80 Part One Strategic Analysis

population is expected to decrease from over 50 percent of the nation’s population to jyg 44 per,

no ethnic group is predicted to have a majority share of the U.S. population. The Population op EME, anq
who identify as two or more races is projected to be the fastest m_di:m. over the next five decade, %
the Asian population and Hispanic population being the second E._.m m:w& mmmmﬁmm?mw Owing 8roups w§9
more than one-quarter of the U S, population is projected to be Hispanic. Eog_

* Women in the Labor Force. Since the 1960s, American women have 50855%

labor force and the gender
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s mr.ﬁ..:m Family Structures. The marriage rate has been declining for decades

households with two-parents is declining in the United States. Simultaneously,
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divorce, Temarrigge o d
reasing. The stereotypical roles of mothers and fathers are converging o
because of the rise in the proportion of breadwinner mothers.

* Decreasing Middle Class. In 2015, the number of middle-class U.S. adults fe
lower and upper classes expanded. The income gap between middle- and uppe
widened. In 1970, the wealthiest ho
today, they hold 49 percent.

* Boomerang Generation, 29 percent of youn
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at an all-time low.®
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Figure 5.1 Demographic Trends Important to Customer Behavior

Cultural Trends

The cultural values underlying a market vary accordi

ng to the unique history of a geography, which
can be a region, country, state, or city, As customer beh
important that a busj

® Power Distance:; Societal comfort with unequal distribution of power between members
of society,

® Individualism versus Collectipigm,;
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have fun, Societal acceptance of People’s desire to enjoy life and

: 81
Chapter 5 Environmental and Strategic Analyses
100 \ “
90 “ 7
7 “ 2
80 “ 7 \
7 % 7
70 7 7 7
60 o < Z
7 7 Z
7 7 7
50 7 % \
7 < 7
40 7, X “ “
74 7 D
78 || B 1| 78 | A |
30 Z 7 7 7 Z =
Z 7 7 < o B
7 7 Z | @ < P
A LIl Ly iiv
10 % z, i Z & 7 w ” N
vl “ 7 | W. 7 | 7 mm a
g Power U;mmﬂm:om Individualism Masculinity Uncertainty Long-Term Indulgence

Avoidance Orientation
MU.S.  Brazil Windia EChina % Russia

Figure 5.2 A Comparison on the United States and BRIC Countries on Hofstede’s Cultural Values
i /

Figure 5.2 shows how the U.S. and BRIC countries compare on these values. In addition to

these foundational cultural values, cultural values change over time. Consider, for example, the
trends in Figure 5.3°

* Me Nation. Consumers see themselves as the center of attention and crave self-expression and

individuality. Those who previously admired celebrities, for example, now a.mmr.@ to voooﬁm them, Jm&bm
to arise in the number of YouTube stars, reality shows, and talent competitions. Responsive firms offer
products that can be hyper-personalized, as ¢

ustomer demands are satisfied through this type of
engagement with brands,

* Power Play. Customers want to introduce fun, spontaneous aspects into their routine. Retailers are
applying game mechanics, such as challenges, achievements, and rewards in order to engage customers.

wm%o:m?mmﬂsmaiw& customers who frequently purchase with free products or encourage customers to
visit their social media platforms to receive discounts. . i : iy
* Visualization. Customers demand immersive experiences through interactive visual content. Xamp
this include the

Facebook Live feature, Google Hangouts, viral sharing of vroﬁo..mrowwom W.memm with
Tumblr, and Pinterest’s online pinboard. Taste for aesthetically pleasing mm&mdw is critical in many
categories where customers seek a beautiful look to go with strong functionality.

. ﬂ_‘n:aﬁa..gce. Customers desire transparent and genuine experiences and want mo have control over
their lives. They are increasingly choosing to purchase products that align with their values, 50 firms must
communicate details of their production processes, ethics, sustainability, and product quality in a manner
that is easily accessibl m_@&mn@mwozmmﬁoﬁrﬁD,mumw‘ﬁogmO:mmSOummrommo:»ao:m.
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* Simplification, Technology has made customers’ lives vastly simpler. Smartphones allow customers to
communicate through social media, shop online, or use GPS trackers whenever and wherever they want.
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