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Why are people around the world so very different? What makes us live, buy, even love aswe do? The
answers are in the codes.

In The Culture Code, internationally revered cultural anthropologist and marketing expert Clotaire Rapaille
reveals for the first time the techniques he has used to improve profitability and practices for dozens of
Fortune 100 companies. His groundbreaking revelations shed light not just on business but on the way every
human being acts and lives around the world.

Rapaille’ s breakthrough notion is that we acquire a silent system of Codes as we grow up within our culture.
These Codes—the Culture Code—are what make us American, or German, or French, and they invisibly
shape how we behave in our personal lives, even when we are completely unaware of our motives. What’'s
more, we can learn to crack the Codes that guide our actions and achieve new understanding of why we do
the things we do.

Rapaille has used the Culture Code to help Chrysler build the PT Cruiser—the most successful American car
launch in recent memory. He has used it to help Procter & Gamble design its advertising campaign for
Folger’ s coffee — one of the longest-lasting and most successful campaignsin the annals of advertising. He
has used it to help companies as diverse as GE, AT& T, Boeing, Honda, Kellogg, and L’ Oréal improve their
bottom line at home and overseas. And now, in The Culture Code, he usesit to reveal why Americans act
distinctly like Americans, and what makes us different from the world around us.

In The Culture Code, Dr. Rapaille decodes two dozen of our most fundamental archetypes—ranging from
sex to money to health to Americaitself—to give us “anew set of glasses’ with which to view our actions
and mativations. Why are we so often disillusioned by love? Why is fat a solution rather than a problem?
Why do we reject the notion of perfection? Why isfast food in our livesto stay? The answers arein the
Codes.

Understanding the Codes gives us unprecedented freedom over our lives. It lets us do businessin
dramatically new ways. And it finally explains why people around the world really are different, and reveals
the hidden clues to understanding us all.
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From Reader Review The Culture Code: An IngeniousWay to
Understand Why People Around the World Buy and Live as They
Do for online ebook

Alan says

This book is brilliantly evil. The author, in real life, found ways to sell chocolate to the kids in Japan when
kids didn't even like chocolate. He seeks to reveal the code of what different culture really think about when
they are presented with an idea. He covers presidents, sex, cars, etc. Thelogic isn't compelling but the results
are stunning.

Nguy?n ?inh Giang says

?2alau |?2m r2 khéng c6 m?t quy?n séch truy?n ¢?m h?ng m?nh m? cho minh nh? cu?n sach ndy. N6 Ung
ch?t lam? quy?n s&ch danh cho nh?ng ai yéu marketing, yéu "?a0 sau", yéu nh?ng "essence”, b?n ch?t, ¢
18I c?av?n vt xung quanh minh, yéu vi?c tim hi?u b?n ch?t c?ath? gi?i.

>>"What does it mean with consumers? How they feel about it? What does it stand for?"...

??c quy?n sach manh? ngao du vao m?t th? gi? marketing, n2 mav? ??p c?a"truth”, c?a"insight”, c?a
"conceptualize thinking" t?a sang lung linh thdng qua nh?ng "bai t?7p" tim "m?t ma".

A. ?1?2u minh h?c ??2c lacach ??2tim "m? mav?n héa' latrd chuy?n, tm s? v m? ng?? rng: "Ky 7c ?2u
tién c?ah?v?s?v/s? vi?c 26 1agi?', vatim 212m chung (c?u tric) c?anh?ng cau chuy?n. 2?m chung 26
??7?c 230 sAu, khai quét héava sau clng ???c g7 tén m?t cach th?t gay g?n vaquy? 1?2c. Gi?ng y nh? kh?o
sat/ph?ng v?n trong marketing v?y.

B. ?aph?n ca&c m?t matim ???c ?2u ?2 di”n cho n??c M?, n6 gidp minh hi?u h?n v? n??c M?- qu?c giav?
thanh nién, c?anh?ng ??atr? ng? ngh?ch, m?1?n, khéng thich s? hoan h?o vak? lu?t. T2 ¢? ??2u ¢6 nguyén
nhan c?ano, xu?t phét t? v?n hda, 17ch s?, t?th? 2i2m vab? c?nh né ??2c hinh thanh va phét tri?n. Vit 14
m? s? truth ¢?n nh? nhé:

1. Gi?y v?sinh = ?72C L?P (Khdng ¢ b? m?, t? lam ?7?7)

2. Tinhyéu =K?V?NG SAI L?M (th?n t??ng tinh yéu, tdn sting tinh yéu, nh?ng c?ng th?t v?ng v? tinh yéu)
3. Tinh d?c = B?0 L2C (khatiéu c?c, M?tho? mai v b?o 1?7c h?n1a?? ¢?p ??n tinh d2c) => B?0 dam

4. S2c ?2p ph?n? = C?U R?2 2AN ONG (?an dng ??22c | ?p trinh cho tinh d2c, khi s2c ?2p lam anh tad?ng 17,
chiém ng??ng, trén tr2ng, khéng lao theo b?n n?ng = tdm h?n anh ta ???c nang [éh m?t t?m cao m?i

5. S? quy?n r? ? Phap = T? nhién (ph? n? s? lam cho minh gi”ng nh? khdng trang 7?m), ? Anh = S?n? b2t
(th?i trang qué d?, vi ph? n? ph? géy chuy do ?an 6ng Anh 1&nh ?2m, ?an 6ng Anh k2t n? v nhau m?nh
m? vi h?tin rng ch? c6 ?an 6ng m? mang |24 h?nh phic cho nhau).

2an 6ng Y thi k2 n? v "tinh n?" trong minh m2nh m? => Quy?n r? hn v ph? n?.

5. Béom?p = S? THOAT LY (chiatay, th?t v?ng, disconnect with the rest of the world)

6. S? kh?e m?nh = V2N ?2NG (s?lién t?c vn 72ng xac nh?n rng chang ta 7ang kh?e m?nh, th?c s? ?ang
s?ng).

7. Tu? tr?2=M?T N? (v?n h6aM? say métu?i tr?, [?n tr?n trong tu?i tr?, che gi?u minh b?ng cach c? g?ng
tr? hda, che gi?u 180 hda, t?0 ra?0 t??ng v? vi?c mai t?7i tr?)

8. T? ?m = RE- (reconnect, return, reunite, renew, v.v...). T? cac ¢c?n nhaM?, c?n b?p latrung tdm c?a s?
guay qu?n, lan? cé khong gian to I?n nh7t.

9. Congvi?c=B?N LA Al?

10. Ti?n b?c = B2NG CH2NG



11. Ch2t 1?72ng = HO?T ?2NG ???C. Ng?2 M? khéng ¢?n m?t s?n ph?m quach? 1?2ng, h? g?n k2t "ch?t
1?72ng" v2 ky ?c v? nh?ng I?n 7?2 vt h?ng hoc. 26 laly do ng??2i M?th?t b7 khi ¢? g?ng mb ph?ng, b7t ch??c
"cbng ngh? ch?t 1?77ng tuy?t h?0" ¢?a cac s?n ph?m Nh?t. Nh?t do nh?, tai nguyén it, nhi?u thién tai nén "t?
2u héa'/ "hoan h?0" lacéi h? seeking for. R?t khac v M? - m?t 22t n??c rng 172, th?a dan, "v? thanh nién",
ngh?ch pha.

12. S? hoan h?o = CAl CH?T. N?2c M?c?v?cho "th? vasa".

13. Th?c 2n = FUEL/ NHIEN LI?2U (g?p gép, th?c 7n nhanh, ng?u nghi?n, c6 n?ng 1?2ng 22 lién t2c 1am
vi?c). ? Phap, 27n u?ng = TR?I NGHI?M S? TINH T2(v?n hda ch?m), ? Nh?t thi ?2n u?ng = PH??NG TH?C
TI?P C?N S? HOAN H?0

14. Biar?2u = SUNG (th? tha, say mém, ng? g?c, ch?p nhoang)

15. Muas?m = S? TAI K?T N2 V21 CU2C S?NG (v? thanh nién, tr? trung, 2 ch?, ph? n? khéng mu?n bam
m? ? nha), ch? khdng ch? ca c?la"muath?tac™" ?? serve cho "v? ndo"

16. S? xax? = V2CH QUAN HAM (s? minh ch?ng, pho tr?2ng), ch? khdng ph?i ch? céi c?1a"ch?t 1?72ng t24,
phu h?p v?i téi" ?? serve cho "v? ndo"

17. N?2c Phép trong m?t ng?2 Phép = Y T?2NG (trit gia, h?t?t?2ng, tri tu?)

18. N?2c Anh trong m?t ng?2 Anh = GIAI C?P (hoang t?c, cao c?p).

19. N??c ?7?c trong m? ng?? ?2c = TR?T T? (khudn m?u, ng?n ch™n s? bi?n 72ng, k? lu?t)

20. T?ng th’ng M? = MOSES (v? thanh, d”n d? cu?c n? 107n, t?m nhin, th? b7, truy?n c?m h?ng v? Mi?n
?2 h?a, tich cc, thay ?72)

21. N?2c M?trong m?2t ng?2 M?= GI?C M? (t? do, thlc ??y s? phét tri?n khéng ng?ng, 1am nh?ng 22u phi
th??ng, d?n d?t th? gi?i, khdng gi? h?n)

Quy?n sach g7 cho minh nhi?u suy ngh?: M2t ma c?anh?ng ?i?u trén, trong v?n héaVi2t Nam lagi?va
Lam cach nao ?? marketing thu?n mav? s?26ng :)

Vinod Peris says

I have recently read a couple of books that attempt to explain macro phenomenon by looking through the
lens of the culture of its people. "Boomerang" by Michael Lewis explains the financial crisisthat is
unfolding in many European countries and tiesit to the cultural traits of their inhabitants. Rapaille on the
other hand has written an entire book on interpreting the code for American culture and he brings this out by
contrasting it with the culture of other countries, most notably France, where he was born.

Way back when Isaac Asimov ruled the Science Fiction world, he introduced the concept of "psychohistory”
- the idea that you cannot predict what an individual will do, but with a sufficiently large population, you can
apply a probabilistic framework to predict the general flow of future events. When Rapaille describes the
peculiarities of Americans, French or Italians, it isimportant to view it as a description of alarge population
and not a specific individual in that country. When viewed with that lens, the book offers great insight into
cultural norms and how they can be tapped in devel oping and marketing a successful product.

Rapaille's writing styleis lucid and is a pleasure to read. His opinionated observations are incisive and |
found myself reading several parts multiple times to fully appreciate his view. There are many memorable
quotes and passages in the book like "you never get a second chance to have afirst experience.” This seems
cliched, but when you read it again you realize he istalking about "experience” and not "impression”.

While | did not find myself agreeing with all of Rapaille's codes, the explanations of seduction in different
cultures was spot on and hilarious. Another insightful chapter was the differing notions of quality in various



cultures. For example quality in US can be summed up as"IT WORKS' and thisis quite afar cry from the
notion of quality in Japan which is perfection!

Many reviewers that were critical of the book, seemed to have a hard time accepting all that Rapaille had to
say without any real scientific evidence. Whileit istrue that most of what iswritten here can be dismissed as
one man's opinion, it will certainly get you thinking and more observant of cultural traits. | found myself in
agreement with amajority of the observations and was quite amused at the way Rapaille presented them.

Thereis one aspect of the book that | found hard to swallow. The notion of distilling these observations
down to a single code word seems a bit contrived. Rapaille goes the extramile in finding all kinds of
circumstantial proof that resonates with the code word to justify it. Thisis probably the weakest part of his
thesis. However, if you take that with agrain of salt and view it asaway to anchor atheme and provide
direction to a marketing campaign, the code words might serve a purpose.

Overadl, | highly recommend this to folks who are in the business of building and selling productsin the
global marketplace.

sampath krishna says

The Culture Code started out as a very promising read with a very interesting concept. However, it did not
build on the good start. It purports to enlighten why people around the world live and buy as they do. Sadly,
it focuses only on why Americans live and buy as they do, while using Europe (read France) mainly for
comparison. As anon-american, | found this focus on Americarather limiting and dissatisfying. | would
have expected some more case studies from other countries from different continents.

Clotaire Rapaille, originally a Frenchman, glorifies Americato no end and bashes Europe (read France
again). | found this rather amusing.

The concept of cultures having Codes, and using them for business, is really interesting and the book has
certainly added to my perspective. This concept is not, however, new. We all know that every culture has
different views and opinions for same products, acts, situations etc. What the author has done is provide the
businesses, corporations a proper way of understanding this and market their products accordingly.

Thisis not aglobal book in any sense. For the Americans by an American.

Anneta says

Interesting book. Interesting how different cultures have meaning and understanding to different things.
Would recommend to read it to anyone.

Uwe Hook says

Thisis one of the more fascinating books I've read in quite awhile. The author claims that subconscious



links created socially" and nationally dictate the meanings of various things. For example, French people
form an early Association with alcohol which links drinking with a social family atmosphere, because
French children are often given a small amount of wine to drink by their parents at an early age. Americans
on the other hand, are not allowed to drink until age 21, and therefore the association that they create is often
one of danger and recklessness, because they learn to drink at a much later age and in an underground
fashion. For the rest of their lives, they think of alcohol as dangerous, risky, and forbidden. The French view
issocia and familial. The book isfull of examples such as this. For example, Americans link or form code
for automobiles as being about freedom, whereas the Germans have a code for automabile which is
engineering. Thisiswhy for example, American and German auto executives and marketing people cannot
seeeyeto eye.

I found new insights on almost every page of this book. The book is actually quite profound. Many authors
try to create the type of insights contained in this book, but they do not have the insight or the knowledge to
do so. Thisbook will be of interest to students of anthropology, psychology, international affairs, and
marketing of course.

Thao Nguyen says

??2¢ 17n 2 v?n ¢?m th?y thich thd v quy?n nay.

T? nhién ?ang lam d? an b?ng ph??ng phap focus group, ?2c |2 nghi?m ra ???c nhi?u 7?2u h?n. Market
researchkhéng con la group discussion hay panel interview nh? nh?ng th? ??2c h?c ? tr??ng, mandé ?a nang
[ént?m c?atém ly h7c.

T7? nhién th?m thia h?n v? m?y |Uc depth interview, m?y b?n moderators x?n qua, d?n d?t ng??i tah? t??ng
b?ng hinh ?nh, &m thanh, cau chuy?n ?? ?anh th?c ving uncounsious, r?i tim ranh?ng c?m xdc, d?u ?n sau
nh?t v? tr nghi?m c?ah?.

R7 ng?ra???c m?t va mav?n hdatrong nh?ng cau chuy?n h?ng ngay, t? vi?c [?ach?n, cbng vi?c, tinh yéu,
cho ?2n vi?c n. Ch?ng h™n, trong n?n v?n héa M?, ?? khen b?a ?n ngon, vao cu? b?a?n, ng?? ta hay noi
I’m full, vi trong v?n hda ?m th?c, ?? ?n chinh lan?ng [?7?ng, ti?p thém s?c m?nh, s? 72y ?? cho h?. Chinh vi
th?, v?n héafast food v kh?u ph?n thu?c [0% kh?ng nh? double cheese burger, pizza nhi?u cheese, topping.
Con v? ng?? Phap, cu? b?a?n h? hay ndi “That was delicious’, vi h? b? ?nh h??ng b7 phong cach
“aristocrat”. Vn héa ndy cho r?ng an aristocrat s? ?n ch?mréi, t?n h??ng h??ng v? c?at?ng mén ?n, t?ng ly
r?2u.

Tém 12 la qua thich quy?n nay va ph?i th?t 1én sao téc gi? co beautiful mind quav?y!

Ashley says

Rapaille argues that America, and by extension, our culture is an adolescent nation. Not only in age, but also
in the things we love - fast food, blue jeans, loud and violent movies, Coca Cola, Nike, etc. The author
argues that it also explains our fascination with celebrities and the adol scent mistakes they always seem to be
making. Americais anation of extremes - rich vs. poor, liberal vs. conservative, etc. Just like adolescents,
we're either high or low; there is no middle ground.



After thisintroduction and new way of looking at things, Rapaille discusses different "culture codes' he was
consulted to identify by various companies such as Proctor and Gamble, L'Oreal, and others. They seem a
little off the wall when they're first revealed, but the author makes afairly convincing argument for them in
most cases. Case in point - the code for alcohol in Americais gun. We view alcohol as something that needs
to be carefully controlled lest it cause unintended consequences. The consequences of not handling it with
respect can be disastrous, if not fatal.

Overal, it was an interesting read, if for nothing more than to think about how | think about things. |
especialy liked when the author discussed how different cultures view themselves and others (i.e. the French
view Americans and "space travelers') and how businesses can use this POV to be more successful in
marketing their products abroad. Nothing earth-shattering here, but interesting nonethel ess.

Gayle says

Thisintriguing book by Clotaire Rapaille posits an interesting premise; that very often we prefer or purchase
things for reasons not apparent to our rational minds. OK, actually we al kind of know that, but his analysis
and findings are revealing. His background as a psychoanalyst in Paris working with autistic children turned
out to be a goldmine when he developed a clientele of Fortune 500 companies. His skillswereideal for
getting past the answers from the conscious mind ("alibis’, which also matter) so often garnered in market
research, and delving into what he calls "the reptilian mind," where the earliest experiences are recorded, as
well as the emotions attached to them. Rapaille considers these emotions to be of prime importance, because
the emotions determine our preferences, even for such mundane items as cars and coffee.

Rapaille explains that these imprints are not only individual, but also cultural, and these cultural imprints
have codes that bring the emotions associated with these imprints to the fore. If you tap into the code, you
can useit to sell aproduct. Naturaly, al thisis presented with compelling evidence. If these ideas intrigue
you, consider reading The Culture Code.

Nam Pham says

There are two key concepts: code and alibi. I'm not sure if these are all new or just different namesto similar
concepts (say... relevancy? truth? reason-to-believe? insert more advertising terminologies here). But, it
would be much more interesting if there are more information on how he conducted his focus groups. We
probably understand the destination but getting there is an entirely different subject matter.

Also that analysis on the code of American president is hauntingly true..

Andrzeg says

Interesting idea propelling the book very well. Maybe some Codes are questionable, but generally matches
my international experiences. Could have been a bit more concise, but has its charm.




Oleksandr Golovatyi says

Saellys says

Largely absurd and often borderline evil, thisis the tale of one incredibly smart man stealing our memories
in order to sell usthings we don't need.

In one passage, Rapaille declares that since the moon reflects the light of the sun, and the French word for
moon is feminine while the word for sun is masculine, the French consider men to be shining and brilliant
and women a mere reflection of that. Nevermind that the French language was invented before knowledge of
the moon's reflective properties was widespread, or that feminine and masculine words are almost
completely arbitrary (please, Dr. Rapaille, analyze the reasoning behind doors being feminine!).

It's arrogant, it's baseless, it's marketed as psychological nonfiction when it'sreally aload of crap. | doubt I'll
even bother finishing it.

.........................................................................................

Ala says

Thisis by far one of the most fascinating books |'ve read in quite awhile, started out strong made me go
WOW while | was reading the introduction. Actualy |'ve already read it last year but | didn't finishit. So |
decided that | would start reading it all over again thisyear and yeah | did. FEELING ACCOMPLISHED :D.
Anyway. First off, the most parts was about American culture so | don't know | found it weird and funny in
some points | mean some of his codes doesn't make sense to me and the rest tbh perfectly does. he says every
word has a code like love or coffee and then he gives you the code word and you can take it or leave it. He



sites great examples from other cultures and comparisons after reading it, | still feel he made many good
points on how humans deal with things. This book was full of information of how people think and why they
do things, specifically buy things that they buy. clotaire is a semotician so everything is broken down
through language. And thiswas realy interesting.

| found it fast read and full of interesting information about culture codes that have been discovered by
Rapaille over time. It's abook about marketing / branding, but it is also abook that is about better
understanding human behavior.

He got my attention in chapter 3 when he mentioned the code for beauty and fat. He said the code for beauty
in Americais man’'s salvation, from Rapaill€’s research, American women aways tie beauty to men but In
Arab nations, society sees awoman’ s appearance as areflection of her man’s success "like walking
billboards for men" Women should be obese to show that their men feed them. And In Norway beauty is
reflection of connection with nature no makeup/hair, slim and athletic.

While many of Rapaill€'sinsights seem spot on, afew seem to be a bit of a stretch. Rapaille suggests being
overweight isn't a problem, but a solution. He says the American code for fat is"checking out” This means
people get fat, so they can withdraw from society. That seems a bit like asking for the cultural code for
gravity. It doesn't necessarily have a cultural explanation. It really seems more an issue of food tasting good
and caloriesin and calories out at the waist.

Rapaille argues each product makes a unique imprint on members of any given culture. Thisimprint can be
described in only afew words. For example, Rapaille says the American code for carsis"ldentity” while the
German code for carsis "Engineering" here's what he say "The American code for Jeep is"Horse" ago
anywhere vehicle. Based on this, Rapaille suggested replacing square headlights with round ones, because
horses have round eyes. Luxury interiors weren't part of the code. The Jeep was then successfully marketed
asa"horse" in America. But in France and Germany, Jeeps were seen differently. People there associate
them with the WWII liberation of Europe. Chrysler marketed Jeepsin Europe as symbols of freedom.

#TheCultureCode is a book that represents an important contribution to understanding how cultures work
their ways on people. The book should be seen an attempt to answer the questions raised by Ruth Benedict's
guotation that begins the book. She asked what is was that makes Japan a nation of Japanese the United
States a nation of Americans France a nation of Frenchmen and Russia a nation of Russians!! Rapaille’'s
answer isthat it is the codes that shape each of the cultures and the individuals who grow up in each culture
and he offers some intriguing and suggestive insights into how people arrive at their national cultural
identities.

Actually my fingers get crampy and tired from typing all day (laugh) | would like to transfer every single
word of thisbook but unfortunately | can't (sad) | know this review doesn't make alot of sense until you've
read the book SO I'm just gonnasay DO IT!

#50booksyoumustreadbeforedie




