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MANAGING BRANDS THROUGH CULTURE A

CUSTOMER ORIENTED APPROACH
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SUMMARY

Core to the cultural approach is the theory on how brands become icons. So-called identity
brands (strong on self-expressive benefits) have the potential for becoming brand icons by
adapting to the cultural branding model. The cultural branding model is closely related to
McCracken’s classic theory about cultural consumption In this view of consumption, the
consumption objects are seen as cultural art effects carrying meaning from the culturally
constituted world to the consumers. Brands are regarded as cultural resources just like

movies, social movements, books, magazines, etc.
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