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L�terature Rev�ew

Brand�ng and Culture

The follow�ng def�n�t�ons �mply a certa�n extent of 
unan�mous and patterned react�ons of members 
of a g�ven culture to market�ng st�mul�. Culture 
has been def�ned as the “�nteract�ve aggregate of 
common character�st�cs that �nfluence a group’s 
response to its environment” (Hofstede, 1980, p. 
25), or as the “collect�ve programm�ng of the m�nd 
wh�ch d�st�ngu�shes the members of one group or 
category of people from another“(Hofstede, 1997, 
p. 5). Referr�ng to cultural d�mens�ons (Hofstede 

and Hofstede, 2005)  govern�ng the respect�ve 
people’s behav�or (�nd�v�dual�sm vs. collect�v�sm, 
mascul�n�ty vs. fem�n�n�ty, power d�stance, 
uncertainty avoidance, long-term vs. short-term 
or�entat�on), Lust�g and Koester (1999) reason 
cultural d�fferences pr�mar�ly by the �nd�v�dual�sm 
vs. collect�v�sm category wh�ch emphas�zes 
confl�ct�ng v�ews on the nature of humans and 
soc�ety and the underp�nn�ng relat�onsh�ps. The 
follow�ng more deta�led descr�pt�on by Samovar 
and Porter (2001) referr�ng to Hofstede po�nts to the 
appl�cab�l�ty of brand�ng �n both, �nd�v�dual�st�c and 
collect�v�st�c cultures. whereas, �n an �nd�v�dual�st�c 
culture, people are symbol�zed by numerous 
features bel�ev�ng that they are un�que �n soc�ety 
and, hence, emphas�z�ng personal preference 
and competition rather than a co-operative social 
sett�ng, the needs, v�ews, object�ves and, even 
emot�ons of the people �n a collect�v�st�c culture 
are cond�t�oned by the group. Conclus�vely, �n 
�nd�v�dual�st�c cultures, brand�ng m�ght account 
for �nd�v�dual preferences by segment spec�f�c 
l�fe style pos�t�on�ng and, �n collect�v�st�c cultures 
the consumpt�on of well known brands m�ght be 
regarded as const�tut�ng a group norm.         

Social Class, Group influence On Consumer 
Behav�or

A bas�c group categor�zat�on refers to soc�al 
classes. A soc�al class can be def�ned as a 
“group of people w�th�n a soc�ety who possesses 
the same soc�oeconom�c status” (Encycloped�a 
Br�tann�ca, 2007) w�th status mean�ng the extent 
of honor or prest�ge attached to an �nd�v�dual’s 
position in society (Marmot, 2004). Status related 
soc�oeconom�c factors refer, for example, to fam�ly 
�ncome, occupat�onal status (Tracy and Trethewey, 
2005), educat�onal ach�evement and l�festyle. 
Compared to formal groups (Wood et al, 2004) 
wh�ch are des�gnated by formal author�ty to serve 
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a spec�f�c purpose, or normat�ve reference groups 
gu�d�ng �nd�v�dual’s behav�or (Dawson & Chatman, 
2001), �.e. �n terms of Corporate Des�gn, brand�ng 
from a consumer behav�or perspect�ve seems 
to refer more to �nformal groups that emerge 
unoff�c�ally. These �nformal groups m�ght serve 
as a k�nd of reference group whose presumed 
perspect�ves or values are be�ng used by an 
�nd�v�dual as the bas�s for h�s/her current behav�or, 
affect�ve and cogn�t�ve response patterns and 
sense of self-identity (Olson and Peter, 1996; 
Hawkins et al, 2004). Furthermore, comparative 
reference groups m�ght be seen as relevant as well 
�n th�s context. Comparat�ve reference groups set 
norms wh�ch serve as a benchmark or standard 
for behav�our. Influenc�ng �nd�v�duals’ feel�ngs 
and behav�our comparat�ve reference groups 
g�ve �nd�v�duals a bas�s for compar�son w�th other 
�nd�v�duals and /or groups (Dawson and Chatman, 
2001).

A very �mportant type of a reference group for 
th�s research �s regarded to be the �dent�f�cat�on 
reference group. Puiu (2008, p. 1137/1138) 
descr�bes the �dent�f�cat�on �nfluence of a reference 
group �n the follow�ng way:” The reference group �s 
used to val�date, by compar�son, the consumer’s 
op�n�on, att�tudes, norms and the actual behav�or.  
The �nd�v�dual behaves �n a manner cons�stent 
w�th the group’s values, because the �nd�v�dual’s 
values and the group’s values are the same”.  In 
contrast w�th the other types of reference groups 
ment�oned before, �nd�v�duals tend to comply w�th 
�dent�f�cat�on groups’ standards for the des�re to 
be aff�l�ated. Correlated w�th the �dent�f�cat�on 
reference group, �s the asp�rat�onal reference 
group an �nd�v�dual consumer wants to jo�n or be 
s�m�lar to by sat�sfy�ng symbol�c needs. For the 
t�me be�ng, th�s type of consumer does not hold 
membersh�p to such groups yet but �t �s h�s/her 
w�sh and goal to ga�n membersh�p �nto the group 
that ep�tom�zes h�s/her asp�rat�ons. These groups 
have a pos�t�ve �nfluence on the buy�ng behav�or 
of �nd�v�duals s�nce they mod�fy the�r buy�ng 
behav�or �n order to match the buy�ng behav�or of 
the asp�rat�onal group (http://www.geoc�t�es.com/
lazar�dous/consumer.htm). Th�s �ns�ght �s ut�l�zed 
by the promot�onal �mage strategy (Sh�mp, 1997). 

Symbol�c consumpt�on and �dent�ty

People who have ach�eved or even �nher�ted 
a h�gher status or group membersh�p tend to 
consume certa�n products that s�gn�fy the�r status 

and membersh�p. Thus, consumpt�on can be 
cons�dered as a factor that reveals status and/or 
group membersh�p. In th�s case, consumpt�on 
�s called symbol�c consumpt�on. Consumers 
purchase products for the�r symbol�c mean�ngs as 
well as for funct�onal reasons. Goods are symbols 
of personal attr�butes and goals �n add�t�on to 
soc�al patterns and mot�vat�ons (Levy, 1959). 
People’s �dent�t�es are cult�vated and preserved 
via the symbolic use of possessions (Belk, 1988). 
Not only do people use consumpt�on for acqu�r�ng 
or maintaining an aspect of self-concept, they also 
use �t to fac�l�tate other k�nds of �dent�ty change, 
namely, for temporar�ly or permanently lay�ng 
as�de an aspect of �dent�ty (Kle�ne et al., 1999). 
In fash�on, for example, consumers can be quoted 
by stat�ng that “they want to re�nvent themselves” 
w�th a d�fferent type of dress code or brand. 
People may attempt to change the�r ent�re �dent�ty 
(Schouten, 1991, �n Kle�ne and Kle�ne, 1995), but 
adult self-cultivation often involves a piece of the 
self, labeled as social identity (Stryker, 1980, in 
Kle�ne and Kle�ne, 1999). The ma�n reason that 
people try to change the�r �dent�ty �s that they feel 
that they should advance on the�r l�ves. Thus, they 
try to adopt d�fferent behav�ors than before and at 
the same t�me try to take d�fferent roles that f�t to 
the �deal �dent�ty they want to ach�eve.

Ident�ty �s a hol�st�c concept appl�ed �n psychology, 
soc�al psychology, soc�al anthropology and 
soc�ology (Cote and Lev�ne, 2002) that expla�ns 
people’s behav�or based on �ts core phys�cal and 
sp�r�tual reperto�re.  “In soc�ology and pol�t�cal 
sc�ence, the not�on of soc�al �dent�ty �s def�ned 
as the way that �nd�v�duals label themselves as 
members of part�cular groups such as nat�on, 
soc�al class, subculture, ethn�c�ty, gender etc (Cote 
and Lev�ne, 2002, p. 32)”. 

Th�s def�n�t�on of �dent�ty l�nks the concept w�th 
membersh�p �n a group, a subject that was 
analyzed �n the prev�ous sect�on. 

kaufmann, zagorac and Sanchez (2008) provide 
a chronolog�cal l�terature rev�ew on the �dent�ty 
concept wh�ch exper�enced var�ous d�fferent�at�ons 
over time as to social, personal or self-identity, 
ethn�c, nat�onal, cultural, pol�t�cal as well as 
group identity. referring to  Ward (1974), laverie 
(1995), Reed (2002), Baer et al (2001) or Arnett 
et al (2003) the authors also �nterl�nk the not�on of 
sal�ent �dent�ty to consumpt�on �n general and to 
soc�al consequences of consumpt�on �n part�cular. 
Th�s �nterrelat�on �s reflected �n the follow�ng br�ef 

summary of Laver�e’s (1995) f�nd�ngs who, as 
one of the f�rst sc�ent�sts cons�dered the effects 
of group act�v�t�es such as tenn�s and aerob�cs on 
purchas�ng behav�our and the �dent�ty sal�ence 
�nterrelat�ng soc�al �dent�ty w�th purchas�ng 
behav�our. „Over t�me, people form and ma�nta�n 
consumpt�on patterns assoc�ated w�th part�cular 
act�v�t�es” (Laver�e, 1995, p.2). Accord�ng to 
Laver�e, the aff�l�at�on to the group affects the 
purchas�ng behav�our not d�rectly, but �nd�rectly 
by the personal est�mat�ons of group members to 
the product. Latter, aga�n, affects the emot�ons of 
the �nd�v�dual to the product. Consequently, the 
feel�ngs to the product, wh�ch one consumes �n 
the context of the group act�v�ty lead to the sal�ent 
�dent�ty: „the personal and soc�al appra�sals lead to 
pos�t�ve feel�ngs wh�ch make part�c�pat�on �nto the 
act�v�ty more �mportant to the self. As the act�v�ty 
becomes more �mportant to the �nd�v�dual, he or 
she part�c�pates �n the act�v�ty more often” (Laver�e, 
1995, p. III). Hence, Laver�e (1995, p.2) supported 
by Ward (1974) reject the traditional view that 
products are only consumed �n �solat�on due to 
bare �nd�v�dual needs and personal exper�ences 
but due to soc�al cons�derat�ons. 

A br�ef h�stor�cal env�ronmental analys�s 

of the Republ�c of Cyprus

In the follow�ng, the respect�ve per�ods prov�d�ng 
the backstage for the development of the consumer 
behav�or pattern of Cypr�ots are p�npo�nted. In 
do�ng so, key econom�c cr�ter�a such as GDP (GDP 
per capita per annum from 1960- 2006), gross 
average salary development (from 1980- 2006) 
and tourist arrivals (from 1959-2006) as well as 
some non econom�c reasons such as educat�onal 
peer �nfluence and pol�t�cal reasons have been 
�nvest�gated by analyz�ng data prov�ded by the 
Cyprus Government Stat�st�cs Department.  As to 
GDP there was a cont�nuous �ncrease �n all years 
except �n the year 1975 due to the Turk�sh �nvas�on 
in 1974. this event divided the country, and the 
economy had to sh�ft to new �ndustr�es, ma�nly 
tour�sm to surv�ve (Ma�tal and P�er�des, 2003). 
However, after th�s trag�c event an �mpress�ve 
�ncrease �n GDP occurred and the Cyprus economy 
boomed by double d�g�t growth rates between 
197� unt�l 1995 and more moderate, s�ngle d�g�t 
growth rates thereafter up to a level of 14.317,57 
m�o Euro. (200�). The average gross monthly 
income increased mostly in the interval 1980-1990 
by 8.7%. the following interval 1990-2000 showed 

high growth rates until 1994 with more moderate 
growth rates thereafter averag�ng a growth rate 
of st�ll �.1%. The decreas�ng trend cont�nues �n 
the interval 2000-2006 with an average growth 
rate of 5.1% to level of Euro 1.900. Impl�c�tly, �n 
the period 1976-1994/1995 Cypriots might have 
become more status or�entated due to the h�gh 
level of economic well-being. Coinciding with the 
r�se �n GDP �s the development of tour�st arr�vals. 
Th�s general econom�c p�cture �s conf�rmed by the 
development of tourist arrivals. From 1959 (19642) 
to 1973 (264066) the tourist arrivals increased by 
32.�% annually, albe�t w�th strong fluctuat�ons. In 
the war year of 1974 the figure dropped to 150478 
followed by a further downturn in 1975 to 47084 
tour�sts arr�v�ng �n Cyprus. However, s�nce th�s t�me 
the tour�st arr�vals dramat�cally �ncreased between 
1975 and 1985 by an average annual growth rate 
of 45%. in the next interval between 1985 and 
1999 tour�st arr�vals cont�nued to grow by annually 
8.87%. Since 1999 the level of tourist arrivals 
stagnates and achieves 2400924 tourists in 2006. 
Tak�ng add�t�onally the �ncreased TV household 
penetrat�on �nto account �t m�ght be concluded that 
Cypr�ots tr�ed to emulate �nternat�onal consumpt�on 
patterns, a way of l�fe or status �ntroduced by the 
tour�sts. Accompany�ng th�s development a gradual 
r�se of un�vers�ty degree atta�nment can be noted, 
especially during the 1980s and 1990s. Higher 
levels of educat�on m�ght tr�gger a more prevalent 
status or�entat�on. Furthermore, people who d�d 
not ach�eve a h�gher educat�on m�ght attempt to 
compensate th�s through symbol�c consumpt�on. 
There �s some ev�dence that Cypr�ots pursue 
symbol�c consumpt�on due to other reasons relat�ng 
to the small s�ze of the �sland and to the �nfluence 
of the med�a. Th�s l�nks to the next paragraphs 
wh�ch prov�de the methodology and the analys�s 
of the qual�tat�ve emp�r�cal f�nd�ngs. 

Research methodology

Due to �ts �d�osyncrat�c pol�t�cal and econom�c 
development, Cyprus m�ght be cons�dered a 
un�que case. In add�t�on to the aforement�oned 
�d�osyncrat�c more recent pol�t�cal and econom�c 
development, Cyprus was conquered by a var�ety 
of �nternat�onal conquer�ng powers who wanted 
to cap�tal�ze on the strateg�c pos�t�on of the �sland 
be�ng �deally strateg�cally located at the crossroads 
of the three cont�nents of Europe, As�a and Afr�ca. 
Th�s un�que cultural background m�ght �mply un�que 
aspects of consumer behav�or be �t consc�ously or 
unconsc�ously (De Moo�j, 2003). In order to ach�eve 
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the research a�m, wh�ch was to �nvest�gate the 
underly�ng reasons govern�ng consumer behav�or 
of Cypr�ot consumers as to brand�ng, the qual�tat�ve 
research focused on the why and how of dec�s�on 
mak�ng as compared to the what, where and when 
of quant�tat�ve research. A need was perce�ved for 
smaller but focused samples (Denz�n and L�ncoln, 
2000). The research object�ves were to �nvest�gate 
and conceptual�ze the concrete factors of brand 
related consumer behav�or of Cypr�ots wh�ch m�ght 
�nform corporate brand�ng strateg�es. The der�ved 
research quest�on was �f symbol�c consumpt�on 
and the other not�ons on �dent�ty descr�bed 
above m�ght be determ�n�ng factors of consumer 
behav�or as to brand�ng �n the age group 25 and 
40. this age group purposive sample was chosen 
due to the�r ant�c�pated pursu�t of a h�gher soc�al 
status. Purpos�ve sampl�ng �s regarded as useful 
for s�tuat�ons where the researcher needs to reach 
a targeted sample qu�ckly and where sampl�ng for 
proport�onal�ty �s not the pr�mary concern (Troch�m, 
200�). As to subcategor�es of purpos�ve sampl�ng, 
expert sampl�ng and quota sampl�ng were appl�ed. 
Expert sampl�ng was used for two reasons: f�rst, 
the spec�f�c strateg�c and operat�onal knowledge 
of experts represent�ng a var�ety of categor�es of 
status reveal�ng products, such as technology, 
fash�on, cars, mob�le phones or cosmet�cs; 
second, expert sampl�ng m�ght prov�de ev�dence 
for the val�d�ty of another sampl�ng approach 
chosen. Hence, 8 interviews with marketing 
managers where �nterv�ewed on the�r percept�on 

and cap�tal�zat�on of symbol�c consumpt�on. As a 
second sampl�ng method for two focus groups w�th 
respect�vely 7 potent�al brand consumers aged 
between 25 and 40, proportional quota sampling 
was appl�ed to assure a proport�on of respect�vely 
50% female and male part�c�pants. Due to the 
perce�ved un�queness of the Cypr�ot sett�ng the 
research method of a case study was chosen 
where a focus on a l�m�ted number of cases allows 
for a holistic, in-depth investigation eliciting rich 
�nformat�on (Feag�n, Orum and Sjoberg, 1991; 
McNamara, 1997). As a qual�tat�ve research 
techn�que the focus group was appl�ed to uncover, 
poss�bly surpr�s�ng, �nformat�on by an �nteract�ve 
group sett�ng where part�c�pants are free to talk 
w�th other group members (Rushkoff and Douglas, 
2005). Moreover, focus groups are a powerful 
means to test new �deas or assumpt�ons. As a 
structural gu�del�ne for conduct�ng the focus groups 
McNamara’s (1997) suggest�ons were appl�ed. The 
qual�tat�ve data were analyzed to el�c�t mean�ng 
and symbolic content (Seidel, 1998) and to specify 
the presence of certa�n words or concepts us�ng 
content analys�s (Neuendorf, 2002). 

F�nd�ngs 

The follow�ng category gr�d summar�zes the 
frequenc�es of statements result�ng �n the 
respect�ve categor�es wh�ch are further elaborated 
on �n the follow�ng narrat�ves.

Table 1 - Categories Elicited by Interviews

Table 2 - Categories Elicited by 1st Focus Group

Table 3 - Categories Elicited by 2nd Focus Group

The f�nd�ngs suggest that brand consumer 
behav�or of Cypr�ots �s ma�nly determ�ned by 
aspects related to soc�al Ident�ty, comparat�ve and 
�dent�f�cat�on reference groups. �s the dom�nant 
factor that �nfluences the other factors.

Social identity/preferred group influence: 

F�ve of the market�ng managers (KCT, PAM, 
XST, DGM, and LFT) conf�rmed the �nfluence of 
the group, where the consumers want to become 
members of, on brand consumer behav�or.  One 
poss�ble reason was prov�ded �n that people have 
the need to belong somewhere and, at the same 
t�me, to advance soc�ally. Therefore, they are 
more l�kely to mod�fy the�r behav�or accord�ng to 
the preferred group cond�t�ons compared to that 
group they are already belong�ng to. PAM sa�d, 
“Indeed, people may change the�r buy�ng behav�or 
so as �t �s the same as the one of the members 
of the group that they want to jo�n �n order to be 
accepted”. S�m�larly, LFT sa�d that “people whose 
goal �s to move soc�ally upward bel�eve that, by 

exh�b�t�ng the behav�or they bel�eve the�r target 
group has, the trans�t�on to that group w�ll be 
eas�er and smoother s�nce they w�ll be accepted 
faster”. Two market�ng managers (PAP and DAS) 
sa�d that the group that consumers already belong 
and the group that consumers want to become 
members are equally �nfluent�al. F�nally, one of the 
e�ght �nterv�ewed market�ng managers (PPT) sa�d 
that the most �nfluent�al group �s the one that the 
consumers already belong to. The statements of 
the market�ng managers were conf�rmed by ten 
out of the fourteen members of the focus groups. 
Accord�ngly, the preferred group’s �nfluence �s 
regarded as a dom�nant factor that �nfluences 
symbol�c consumpt�on, but there were some 
var�at�ons �n the�r answers. EJF, APF and ATF, 
three women �n the�r 30s, as well as PPM, a man �n 
h�s early 30s, who have very s�m�lar demograph�c 
character�st�cs s�nce they currently belong to the 
m�ddle class d�fferent�ate accord�ng to age. They 
sa�d that when they were younger, at school and 
at college, the most �nfluent�al group for them was 
the group that they wanted to jo�n. Now, th�s group 
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�s st�ll �nfluent�al but not to the same extent. That 
�s probably because young people always want to 
be �n the group w�th the most popular people and, 
thus, conform to the�r buy�ng behav�or �n order to 
be accepted �nto the popular group. Concordantly, 
EJF sa�d: “I remember when I was �n school and 
at college that I used to buy the same th�ngs as a 
spec�f�c group of popular g�rls so that they would 
accept me as a fr�end, but th�s reduced as I got 
older”. APF agreed by stat�ng: “Someth�ng s�m�lar 
has happened to me, too. I can also say that th�s 
happens more when you are younger”. Thus, �t �s 
obv�ous that age plays an �mportant role as to the 
extent of adapt�ve status or�entat�on. XPM po�nted 
to another d�mens�on on wh�ch almost everybody 
agreed. He cop�es the extravagant consumpt�on 
patterns of h�s colleagues at work �n order to be 
accepted by them. He sa�d: “I had to start behav�ng 
as they d�d and buy�ng the same expens�ve th�ngs 
as they d�d, so that I could jo�n the group and be part 
of the team”. OKM. IPF and AIF from the second 
focus group prov�ded reasons for the attract�on of 
people to a group �n terms of the soc�al pos�t�on 
of the group members rather than the members 
themselves. The statements �mply that Cyprus 
m�ght be cons�dered to emphas�ze personal�zat�on 
as a reflect�on of a be�ng or�entated culture rather 
than personal�zat�on as a character�st�c of a do�ng 
or�entated culture (Usun�er and Lee, 2005). Th�s 
�s someth�ng very s�m�lar to what JPM sa�d who 
talked about l�festyle. IPF sa�d: “I th�nk that we all 
have the need to soc�ally advance. Some people 
�n Cyprus, however, overdo �t. I know many people 
who have no credent�als or educat�on but act and 
buy th�ngs l�ke m�ll�ona�res �n order to be accepted 
�n a h�gher status group”. 

Showing off- normative comparative and/or 
identification reference groups

Seven out of the e�ght market�ng managers 
�nterv�ewed (PAM, PPT, KCT, DAS, PAP, DGM, 
XST) held that Cypr�ots l�ke to show off the�r wealth 
to an extreme. Th�s would make them engage �n 
symbol�c consumpt�on and buy branded goods 
that s�gn�fy wealth. PPT, �n th�s context, sa�d: 
“In my op�n�on, everybody shows off �n Cyprus. 
Somet�mes �t goes beyond the l�m�ts as �t becomes 
some k�nd of a compet�t�on between ne�ghbors, for 
example”. S�m�larly, half of the part�c�pants �n the 
focus groups agreed w�th th�s statement. Th�s �s 
reflected in statements as:  “we are all show-off 
man�acs �n Cyprus and th�s �s the ma�n reason that 
we buy branded th�ngs” (PPM); or: “In my op�n�on 

�t �s a k�nd of compet�t�on between most Cypr�ots. 
The w�nner �s the one who shows off the most 
expens�ve and luxur�ous mater�al goods” (IPF). It 
�s very �nterest�ng that th�s �nformal “compet�t�on” 
was ment�oned by both, the market�ng managers 
and the consumers. A poss�ble reason for th�s m�ght 
be the small s�ze of the soc�ety, populat�on and 
geograph�c area of Cyprus as always all market�ng 
managers ment�oned �t. XST �s quoted: “Because 
we l�ve �n a very small soc�ety and everybody wants 
to show off the�r wealth and soc�al pos�t�on”. Th�s 
�s conf�rmed by another �nterv�ewee: “when you 
l�ve on a small �sland l�ke Cyprus where everybody 
knows everybody’s bus�ness you feel you are under 
pressure to look your best and because women �n 
Cyprus tend to talk and to show off a lot, you feel 
you are not perform�ng well �f you are not dressed �n 
des�gner clothes”. Th�s �s conf�rmed by a manager 
of a bout�que stat�ng: “�f you look at the Cypr�ot 
women’s magaz�nes there �s a huge d�fference. 
women are pressur�zed �nto buy�ng expens�ve 
clothes, �f you don’t then you are cheap” (Cyprus 
Ma�l, 200�, p. 2). Th�s percept�on of pressure to 
conform s�gnals a very strong normat�ve character 
of comparat�ve and/or �dent�f�cat�on reference 
groups not referred to �n l�terature. 

Culture: 

Even though most western soc�et�es are 
cons�dered to be �nd�v�dual�st�c soc�et�es, there 
seems to be a h�gh degree of collect�v�sm regard�ng 
the consumer behav�or of Cypr�ots wh�ch �s �n l�ne 
w�th the emphas�s on the personal�zat�on aspect 
and the strong normat�ve character of comparat�ve 
and/or �dent�f�cat�on groups. People seem to feel 
cond�t�oned �n the�r brand consumer behav�or �n 
order not to be cons�dered to be d�fferent. 

Collectivism

Four of the market�ng managers agreed on 
the s�gn�f�cance of collect�v�sm �nfluenc�ng the 
consumer behav�or of Cypr�ots. Thus, s�nce most 
are status or�ented, the rest tend to copy th�s 
behav�or: “we know that people are watch�ng 
us and mak�ng comments. The �ssue �s not the 
personal mental�ty but the collect�ve mental�ty. 
we are expected to behave �n th�s way and so we 
do” (LFT). In the same ve�n, PAM stresses: “They 
don’t want others to cons�der them d�fferent or 
th�nk less of them �f they see them us�ng �nfer�or or 
unbranded products”.

The part�c�pants �n the focus groups were more 
expl�c�t �n the�r comments conf�rm�ng the f�nd�ngs 
of the interviews. Most of the 11 out of 14 who gave 
th�s as a reason sa�d that they do what everybody 
else �s do�ng so that they are not cons�dered to 
be d�fferent and also to avo�d negat�ve comments. 
ATF sa�d: “we buy the brands so that we are not 
d�fferent from the rest”. PHM sa�d: “Try�ng to avo�d 
comments by try�ng to be the same w�th others �s 
a real�ty �n Cyprus. People tend to buy the same 
brands, go to the same restaurants, clubs or cafes 
and generally behave l�ke a flock �n order not to 
be d�fferent and to avo�d becom�ng a target due to 
the�r d�fference”.

Sal�ent Ident�ty

Preferred Lifestyle

All market�ng managers who were �nterv�ewed 
unan�mously agreed that l�festyle and, to be more 
prec�se, the l�festyle wh�ch people would l�ke to 
have �s a very �mportant determ�nant of the buy�ng 
behav�or of Cypr�ots. PPT sa�d that “�f we want to 
ach�eve a certa�n status that has a certa�n l�festyle 
attached to �t we start mod�fy�ng our behav�or, 
espec�ally our buy�ng behav�or �n order to su�t 
that l�festyle and the people who have already 
ach�eved that l�festyle”. In the�r op�n�on, Cypr�ots 
tend to buy products that represent the l�festyle 
that they would l�ke to emulate. Thus, the symbol�c 
mean�ng of these brands �s the lucrat�ve l�festyle, 
soc�al pos�t�on and status. To be more prec�se, s�x 
market�ng managers sa�d that l�festyle �s one of the 
greatest determ�nant factors, because people seek 
membersh�p �nto these groups �n order to ach�eve 
the�r goal of mov�ng soc�ally upwards and enjoy 
the l�festyle that these people are enjoy�ng.

Interest�ngly, the responses of s�x members 
from both focus groups were very s�m�lar to the 
answers g�ven by the market�ng managers. The 
focus group members sa�d that l�festyle �s one of 
the most �mportant determ�nants and prov�ded a 
s�m�lar just�f�cat�on: “Most t�mes, people do not 
want to jo�n a group because of the group members 
but because of the soc�al pos�t�on of the group 
members. Somet�mes, the l�festyle of these people 
�s what attracts us to them rather than the group 
members themselves” (OKM). It �s obv�ous that 
there �s a strong �nterrelat�on between preferred 
l�festyle and preferred group/class membersh�p.

Preferred Identity

It m�ght be concluded that Cypr�ots want to change 
the�r �dent�ty by the�r brand purchases �n an attempt 
to e�ther advance soc�ally or to jo�n a group w�th 
a h�gher status. Four of the market�ng managers 
conf�rmed th�s v�ew: “They are people who ach�eve 
the�r �dent�ty w�thout hav�ng the actual qual�f�cat�ons 
for that �dent�ty through the�r wealth that �s v�s�ble 
from the products that they buy” (KCT).  S�m�larly 
LFT sa�d: “You can see more extreme symbol�c 
purchases from them rather than from those who 
are already members of the target group s�nce 
they are try�ng to adopt the �dent�ty of that group 
w�thout really deserv�ng �t most of the t�mes”.

Ten out of the fourteen part�c�pants �n the focus 
groups agreed w�th the statements of the market�ng 
managers: “we try to �mpress the group’s members 
by adopt�ng an �dent�ty that m�ght not really be our 
own, so that th�s group’s members w�ll accept us” 
(IPF). S�m�larly AIF sa�d “Many t�mes we try to 
advance soc�ally by adopt�ng an �dent�ty that other 
people who belong �n an upper class have, so that 
we can be fr�ends w�th them. we usually do that 
by buy�ng the same th�ngs that they buy”. It can 
be seen aga�n that both, preferred l�festyle and 
preferred �dent�ty are �nterrelated w�th target group 
�nfluence. 

Job Role

Some of the part�c�pants �n th�s research l�nked 
preferred �dent�ty to job role. Summar�z�ng, they 
sa�d that Cypr�ots adopt an �dent�ty wh�ch �s �n 
accordance w�th the�r job or work env�ronment 
and work group. One of the market�ng managers 
ment�oned: “There �s a group of people who 
cons�der the�r jobs to be manager�al; they buy a 
mob�le that su�ts the�r pos�t�on” (XST)

Four part�c�pants �n the focus groups gave a s�m�lar 
explanat�on. XPM sa�d that groups are �nfluent�al 
but for h�m the most �nfluent�al group �s the group of 
people w�th whom he works s�nce he had to mod�fy 
h�s behav�or and buy�ng behav�or �n order to f�t h�s 
new work env�ronment and be accepted by h�s 
new colleagues as a member of the team. OKM 
echoes th�s v�ew: “an equally �mportant factor that 
�nfluences our buy�ng behav�or �s our job and work 
env�ronment. If you are an accountant, a doctor, a 
lawyer or a bank employee, you are expected to 
wear a n�ce su�t and dr�ve a n�ce car”.
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Med�a

Two of the market�ng managers sa�d that telev�s�on 
�s a very �nfluent�al factor s�nce �t sets standards 
w�th wh�ch people must comply: “In my op�n�on 
what �nfluences Cypr�ots �s telev�s�on, the stup�d 
box, wh�ch d�ctates certa�n standards of behav�or 
to the soc�ety that �f someone does not comply 
w�th, he becomes al�enated from the rest” (PAM).

Ten out of the fourteen part�c�pants �n the focus 
groups agreed on the normat�ve role of the med�a: 
“I th�nk that actually we are �nfluence by TV and 
other med�a that expose these famous people” 
(EJF).

Categor�es of Status Reveal�ng Products

The �nterv�ewed market�ng managers mostly 
agreed on th�s subject. Although some of them, l�ke 
DAS, sa�d that all products are potent�ally status 
reveal�ng, they reached the same op�n�on on the 
ma�n categor�es of status reveal�ng products to be 
the follow�ng:

Hous�ng

Automob�les (cars and other means)

Technology (mob�les, home appl�ances, TVs, 
computers and other).

Cloth�ng, Footwear and Accessor�es.

The focus group members contr�buted to th�s 
d�scuss�on by a clear d�fferent�at�on on the bas�s 
of gender. women stated that for them products 
l�ke clothes, shoes, bags, cosmet�cs and mob�le 
phones are status reveal�ng (categor�es of Cloth�ng, 

•

•

•

•

Footwear & Accessor�es and Technology) whereas 
men stated cars, houses, mob�les and TVs wh�ch 
l�e �n the categor�es of Hous�ng, Automob�les and 
Technology.

Conclus�ons and recommendat�ons

Brand related consumer behav�or of Cypr�ots seems 
to be embedded �n a nat�onal culture character�zed 
by collect�v�sm and personal�zat�on. whereas 
culture refers more to formal role organ�zat�on, 
the appl�cab�l�ty of the �dent�ty concept ep�tom�z�ng 
the sp�r�tual and behav�oral reperto�re of people 
was conf�rmed by th�s research. A preferred soc�al 
�dent�ty �s regarded as the underly�ng dr�v�ng 
force of brand related consumer behav�or and as 
creat�ng the sal�ent �dent�ty of Cypr�ot consumers. 
Th�s preferred soc�al �dent�ty, however, �s not 
only reflected �n a sense voluntary belong�ng to 
the asp�red group or soc�al class, but also �n a 
percept�on of a strong normat�ve character or even 
pressure by the comparat�ve and/or �dent�f�cat�on 
group and even the med�a. Th�s normat�ve 
percept�on, however, decreases w�th ach�ev�ng 
and establ�sh�ng the accepted membersh�p �n the 
des�red group and/or soc�al class. The preferred 
soc�al �dent�ty, �n l�ne w�th Laver�e (1995) creates 
the sal�ent �dent�ty expressed by preferred �dent�ty 
or des�red �dent�ty change, preferred l�festyle and 
the job role by symbol�c consumpt�on. F�nally, the 
brand related consumer behav�or seems to be 
character�zed by an excess�ve ‘show off’ behav�or 
and a brand select�on wh�ch has to be d�fferent�ated 
by gender. The brand related consumer behav�or 
�s summar�zed �n the follow�ng f�gure 1.

Figure 1: Brand related consumer behavior of Cypriots

The l�m�tat�ons of the research refers to �ts 
exploratory nature. Explanatory research based 
on �nferent�al stat�st�cs �s suggested to val�date 
the qual�tat�ve research and to prov�de for we�ght 
and d�rect�on of the factors and to more clearly 
d�fferent�ate brand related consumer behav�or as 
to socio-demographic aspects, especially age. a 
further l�m�tat�on refers to the lack of d�fferent�at�on 
between nat�onal and �nternat�onal brands. Last 
but not least, �t �s suggested to �nvest�gate poss�ble 
contr�but�ons of reta�l�ng (�.e. �n the sense of conat�ve 
reta�l�ng), preferably �n concerted strateg�es w�th 
academ�c educat�on prov�ders, to str�ke the balance 
towards a more individualistic, voluntary and self-
determ�ned �dent�ty development of the brand 
consumers cons�der�ng  seem�ngly neglected 
elements of �dent�ty such as character or ex�stent�al 
�dent�ty. Th�s would be �n accordance w�th the 
underly�ng m�ss�on of the m�cro soc�olog�cal/m�cro 
psycholog�cal concept of �dent�ty �n the sense 
that the consumers should draw other soc�al or 
emot�onal benef�ts from �ts appl�cat�on rather than 
only econom�c ones (Arnett et al, 2003). Th�s 
aspect coupled w�th the f�nd�ng of normat�vely 
perce�ved �nfluence of the comparat�ve and/or 
�dent�f�cat�on group m�ght be used as a start�ng 
po�nt for research to develop brand consumer 
behav�or conceptual�zat�ons d�fferent�ated as 
to small �sland populat�ons.    Suggest�ons for 
corporate brand strateg�es refer pr�mar�ly to 
pos�t�on the fam�ly and/or �nd�v�dual brand h�ghly 
based on �mage, status and, �n tendency, h�ghly 
pr�ced. TV advert�s�ng �s recommended due to 

�ts h�gh level of �nt�macy penetrat�on and status 
percept�on. Another preferable promot�onal m�x 
element to be suggested refers to event market�ng, 
as fash�on shows, execut�ve part�es and, most 
�mportantly, char�ty events. The use of test�mon�als 
represent�ng the des�red soc�al �dent�ty �s also 
recommended. 
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