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Midterm Project: Introduction to Media Project
Culture is a crucial determinant of an individual’s behavior and wants. It is essential in determining consumers’ behaviors. Still, cultures differ in language, values, demographics, time, and region. As a result, consumer behavior also changes drastically across cultures. More specifically, culture affects their preferences and their decision-making process. Advertising experts appreciate the effects of culture on an individual’s behavior, thus the need to include the cultural practices in their campaigns to ensure a lasting impact on the target audience. It is especially the case because culture has a significant effect on the psychology of individuals and thus increases the recall value. They also appreciate that one universal aspect about the nature of cultures is that they change with time, even if it is not at the same speed and degree. As a result, companies design their advertising based on the cultural context they are operating in at a time. It has been the case in the United States (U.S), where the change in culture over the last four generations has affected both print and electronic advertisements. 

Compare and Contrast


Creativity is a significant part of advertising, determining the final product look. However, creativity has evolved based on cultural changes. It has been the case in print and electronic advertisements over the last four generations. The first impression when seeing these advertisements is that they reflected the cultures when they were developed. But, this is expected because culture often influences people’s behavior while advertising efforts aim to appeal to individuals’ expectations to ensure their effectiveness. The kind of ads used by companies often differed from one generation to the next. For example, the first generation was at a time that was known for World War II, which was reflected in the ads. It was also when the economy started to boom, and advertisers aimed to transform consumers. The second-generation advertisements were influenced by fear and guilt as the issue of racial inequality. At the same time, they portray the picture of happiness. A sample is Coca-Cola’s “The Hilltop” print commercial that incorporated the culture of joy. It contains two images, one of a woman singing and the other of women from different backgrounds, holding a bottle of coke each, presenting the message of unity. The three generations show how cultural change affects the advertising message.

A comparison of the two products within the same generation shows that they incorporated the cultural practices of the period. More specifically, generation two was a period of social movement, counterculture, and promises of happiness. From an advertisement viewpoint, the elements of small-town life, family picnics, country music, and farmyard were the campaign’s main focus in supporting the promise of happiness. It is a culture that influenced the print campaigns from both companies. More specifically, Coca-Cola’s Hilltop commercial was developed during this time. Even though it was first featured on TV, it was also evident in print. It consisted of two images of a woman singing and a group of individuals holding Coca-Cola bottles while singing along. The phrase, “I’d like to buy the world a Coke!” is evident at the center of the ad (The Coca-Cola Company).
Similarly, Marlboro Man was influenced by cultural expectations during the second generation. It even became a cultural figure from the 1960s. Its objective was turning its filtered cigarettes to be more masculine using the cowboy culture (The Atlantic). 


The influence of culture is also in TV advertisements for beer and cologne products. During generation three, more specifically in the 2010s, the focus was on trying new things and getting involved in social issues (The New York Times). The culture revolved around new technology and attracting the viewers’ attention to stick with the advertisement message. It is evident in Svedka’s image through its TV advertisements from 2005. The ad featured a sexy fembot that symbolizes the product’s fanciful futuristic achievements (SVEDKA). The same picture is evident in perfume ads like Dolce Gabbana’s The One Perfume Commercial of 2013 that featured the beautiful Scarlett Johansson. 
Descriptive Analysis

The print and tv ad analysis provides clear evidence that culture directly affects advertisements. Culture includes the norms and social behavior found in American society. It is present in advertisements because it features the various people, the background, the social norms, and the acceptable conduct among people at the time. For example, the Coca-Cola Hilltop commercial featured women from different cultures holding a bottle of Coca-Cola each. It symbolizes unity and the need for equality when racial issues come to light.


Culture has become a crucial aspect of any advertising campaign because it informs people’s emotions. Customers want to be associated with brands that emotionally appeal to their feelings, which change based on the cultural context at a specific time. In turn, emotions drive their engagement, purchase intent, and brand recall (MiHarun et al. 419). Therefore, understanding and quantifying culture in the process help identify the relevant emotional palette that a brand can use with a specific audience. It is apparent in the sample advertisements analyzed. Even though they are different and target different audiences, they consider the cultural aspects of the generation they are operating in. For example, Svedka’s image and Dolce Gabbana’s The One Perfume Commercial of 2013 are sexually suggestive because they include the appearance of sexual females. However, it is based on the new culture aimed at attracting viewers. 

Conclusion


Culture plays a significant role in society in influencing people’s behavior and determining what they find acceptable. At the same time, culture changes from one generation to the next. In turn, it changes people’s perceptions about issues from one generation to another. The effect of culture on people’s perception also affects advertising as companies try to appeal to individuals’ opinions of their products. Therefore, it plays a significant role in advertising in the print and TV media in the U.S. It determines the message included in these campaigns and the content in terms of the image provided. As a result, the kind of ads used by companies often differed from one generation to the next.
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