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Learning Objectives
· To understand subculture and consumption globally  
· To realize the influence of nationality and ethnicity subcultures on consumer behavior.
· To understand the impact of religious affiliations on consumer behavior.
· To recognize the influence of geographic locations and regional characteristics on consumer behavior.
· To comprehend age and generational influences on consumer behavior.
· To understand the influence of gender, gender identity, and sexual orientation on consumer behavior.
A subculture is a distinctive cultural group that exists as an identifiable segment within a larger cultural group. It is a group that shares certain beliefs, values, and customs and exists within a larger society
Culture can be divided into subcultures. A subculture is an identifiable distinct, cultural group, which, while following the dominant cultural values of the overall society also has its own belief, values and customs that set them apart from other members of the same society.

Primary Sub-culture categories
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Source: Schiffman and Wisenblit,2019
National/Ethnicity Subculture
This is a subculture that is based on belonging to a group that has a common national or cultural heritage.
The three primary ethnic subcultures in America are Latino Americans (also referred to as Hispanic Americans), African Americans, and Asian Americans. A recent increase in warring nations and civil wars has created many more people seeking asylum in peaceful nations.
· Research has revealed that white consumers use Instagram much less frequently than black consumers do, but white internet users are on Pinterest much more than black internet users are, Latinos use LinkedIn much less frequently than do the other subcultures. 
This pattern may be due to cultural norms within the community.

Religious subculture
This is a subculture that is based on identification with a religious or faith based group.
These include protestant denominations, Roman Catholicism, Islam, and Judaism which are organized religious faiths. The members of all these religious groups at times make purchase decisions that are influenced by their religious identity.
A study investigated 450 religious oriented mobile apps on iTunes. This research discovered 11 categories of religious apps. 
· there are apps for praying, for sacred texts, and for performing religious acts. More specifically, there are apps for learning about your religion or keeping track of dates and times to perform ritual
Marketers can advertise on the apps in order to find a target audience based on religion

Geographic subculture
This is a subculture that is based on geographic locations and differences in consumer behavior based on lifestyle differences because of living in that location 	e.g., climate, urban or rural, mountains or plains, and regional consumer 	preferences.
Food is an example of where we see very different consumption behavior depending on the region where someone lives.  There are differences in category sales, as well as brand sales, in different areas.
Generational Subculture
Marketers and other researchers divide the population into groups depending on the year they were born. 

	 
	Born

	Generation Alpha
	2011–2025

	Generation Z
	1996–2010

	Millennials
	1981–1995

	Generation X
	1965–1980

	Baby Boomers
	1946–1964

	Silent Generation
	1928–1945

	Greatest Generation
	1901–1927


Source: Dimock , 2019

Gender Subculture
Gender plays an important role in some marketing issues.  
Men and women react differently toward print ads and have very different shopping motives.  As such, some consumer products are much more focused to one gender over the other.  
It is only in the past few years that men have increased their purchases of consumer care products, including moisturizers and hair care products.


Other Categories include:
·  Nationality: Indian, Sri Lanka, Pakistan
·  Religion: Hinduism, Islam
·  Race: Asian, black, white
·  Age: young, middle aged, elderly
·     Gender: Male, Female
·  Occupation: Farmer, teacher, business
·  Social class: upper, middle, lower
·  Geographic-Urban, suburban, regional

Universal values

The Schwartz  Theory
The theory identifies different groups of values according to 3 sets of criteria:
· Values arranged according to the objective (instrumental or terminal value)
· Values arranged according to interest(individualist, collectivist or both
· Values arranged according to 10 motivational domains(power, achievement, hedonism, stimulation, self-direction, universalism, benevolence, tradition, conformity and security)

A subculture is a distinct cultural group that exists as an identifiable segment within a larger, more complex society. Its members possess beliefs, values, and customs that set them apart from other members of the same society; at the same time, they hold to the dominant beliefs of the overall society. 
Subcultural analysis enables marketers to segment their markets to meet the specific needs, motivations, perceptions, and attitudes shared by members of a specific subcultural group.
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