Class 4: Audience part 2: Global audience/market – archetypes vs stereotypes (what is cultural literacy)
Quiz 2: “Understanding China’s middle class” (202-208)
Describe two ways China's middle class is similar to the US and 1 way it is not.
Read for Tues Quiz3 : Student Loan Scandal (46-57) 

HW3: Due T 9/4: Titles to 4 personal experiences w 3 categories of audience appeal

HW4: Due  R 9/6  Brainstorming one of the 4 experiences from above

So how is China’s middle class different, same?  What part do you think is related to China’s culture?

HW2 REVIEW
ENERGY DRINK: DOESN’t TRANSLATE

Arnold Swarzenegger Vitamin V Energy Drink from Japan (from Takeda Pharmaceuticals):  http://www.youtube.com/watch?v=Ui_6jBMSU9s  

Archetypes: Gambling all night, weird heroes, etc

(He's selling V, one of the original red bull style energy drinks, "yosh" is an expression in Japanese similar to the English "ok! let's go!" expression)

Which of the ten tone/hooks for audience appeals are in effect FROM the Japanese POV?
Children See, Children do: Campaign for responsible parents (does translate)
http://www.youtube.com/watch?v=SJF50kwwRJE 
What tones from the 10 audience appeals at play?
What prevents this Japanese commercial (Dole Bananas) from translating to American audiences:  

http://www.youtube.com/watch?NR=1&v=dpqxSBclqWs 
and this one:

Tea for High Blood Pressure http://www.youtube.com/watch?v=Q0r6LfjMYRE 


A commercial that does translate
Belgium commercial for http://www.youtube.com/watch?v=--7Fxg6_jzU 
Does it translate?  YES – the English version:

 http://www.youtube.com/watch?NR=1&v=6NvJs3KNdkw&feature=fvwp


Does translate:  Here’s an example of a defining personal experience that is universal: regret  


I want more time:  http://youtu.be/KT_155-ROy0  

What is this a commercial for?  Hallmark card?  Rehab?  A church of some kind?

Audience: ???
 Stop video at0:50 (seat 18)

What tones from the 10 audience appeals at play?

What’s the product?   Is it expected or appropriate for ‘American audiences’?

Where would you air these commercials?  During what shows? Why?

Asian parenting archetype: Hierarchy + provide for your family is good parenting

Here’s an American Commercial that doesn’t translate to some cultures:  http://youtu.be/EwJSD46JSoM 

II: Global Audiences and work-group DIFFERENCES   (HANDOUT)


FIVE MAJOR CULTURAL WAYS GLOBAL AUDIENCES//MARKETS DIFFER

1)CULTURE centers on Reverence for Hierarchy
Team members from countries that revere hierarchy are less likely to speak up and especially less likely to disagree with the team leader and other team members who hold a higher rank in the organization. Latin Americans, as well as people from China, Russia, Japan and India, revere hierarchy, whereas Israel scores low; the United States falls somewhere in the middle. Achieving a true consensus in a multicultural team can be problematic unless you are aware of the different views of hierarchy.
ANYONE have experiences with this at work, school, etc?

For example:  Tim Miller heads a cross-cultural virtual team at BakBone Software that includes members from San Diego, California, Lanham, Maryland, Poole, England, and Tokyo, Japan. Miller finds that communication with the Japanese members during teleconference meetings has to be carefully managed because “in Japan, a yes-or no question almost always results in a ‘yes’ answer, even if it shouldn’t” (Alexander, 2000, p. 55).

Reverence for Hierarchy can extend to intense value of celebrities as spokespeople in their field.
2)CULTURE centers on Individualism Versus Collectivism

American team members are highly individualistic and, therefore, value independence and are primarily  concerned with their own achievements, whereas people from collectivist countries like Japan see themselves as part of the team first and strive for team harmony and team success. When harmony is highly valued by some team members, they will not communicate their honest opinions during a disagreement, causing problems for individualistic members who openly communicate their ideas.
When individuality is shown in markets of a Collectivist culture, it can be intense, different, or explosive.  

ANYONE have experiences with this at work, etc and a collectivism driven culture?

Where did we see an example of Japan:  “see themselves as part of the team first and strive for team harmony and team success.”

3)Task Versus Relationships

Team members from “all-business” cultures such as Japan, Germany, and the United States value hard work and dedication over relationships among members, concern for others, and work-life balance that are  hallmarks of the cultures of Sweden and the Netherlands. Understanding these differences can help plan team meetings and team-building events.
ANYONE have experiences with this at work, school, etc and a relationship driven culture?


4)Risk Avoidance

Team members from countries such as Denmark think outside the box, embrace change,and encourage innovation, even if upsetting to management or the normal way of doing things, whereas team members from risk-avoidance cultures such as Japan value stability and [quality] control. Understanding these differences can be important on new-product development teams.
ANYONE have experiences with this at work, school, etc?
[Think the original reputation of Japanese cars as built to last versus quailities of built in obsolescence.]
5)Long-Term Versus Short-Term Orientation

“This dimension most clearly differentiates Eastern and Western cultures. China and Japan, for example, emphasize persistence, patience, and a long-term view, whereas Germany, France, and the United States value the present, over night success stories (‘live fast, die young, leave a beautiful corpse’), the here-and-now, and the need to get it done today. For cross-functional teams, this orientation toward time can have an impact on the team’s willingness and interest in developing a plan and sticking to it.”

”Team members from low-context countries such as Germany, Sweden, and the United States communicate directly, care little for following rules and pre-earned respect in communicating across generations, and like to “get down to business.” Team members from high-context countries in Latin America, East Asia, and the Arab world like to take the time to build relationships, develop trust, and socialize with their teammates.”  
ANYONE have experiences with this at work, school, etc?
(Drink over ritualized tea; team goes out for Saki;  Golf etc, Workers are family in a hierarchy) 

Are these Stereotypes or archetypes?  How could these affect how you do business globally, or even on teams in a diverse University?

We will revisit CULTURE DIFFERENCES when we do COMPARE/CONTRAST
But now for its relevance on your own active writing….
Part of the American college experience is interacting with, writing for a diverse ‘globalized’ audience – socio-economically, politically, ethnically, etc. You will have a mixed classroom/mixed audience from now on.  Welcome to college. 
Respect w/what you read, write, and how you react.  Do not be an A-Hole in class (An ‘Answer’ Hole: Someone who answers questions that you did not ask…)
In class you will experience microview of the ‘globalism’ differences you’ve seen in these commercials. Adapt or die.

So you will write honest stories and have opinions, but you also have to understand you will need to appeal to a general audience (  this means when you write stories (fiction or narrative non-fiction) you should try to get in/consider at least 3 of the ten TONES/hooks for a general audience.  When you peer review, you need to answer what’s asked, not what you believe.
Writing Effectively:

Part 1: Analysis (PTARTP)

Part 2: Audience (consider, profile, appeal)
We will transition to part 3: The Active writing.


Give out HW3/4: Preparing for the Personal Narrative essay (business LC flavor)

Preview of NARRATIVE ESSAY (100 pts) due 9/27  at least 3 pages.
DEFINITION: You’ve done the goal planning, the career goal non-fiction essay which is due on 9/11 .  Next we hit the THE NARRATIVE ESSAY (worth 100 pts):  you will write a ‘short personal experience narrative’ (an experience ‘showing’ the action of it happening) about yourself that indirectly advertises a product or service (your choice) shown at the end, a real or made up name, with a visual logo or captioned image 


--we will go through the writing process, from brainstorming to drafts to final version

--We will develop the rubric interactively (how it is graded) and clarify your PURPOSE
--we will run through examples of narratives written as marketed personal experiences

Your audience is yourself (self reflection essay) but with general specific audience 
         crossover by using at least 3 of the ten TONES for audience appeal

--should be able to translate to most other cultures

HW3: Due T 9/4: Titles to 4 personal experiences w 3 categories of audience appeal
HW4: Due  R 9/6  Brainstorming one of the 4 experiences from above
NextTUESDAY 9/4: We begin Active Writing I: Brainstorming techniques

Next Thursday 9/6 : Optional: Workshop if stuck on Goal Analysis Breakdown + essay

Tues 9/11: Goal Analysis Breakdown is due

END

A)What are the 7 steps ANY piece of public writing must go through before presenting?


I. Prewriting steps:‘APT B’ Audience, Purpose, Tone, Brainstorming topic

II. Brainstorming content/ outline or notes
III. starter draft/ zero draft
IV. first draft
V.  Revising [for content] drafts
VI. Proofreading [for errors]

VII. Submission draft/Presentation
MoNique story
http://books.google.com/books?id=wCZBBEDYMkUC&pg=PA200&lpg=PA200&dq=mo'nique+performance+at+ku+klux+klan&source=bl&ots=EyzwHUdPjz&sig=5bkHYpor8OFdb69qEQec3LjnJOE&hl=en&ei=OgdfTsmnLYmxsAKl2sw9&sa=X&oi=book_result&ct=result&resnum=1&ved=0CBsQ6AEwAA#v=onepage&q&f=false 
