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Abstract 

The presented work is devoted to the topic, which is the influence of culture on consumer behavior in the 

contex of marketing. Culture is a connection of individuals with each other in the way they think , feel and believe 

in the same values. Culture has two functions where people in certain culture act and react to different situations 

according to their social norms and the other function is when an individual is pressured for the phase of “society’s 

point of view”. Moreover in this article has been analysed the “Coca-Cola” company and it is impact on culture.  
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Introduction.  

Culture is passed on from generation to genera-

tion, primarily by social institutions such as family, 

school, religion. Prior experience and communication 

with peers are also sources of cultural values1. Forecast-

ing values that in the future will determine the behavior 

of the consumer, is based on an understanding of the 

direction of development of the most important human 

institutions. The influence of culture on the decision to 

purchase is very large. Culture affects both the choice 

of an individual consumer and the structure of con-

sumption of society as a whole. Buying goods, the con-

sumer thinks about its function, form and content. 

Sellers should pay attention to all three aspects, condi-

tioned by the cultural context of consumption. The con-

sumer expects that the product purchased by him will 

perform a certain function to clean the clothes, if it is a 

stain remover, or satisfy the hunger, if it is a food prod-

uct. Only in case of full justification of expectations can 

we talk about a high level of customer satisfaction and 

hope that he will become a supporter of this brand. As 

a result, today firms are allocating significant funds for 

improving the quality of products2. It is also necessary 

to develop programs aimed at establishing contacts 

with customers, which will help to find out to what ex-

tent the purchased product met their expectations in a 

functional sense. 

The importance of cultural values and norms for 

understanding the psychology of the consumer. A num-

ber of values affect the choice of the consumer: func-

                                                           
1 Michael Solomon, Gary Bamossy, Soren Askegaard, 

Margaret K. Hogg (2006), the book: “consumer behavior”, 

page 497 
2 John C. Mowen (1994), the book: “consumer behavior” 

(third edition) , page 477  
3 Marieke de Mooij (2011), the book: “consumer behavior 

and culture” (second edition) , page 27 

tional, conditional, social and emotional. All these val-

ues do not depend on each other and influence the 

choice of the product, brand and other elements of de-

cision making3. Culture along with other elements of 

the environment affects all stages of decision-making 

by the consumer. Values of this kind affect the choice 

of the consumer and can affect both the awareness of 

the need and the search for ways to meet it. In many 

ways it is culture, through advertising, fashion, retail 

and other areas not subject to producers, but important 

for consumers at the stages of understanding the need 

or search, determines the significance of the product. 

American culture and its elements that affect 

consumer behavior. 

The culture of consumption as an external factor 

of influence on consumer behavior is characterized by 

a number of features. The dictated consumption of 

goods is acquired, largely due to training and affects the 

satisfaction of biological manifestations of individuals 

through the establishment of standards of conduct. Cul-

ture establishes the framework of behavior in which 

most people think and act without going into a detailed 

description of what is happening4. The influence of cul-

ture is often not realized. A person behaves, thinks and 

feels in a manner consistent with others, because this 

seems to be natural and correct around him. 

Evolution of consumption occurs along with a 

change in society, therefore, it is necessary to identify 

and use existing and projected opportunities5. For ex-

ample, while the majority of consumers are engaged in 

manual labor, high-calorie food is most preferable. 

4 Mark Cleveland, Michel Laroche, Ranim Hallab (1 

December 2011), the research article : “Globalization, 

culture, religion, and values: Comparing consumption 

patterns of Lebanese Muslims and Christians”, page 959 
5 Da Zhao, Tianhao Wu, Qiwei He (05 October 2017), the 

research article : "Consumption inequality and its evolution 

in urban China", page 209 
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With the growth of the role of intellectual labor in the 

total employment of the population, the emphasis of en-

terprises on the production of assortment of food prod-

ucts shifts in favor of low-calorie and dietary products. 

Declaring the boundaries of individual behavior 

through the family and the media as examples of life 

style. 

Culture also affects how consumers are exempt 

from goods. Therefore, in America washing machines 

are considered a "one-time" product, because in case of 

breakage or relocation they are often left in an aban-

doned house or thrown out. In other cultures, the goods 

are resold after use or transferred to other people or if 

possible, processed. 

Cultural features by the example of Coca-Cola. 

Faced with the local culture, brands use the prod-

uct localization strategy, taking into account not only 

regional linguistic, but also social, as well as gastro-

nomic features. Traveling around the world you can 

find on the shelves of a lot of familiar brands, but with 

an unusual taste. Famous brands adapt their product to 

the preferences of people in different countries. Russian 

Coca-Cola Malina and Coca-Cola Citrus, Bosnia-Her-

zegovina has Coca-ColaBlak, Coca-Cola M5, French 

people can enjoy Coca-ColaLightSango, and the Brit-

ish - Coca-Cola Orange. Now around 70 different kinds 

of Fanta drinks are produced around the world: Fanta-

Shokata with elderberry is sold in Serbia, Montenegro 

and Croatia, FantAtotic is sold in Armenia, in Sweden 

and the Netherlands is sold Fanta with the taste of black 

currant. Before entering any specific market, the possi-

bility of each individual taste is studied in great detail, 

and subsequently a decision is made to withdraw. In 

Russia, for example, did not withdraw DietCoke, con-

sidering that the Coca-ColaLight brand is stronger. 

Coca-Cola is trying to conquer the Russian market, of-

fering consumers new products, such as energy drinks 

with citrus flavor, cold tea, juices and its own version 

of the traditional fizzy brown drink "kvass"6. Thus, the 

company takes into account the peculiarities of local 

consumers, who quickly became selective in their tastes 

and often refuse sweet carbonated drinks, considering 

them harmful. 

In those markets where traditions, cultural and ge-

ographic features play an important role, there are spe-

cial technical norms for the products of the corpora-

tion7. Their goal is to increase the profitability, and in 

some cases, the attractiveness of the parent brand. 

Therefore, along with the use of global brands, corpo-

rations still retain local brands, established strong ties 

with customers. For example, after Coca-Cola bought 

the Indian brand Thumb'sUp (brand No. 1 among soft 

drinks in India), it was decided to retain the brand name 

of Thumb's Up, mentioning only that it is now owned 

by Coca-Cola. Buying in Ukraine the water 

"Yurskedzherelo" or "Fruitim", the consumer may not 

                                                           
6 Hamish Banks (1 january 2016), the research article: "The 

business of peace: Coca-Cola’s contribution to stability, 

growth, and optimism", page456 
7 Betül Çal, Richard Adams (24 june 2014), the research 

article: "The Effect of Hedonistic and Utilitarian Consumer 

Behavior on Brand Equity: Turkey - UK Comparison on Coca 

Cola", page476 

suspect that the brand belongs to Coca-Cola. When 

forming an international branding strategy, it is very 

important to decide which similar properties of differ-

ent countries can contribute to the globalization of the 

brand and what differences can prevent it. A big mis-

take consists in the illusion that success in one's own 

country will repeat in another. Coca-Cola makes a uni-

versal attractive offer for all people in the world - to 

freshen up and feel better, but at the same time the com-

pany itself develops the offered products and packaging 

for a specific region. In accordance with the preferences 

and culture of the inhabitants of the country, the for-

mula of beverages is being developed. In Mexico next 

to the America, it is no longer the same it uses sugar 

from cane and not corn syrup. Many Mexicans living in 

the US believe that this recipe is “right” and boxes are 

brought "real" cola from Mexico. 

The impact of American values on the example of 

Coca-Cola in marketing. 

The influence of the company and its product on 

the world community is almost indefinable. However, 

it can be confidently asserted that the products with the 

Coca-Cola brand embody the spirit and essence of 

American culture to the extent that no other American-

made product does8. The company's products overcome 

language, cultural, racial, gender and age barriers. The 

most important, however, is the fact that the advertising 

of Coca-Cola reflects and imposes on other cultures ex-

clusively American values and promotes the American 

way of life, despite the fact that the company-manufac-

turer has long become multinational. The American 

way of life represents the ideal model of the world, in 

which everything becomes possible, if you have a 

dream. America is a country of unlimited possibilities, 

where all are equal. Such a belief in the unlimitedness 

of its capabilities takes on hyperbolic forms and is man-

ifested in the statements of an advertising campaign 

about the superiority of people using the advertised 

product9. Advertising products Coca-Cola exploits 

man's fantasies and dreams of youth, friendship, its 

sense of belonging in a certain social community, as 

well as the idea of the desired behavior in this social 

community.  
The main distinguishing feature of the advertising 

campaign of Coca-Cola products are the colors used 
bright red and white. Red is a color that strongly affects 
human emotions, while white is neutral and contrasts 
sharply with red. Red color always attracts attention 
and stands out against the background of all other col-
ors. In the minds of people, he has connotations associ-
ated with such strong emotions as a sense of danger, 
excitement, love, passion. White color is associated 
with purity and virtue. The choice of these colors is due, 
first of all, to the age of the audience, to which adver-
tising is aimed, these are children and young people, 
they are pure and virtuous, and also capable of strong 
feelings.  

8 Casey Silver (18 may 2010), the research article: "Coca-

Cola‟s Marketing Strategies: Get Them While They‟re 

Young", page5 
9 Galiţa Raluca (16 march 2016), the research article: 

"America’s cultural changes through Coca-Ola slogans and 

titles", page 7. 
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Conclusion. 

To conclude, culture is a set of values, ideas, ob-

jects of human labor and other significant symbols that 

help people as members of society communicate, inter-

pret and evaluate situations. Culture as one of the 

strongest factors of external influence on consumer be-

havior affects the decision to buy and how the con-

sumer will use this or that product. Manufacturers need 

to manufacture and sell their products in accordance 

with the cultural characteristics of consumers of a par-

ticular country. Culture is associated with traditions, 

prohibitions and basic relations existing in a social en-

vironment in which certain people are located. It gives 

the direction of development for the person and her way 

of life. There are values and norms that are fundamental 

to the consumer and which determine his behavior. For-

mation of values in a person begins with the moment of 

the beginning of socialization, and these values subse-

quently influence consumption. The basic values show 

how the product is used in society. They ensure the abil-

ity of communicative programs to be associated with 

trademarks. Great influence is exerted by the family, 

the church, the school, and also the struggle for sur-

vival. Value is also influenced by the media. Internal 

values of a person are formed under the influence of his 

personal life position, education, as well as representa-

tives of his generation. The values of one generation are 

inculcated in the following primarily in the family, 

school and with the help of religion. This triad plays a 

key role in the assimilation of social values. 
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Abstract 

The article is devoted to the study of the processes of transformation in the structure of education and self-

education among public authorities at the regional level. Since independence, Ukraine has undergone processes of 

transformational changes in the civil service, the creation of educational institutions network, advanced training 

and the creation of a favorable environment for professional self-education of government officials at various 

levels. The basic level of the power vertical becomes a united territorial community, which exercises its own 

powers being closest to the citizens. It ensures the functioning and creation of social facilities (culture, education, 

medicine, utilities, etc.). All organizational activities are carried out by officials of local self-government bodies 

and structural subdivisions of executive bodies at the regional level. 
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