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Unit F/506/2131: Understand Customers
How Cultural Factors Affect Customer Expectations
Culture is crucial when it comes to understanding the needs, behaviours and expectations of your customers.
Throughout their life, an individual will be shaped by their family, their friends, their cultural environment and the society they live in. They will learn values and preferences as well as behaviours common to their own culture.
For an organisation, it is important to understand and take into account the cultural factors within the market or situation they wish to operate and use these to adapt the products and services on offer.
There are a number of factors that may need to be considered when designing the products and services available. These can include:
· Age
· Nationality
· Religion
· Gender
· Social attitudes (including the formality of greeting another, respect of personal space etc.)
· Personal values (including ethics, lifestyle, environmental responsibility)
The different cultural ideals are often used by organisations to identify a market for a product and identify a communication strategy focused on the values or specific needs of that culture.
For example, in recent years, the segment of “ethnic” cosmetics has greatly expanded. These are products more suited to non-Caucasian populations and to types of skin pigmentation for African, Arab or Indian populations for example.  It’s a real brand positioning with a well-defined target in a sector that only offered makeup products to a Caucasian target until now (with the exception of niche brands) and was then receiving critics from consumers of different origin.
Brands often communicate in different ways, sometimes even create specific products (sometimes without significant intrinsic difference) for the same type of product in order to specifically target an age group, a gender or a specific sub-culture.
[bookmark: _GoBack]Consumers are usually more receptive to products and marketing strategies that specifically target them.  McDonald’s is a brilliant example of adaptation to the specificities of each culture and each market. Well aware of the importance to have an offer with specific products to meet the needs and tastes of consumers from different cultures, the fast-food giant has for example: A McBaguette in France (with French baguette and Dijon mustard), a Chicken Maharaja Mac and a Masala Grill Chicken in India (with Indian spices) as well as a Mega Teriyaki Burger (with teriyaki sauce) or Gurakoro (with macaroni gratin and croquettes) in Japan.  Al the ingredients used by McDonald’s in Arabic and Muslim countries are certified halal. The fast food chain does not offer, of course, any product with bacon or pork in these countries.
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