers whether this is also an indicator
of prevailing gaps concerning the understanding of the human psyche. As will be
discussed in more detail later, de Mooij (2011) also observes than brands and
humans are in fact becoming more cultural and local in the face of globalisation,
which highlights a duality in this phenomenon. This led the researcher to
examine whether these new patterns led to wealth creation, rather than being

just a zero-sum game, which tests concepts of exchange and linearity.
A more recent definition from Brand Channel (2009) defines brands as:

“a mixture of attributes, tangible and intangible, symbolised in a trademark,
which, if managed properly, creates value and influence.”

Within this definition, brand components have been made more ambiguous,
whilst a brand now also has to demonstrate a legally defensible position. It is
argued that for globalised brands, some of whom enjoy this status de facto
through the Internet, establishing universal laws that can be upheld over the
long-term across territories and industries' remains unclear. In addition, debates
surrounding the idea of value split opinions. As sellers and organisations are not
explicitly mentioned in more recent definitions, there is an inference that value is
subject to parties outside of marketing functions and organisations - namely
consumers. Furthermore, brands appear to gain ratification of their status and

strength through a named and perceived ability to influence.

Brand Channel is an online resource: providing brand news, debate forums, and
job vacancies; and publishing case studies and white papers from academics and

practitioners. The reason for consulting its definition of a brand is threefold:

" Between 1978 and 2006, Apple Corps (owned by the Beattles) and Apple Inc (formally Apple Computer)
were involved in a number of legal disputes over competing trademark rights, concerning involvement in the
music business. Apple Inc were eventually able to contest a ruling, having it overturned. A key defense
being their continued growth in brand strength and notoriety, whilst Apple Corp’s declined.
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1. To cross-reference definitions, which are used by academics and
practitioners
2. To examine definitions, which are revised with more frequency, in
response to market factors and peer comments
3. To source a definition that is more likely used by practitioners, upon
which they and academics can comment on, when participating in the
doctoral study.
Levy, (1959) writes that consumers purchase things, not just based upon what

they can do, but also based upon what they mean. This lead de Chernatony and
McWilliam (1989) to categorise brands according to their function and
representation. Therefore, brands are evaluated according to hard and soft
factors, which encompass evaluative calculations, based upon rational and
emotional perceptions. In addition, these calculations are not solely based on the
here and now, they forecast future sustainable values and aspirations (de

Chernatony, 2003).

Collectively, these support the argument that branding has been able to
demonstrate and spearhead exponential economic gains, rather than being
merely supportive tools. Furthermore, brands in fact afford more subjective
factors such as status and value beyond money, to both buyers and sellers - and
as a result can command additional premium price tags. Furthermore, instead of
considering culture in situ as a discrete element of organisational or consumer
practices; culture should be viewed as a unifying factor existing on different levels

of abstraction.

However, upon further examination of literature, an emerging supportive or
counter argument appears that dispenses with classical economic constructs -
which notably is not explicit in Brand Channel’s (2009) definition. The following
quote encapsulates this position:
“Brands are used as a sort of language. Brands tell you a great deal about who
you are, where you are in life, what you are and where you are going. Brand
choices are as much a part of ourselves as the way we speak, the words we

use, our dialect, dress, gestures and language. Brands are part of ourselves
and we are part of brands” (Lannon and Cooper, 1983, p.205).

Beyond the physical market positioning and architecture of brands, their spatial
relationship in the mind of consumers is of significance - according to ownership
and alignment with consumers’ value systems (Ries and Trout, 1982; Marsden,

2002).
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More recently, brand descriptions, thinking and terms are seen to draw from

outside the subject discipline and are heavily steeped in analogies and allegories.
Examples of which are the terms: brand architecture, brand DNA, brand
iconography, and brand memes. These are also evidence of the fact that brand
academics and practitioners seek to brand their approaches, for competitive
advantage and distinction. Alternatively, it belies the fact that communicating
what brands are and how they work is an arduous task - which necessitates

longhand descriptive prose that is then reduced into ‘snappy’ concepts.

In line with these observations and as an extension of:

1. Associative network mapping of the human memory (Galton, 1880; Freud,
1924; Deese, 1965; Anderson and Bower, 1973)

2. And drawing from memetics (Zipf, 1965; Dawkins, 1976; and Marsden,
2002)

these two fields ascribe the science of culture and creativity to a process of
positioning memetics (genes of meaning). Within this process, brands aim to
offer a transparent paper trail of heritage antecedents, which both attract and
guide consumers on a path of assimilation. Furthermore, brands are judged using
scientific principles and are exemplars of marketing creativity. From this, a
brand’s essence is housed within a cultural context and sustained by
stakeholders. It is these two constructs, which maintain a brand’s strategic value

and judged creative execution (Holt, 2002b, 2004, 2005; de Chernatony, 2001).

When considering the role of emotions in connection with positioning: brands
are used by marketers, consumers, and organisations/organised groups to
construct their own respective self-identities (Hooley and Saunders, 2004; Elliot
and Wattanasuwan, 1998; Fournier, 1998; Solomon, 1996). Furthermore, when
governed by unifying ideas, the content of a brand grows out of the cumulative
memory of acts - and according to Kapferer (1992) it is brands that create anchors
in our memories, which shape all future perceptions. These are borne out of an
individual’s desire to relate brands to themselves and their reality (Fournier,
1998). Elliot and Roach (1991) have suggested that these perceptions may be
subject to distortions; which in tandem Shannon and Weaver (1949) ascribe in
part to environmental ‘noise’ or distractions. These make locating and mapping
the intentions and perceptions behind the language of branding at times elusive.

Nevertheless, the importance of emotional attachment, according to Hooley,
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Saunders and Piercy (2004) and Batra and Ahtola (1990) points to increased

loyalty; brand preference; and the trend towards creating unique emotion

propositions, rather than merely unique selling propositions.

As branding is also able to exist outside of hard business functions, they have
become societal phenomena, as is argued especially over the past ten years. For
example: social media is encouraging individuals to brand themselves as avatars;
the convergence in technology typified by smart phones drives the classification
and consumption of information with branded logos and apps; Human Resource
management is embracing marketing concepts, which are in turn cross-fertilising
and integrating marketing constructs - generating such terms as internal
marketing, employer branding and employee branding; and more brands are
entering contemporary vocabulary as short-hand descriptors, adjectives and

verbs.

Supporting these observations and those of Lannon and Cooper (1983), more
recently Keller, Apéria and Georgson (2008) suggest that anything can be
branded. Furthermore, in stark contrast to Doyle (1989), Neumeier (2006) first
seeks to define what a brand is not. Neumeier argues that a brand is not a logo or
product, nor is it a corporate identity system. Rather, it is,“...a person’s gut feeling

about a product, service, or company” (p.2).

Neumeier’s justification for this (by his own admission) hails from Platonic ideals
— which are concepts shared by society to identify a specific class of things. This is
not unique to ancient Greek philosophy: comparably within classical Arabic
linguistics, explanations form couples — where negations precede assertions. For
example, the shahdah (Muslim declaration of faith in Islam) is translated as:
‘there are no gods worthy of worship, except the one Abrahamic God’. However,
more mainstream marketing and brand definitions seldom seek to restrict
through negations. Rather they appear to encourage the truncation and concision

of a body of attributes and properties, which grows over time.

This emerging dichotomy of definitions in literature has been central to driving
the researcher’s field of study. The argument being that a body of published
corroborative or conflicting definitions represent varying perspectives and lenses,

which contain truth. Collectively, likelihood of a larger and more accurate truth
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being arrived at is likely through a critical literature review, which investigates,

synthesises and harmonises. From this, the researcher decided to appraise the
role of both economics and communications, which appear to be central
constructs that are creating differences of opinion. Therefore a key area of
consideration was how mainstream and applicable are the more historically
traditional and prescriptive definitions of brands, against more rhetorical

narratives.

A summary position of these perspectives points to brands occupying distinct
and meaningful positions both physically in the market place; and also in the
minds of people, balancing ration and emotion. These positions de facto render
brands competitive and subject to segmentation (Kotler, Wong, Saunders and
Armstrong, 2005; Hooley, Saunders and Piercy, 2004; de Chernatony, 2001; Ries
and Trout, 2001; Aaker, 1996; Kapferer, 1992; Keller, 1998; Doyle and Saunders,

1985). As a result, brand exemplars should be able to:

1. Deliver demonstrable factors to a greater degree, better than any other
marketing element or approach

2. Achieve sufficiently unique, defensible and inimitable traits, and
Sustain such positions.

2.3 Sub-categorisation of branding into schools of

thought

Having established the scope, reach and nub of a brand’s nature, focus shifts
towards the sub-categorisation and examination of approaches to managing and
understanding brands in tandem. Following a taxonomy, undertaken by Heding,
Knudtzen and Bjerre (2009), representative of a systematic analysis of 300+ brand
management research articles and spanning the period of 1985-2006: they suggest
that these various approaches can be categorise within seven groups [Table 1]:
Economic

Identity

Consumer-based

Personality

Relational

Community
Cultural

N oW N
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Through their analysis, Heding, Knudtzen and Bjerre (2009) also sought to

formalise and highlight key terms, which have come into existence. They write

that,

“These seven ‘schools of thought’ represent fundamentally different
perceptions of the brand, the nature of the brand-consumer exchange, and
how brand equity is created and managed” (Heding, Knudtzen and Bjerre,
2009, p.3).

Heding, Knudtzen and Bjerre’s (2009) book is published by Routledge, as one of
their research series aimed at researchers, academics and practitioners. It was felt
that the book could be used as a central piece of the doctoral study for the
following reasons:

* It was blind reviewed by academics

* The book structure is not like other more conventional book approaches -
which adopt a more narrative stance, or one of instructional textbook.
Instead, it follows what is a critical literature review, based upon a
taxonomy and subsequent typology. Such detailed commentary on brand
management literature as an overview was found not to be present in one
or a collection of journal papers

* The recency, timeliness and relevance of the publication

* It carries a commentary from Douglas B. Holt, whose work takes a cultural
brand perspective, which is central to this doctoral study. Furthermore, as
Holt’s commentary is placed alongside other brand management
perspectives, this allows for more successful cross-referencing

* It carries a forward from de Chernatony, and testimonials from Keller,
Muniz and O’Guinn - each of whom are recognised academics in the field
of consumer-centric brand management perspectives

* The authors state that purpose of the publication is to fill a gap, through
providing an understanding of how the nature of brand and the idea of the
consumer differs in approaches, and to offer “in-depth insight into the
opening question of almost every brand management course: ‘What is a
brand?”” (p.1 and back-cover).

The researcher adopted this method of classification, as a starting point and lens
of analysis. This decision was taken following preliminary desk reviews, as it is
based upon terms and distinctions pregnant in the body of literature and more
specifically in the titles and abstracts of the articles. This was judged to fit in with
a deductive-inductive grounded theory approach to gathering and presenting
background theory, which is central to the researcher’s method and thesis.
Further reasons for choosing this lens were that the review was undertaken

within the past ten years - where it has been observed that there have been
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significant phenomenological and environmental factors, which have started to

raise questions concerning existing brand thinking.

Using Heding, Knudtzen and Bjerre’s categories and key terms as metadata
indicators and Boolean values, the researcher undertook a further exhaustive
literature search and desk review. Literature was mapped to these categories,
primarily according to school of thought and secondarily with consideration to
year of publication [Table 2]. Year of publication was held to be secondary, based
upon the argument that thinking and conceptual argument are of more
significance than empirical data findings according to a timeframe - as data

guides and proves focal theory, rather than the opposite.

As the decision was taken to map out literature in a taxonomy according to
approach, rather than date, it became apparent that firstly, thought was in fact of
more significance than time. Secondly, it indicated that whilst approach shares a
relationship with time - rather, it is subject to fashion, instead of being a distinct
negation of one thought over an over, as is more likely in hard sciences. These
were the first indicators, that conceptual arguments and findings pointed

towards a cyclical process.

Key texts were then selected and grouped under a further table, termed seminal
texts [Table 3]. Hirschberg and Hirschberg (2009) impress the importance of
“marking as you read”, when studying the field (p.4). The researcher adopted this
marking approach, which is also in keeping with grounded theory methods to
gathering data and generating theory, through memoing - which will be

discussed in more detail in the data theory methodology chapter.

Following this, using hermeneutical principles of problem investigation and
grounded theory continuous memoing, a further literature search was
undertaken. Firstly, this used the same metadata indicators and Boolean values as
previously was undertaken, to gather literature post 2006. Secondly, additional
searches were undertaken, expanding to the use of branding, marketing and
management terms linked to culture. A final search was then undertaken
examining associated sub-divisions and supporting fields to culture:
anthropology, cross-culture, consumption, ethnicity, globalisation,

internationalisation, multiculturalism, social media, social psychology, Web2.o.
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The culmination of these searches and desk reviews are collated and represented

again in Table 3.
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At this stage of the background theory development the first contributions were

made - by updating and expanding literature sources according to existing

lenses.

Building on this premise, following further desk reviews and memoing, the
researcher used the selected seminal and texts from 2005-2011 as a conceptual
basis for mapping an overarching emergent trends and prevailing themes within
the entire body of texts [Table 4]. This signalled the second stage of background
theory and contributions to new knowledge. This process of a calling of the lens,
led to the identification of the significant and prevailing trends within each
school of thought, which were used as a basis for further critical evaluations.
Analysis led the researcher towards the decision that the table categories should
be preserved, but re-ordered — which had the effect of bringing forth a new way

of cross-mapping schools of thought and linking them together.

Having collated and grouped this body of literature, the next sections critiqued
the revolutionary and dominant factors within them, with the aim of

establishing:

* A body of updated knowledge

* A coherent background theory

* A basis for proposing a new grouping post 2006

* Ajustification for an extension of the lens

* And eventually an identification of gaps in understanding and literature.
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2.4. Key issues affecting brand management

Having sought to examine the prevailing perspectives on brands and branding,
the following sections will focus on the more managerial aspects of brands and

branding.

Kapferer (2008) explains that since 1990 brand thinking has had to adapt to
modern markets, as there are ‘new realities’ (p.137 & 144). It has been suggested
that a brand in turn gains a personality, of sorts. Freling and Forbes (2005)
conclude that a brand’s personality “helps (at least in the consumer’s mind) to
define the consumer’s image”. The key recognition as they see it is in recognising
that “the creation of personality is a fjoint venture’ between the brand’s

management and the consumer” (Freling and Forbes, 2005, p.412).

Hayes, Alford, Silver and York, (2006) also describe a brand as an “active
relationship partner”. So much so that their findings suggested that:
“attractive brands, like attractive people, may be perceived as possessing

certain relationship advantages compared to those perceived as less
attractive.” (Hayes, Alford, Silver and York, 2006, p. 306).

This assertion seems to suggest that consumers firstly have what could be
described as an almost full-blown relationship with a brand. And secondly, a
growing body of research is tending towards the exploration of how consumers
view brands, away from just passive products and services. This offers an
explanation as to why relational and community approaches have followed
identity, consumer-based and personality approaches. For, having established that
brands have allegorical human traits, it follows that they will interact in
comparably human ways. In doing so, this guides brand thinking towards the
humanities and social sciences methodological frameworks, which have been

selected by the researcher.

Till and Heckler (2008) describe the process of brand personality building,

amongst others as:

* An emotional connection
* A process of courtship
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* Viewing imitation as an ineffective form of flattery [which leads the
researcher to consider whether many effective branding activities may in
fact be perishable and unique to the brand]
* A collective initiative.

Echoing these sentiments, Doyle (1994) states that the core concern of marketing
should be in the decommoditisation of products. Wilson and Liu (2009) suggest
that such perspectives lend themselves towards enabling analysis that
encapsulates the more meaningful implicit and embedded facets of branding and
culture, which individuals experience. Miller (1995) argues for a materialist
understanding of consumption that recognises the choices and the constraints,
which shape consumer behaviour in its widest sense. Collins (2001) uses Miller’s

premise to assert that,

“brands and branding represent important issues for analysis, because they
have a capacity to (re)constitute reality insofar as they make certain
representations of reality more-or-less persuasive and/or attractive” (Collins,
2001, P.192).

This, Collins (2001) says is reflective of an avoidance of consumer indifference.
Therefore by merit of a brand gaining a memorable and favourable market
position, this intangible and implicit component appears to be central to both

the brand and the consumer.

Aaker (2007) states that categorization theory is a useful tool in understanding
the process and objective of influencing. An extension of this approach can be

used as a basis for managing brand creation. For it,

“provides coherence to knowledge and judgments about nearly all aspects of
daily life - including people, issues, products and brands” (Aaker, 2007, p. 16).

Aaker follows this by asserting that there are two prevalent models of
categorization: the first model,
“conceptualizes a prototypical, hypothetical object in the category that could
be an ‘average; or ‘ideal’ object. New objects could be evaluated as to how
similar they are to the prototype... The second model conceptualizes a

category as a collection of exemplars of the category, one or more objects that
represent the category well” (Aaker, 2007, p. 16).

With this in mind, it is suggested that research should attempt to gain opinions
from subjects on both categories: hypothetical and the actual - in an attempt to

test the strength of opinion and level of critical evaluation held by participants.
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However, as branding is being coupled with culture, it is questionable whether

brand categorisations should centre on exemplars, rather than capturing all
facets of human existence. The cultural approach appears to widen the field of
analysis by embodying the view of a ‘bird perspective’, drawing from
anthropological narratives of inductive reflections. These are rooted in placing
and analysing brands within societal phenomena. Therefore it is argued that
beyond the economic approach, which is the founding principle, the resulting
schools of thought have sought to add texture and refinement to how brands can
be valued and ultimately controlled. The necessity for increasingly complicated
and inter-connected approaches appears to be due to the fact that predicting how
a brand performs is becoming increasingly problematic. The cultural approach
presents examples of societal phenomena, which go against conventional brand
thought. Without further examination, it would appear that strategic brand
management and adherence to established frameworks, may not guarantee
success — as the non-corporate consumer, especially through social media, has
been gifted the opportunity for collective influence and power, which can

outweigh that of organisations.

When examining management perspectives further, in response to market
factors, Christensen (1999), concludes that a sizeable number of senior managers
in industry believe that the weaknesses of many methods outweigh their
strengths, when attempting to search for innovation in product ideas. The
weaknesses they attribute to insufficient focus on taking consumer preferences
into account. Christensen asserts that consumers tend to scan across categories
for something that will “do the job best” and “discover what the consumer has
already discovered” (Christensen, 1999, pp.41-42). In contrast, Christensen also
observes that:

“Most brand architectures are not structured to help customers link the

product with the job for which the product is meant to be hired. Instead, the

marketers’ goal seems to have been to position the product to be used in as

many jobs as possible. The unfortunate result is that the product and brand
are sub-optimized for every job.” (Christensen, 1999, pp. 47-48).

Whilst Christensen’s (1999) findings confirm that brands provide a worthy
promotional mechanism, they perhaps still encounter difficulties when

marketing the benefits of the product itself. It would appear that this link
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remains latent and subject to consumer interpretation. Furthermore, it is argued

that a position of strength over acknowledged weaknesses delivers contingency
or resource-based strategic approaches - which are not what most brand theories
are designed to deliver, or examine. For these brand theories are largely

concerned with exemplars of success, or pariahs of failure.

Through adopting Chevron’s (1998) position, pertaining to brands and products
being diametrically opposed; Christensen’s (1999) findings also highlight that
many strategic brand management initiatives, appear to have inherent
weaknesses resulting from these dichotomies. This is because brand innovation
processes seem to act independently from that of the product or service in its
initial stages. As a result, there are likely to be two stages - where the commodity
is created, followed by its mapping to a brand upon completion. The desire of a
brand architect is to market the product to would-be consumers, but following
Christensen’s (1999) suggestions, it appears to point towards degeneration in that

intended marketing message, upon reaching consumers.

Wilson and Liu (2009) state that the core focus should be on viewing brands
through the eyes of their architects, as their initiators. Whilst the indications are
that there are significant consumer-driven factors affecting a brand strategy,
which may lead to consumer confusion and subsequently towards, what is
termed ‘racket feelings’, in the field of transactional analysis and psychotherapy -
nevertheless their effects remain secondary. The researcher asserts that
consumers do play an active part in a shaping a brand’s message, but unless
guided by effective encoding on the part of the brand architect, the process will
remain outside of the brand architect/manager’s control. Therefore, it is argued
that research needs to be undertaken from both marketers’ and consumers’

perspectives, and then subsequently the interplay between both.

Control of the brand appears to be a point of continued contention. In contrast to
the findings of Dye (2000) and Brown (2001), Maklan and Knox (1997) suggest
that customer value is “increasingly being generated by business processes
traditionally outside the remit of brand management”, which in turn leads to a
diminishing brand value (Maklan and Knox, 1997, p.119). Their recommendations,

for increasing brand value and ultimately bridging the gap with consumers, lie in
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optimising aspects of the supply chain process. del Rio, Vazquez and Iglesias

(2001) found that one generally accepted view draws from an associative network
memory model, where perceptions about a brand are, “reflected by the cluster of
associations that consumers connect to the brand name in memory.” A way in
which consumers were able to distinguish between brand associations, was by
their level of abstraction, “that is, by how much information is summarized or

subsumed in the association.” (del Rio; Vazquez and Iglesias, 2001, p. 411).

Therefore, whilst brands are enjoying exponential successes, in comparison to
other marketing activities, it appears that opinions are that they could perform
even more successfully. In response, it is the opinion of the researcher that whilst
Maklan and Knox (1997) make a notable point, suggesting analyses outside of
brand functions should be favoured to evaluate brands: a crucial focus of research
nevertheless should still remain in examining the mindset of the brand
architect/manager, with respect to the intangible aspects of a brand. This is in
light of the findings, as stated earlier, by Doyle (1994), Christensen (1999), Collins
(2001), Hayes; Alford; Silver and York, (2006), and Aaker (2007).

Having reviewed these areas, it would appear that there are three emergent key
issues central to evaluating the performance and management of brands, which

will now be discussed.

2.4.1 Transaction versus Relationship based Economics

Homo economicus is a term that has been used within the field of economics for
over a century (Persky, 1995; Zabieglik, 2002). It follows then that the economic
approach to brand management also holds this concept central. In doing so, it is
clear from the literature grouped under the economic brand approach that the
suggestion is goals of the marketer and consumer are achieved through drivers
rooted in transactional individualism. However, the proceeding brand schools of
thought appear to move away from this position towards progressively

collaborative economic exchanges.

In support of these arguments, a challenge to the concept of Homo economicus,
continues to come from anthropological economists: Mauss (1924), Polanyi

(1944), Sahlins (1972) and Godelier (1999) - through empirical cross-cultural
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comparisons. Their main point of concern is that a Homo economicus

perspective fails to take into account kinship-based reciprocity. They argue that
without the consideration of reciprocity, this turns production into fictitious
commodities, through a disembedding process (Polanyi, 1944). Furthermore,
through an extension Durkheim’s (1895) discussion on Social facts, Dahrendorf
(1958) postulates the counter term Homo sociologicus. In this, the assertion is
that the pursuit of fulfilling social obligations holds a greater pull than selfish
interests. With these in mind, brands and their stakeholders appear to fulfil
greater obligations than merely monolithic unilateral transactions. Instead,
brands, marketers and consumers occupy positions in society that may drive
economic gains; and secondarily, this provides social capital - which binds

individuals and ascribes meaning to their existence.

The progression in brand management approaches reflects such tensions and
considerations, when trying to position stakeholders according to their: role,
influence, motivations and gains. Furthermore the re-alignment of economic
marketing evaluative factors to embrace anthropological arguments draws in the
significance on cultural branding. From a corporate perspective, the idea of
Homo sociologicus is apparent in the formalisation of corporate altruism, and
Corporate Social Responsibility (CSR) functions. Branding is used in many of
these cases as a means by which activities can be linked back to the organisation
- using corporate identity and public relations frameworks (Bernays, 1928, 1955).
Also, the idea that a brand is merely an external function and marketing tool
appears outdated - as literature points towards the suggestion that employees

should be viewed of as being ‘internal customers’.

2.4.2 Embracing consumer perspectives

Aaker (1991), de Chernatony & McDonald (2003), Czellar (2003), Franzen and
Bowman (2001), Keller (1993), and Lindstrom (2005) state that brands are best
understood from a consumer perspective. This is a growing trend and theme in
brand thinking. However, it is still unclear to what degree and how that could

and should govern the management of a brand.

Muniz and O’Guinn (2001) place the brand at the focal point of the community,

in an almost matriarchal role - defining communities’ commonalities from
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derivations of sociological theory. McAlexander et al (2002) argue that in

addition to the factors cited by Muniz & O’Guinn (2001), committed consumers
are placed at the focal point of communities. This customer-centric model
implies a shift in perspective - explaining the relative autonomy and interactions
of individual elements. In this setting, the brand, product, and marketer do not
assume the singular role of brand community facilitator; but instead are shown to
be active community members creating experiences, which circumnavigate
around a focal consumer. Ouwersloot and Schroder (2008) suggest that there are
two forms of brand community: one where the brand is implicitly involved within
the community (and often the founder and orchestrator); and one where the

brand is explicitly uninvolved.

It remains contentious whether such approaches should be at the expense of
appraising the nature of brands from their inception - by brand managers and
creators. Furthermore, the researcher suggests that as consumers interact and are
subject to the influence of non-consumers outside of their brand community,
their understanding should in turn be examined also, with respect to those
‘others’ that they choose to engage with. This will have a further bearing on
brand stakes and it appears that seldom literature evaluates the views of those
who are not contractually involved with brands through employment and
commerce, or who consume - which essentially is also a form of contract. This
issue will be addressed in later sections, considering if the most significant
definitions of contract should be judged as being psychological; and comparably

transactions should be psychoanalytical.

As stated, the researcher’s focus is on Brand Culture, as a basis for further
discussions. The rationale being that it is the most recent approach to
understanding brands and it appears to be of most relevance when investigating
the nature of various brand interactions in context. By induction, groups 2-7 as
identified by Heding, Knudtzen and Bjerre (2009) earlier, are reflective of a
movement towards defining more of the tacit and figurative aspects of a brand,
which suggest that emotion plays a significant role. In doing so, this elevates
emotion towards being more significant and explicit. It is argued that the driving

factor behind this has been the increased number in observations and practices
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which consider how human characteristics are projected onto a brand (Kotler,

Wong, Saunders and Armstrong, 2005; Hooley, Saunders and Piercy, 2004; de
Chernatony, 2001; Ries and Trout, 2001; Aaker, 1996; Kapferer, 1992; Keller, 1998;
Doyle and Saunders, 1985). As a natural extension: as brands become more
‘human’, they can in turn be evaluated and classified according to more human

characteristics. Namely, image, identity and personality.

2.4.3 Humanising Brands: Image, Identities and Personalities

A brand’s purpose is to engage in and optimise active participatory relations.
When examining the nature of these relations, Keller (1993, 1998) classifies brand
associations into three major categories: attributes, benefits and attitudes. From
these, Fournier (1998) and Rook (1985) observe that brands are embedded in a
historical context, which:
1. Creates the concept of brands having a personality that is the sum of
emotional added values, and

2. Denotes functional purpose and inherent quality (McWilliam and de
Chernatony, 1989).

Aaker (1997), Kapferer, (1992, 2008) and Sirgy (1982) house brand personality
within a landscape of brand image, creation and building. Furthermore, Belk
(1988), Malhotra (1981) and Kleine, Kleine and Kernan (1993) observe that brand
personalities are congruent with aspirational or ideal value seeking, undertaken
by associated stakeholders, as a reflection of self. And so, brand preference and

usage are driven by personality (Biel, 1993; Aaker, 1996).

Whilst viewing brands as humans appears to be a well-established conceptual
argument, it is argued that there still remains a gap. For not all humans are
commercial entities, but a brand’s continued existence at some stage in its life
necessitates the ability to generate revenue, for a sustained competitive
advantage. Therefore, brands have to be judged as ‘humans’ according to how
they interact with real humans (which humans are not). In response, a polemical
argument could be posed to suggest that when humans engage with brands, they
in fact become economic and commercial entities, with are in turn judged.
Collectively, these point towards brands being engaged in identifiable

relationship exchanges with at least two other humans: the brand
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creator/manager and the target (consumer). In further support of a view, which is

based upon calculable figurative communication exchanges, Laforet, (2010) states
that the overarching function of a brand is to:
* Reduce risk

* Create image benefit
* Increase information efficiency

(pp.-14-15). Laforet’s points can also be interpreted as extending these functions to
the target consumer - in that consumer behaviour is governed by risk reduction
(more conventionally termed as dissonance reducing behavioural traits); creating
image benefit to them and the brand through brand consumption; and de jure

through their involvement facilitating increased information efficiency.

These beliefs shape representation, consumption and commercialisation - and
lead ultimately to the institutionalisation of cultural values and beliefs (Richins,
1994; McCracken, 1986). As cultural significance is drawn into branding, Aaker,
Benet-Martinez and Garolera (2001) sought to combine an emic-etic approach to
assessing brand personality. Their findings point to personality values and
exemplars differing across the cultures, which they examined (United States of
America, Spain and Japan). This is further evidence for examining culture in

connection with brands.

Therefore, as observed by Belk (1988), Solomon (1996), Livingstone (1995),
Lannon (1992), Kim (1990), Friedman (1986), Levy (1963): findings suggest that
gaining understanding of both the creator/manager and the consumer are central
to understanding the meaning of a brand. Senders and receivers of messages
attach possessions, myths and perceptions, which in turn solidify coherent
images, identities and personalities. These in turn are attributable to
organisations, groups and individuals alike and help to govern what constitutes a

sustained image and subsequent reputation and loyalty trait (Temporal and Alder,
1998).
By adopting a deductive-inductive approach, rooted in syllogisms: the cultural

approach to branding will now be explored in more detail. And subsequently, in

response, a branding approach to culture will also be discussed.
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2.5. The cultural approach to brand management

In the interests of investigating the interplay between brands and culture:
syllogisms were used to investigate both from two perspectives. Section 2.5 first
considers the impact of culture and cultural perspectives on branding. Section 2.6

then appraises cultural standpoints and how brands have influenced the agenda.

With the rise in brand strength, through humanisation, notoriety, extensions and
consumption, the literature points to culture being the vehicle for success and

the frame of reference. Olins (2007) writes that,

“Brands and branding are the most significant gifts that commerce has ever
made to popular culture. Branding has moved so far beyond its commercial
origins that its impact is virtually immeasurable in social and cultural terms”

(p12).

From this, Olins concludes that whilst it may sit uncomfortably with a lot of
people to consider that more charities, the arts, universities, sports and cultural
activities will be inevitably and inexorably linked to and governed by brands: “for
most part it will make them better, more effective and more influential” (p.234).

These observations signal the marriage between brands and culture.

Holt (2002) classifies virtually every consumer branding initiative into three
models:
* Mind-sharing branding (cognitive)

* Emotional branding (balancing emotional and relational aspects)
* Viral branding (largely driven by the internet)

Holt asserts however that, “while these conventional models may work for other

types of branding, they do not build iconic brands” (p.13).

Holt argues that iconic brands are guided by a set of tacit strategic principles,
which he calls the cultural branding model. What the researcher has chosen to
investigate is to what degree cultural branding models can also explain and

provide erudition to conventional branding as well.

Within the Cultural Approach, brands are analysed with a macro level focus.

“..consumers’ identity projects are analysed at a (macro) collective level. The
relational approach is concerned with the understanding of individual identity
projects as important contributors to brand meaning”, (Heding, Knudtzen
and Bjerre 2009, p.210).
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Therefore a shift in thinking appears to be that there is a movement towards

understanding through homogenous collectivism. The researcher suggests a
middle ground, due to the fact that previous schools of thought continue to
prevail. Therefore, it appears that what is attempted by academics and
practitioners are positions of top-down/bottom-up analysis, which renders
stakeholders as ‘collective individuals’. And so, what remains in separating
various schools of thought is the focus and value attributed to micro and macro
analysis. Moving forward, the cultural approach is a by product of a phenomenon
where,

“The brand is subjected to social and cultural changes completely outside the

brand manager’s control... this means that the marketer is not the only
author behind the brand meanings”, (Heding, Knudtzen and Bjerre 2009,

p-211).

A further cornerstone of the cultural approach lies in the assertion that a brand is
a perceived as a cultural artefact. Holt (2002) asserts that in the cultural
approach,

“A ‘bottom-up’ interpretation of data is applied; the informants are not
expected to express idiosyncratic meanings, but rather to be acting as
mouthpieces of the surrounding culture” (p.73).

It appears therefore that the cultural approach is arguing that with so many
factors outside of the control of the brand and associated employees,
microanalysis, which maps brands from their marketing objectives and inception,
only yields limited findings. In support of this, observations made previously in
literature, outside of the cultural approach to branding, also highlight brand
management challenges, due to a lack of control and understanding. Of these
gaps, culture is seen to be the most pervasive and in part a silo for categorising
both macro and micro environmental factors. In response, Holt (2004) adopts a
methodological approach, which uses “micro level data — people’s stories about

their consumption - to investigate macro level constructs’, (p.73).

In keeping with this school of thought, Garsten and Hasselstrom (2004) state that
“Market man is forged out of the interplay between different technologies” (p.213)
- namely that of production, sign systems, of power, and of the self. This also
appears to lend support to the polemical argument raised earlier, that consumers
become economic and commercial entities. Empirical evidence of new consumer

commercialism can be seen with reverse auctions, such as eBay and YouTube
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‘haulers’ (Jacobs, 2011). Therefore as technology has a stakeholder levelling effect,

which encourages democratisation, inclusion and interaction between more
parties: stakeholder definitions will become more communication based and

culturally embedded.

From this the researcher asserts that brands attempt to drive this phenomenon,
using culture - by embedding themselves within more and more cultured
communities. In addition, a posteriori concepts such as brand knowledge and
acculturation are experience driven (Fodor 1998, Mason and Bequette 1998,
Simon 1996). In light of these, how brand stakeholder relations can be mapped as
part of a network will be discussed later in the next chapter, as a part of focal

theory.

Holt and Cameron (2010) continue with Holt’s (2004) socio-cultural model for

branding, and offer further observations as to why culture is so central to

branding. Provocatively, they write that,
“When we explored the most influential innovation models in the
management literature, we found the same restrictive intellectual parameters
that we had encountered in marketing literature — except this time myopia
was a result of the domination of economics rather than psychology [found in
marketing texts]. The leading innovation models all assume that markets
work only in the way that they are described in basic economics textbooks,
where innovation is driven by what we call ‘better mousetraps’. These models

ignore that innovation proceeds at a cultural level, not just the nuts-and-bolts
level of the physical product or service” (p.ix).

Holt and Cameron’s (2010) position on culture being central to branding and
gaps in understanding, due to first principles of economical brand definitions has
been adopted. However, further to this, a key area of investigation for the
researcher was looking at how brands and culture are defined, interpreted and
used practically, by managers. From this, theoretical constructs of: branding,
brand management and culture are attempted which synthesise academic and

practitioner thinking.

Schroeder and Salzer-Morling (2006) observe that there is an understanding of
basic cultural processes that affect contemporary brands, and more recently
attention has shifted from brand producers towards consumer response to
understand how branding interacts with consumers to create meaning” (p.iii).

What the researcher wished to capture in this thesis was also the understanding
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that brand producers are also consumers. Therefore, neither should be

completely separated. Furthermore, following the observed complexity of the
research problem, it is felt that brand experts have the ability to articulate
observations and meanings to a greater degree: due to their, practices, roles and
experiences. And therefore, they present a worthy target for rich in-depth

research.

Having stated Chevron’s assertions that “the concept of a ‘brand’ and that of a
‘product’ are diametrically opposed in many ways.” (Chevron, 1998, p. 261);
supported by Collins’ (2001) findings, it is argued that a brand is created with the
aim of transcending the tangible boundaries faced by commodities. This then
moves them beyond being artefacts, towards unbounded cultural artefacts of
meaning. Therefore the consumption of brand need not be restricted to specific
product categories. Pringle and Field (2008) suggest that unlike their product
offerings, brands need not ‘die’. This is a further signal that brands are

allegorically part of culture.

An example of this extension has been cited by Klein (2000), where she observes
that the Nike swoosh is one of the most requested tattoos in the USA. By
individuals electing to have a brand tattooed permanently on their skin, they are
not only explicitly demonstrating that the brand is of more significance and
desirability than the product, but that it is also a worthy component of their own
entire value system. Because tattoos are permanent, they also preserve the
continued significance of the brand. In addition, it appears that brands can
develop sublime characteristics, which outlive their associated products. Building
on these brand characteristics, Nike has been able to enter new markets and
extend its product categories. Furthermore, such brands have been used to pull
seemingly unconnected markets together, under one coherent identity.
Therefore, when brands are created, if strong enough and if embraced by
consumers, they collectively become symbiotic beings and have the potential to

eventually possess a life of their own.

Thus, the cultural branding school of thought appears to be moving the ‘human’
brand agenda further, beyond categorisation only according to identity,

consumers, personality, relationships and communities. It appears that the
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cultural approach becomes the common denominator for the preceding schools.

However, in doing so this opens up a further discussion as to what sort of culture,

at what level, from whose perspective, and for how many.

2.5.1 Cultural brand encounters and dilemmas

Nagashima (1970) surveyed US and Japanese businessmen’s attitudes towards
foreign products. Findings suggest that the national image of any country varies
across cultures. An example given was that ‘made in England” was found to be
significantly more prestigious in Japan, in comparison to the United States. A
case therefore is made therefore for a country constituting a key component
within a brand’s creation. Thus, national identity from a brand context is a
cultural construct. In addition, Ward et al. (1986) have noted that the
consumption behaviour is varied from one culture to another. They comment on
how family orientations and their respective behaviours differ markedly across
cultures. These studies would suggest that marketers’ and consumers’ cultural
brand behaviours alter, according to the combined influence of: geographic,
national, environmental, ethnographic and religious factors. They still however
offer little insight into whether brands are created in a manner, which is best
suited to being able to cater for these different tastes. Furthermore, it continues
to raise the question that with a cultural brand approach, whether this is more
about a culture of understanding brand management, rather than management

understanding brands within culture.

Lelyveld (2001) referred to Timberland’s surprise at‘being hot in the urban
community with no marketing at all.. no one was more surprised by the

phenomenon than the company itself” (p.8).

Unprompted by Timberland, the brand has been adopted as a prestigious unisex
uniform by Hip-hop music artists and fans. The originating and committed
devotees of Hip-hop, largely from initially Afro-American and Hispanic
communities, describe Hip-hop as music, an art form, a culture and a way of life
(Wilson, 20ma). These are sentiments that continue to be expressed in numerous
song lyrics - in addition to rhyming couplets, naming, lauding and describing the
Timberland brand frequently. Lelyveld (2001) devotes some time to this area,

mapping clothing brand names to Hip-Hop artists. As a result, Timberland has
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also reaped the benefits with having their brand acquiring more human traits,

‘street credibility’ and ‘coolness’, not to mention market share. Timberland’s
surprise appears to suggest that the brand was not created with this lucrative

urban audience in mind.

Therefore, the question arises, if a future brand architect wanted to create a
brand for this same target audience, how would they go about doing it? It
appears that brands, such as Timberland, are able to react to interested new
segments; but without more understanding, they will perhaps find it difficult to
initiate such interactions. Furthermore, because Timberland enjoyed successes
amongst cultures and sub-cultures not by its own volition, does this make it a

cultural brand approach exemplar?

In contrast, Tommy Hilfiger knowingly adopted a cultural approach, which
strategically “focused on young urban African Americans to imprint his brand with

a street hipness”; that finally spread to reach “a broad audience of all ethnicities”
(Dye, 2000, pp.144-145).

In tandem, more rationally based product purchases, such as Islamic Finance,
have also seen similarly surprising effects. Knight (2006) reports that banks
offering these products have seen them consumed by non-ethnic (white) British
non-Muslims. Knight (2006) continues by citing evidence in Malaysia of up to
25% of Islamic accounts being opened by non-Muslims. The figures, it could be
argued, are especially surprising - considering that these financial products are
non-interest bearing. The reason being that whilst they may be considered a
necessity to someone following the Muslim faith, it begs the question that there
must be an alternative emotional and sub-cultural reason for someone outside of
the faith adopting them - where economic gain seems to take a back seat. This is
especially as a consumer has to satisfy more stringent approval criteria than with
mainstream high-street interest-bearing products offered by the same banks.
Furthermore, whilst ethnic products from minority groups are popular in the UK
(of which there is a perception that the Muslim faith is strongly rooted in cultural
ethnicity), this interest is usually in food and fashion. Therefore, a further area of
investigation should be in examining the relationship with culture and over

variables, such as ethnicity, geographic region, exposure and interaction.
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Brown (2001) comments that that whilst modern consumers are marketing savvy,

the key to brand success lies in Retromarketing - by creating markets as opposed
to serving them. Brown’s (2001) findings would support the approach used by the
Tommy Hilfiger brand. However, the majority of literature argues that success
lies in being able to predict current cognitive and conative consumer behavioural
patterns accurately. Further to this, it appears that it is the marketing, rather
than the brand, which is being crafted towards being able to appeal to these
consumers, as many commodities are branded after having been created.
Therefore the area of investigation, which still remains is how cultural brands can
be created and appeal to different segments, even before they are marketed. This
cements branding as being a field in its own right, as opposed to a sub-discipline
of marketing, which it appears is an area of concern for brand managers - as the

literature observes that they have issues of control.

Further highlighting the suggested complexities faced, when reviewing culture,
branding and consumer behaviour: the researcher cites a study by Gong, Zhan
and Tiger (2004), which examines the perceptions of Western firms when
marketing to Chinese youth. Gong, Zhan and Tiger (2004), state that
“Unfortunately, many Western marketers” have, “mistakenly” believed that it is
hard to group Chinese youth into a distinct segment based on psychographics

(p.46) - due to a lack of understanding of ‘old’ and ‘new’ culture.

In addition, the arguments of these Western marketers, according to Gong, Zhan
and Tiger (2004), have been that the cultural frames of reference of these Chinese
youth in question are too dissimilar to enable their inclusion as part a global
youth segment. However, Gong, Zhan and Tiger (2004) assert that this is a fallacy
- as these same Chinese youths, in fact exhibit comparable rebellious inclinations
and share similar interests with their Western counterparts. Having stated this,
Gong, Zhan and Tiger (2004) provide evidence indicating that the same Chinese
youth “depend on the Internet for information, worship brand names, and chase

fashions and trends.” (p. 46).

These findings in themselves demonstrate that Chinese youth do exhibit notable
and definable psychographic traits, which could group them within a global

market. They also appear to suggest that whilst brands are experiencing the
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benefits of  cross-cultural  consumption, denationalrialization = and

deterritorialization; there nevertheless appear to be significant gaps in
understanding between cultures. Perhaps more worryingly, they indicate that
marketers, in the absence of understanding, are still willing to market their
products to an audience that they do not understand. In addition, marketer’s
definitions of culture in this instance seem to be less about actively mapping the
progression of ‘old’ and ‘new’ and the subsequent stratification process - but
instead more about what is known and what is not. The possible consequences
are that gaps in cultural understanding, which if not addressed, will prevail (if
not increase). These in turn will affect the ability of marketers to proactively
market to defined segments and perhaps even bring the cultural brand approach

to an end, in favour of another school of thought.

Comparably, the researcher suggests that it should be of little surprise that there
will be differences in held-values between generations, because as Wilson and Liu
(2009) have observed, often research findings can show somewhat colonial,
culturally diminutive, ethnically discriminatory traits; which link well with the
observations of Said (2003) and Buruma and Margalit (2004) which will be
appraised later. For they state that it is unlikely that these same ‘Western’
marketers would avoid attempts to classify and link similar segments, within
their home territories in such a dismissive manner. Moreover, having established
the existence of a segment such as Chinese youth, there should be no reason why
existing conceptual frameworks could not be used to then define their

psychographic characteristics.

Two main fields of contention are: how consumers are being defined, and the
restrictive treatment of a brand as a mere commodity within marketing. A lack of
understanding in these areas tallies with the shortfalls discussed earlier, as
highlighted by Christensen (1999) and Doyle (1994). Where the control of the
brand’s identity will move into the hands of the consumer and it risks never
achieving greater market potential, without more comprehensive strategic

management.

Whilst this study is not exclusively examining Chinese youth, it can be deduced

that there are likely to be similar inadequacies and traits with respect to the
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understanding of other cultures and nationalities. Supporting these concerns,

Whitelock and Fastoso (2007) in reviewing existing literature on international
branding, found that very few African and Latin American countries have been
objects of research and that large areas of the Asia-Pacific and Sub-Sahara region

have so far not been researched.

As a further point of reference, it is argued that countries, which have inhabitants
that share additional cross-border value systems, such as religion, may allow for
further grouping and comparisons. Dawar and Parker (1994) analysed the
existence, relative importance, and absolute magnitude of signal use in
connection with branding, across thirty nationalities including China and Hong
Kong. They conclude that the “variances in the use of quality signals are
independent of culture and are likely to be driven by individual factors” (Dawar and
Parker, 1994, p. 81). These findings lend weight to the possibility of looking at
common cross-cultural defining attitudes. However it can be equally argued that
in fact they contradict or confirm aspects of Gong, Zhan and Tigers’ (2004)

findings.

The issues of contention surround: whether culture is considered; how it is
considered; and the necessity of a brand strategy to encompass cultural
components. In addition, there exists a ten-year gap between both studies - in
which time significant changes may have occurred. It is possible that in the
absence of meaningful culturally based strategic brand management, consumers
may suppress or adapt any of their own cultural traits. Whilst this will manifest
consumer homogeneity, the drivers stem from a failure on the brands part, to
achieve positive positioning. Therefore there is a real risk that with increased
cultural diversity, denationalrialization and deterritorialization will come
increased difficulties in predicting consumers’ behaviour towards a brand. If this
is the case, then the researcher suggests that the differences between Dawar and
Parker (1994) and Gong, Zhan and Tigers’ (2004) findings may in fact be evidence

of this deterioration.

Aiello, et al (2009) gathered data from a cross-national sample, in order to obtain
a more complex understanding of how the country of origin concept operates in

various countries across different product categories (convenience products,
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shopping goods and specialty/luxury products), when looking at consumer-brand

relationships. Aiello, et al’s (2009) survey was conducted in Italy, France,
Germany, Russia, India, China, Japan and the United States. However, an
interesting point to note is that in their survey, countries appear to be treated as
also constituting respectively homogeneous groups. Whilst this supports Dawar
and Parker’s (1994) position and could be used to address the concerns of Gong,
Zhan and Tiger (2004); the researcher suggests that this still presents a

significant cultural gap worthy of appreciation.

2.6 Contextualising the impact of branding on culture

In response to the questions raised and identified gaps concerning culture in the
previous section, the following section firstly considers the variance in
perspectives concerning aspects of culture in further detail. Analysis has been
restricted to cultural elements and perspectives, which appear to be connected
and influencing brand management, derived from the previous sections.
Secondly, as a cultural approach to branding has been considered, background
theory will appraise the impact of branding on the cultural landscape. It is clear
that in tandem there are varying perspectives as to which unit of cultural analysis
is the most significant and relevant when managing brands. Observations in
business and management literature point to the delineation and ascribing of
cultural levels. These range from those linked directly to two variables:
individuals, and by extension - communities, departments, organisations, regions,
industries, nations; and those to culture in abstraction - high/low context,
high/low culture, macro/mezzo/micro, East/West, Occident/Orient, and Global
paradigms. Central to all of these is the idea that culture is situation specific,

dynamic, and is both inclusive and exclusive.

Literature searches and analysis points towards the researcher adopting three
main groupings of cultural perspectives, of relevance to brand management:
1. Business and Management

2. Socio-anthropological
3. Consumption-based.
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The socio-anthropological method fits squarely in the cultural approach to

branding, in response to an argued drift between conventional business and
management’s treatment of culture and that presented in the cultural brand
approach. As an extension, consumption-based approaches appear to be a
refining of traditional anthropological principles to accommodate phenomena
such as brand communities, globalisation, Web2.0, social migrancy and
associated hybridised multiculturalism. Finally, from these the final section

provides a platform for a chosen lens and unit of cultural analysis for focal theory.

2.6.1 Business and Management cultural paradigms

Kroeber and Kluckhohn (1952) registered 164 different definitions of Culture.
From these, they observe that the essence of culture is present where:

* Members of a system share a set of ideas and especially values

* These are transmitted (particularly through generations) by symbols

* Culture is produced by the past actions of a group and its members

* Culture is learned

* Culture shapes behaviour and influences one’ perceptions of the world
* Language is the mediator

Holden (2002) comments on the fact that definitions have only continued to
increase, rather than there being a polarisation in thought. Kroeber and
Kluckohn’s elements of essence offer little grounds for contention and so are
considered to remain of relevance today and particularly to the brand landscape,
in line with the rise of the cultural approach. However, central to the research
problem is not so much ‘what’, rather ‘how’ - with the intention of offering an
applied scientific approach to a human phenomenon, leading to a set of guiding
principles. Therefore, the central theme taken for this study is the fact that
culture relies on iterative and collaborative communication, between
participants. Herskovits’ (1948) earlier definition of culture that it “is the man-
made part of the environment” offers a basis for arguing that the cultural
approach to brand management places brands firmly in the hands of humans,
from their creation to denaturing (or death, as they are considered to be
‘human’). Smith and Bond (1998) explain that cultural definitions should include
both material objects and social institutions - which points towards a

tangible/intangible paradigm, manifest in: implicit, explicit and tacit nodes. In
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line with this, Schein (1985) as a social psychologist, makes a distinction between

visible and invisible culture. From this he creates three categories:

Assumptions: which are taken for granted and invisible

2. Values: where there is a greater level of awareness
Artefacts: the visible face of culture, which is not necessarily decipherable,
and often therefore misunderstood. It consists of three manifestations:

a. Physical
b. Behavioural
c. Verbal

However, these offer little guidance towards helping to decide what conceptual
units allow for making cross-cultural comparisons. Because, values, norms and
practices may originate from different principles and assumptions — which may
then limit the number of abstractions and generalisations possible. This is
perhaps why defining culture beyond what could be seen as truisms or basic

principles, continues to yield further definitions.

As communication, propagation and proselytization of culture, necessitates the
use of language, this will now be considered. Whilst complicated, diverse and
variegated, language provides insight into how humans approach culture. In
support of language being of significance, Usunier (2000), when looking at
marketing across cultures, adopts an approach considering firstly English in
particular, as it is the worldwide language of business. Secondarily foreign
languages are considered in tandem - as collectively they all express culturally
specific patterns, which are embedded in contextual situations. Literature and
data searches point to the strongest global brands being known according to
strong linkages with English language text and English derivatives, shaped by
non-English language natives. Examples of colloquial terms are: Americanisms,
BBC English, Business English, Engrish, Indian English and Jamaican Patois
amongst others. Furthermore, following Usunier’s observations, this study is
conducted in English and it also considers how ‘other’ languages may shape the

understanding of experts.

Business and management literature has sought to define culture according to
systems and more particularly those inside an organisation and outside in the

competitive environment, which govern commercial success. Within the field of
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business and management, Hofstede (1994) choses to focus on levels of human

endeavour, which he groups culture according to:

National level

Regional and or/ethnic and/or religious level and/or linguistic affiliation
level

Gender level

Generation level

Social class level

Organisational or corporate level, according to socialisation by their work
(assuming that they are employed)

No=

oV AW

More recently Hofstede’s work has faced some challenges. McSweeney (2002)
challenges the notion of each nation having a distinctive, influential and
describable culture. Fiske (2002) critiques Oyserman, Coon and Kemmelmeir’s
(2002) analysis of national and ethnic differences in individualism and
collectivism, which revisited Hofstede’s approach - where nations are treated as
cultures and culture as a continuous quantitative variable. Fiske argues that such
approaches lead to conflations. These conflations he judges ignore contextual
specify in norms and values; and reduces culture to explicit, abstract verbal

knowledge.

Within the context of this study, such challenges are judged to be less of an issue,
as the Delphi panel will be asked to define culture and their cultural identities
according to their own subjective opinions, rather than the quantitative measures
often employed in Hofstede originating cross-cultural analyses. Furthermore,
nationality and culturally imbibed national identities are observed to have some
relevance in informal communication as a moniker for much deeper meaning -

in a comparable way to brand usage.

Whilst reflecting on these perspectives and further reviewing related cross-
cultural management and anthropological frameworks, Holden (2002) suggests
that managing across cultures is:
“.. the art of combining varieties of common knowledge through interactive
translation. In order to develop this modified concept of cross-cultural

management, it will be necessary to come to an understanding of translation
both as a process and as an analogy” (p.227).

Within this he also appraises the role of language, concluding that it can be seen

metaphorically with
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“its symbolic powers serving to unite people with a sense of common purpose.
Seen in this way, language is a very potent expression of company wisdom,
lore and vision” (p.227).

Charlesworth (2008) asserts the following when looking within education:

“If one accepts that culture is a certain commonality of meaning, customs
and rules (not a homogeneous entity) shared by a certain group of people and
setting a complex framework for learning and development (Trommsdorf and
Dasen, 2001), then one cannot deny the connection between culture and
learning... (Crahay, 1996)’.

Education is central to business and management practice. Globally, business and
management education, especially as it is largely conducted in English,
contributes towards a convergence in business communication and thought.
Therefore it could be argued that brands, as the fruits of the educated, should
fare well across cultures. As an extension of these observations it is argued that
brands as cultural artefacts are a central part of consumer education, in their
everyday marketing interactions and lives. Synthesising Charlesworth (2008),
Holden (2002), Usunier (2000), Crahay (1996), Hofstede (1994), Schein (1985),

Kroeber and Kluckhohn (1952) points: they appear to outline collectively that:

* Culture is acquired or created - and is transmitted subsequently through
teaching and learning

* It exists on multiple levels of abstraction

* The most significant aspects of which are tacit - and therefore are
understood best by those who are the most active participants in that
collaborative process

* Living breathing language (verbal and non-verbal) and symbolism, which
is preserved and exists in the here and now: joins participants together
and presents anchors of understanding.

Following a different tack, Smith and Bond (1998) raise interrogative principles

designed to underpin cultural understanding. They consider whether:

* There is one best way to run an organisation?

* A native speaker of English communicate effectively to a non-native
speaker of English

* Increasing contact between cultures improves intercultural relations

* Human societies eventually merge into one global mega-society?

(p.2). These it is argued encapsulate the key battlegrounds for successful cultural

brand management. Smith and Bond’s (1998) central message is that,

“no behaviour and no spoken word has an irreducible objective meaning,
Members of different groups or nations place meanings on what goes on
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around them, and the nuances of these meanings often serve to define identity
and to separate one grouping from another” (p.9).

A minor area of contention is their use of ‘to’ in the second point. Current
marketing thinking argues for communications that are two-way and therefore
use the word ‘with’. Smith and Bond go onto observe that contemporary social
psychologist Kurt Lewin (1947) was instrumental in developing Gestalt
psychology, which emphasises the way in which perceptions of a stimulus are
influenced by its context. With this in mind a key question is whether there
should be one Gestalt, or several. Diamond et al (2009) have applied Gestalt
thinking specifically when describing sociocultural branding. Collectively, the
argument is that social behavioural research should not be conducted in
isolation. Furthermore, taking social deviance into account, a key principle is
that,

“the larger the number of countries involved, the better is the chance of
understanding why the results have come out as they do” (Smith and Bond,

1998 p.33).
Literature points to the cultural brand approach adopting a ‘bird view’, therefore
it is implied that within this thinking one Gestalt prevails. However, in response,
with the preceding schools of thought leaning towards consumer views, or those
of communities, this may similarly support one Gestalt, but could paint a
different picture. If the view is held that one Gestalt should prevail, it is worth
considering that this may be too macroscopic, or complicated. Allegorically,
could be like gazing at the galaxy as a means of understanding human

interactions - necessary, but limited in some ways.

Rohner (1984) notes that for many parts of the world concepts of society have
become synonymous with those of a nation. Rohner (1984) goes further in
asserting that the concept of a nation is a Western one, originating from circa the
nineteenth century - where boundary setting has become more about political
expediency, rather than to separate neighbouring societies. Therefore, it is argued
that analysing separable sub-cultures linked to national identity, rather than
simply nationality, becomes of more significance when attempting to understand
brands and culture. Also, the researcher has considered whether the rise in
significance of nations; identifiable national artefacts (such as flags); national

cultures; and country of origin as an ingredient brand, are precursors an
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emerging modern-day trend in branding. Furthermore, is this an offensive or

defensive response to globalisation? As an extension of this thinking, can brands
also be seen as a modern day phenomenon, which marks culture’s and
individuals’ way of mediating the effects of Globalisation, by preserving

manageable units of meaning and identity?

de Mooij (2011) gives consideration to the effects of globalization and global
consumer culture — and in particular those negative effects. de Mooij (20m)
observes that,
“In practice, notwithstanding the worldwide reach of television and the
internet, in many people’s lives, in consumption or entertainment habits, be it
music or sports, the people of different nations continue to have different
habits, tastes, and loyalties. Instead of causing homogenization, globalization

is the reason for the revival of local cultural identities in different parts of the
world.” (p.5).

This is a view also supported by Giddens (2000) and Featherstone (1991). de
Mooij challenges Levitt’s (1983) rational view of global markets, where technology
leads to the homogenization of consumer wants and needs - as they will crave
high-quality and low price standardized products over customized high-price
offerings. de Mooij (2011) points to observation of Usunier (1996), that there
exists no empirical evidence to show homogenization of tastes or the appearance
of universal price-minded consumer segments” (p.6). Furthermore, that those
consumers are not after profit maximization.

Instead, “Convergence at a macro level (e.g., convergence of GNI [gross

national income| per capita) does not necessarily imply convergence of

consumer choice. As people around the globe become better educated and
more affluent, their tastes diverge” (de Mooij, 2011 p.6).

In light of further technological developments, the researcher argues that these
points support both de Mooij and Levitt’s views. For it is now possible to offer
customised, high quality and low-price offerings. Furthermore, if profit
maximisation is taken to be a socio-culturally centred value calculation, as
opposed to a reducible financial value: then humans can be viewed as collective
individuals, who balance rationality, emotions — and that these form the essence

of cultured human existence.

However, whilst apparent inconsistencies between attitudes and behaviour may

still exist between individuals across cultures, Ajzen (1988) finds that these will
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often be explicable due to multiple individual attitudes linked to particular

behaviours. In addition, it becomes clear that separating concepts of culture and
social systems is problematic. Instead, Smith and Bond (1998) suggest that
viewing culture as a relatively organized system of shared meanings is more

conducive (p.39).

According to Liu and Yang (2009), historically, brands have used a ‘top-down’,
‘board level’ approach when disseminating brand personas and ‘big ideas’. Now
more brands are adopting ‘bottom up’, ‘employee level' approaches (Liu and
Yang, 2009). In appraising such standpoints collectively, they have drawn the
researcher towards a top-down, bottom-up approach - from the outside-in. Here
the significant majority: society, consumers and non-consumers affect the way in
which brand managers perform and think. Here, the most significant unit of
cultural analysis is time, which is: contextual, specific, perishable, and dynamic.
Furthermore, the concept of time held to be emotional and therefore subjective.
This unit of time is a rate-determining step, as defined by collective individuals’
implicit and explicit shared value systems. Therefore, is likely to be a blended, or
hyphenated construct. For example, national cultural identity may mean more in
some contexts than organisational culture. In addition, even with a branded
national identity, it may comprise of or be supported by other national identities,
as stated by Hofstede (1994) and Minkov and Hofstede (2011). Further to this, the
most incisive and meaningful components of culture appear to be rooted in
largely implicit drivers, which can lead to complications. The utilisation of these
valuable cultural traits also in turn hinges on the successful acquisition of tacit
knowledge. Therefore, a critical success factor rests in managing the transfer of
this knowledge. Nonaka (1991), when looking at how tacit knowledge can be
converted into the explicit, suggests that it is a process of, “finding a way to
express the inexpressible.” In addition, it is argued that meaningful tacit
knowledge is perishable and therefore subject to time. It appears that a way of
staving off cultural perishability can be through the transmission of cultural

heritage.
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2.6.2 Socio-Anthropological perspective
As the cultural approach to branding champions an anthropological approach,
this will now be investigated further. Ember and Ember (2007) suggest that the
everyday usage of the term culture refers to a desirable quality, which is acquired.
However in contrast, Linton (1936, 1945) argues that culture is the total way of
life, rather than those parts, which are regarded by society as being higher and
most desirable. Similarly, Usunier (2000) views culture as a collective fingerprint,
where:

* Culture is the domain of pure quality

e Culture is a set of coherent elements

e Culture is entirely qualitative

* There are no ‘good’ and ‘bad’ elements of a particular group
* And therefore can be no globally superior or inferior cultures

(p.9). These are taken as being a cue towards researching the chosen field of
study using qualitative methods. Furthermore, they signal a departure of the
cultural approach to branding away from hard-factors, which seek to rank and
classify culture according to good and bad. Rather it is argued that cultural brand
managers look for commerecial fertile soil, battlegrounds and fallow fields of:

* Inclusion and Exclusion

* Consensus and Contention

* Orthodoxy and Heterodoxy
* and Evolution and Revolution.

Evidence for this lies in the examples provided by Klein (2000), Holt (2002b),
Fournier and Lee (2009), and Fournier and Avery (20u1) - who support their
conclusions with examples of where brands cause contention, experience

unexpected receptions, lose control, and fail.

Harris and Johnson (2007) point to culture being governed by socially acquired
lifestyle traditions, patterns and repetition. In addition, they go onto assert that
culture is governed by both society [organised groups, who depend on each
other] and subcultures [members who share certain cultural features that are
significantly different from the rest of society]. From a branding perspective, as
brands are commercial and competitive entities, it is argued that Ember and

Ember’s, and Harris and Johnson’s definitions are of relevance to the cultural
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approach to branding. However, they change the way in which more traditional

economic approaches to markets and brands are interpreted.

Kottak (2008) introduces the subject of culture through asking a series of key

questions, as to whether Culture is:

e Learned
e Shared
* Symbolic

* Governed by biology and nature

* All-Encompassing

* Integrated

* Adaptive or Maladaptive

* About a system or the individual - as an agency and in practice

And whether the various cultural levels are:

* Universal and Generalizable

* Peculiar, offering patterns, traits and features
* Producing mechanisms of cultural change

* Affected by, or affecting Globalisation

Adopting Kottak’s (2008) approach to questioning has been key throughout this
thesis. Firstly, they have been used when generating focal theory. Secondly,
grounded theory, the Socratic elenchus and the Expert Delphi instrument have
been designed to extract further perspectives from participants, through using
iterative hermeneutical cycles. In addition, the applicability of Kottack’s cultural
questions to branding appears to be entirely appropriate - as the same questions

prevail, when attempting to understand brands.

In adopting a cultural anthropological approach to branding, the researcher
considered the work of Scupin (2006), which suggests that the role of the cultural
anthropologist is to focus on cross-cultural aspects of ethnographic data -
produced by individual ethnographic studies and participant observation
methods. These are in order to produce cross-cultural generalisations about
humanity and cultures everywhere. Harris and Johnson (2007) make a distinction
between:

* Ethnography - a first-hand description of a living culture, based on

personal observation; and

* Ethnology - the understanding of thought and behaviour that occur in a
number of societies.
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Building on this, Harris and Johnson (2007) classify anthropological investigative

approaches into:

* Humanistic - describing and interpreting each culture in its own terms -
as comparisons distort the unique qualities of a given culture; and

* Scientific - aiming to explain cultural differences and similarities - as
regularities exist across cultures.

Such approaches the researcher argues encapsulate how he has sought to
understand brands. Furthermore, he observes that brands attempt to bind

consumers and stakeholders together under these anthropological paradigms.

When considering more contemporary approaches to Cultural Theory, McGowan
(2007) introduces the subject with a narrative summarising significant
phenomena of the past decade. Within this narrative, McGowan emboldens the

following key terms:

* The Other

* Signs

* Signification

* Disavowal (denial of responsibility)

* The Imaginary

* The Uncanny

* Immanentism (existing or operating within)
* Textuality

These McGowan sees presenting a landscape of a poststructuralist pathway -
where culture is thought of as an effect of systems of meaning, rather than self-

evident truths. From these, culture is analysed according to:

Textuality and Signification
Aesthetics

Ethics

Alterity (otherness)

The Real

The Inhuman

NIV

And therefore it is argued that,

“the apparent effect of a paradigm of thought is not fixed for all time, it seems
important also to continue to subject the thinking we do in cultural criticism
to its own on-going and perhaps ceaseless interrogation” (McGowan, 2007

p-142).
BBC News (2011) reports how more recently academics and anthropologists are

reinterpreting existing socio-anthropological principles, in response to radical

changes in human existence. The key topic triggering the article is the current
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financial crisis.” Furthermore, a significant factor is that brands are singled out as

being agents of change, influence; and social influence, capital and climbing. In
addition, Trompenaars and Hampden-Turner (1994, 2009); Liu and Mackinnon
(2002) and Wilson and Liu (20m) articulate that capitalism is not a monolithic
universal. Rather, there are varying culturally-rich perspectives. These in turn
yield differing interpretations and executions from engaged leaders and
managers. As an extension, it appears that brands largely as badges of capitalism

exhibit similar traits.
Dove-tailing with the BBC News (2011), Storey (2009) argues that

“all basic assumptions of British cultural studies are Marxist. This is not to
say that all practitioners of cultural studies are Marxists, but that cultural
studies is itself grounded in Marxism” (p.xvi).

Storey also cites Hall (2009) as providing a dominant working definition of
cultural studies, where Hall draws from Russian theorist Valentin VoloSinov.
Storey’s focus is popular culture and he presents a construct, which sees culture
intricately linked with ideas of civilisation, politics and power. Whilst his book
singles out British culture, it is argued the underlying assumptions are that
popular culture is being shaped and spearheaded by English language, and as

extension Western influence.

However, it is noted that viewing cultural dominance as being subject to
capitalism is not a new perspective. In 1377, classical North African Islamic
Scholar, Ibn Khaldun, wrote The Muqgaddimah [Translated as: Introduction to
Universal History| (Referenced translated version as, Ibn Khaldun, 2005). Adair
(2010) acknowledges that Ibn Khaldun is considered by many Western writers as
the ‘Father of Sociology’. Ibn Khaldun argues that people fall into two general

categories: (1) city dwellers, who enjoy an urban sedentary lifestyle; and (2) those

* BBC News (2011) writes that,

“As a side-effect of the financial crisis, more and more people are starting to think Karl Marx was right.
The great 19th Century German philosopher, economist and revolutionary believed that capitalism was
radically unstable... (He) viewed capitalism as the most revolutionary economic system in history, and
there can be no doubt that it differs radically from those of previous times. Hunter-gatherers persisted
in their way of life for thousands of years, slave cultures for almost as long and feudal societies for many
centuries. In contrast, capitalism transforms everything it touches. It's not just brands that are
constantly changing. Companies and industries are created and destroyed in an incessant stream of
innovation, while human relationships are dissolved and reinvented in novel forms. Capitalism has been
described as a process of creative destruction, and no-one can deny that it has been prodigiously
productive... More and more people live from day to day, with little idea of what the future may bring...”
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who live in harsh nomadic conditions. He goes on to suggest that urbanisation

changes tastes and encourages fashionable cultural consumption. By-products of
urbanisation are the movement away from functionality in favour of increased
emotive consumerism, beyond basic physiological requirements; and the
romanticisation of harsh non-urban conditions as a source of storytelling and
heritage. This construct charts the antecedents of how branding and culture have

increased in significance, within the psyche of modern civilisations.

Furthermore, when considering Eastern schools of thought, Said (2003) [first
published in 1978] argues that exoticising and romanticising of the Other has
been central to Western thinking and has been used as a tool for cultural
imperialism, which he terms Orientalism. Buruma and Margalit (2004) present an
alternative perspective, namely Occidentalism, which charts the fear of the West.
Interestingly, Buruma and Margalit assert that,

“It is indeed one of our contentions that Occidentalism, like capitalism,

Marxism and many other isms, was born in Europe, before it was transferred

to other parts of the world. The West was the source of Enlightenment and its
secular, liberal offshoots, but also of its frequently poisonous antidotes” (p.6).

The researcher decided to give consideration to the roots of East-West
constructs, as they are central to business and management research and
practice. Literature frequently frames management practices and branding
approaches as such. Furthermore, rather than this being the just the practice of
groups labelling an ‘other’, it is also taken as a positive assertion of their own
attributes, thinking, values and approaches - which are often linked to heritage

antecedents.

Collectively the points and issues raised in this section have guided the

researcher towards appreciating that the study of culture is heavily influenced by:

* The heritage of the researcher

* The ability and opportunity to observe artefacts and participants

* Time

*  Commerce

* Economic might - which both provides a platform for cultural dominance
and indirectly affects what dominant schools of thought remain available

* The attempt to separate, categorise and delineate

* Iterative hermeneutic cycles of investigation and understanding
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Having considered the common ground between cultural anthropology and

branding, and from a wider perspective capitalism, the next section considers
further emerging perspectives on making sense of culture - through

consumption.

2.6.3 Consumption-based perspective

Baudrillard (2005) seeks to understand objects not by their functions or
categories, but rather by analysing the process where people relate to them and
subsequently the systems of human behaviour and relationships. This appears to
support the idea of socio-anthropological analysis of cultural artefacts. Derrida
(2005) writes that relationships are best understood through considering the
politics of friendships, which in the context of this study is termed stakeholder
relations. As cited by Baudrillard and Derrida, the researcher has also taken this
as a cue to examine Platonic [by Baudrillard] and Aristotelian [by Derrida]
schools of thought for further conceptual arguments. For the purposes of the
thesis, the researcher extends the definition of an ‘object’ to brands; and frames
the system of human behaviour and relationships to meaning culture. Baudrillard
states that traditionally, technology views objects as having essential and
inessential structures and functions. In addition, he suggests that objects have a

‘language’ and ‘speech’ of sorts.

More than ever, objects are being synthesised to transcend both essential and
inessential spheres — and so the separation of these structures is becoming
progressively indistinguishable. An example, which he considers, is the car
engine. Functionally, an engine has to serve a purpose. However, engines are
tuned according to acoustics, which evoke psychological feelings of ‘sportiness’,
for example. Also, furniture and interior decorations comparably fulfil emotional
values, which are termed presence. Baudrillard also goes further, by considering
gadgets, arguing that in the strictest sense whilst they are objects of desire for
many, they actually often fail to fulfil meaningful and sustained functional value.
Objects, from Baudrillard’s perspective have a primary function of personifying
human relationships, “to fill the space that they share between them, and to be
inhabited by the soul” (p.14). Therefore, it is agued that brands are designed in the

same manner, as objects and or gadgets. And, as will be discussed, branded
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commodities, such as denim jeans, are being cultured to fulfil wider-ranging

cultural obligations.

When examining culture and consumption McCracken (1990) broadens the
definition to include the processes by which consumer goods and services are
created, bought and sold. McCracken (1990b) asserts that,
“the social sciences have been slow to see this relationship, [between culture
and consumption], and slower still to take stock of its significance. They have
generally failed to see that consumption is a thoroughly cultural
phenomenon...consumption is shaped, driven, and constrained at every point
by cultural considerations. The consumer goods on which the consumer

lavishes time, attention, and income are charged with cultural meaning.
Consumers use this meaning to entirely cultural purposes” (p.xi).

McCracken (1990b) also cites the postmodern phenomenon of Diderot effect,
which asserts that cultural consistencies exist when a collection of consumer
goods are ascribed a characteristic meaning. An example, which McCracken
provides, is of ‘yuppies’ that consume BMW, Burberry, and burgundy wine.
However, further to this, the researcher also observes how the Diderot effect
conceptually appears now to be a truism, but this does not gift full brand control
to marketers. As has been highlighted earlier, there are examples that highlight
how such effects also yield unexpected mutations and exhibit revolutionary
traits. More recently, McCracken (2008) observes that a postmodern society
culture is founded in transformational activities:

“it is possible we are witnessing the creation of a global self and an

expansionary individualism...Individuals claim many identities and a certain

fluidity of self - this much is accepted by postmodern theory. (We now accept
that identity has less and less to do with things that remain identical)” (p.293-

294).

As has been asserted by the researcher previously, brands are swept up in this
wave of transformational activities - especially as they possess identities and
human traits; seek brand extensions; and are central to consumption, culture and
consumer identities. Gilmore and Pine II (2007), ascribe this movement in
business, which is consumer-driven, to the pursuit of authenticity. With such
informed and individualistic consumers and stakeholders, McCracken (2009)
argues that living, breathing corporations can maintain success, relevance and
control through appointing Chief Cultural Officers. In McCracken’s thesis he

highlights that cultural understanding is of the utmost importance to brands; and
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that if understood fully, brands will resonate so strongly that they become part of

the cultural fabric of society. A focus in this thesis is to explore if culture in fact is
as central to branding, from the panellists’ perspective and whether their cultural

understanding has any bearing on their views.

Perhaps a case in practice which best encapsulates the dynamics of cultural
consumption and branding lies in the on-going project launched by Miller and
Woodward (2007), dedicated to understanding the phenomenon of Global
Denim, which highlights paradoxes in global consumption patterns and how

consumers are reconciling their position in cross-border societies’.

Going into more detail, Miller (2011) has also researched sub-cultures and
religious groups who previously have been thought not to converge in their
appetite for mainstream branded global consumables: as the marketing
communications, associated symbolism and functional design attributes of

products have been seen to be at odds with those individuals®.

Staying on the subject of fashion, Tungate (2010) suggests that luxury used to be
accessible only to an elite group. However, now high-street brands, notably Zara,

Topshop and H&M have put fashion in the reach of everyone.

3 The Global Denim Project (2007) reports that: “We regard denim as an example of the 'blindingly obvious',
something so taken for granted we fail to appreciate the fact that one particular textile should come to
dominate the world when there are so many other choices. Although there is designer denim, most of this
expansion has been cheap denim, and given that the dominant style has changed little in over a century,
denim’s triumph must be as much despite commerce as because of it...the fact that blue jeans are the only
garment commonly sold as distressed, that it has become the default choice when people are worried what to
wear, that is the worlds most ubiquitous garment and also often the most personal, are not a coincidence. It is
the combination of these points that help towards an explanation in general terms of how people use denim as
part of their struggle to reconcile the universal and intimate aspects of their lives” (online).

* Miller (20m1) argues that: “Blue Jeans represent a paradox with respect to the project on modest fashion. On
the one hand there are many examples of religious organisations such as ultra orthodox Jews banning blue
denim as immodest, and yet [ will argue they [blue jeans] have today a greater capacity for modesty in the sense
of self-effacement than any other garment in the world. As such they draw attention to two very different
meanings of the word modesty. One concerns the exposure of the female body and the other concerns
invisibility.”
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Offering a marketing perspective, Koshy (2010) talks of a brand being:

1. The offspring of an organization’s leadership
2. Constituting a promise given to consumers
3. An ‘affordable luxury’

4. And offering ‘mass prestige’.

In addition, sports brands such as Nike, Adidas, Puma, and Reebok have
transformed their brand image from practical sportswear into ‘hip fashion’, even
attracting customers that have no interest in sport. Kapferer and Bastien (2010)
assert that when considering brand equity, there is “No luxury without brands”
(p.u6). In keeping with these examples, the consumption approach to human
existence - and also harmonising traditional economic marketing thought: it can
be said that civilisation and urbanisation drives the consumption and the concept
of living in luxury. It is also apparent that luxurious consumption is that which is
branded. However, what has changed are concepts of value, premium, quality
and prestige — which are no longer on a linear scale. Furthermore, it appears that

brands are playing a part in influencing culture.

It is argued therefore that the work of Miller and Woodward (2007), through
cultural anthropological analyses of phenomena, are highlighting that cultural
insight can be unearthed through the observation of participants’ consumption of
commodities, and as an extension brands. Furthermore they appear to support
the point made by de Mooij (20u1) earlier - that, “Instead of causing
homogenization, globalization is the reason for the revival of local cultural
identities in different parts of the world.” (p.5). It would also appear that with
branded denim being sold at a high price tag - whilst looking old, worn and
distressed (an approach championed by Diesel), indicates that brands and
commodities are attempting to embed themselves seamlessly within existing
cultural usage, whilst also commanding a premium for the privilege. It is this
embedding process which is helping to support the argument that brands are
orchestrating many aspects of modern culture, as opposed to ‘hitting notes’ in

pre-existing cultural musical scores.
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2.6.4 Establishing a cultural branding lens

In discussing the adopted cultural lens of analysis in this section, it is argued that
the starting point in this thesis for analysing brands, culture and their
management, is from a position where brands are now influencing culture. To
what degree will be investigated through raising the question with the panel of

experts in the Delphi study.

As has been asserted, Ember and Ember’s (2007), and Harris and Johnson’s (2007)
definitions of culture, are of more relevance from a branding perspective - as
brands are commercial and competitive entities. However, in the interests of
eliciting greater knowledge from the research study and panellists, Usunier’s
(2000) view of culture as a qualitative collective fingerprint, has been used as a
guiding principle. Where:

* Culture is the domain of pure quality

* Culture is a set of coherent elements

e Culture is entirely qualitative

* There are no ‘good’ and ‘bad’ elements of a particular group
* And therefore can be no globally superior or inferior cultures

Further to this, the researcher will allow panellists to define what cultural unit of
analysis appears to be of most significance. Namely, what level of culture is most
critical. Therefore, rather than overtly stating Hofstede (1994) and Minkov and

Hofstede’s (2011) levels of human endeavour, grouped according to:

National level

Regional and or/ethnic and/or religious level and/or linguistic affiliation
level

Gender level

Generation level

Social class level

Organisational or corporate level

N

oW p W

the researcher used these as cues for his own analytical purposes.

Finally, drawing from Baudrillard’s (2005) perspective on objects; and
McCracken’s (1986, 1990a, 1990b, 2008, 2009) position on transformational
individualism concerning cultural consumption: culture and brands have a
primary function of personifying human relationships, “to fill the space that they
share between them, and to be inhabited by the soul” (Baudrillard, 2005 p.14).

Therefore, the lens of analysis occupies a postmodern socio-cultural
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anthropological position: in trying to understand the language of brands, culture

and their consumers, using qualitative methods, which capture the real world as
they see it. To this end, a key area of investigation is examining both: what
impact culture is having on branding; and reciprocally, what impact branding is
having on culture. From this a model for the ‘cultured’ management of cultural

brands in a cultural environment can be developed and investigated.

2.7 Discovery of an emergent sub-category:
The cultural consumption brand stakeholder

Having selected a lens of analysis, mapped an exhaustive review of literature to
the lens and undertaken a calling of the lens, through critical reviews and cross-
mapping: the next stage of the background theory culminated in the researcher
arguing for the need to extend and refine the initial lens. This signalled further
contributions to knowledge in the background theory chapter - in proposing a
new school of thought and identification of an emergent pattern within the
literature. Findings suggest that literature follows a cyclical process of discovery
and knowledge building, which have been used as a basis for constructing a new
and emergent school of thought - which harmonises and synthesises existing

principles.

2.7.1 Brand performance according to communication exchanges

As has been discussed in the previous sections on brands and culture, it is clear
that calculating the value of a brand and how brands communicate with
stakeholders, are performance indicators. Behind this Holt (2004) holds that
brand performance is assessed according to a brand’s ability to act as a container
for an identity myth. Holt asserts that successful brands perform myths that
address an acute contradiction in society (p.14). From this, the language of
brands and their targets, culminating in brand storytelling, is central. This
storytelling then buttresses the identity of both the brand and associated
consumer. Matthews and Wacker (2008) suggest that stories are a universal
human common denominator. They also observe that businesses knowingly or
not engage in a great deal of storytelling. Acutely, Matthews and Wacker (2008)

find that brands and businesses, which engage in myths, by utilising them as a
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positive tool, are afforded more success. Further to this, they offer a cursory note

articulating that those who view business outside of the domain of culture often

translate into executing fatally flawed judgement (p.13).

From this cultural approach it is clear that economics are anthropologically
based; and transactions are being pushed towards psychoanalytical constructs —
both indicating performance according to a relationship exchange. Therefore, the

value of a brand lies in its ability to sustain communication.

2.7.2 Cultural consumption approach to brand stakeholders

Having identified that there is a common thread throughout all of the respective
brand schools of thought - which attempts to position and evaluate brand
stakeholders according to communication; this section presents an overview of
stakeholder analysis, which focuses attention on the role of external stakeholders.
This is in line with more consumer-centric brand approaches and following the
increase in two-way media communication channels - which are both creating

new stakeholders, and broadening the field of study.

Freeman (1984) defines a stakeholder as being “any group or individual who can
affect or is affected by the achievement of an organisation’s objectives”, (p.46). It is
worth noting that brands with duplicitous transient and transcendent attributes
push stakeholder analysis towards more figurative, tacit and implicit states,
demanding the inclusion of additional parties - due to their influence.
Furthermore, brands require analysis that reflects this departure from purely

economic value drivers.

Following Freeman’s (1984) definition, Mitchell, Agle and Wood (1997) state that

stakeholders can be identified as being,

“primary or secondary stakeholders; as owners and nonowners of the firm; as
owners of capital or owners of less tangible assets; as actors or those acted
upon; as those existing in a voluntary or an involuntary relationship with the
firm; as rights-holders, contractors, or moral claimants; as resource providers
to or dependents of the firm; as risk-takers or influencers; and as legal
principals to whom agent-managers bear a fiduciary duty” (pp.853-854).

Within the extensive list of identifying factors provided by Mitchell, Agle and
Wood (1997) appears a construct, which seeks to classify parties according to a

scale of:
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(1) Ownership of associated assets

(2) Participatory positive/neutral/negative relationships
(3) Propensity to influence positively/negatively

(4) Reciprocal duty, trust and confidence.

[Figure 2]

Stakeholder Typology
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Stakeholder
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8
Nonstakeholder

URGENCY

Figure 2 Stakeholder Typology: One, Two, or Three Attributes present” (Mitchell, Agle and Wood,
1997 p-874)

Other perspectives suggest:

* Stakeholders are usually regarded as targets rather than partners, as
traditional approaches focus on the needs of the owner and the effects on
their brand (Gregory, 2007).

* External stakeholders become more crucial in relational and community-
based approaches (Heding, et al, 2009).

* Each stakeholder group should be communicated to in different ways, as a
reflection of their differing needs (Roper and Davies, 2007).

Windsor (1992) highlights that broad or narrow views of stakeholders’ universe

effects the way in which they are defined and subsequently classified. The
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Freeman (1984) definition takes a broad view, suggests that “companies can

indeed be vitally affected by, or they can vitally affect almost anyone” (Mitchell,
Agle and Wood 1997, p.857) whilst that expressed by Freeman and Reed (1983) in
parallel is narrower, focussing on those whom an organisation is dependent on

“for its continued survival” (p.91).

Clarkson (1995) suggests that “corporations manage relationships with
stakeholder groups rather than society as a whole” (p.92) and that stakeholders’
interests may be towards past, present, or future corporate activities (p.106). He
also asserts that the term “stakeholder is not synonymous with shareholder”
(p.112). Following this, Clarkson (1995) classifies stakeholders into primary and
secondary groups. Primary stakeholders are defined as being those “without
whose continuing participation the corporation cannot survive as a going
concern” (Clarkson 1995, p.106). Clarkson (1995) states that they “typically are
comprised of shareholders and investors, employees, customers, and suppliers,

together with what is defined as the public stakeholder group” (p.106). Secondary

stakeholders according to Clarkson (1995):

“are defined as those who influence or affect, or are influenced by, the
corporation, but they are not engaged in transactions with the corporation
and are not essential for its survival... They have the capacity to mobilize
public opinion in favor of, or in opposition to, a corporation’s performance”

(p-107).
Having collated and grouped the literature [Tables 2, 3 & 4], and subsequently

reviewed the themes, areas of consensus and contention critically; the next
section presents how the themes have been conceptually mapped to identify a
prevailing trend [Table 5]. This is in response to an identified need for extending
the lens of analysis. Following this an emergent approach to brand management
is presented, which builds on the concept of brand stakeholders and

communication [Tables 6 & 7].

Central to this approach is the idea that control remains a management
imperative. However, due to significant factors which draw control away from
brand managers; such as social media, hypercommunication, information
democratisation, consumer savvy and power: control can only be attained
through reciprocity. Furthermore, with globalisation: brand management and

encoded messages have to embrace pluralism. A way of unifying and ratifying
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consumer empowerment lies in initiating or providing viral messages. Through

this, control is achieved using soft power. Such communication necessitates
collaborative and iterative complex messaging, designed to spread through social
networks. Therefore cultural brand communication drives stakeholder
engagement, which is designed to increase consumption — both of tangible and
intangible core, secondary and augmented commodities. The method for
analysing such an approach necessitates a blend of anti-positivist postmodern

anthropological marketing, Gestalt and social network analysis.

Brands rely on stakeholders to their ascribe meaning and value. However it can
also be argued that brands are the glue that binds stakeholders together - and
therefore a relationship of symbiosis and reciprocity exists. Research undertaken
by Fiedler and Kirchgeorg (2007) supports the view that as stakeholder groups
are identified: “the attributes differ substantially among customers, employees,
shareholders and journalists” (p.183). This correlates with Jones (2005) view,
where he seeks to arrange internal and external stakeholder groups around a
brand centred “daisy wheel” (p.18); which is also termed as a hub-and-spoke
model by other sources. In contrast, Bhattacharya and Korschun (2008) assert

that

“Much of the current thinking in stakeholder theory is still tied to the classic
hub-and-spoke model, in which stakeholders are distinct and mutually
exclusive. However there is a growing consensus that a firm’s constituents are
actually embedded in interconnected networks of relationships through which
the actions of the firm reverberate with both direct and indirect
consequences”, (Bhattacharya and Korschun 2008, p.113).

Therefore, they suggest that “one urgent need involves frameworks that identify
key stakeholders and describe their motivations for collaborating with the firm”,

(Bhattacharya and Korschun 2008, p.116).
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Table 5 Conceptual trend mapping of the brand management schools of thought
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Table 6 and Figure 3 Emergent approach to brand management
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Table 7 Key and supporting texts used to identify a new school of thought
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As mentioned, Mitchell, Agle and Wood (1997) classify stakeholders according to

their power, legitimacy and urgency, grouping them accordingly. From their
literature search they cite that legitimacy is rooted in either some form of
contractual relationship, or desirability. However, brand literature, and especially
that in the community and cultural schools, point to brand stakeholder interplay,
defined according to legitimacy is problematic - as it is self-governed, self defined
and difficult to regulate. Furthermore, desirability may not be experienced by all
associated parties, nor might formal contractual relationships exist. An example
of this occurs when observing the prominence of the self-elected anti-branding
and no-Logo movements that have been able to exert their influence (Klein,
2000; Holt, 2002b). Furthermore when examining the issue of power it might
help to think of the analogy of rugby players - where a large slow heavy player, or
a small fast light player, may both be able to generate the same amount of impact
in a contact situation; but their power is used in different ways and has a
different effect. In the same way the power of a stakeholder will differ and will be

effectual in specific situations.

Wolfe and Putler (2002) mention that stakeholder analysis tends to rank groups
primarily according to role, which they feel is not a problem when stakeholders
have a similar priority. However difficulties with this perspective occur in
situations “in which self-interest is not the primary motivator of individuals’
priorities” (p.64). For these reasons Wolfe and Putler (2002) draw from customer
segmentation literature and propose an approach which accommodates
“heterogeneous priorities within role-based stakeholder groups” (p.64). In a similar
thread Miles, Munilla and Darroch (2006) observe that there are increasing
examples “of firms that manage to demonstrate a pluralistic mindset” with regards
an “ability to provide superior returns to shareholders whilst maintaining a strong
CSR profile” (Miles, Munilla and Darroch 2006, p.203). This seems to suggest that
roles can and will shift, and interest groups may oscillate between homogeneity

and heterogeneity.

As Gregory (2007) states that “stakeholders are usually regarded as targets rather
than partners,” in the development of corporate brands; then literature seldom

provides guidance on how their involvement can be facilitated (p.59). This is
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perhaps reflective of traditional approaches, which focus on the needs of the

owner and the effects on their brand. However if stakeholder brand analysis is to
reflect the emerging schools of brand thought - such as the consumer,
personality, relational, or community based-approaches, as identified by Heding,
Knudtzen and Bjerre (2009), external stakeholders become more crucial.
Mossberg and Getz (2006) state that some stakeholders (by which they mean
non-Owners) demand, “active participation in the branding process whilst others
are not interested in being involved”. Similarly, Roper and Davies (2007) suggest
that each stakeholder group should also be communicated to in different ways, as

a reflection of their differing needs.

It is argue