
Today, consumers expect brand  
involvement with culture, particularly when  
it comes to social issues. In order to stay  
relevant and keep pace with competitors, 
 brands need to keep culture in mind.

While there are many ways for brands to  
become involved, one size does not fit all.  
Brands should be thoughtful in their approach  
to ensure authenticity and appropriate  
brand alignment.

Culturally focused advertising performs  
differently based on environment and  
audience. Brands must tailor cultural  
ads to the right environment to  
ensure intended impact.
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Being involved  
in culture is nearly 

as important as  
having positive 

brand perceptions.

Traditionally, brand messaging has been brand-centric,  
relying on their defining attributes and benefits as selling points.  
But as cultural events gain traction among audiences, there is a 
unique opportunity for brands to make meaningful connections  

with consumers through shared perspectives.   

That said, there is no one-size-fits-all model for making your  
brand culturally relevant. As an industry, we need to understand  

how affiliations through culture can move the needle on a  
consumers’ perception of a brand.

The Impact of Culture is a new global media trial from  
Twitter, MAGNA, IPG Media Lab, and Media Experts, that  

decodes the consumer’s view of brand involvement in  
culture by asking them two important questions:

How should we define  
culture from a consumer’s 

point of view? 

How do consumers  
think about culture in 

relation to the brand they 
interact with?
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Here’s what they had to say:

THE TAKEAWAY

BRANDS THAT DO GOOD 
WILL LIKELY DO WELL

Consumers feel that it’s important for brands  
to take a stand, but they must be authentic in  
their approach.

Consumers want to know they are giving their money to 
companies that share their values and are as passionate 
about social issues as they are. 

The optimal brand supports social issues,  
is authentic, and is moderately priced with  
premium benefits.

NEXT STEPS

PUTTING CULTURE  
INTO ACTION

Culture is a Must-Have, Not a Nice-to-Have
Today, consumers expect brands to be involved with  
culture (events, social issues, and trends), especially  
younger consumers.

Brands Should Stand Up for Social Issues
51% of consumers feel it’s important for brands to be  
involved in social movements, such as gender equality  
and fair trade. 

Pop Culture Counts 
37% of consumers appreciate when a brand  
associates itself with pop culture events/moments,  
everything from the Oscars and the Super Bowl right  
down to #tacotuesday.    

Culture is Key,  
But Giving Back is King
Consumers feel brands should be 
philanthropic, with 63% agreeing they 
should give back to the community and 
60% voicing they should support social 
issues that benefit everyone. 

Inclusion is Imperative
61% of consumers said that brands seeking  
to be more culturally relevant should be 
inclusive of all types of people.  

Celebs Hold Little Sway
Turns out that celebs are not the 
biggest culture drivers. Celebrity 
endorsements were the least popular 
way consumers believe brands can 
become more culturally relevant.  

Cultural Relevance Holds Purchase Power
When it comes to making purchase decisions, being involved  
in culture is nearly as important as having a positive brand  
perception (24% vs 30%). Of the different types of cultural  
involvement, brands that promote social issues have the  
most impact on consumer spend.

Brand Cultural Involvement

Influence on Purchase Desicions - 
Relative Importance (%)

Brand Perceptions

Price and Quality

For a more detailed breakdown of findings and  
methodology, refer to the full report available at  
mediaexperts.com/impactofculture.37%

Events &  
Trends

51%
Social Issues & 
Movements

GLOBAL MEDIA TRIAL
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http://mediaexperts.com/impactofculture

