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The 

BUSINESS 
of 

CULTURE 
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Understanding the relationships 
between consumers, brands and 
culture is increasingly top of 
mind for many business leaders.
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But only a few brands are 
successfully navigating or 
authentically leveraging this 
relationship with culture. 
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What are the 
leaders of these 

brands doing 
differently? 



It helps if we look back on 
where, in part, business leaders 
have found competitive 
advantage in the past.
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MANUFACTURING



Over time, it became increasingly 
more difficult to compete based on 
manufacturing alone.  

CEOs needed a new approach to 
growing revenue. 
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MARKETING
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LIFESTYLE-80’S (They tell you how product 
fits in your life.) 
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PERSONALIZATION: 90’S
(You tell them how product fits in your life) 



THE BRAND
2000’s

“As global competition becomes 
tougher and many competitive 
advantages, such as technology 
become more short-lived, the 
brand’s contribution to shareholder 
value will increase. The brand is 
one of the few assets that can 
provide long-term competitive 
advantage. ”

2004



No Matter How 
Advanced Your 
Technology May Be…. 

Someone can duplicate it.



YOU CAN’T REPLICATE A BRAND
Unlike Products, Services, Tactics or Business Models,
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in the same way. 





Brand becomes more than 
just a ‘Tool of Marketing.’



BRAND
PR

Brand became a leadership tool that could help unify 
and inspire the entire organization from the inside out.  

Website
At Shelf /  

Retail Packaging
Customer  

Service
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OPERATIONS

HUMAN RESOURCES

FINANCE

MARKETING

“TOTAL EXPERIENCE”BRAND AS





So what does this have 
to do with Culture? 



BRAND AS CONTRIBUTORS 
TO CULTURE 

An emerging source of brand power 
today comes from brands defining 
and fulfilling their role within culture.



WHAT IS CULTURE?



“Culture is the characteristics of a 
particular group of people, defined by 

everything from language, religion, 
cuisine, social habits, music and arts.”

“An integrated pattern of human 
knowledge, belief, and behavior.”

“Excellence of taste in the fine arts 
and humanities”

“The symbolic, ideational, and 
intangible aspects of human societies”

MANY PERSPECTIVES ON CULTURE
A Range of Definitions…

“Most broadly, 'culture' includes all 
human phenomena which are not 
purely results of human genetics”

“The outlook, attitudes, values, morals 
goals, and customs shared by a society.”

“Culture is defined as the shared 
patterns of behaviors and interactions, 
cognitive constructs, and affective 
understanding that are learned 
through a process of socialization.“
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IT’S VAST AND COMPLICATED



Sometimes Culture is Misrepresented
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The truth is, we will 
never know or 

understand culture 
completely. We will 

never be able to see 
all the stories that are 

occurring in culture. 
There is too much of 

it to grasp.



But for a Brand to see 
Culture as stories or 

relationships, gets to the 
heart of what culture is:  

!
Culture is an ongoing 

process and set of 
relationships between 
people and everything 

around them. 
!

By everything we mean….

IDEAS,  INSTITUIONS,  OBJECTS,  OTHER PEOPLE,  GROUPS OF PEOPLE

CHURCH COURTS

OBJECTS
HOSPITALS

PLACESGROUPS

PARTNERSHIPS

INDIVIDUALS

FREEDOMRIGHTSCHURCH COURTS

OBJECTS
HOSPITALS

PLACESGROUPS

PARTNERSHIPS

INDIVIDUALS

FREEDOMRIGHTS



So why does it matter that we see culture 
as a set of relationships? 

Because it is through those relationships that 
value systems are created. 

If we can better understand people’s values 
and value systems, we can better understand 
people’s decisions.



BRAND AS 
CONTRIBUTORS TO  CULTURE

Which Brands Are Defining and Fulfilling a Role in Culture? 

And how are they going about it?





!
!



“Ending the sale of cigarettes and tobacco products at CVS/pharmacy 
is simply the right thing to do for the good of our customers and 
our company. The sale of tobacco products is inconsistent with 
our purpose – helping people on their path to better health.”









http://globalassets.starbucks.com/assets/6e52b26a7602471dbff32c9e66e685e3.pdf

http://globalassets.starbucks.com/assets/6e52b26a7602471dbff32c9e66e685e3.pdf






http://www.budweiser.com/opening-day.html

https://petitions.whitehouse.gov/petition/declare-major-league-baseball-opening-day-national-holiday/3XNmgfBb

LANGUAGE ON THE PETITION: 

“MLB Opening Day is more than just the beginning of the season. It’s a symbol of rebirth. The 
coming of spring. The return of America's national pastime. It’s a state of mind where 
anything is possible. You can feel the electricity in the air. … It’s an American tradition, and it 
deserves to be recognized as an American holiday…” 

See full paragraph on White House petition website (next page)—

THEY NEED 100,000 SIGNATURES BY MARCH 26TH 2014





They are channelling cultural values to 
reshape and challenge their own 
brand, their own category and their 
own business practices. 









OUTDOOR RECREATION 
RETAILERS RING UP  
NEARLY $50 BILLION  
IN SALES EACH YEAR.  

!
!



THIS DOESN’T INCLUDE THE 
ADDITIONAL $243 BILLION IN 

TRIP RELATED EXPENSES.  
!
!



YET... 
THE OUTDOOR RECREATION 
INDUSTRY IS OUT OF TOUCH 

WITH THE LARGEST GENERATION 
OF CONSUMER BUYERS THE 

WORLD HAS EVER SEEN.  
!
!



!

WALMART 
DICK’S SPORTING GOODS 

SPORTS AUTHORITY 

!



ELITIST
!

REI 
!

!



!

L.L.BEAN 

!



!

BASS PRO SHOPS 
CABELAS 

!



REVERENCE 
CONQUERING 
AGGRESSION 
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CONQUERING



 

FESTIVAL CAMPING



GLAMPING



TOUGH MUDDER



OUTDOOR GAMING



ADVENTURE TRAVEL



URBAN BIKING



URBAN OUTDOOR SOCIALIZING



BRING A RUG



BRING YOUR 
TEA POT



BRING YOUR  
LAP TOP



BRING YOUR 
MAKE UP



BRING A  
HOT TUB



BRING A  
MOVIE 









NOT
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EXPERT
VS







EXPERIENCED



NEW SEGMENTATION
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CONNECT

BELONG HAVE FUN

SHARE





The Outdoor Mobility Lifestyle 
Category is about untethering 
universal human activities from 
the traditional home setting and 
allowing consumers to enjoy them 
where and when they wants to. 

Outdoor Mobility Lifestyle 

Virgin Outdoors, as the soon to 

be the leader in the Outdoor 
Mobility Lifestyle Category, will 

help consumers see new 
possibilities in familiar 

experiences by allowing them to 
easily move from setting to 

setting. 

Products that allow for traditionally home-bound products to be portable 
so the consumer can experience familiar activities in new settings.
!
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Products that stand 
up to the riggers of 

travel, outdoor 
exposure and 

repeated use and 
hence giving 

consumers 
confidence that those 

products can be 
relied on anywhere.


Untethering 
traditionally home 
bound activities and 
experiences.


VERSATILITY DESIGN

CREATIVITY
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Multi-u
se, 

multi-fu
nction 

products for 

use in multiple 

locations


Ease of use, 
intuitive, functional products 

created with 
efficiency of space


Products that 

are delightful, 

prom
ote self-

expression and 

have creative 

choice


The “Outdoors” In Virgin 
Outdoors is about about flexibility 
and freedom wherever you are.


Bring a Scene 
to the Scenery  

Helping people “Bring a Scene to 
the Scenery” is Virgin Outdoor’s 
guiding Purpose.

Products,


 that let m
en 


and wom
en feel 


sexy outdoors and 


avoids traditional 


androgynous apparel


associated with the 

outdoors.
 Products that bring technology 
harmoniously into the outdoors


\

Products 


that are playful,


fun and engaging. 


Products 


that promote


 friendly competition
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VIRGIN OUTDOORS BRAND VALUES



COME 
OUT 
AND 
PLAY



!
!
Mickey Barold: mickey@c-s-space.com 
!
Tasha Space: tasha@c-s-space.com


