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    Doctoral Thesis Abstract  

 

   

  Cultural Influence On Brand Consumption: A Qualitative Inquiry  

      

      
The needs and wants of the consumers are not only satisfied via simple product 

consumption, but also by the consumption of the brand itself. The consumer is a co-

producer of brand meaning and interactions between consumer and brand are important 

shapers of the socio-economic process of brand consumption. Culture and individual 

influence each other and several studies have looked at the affects of culture on the 

individual with similar marketing activities, different cultural settings may lead to different 

positioning of the brand in consumer mind and a brand may face hurdles if it lacks cultural 

fit because of the norms and cultural values, which affect the consumption pattern. 

Extensive literature review has evolved a research gap of limited research on cultural 

influence on brand consumption. This research gap raises the following questions:-  

What are the various cultural dimensions which interplay with brand?  

How does culture influence the brand consumption?  

To address the above, two phase study was conducted to address the interplay of Culture 

& brand and its role in brand consumption. First Phase study aimed at exploring the 

interplay of brand and culture with help of literature and coding consumer responses. The 

axial coding process has been conducted with the inputs from experts. This resulted in 

arriving at the interplay of various cultural dimensions with the brand consumption. In the 

Second Phase the profiling of consumer for the Phenomenology study is done using the 

Cultural Value Scale and interpretation of culture influence on brand consumption is 

codified using the Hermeneutic Phenomenology. The Hermeneutic Phenomenology 

qualitative inquiry is corroborated with existing literature with academic and managerial 

implications  

Key words: Brand, Culture, Brand Consumption  


