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Advertising is the most widely used promotional tool.  Mass media advertising is especially effective when marketing consumer products.  It is not unusual for consumer product firms such as Proctor & Gamble or Unilever to spend ten percent or more of their revenues annually on mass media advertising. The multi-billion dollar commercial television market is funded entirely on mass media advertising (Advertising as a percent of GDP is 2.4% or over $150 billion for the United States).  In the United States, entire industries rely upon advertising. Global advertising revenues is projected to reach $650 billion by the year 2000 (United States accounts for nearly 50 percent of global revenues with Japan second and the U.K. third); advertising expenditures in developing countries such as India and China have increased significantly and will increase much more so in the near future as such countries continue industrializing.


 Advertising is used to pave the way for the sales force, to gain distribution, improve brand image, and create goodwill for the company. Advertising has four basic features:  it is a paid presentation; it is a non-personal presentation; it promotes specific ideas, goods, or services through the mass media channels of communications designed to reach the general public (including but not limited to television, radio, newspapers, magazines, and billboards); and it must identify its sponsor, the individual or organization that pays for the advertisement. Advertisers must know who their customers are likely to be, develop effective communications with those customers, be aware of the constraints that affect the communication, use creativity to prepare the message they want to communicate, send it through the proper channels and combine all these steps into an advertising campaign. In every country, advertising is just one element of  the marketing mix; its role depends upon the use of and preference toward the other elements of the mix within a country. Yet, advertising and promotion, is not only the most visible but the most culture-bound of the firm’s marketing functions.

Standardization of Advertisements

A standardized advertisement is an advertisement that  is used internationally with virtually no change in its theme, copy, or illustration, except for translation when needed. Standardized advertising strategy becomes impossible if:



1) various national markets are in different stages of maturity



2) the idea depends on a large budget which is unsupportable in some markets



3) if it defies local customs and regulations or ignores the efforts of its competition. Standardization is easier for new products. Products suitable for standardization include products for which audiences are essentially similar (Urban, Elite, Teens) and those products that can be promoted via image campaigns (Luxury products and High-tech products). The visual element in an advertisement is the element most amenable to standardization across cultures.  


John Deere promotes its products with a globalized single strategy advertising campaign because the nature of the product, the tractor, is such that it perceived similarly in nearly all markets and standardization allows a uniform image worldwide4. Reebok spent $140 million to create a global brand strategy and consolidated all of its advertising under the Leo Burnett advertising agency. English-language ads are quite common throughout the world, especially in Europe and Latin America, sometimes with full text, other times with only English brand name with the main information in the local language or even the two languages combined. In an effort to standardize, Levi Strauss uses the sublingual; using 1960s rock music and nonspeaking actors in often amusing situations to promote the rugged American virtues of its jeans. Similarly, Levi’s overcame Europe’s obstacle of many languages by creating advertisements that consisted solely of visuals and music without any language references.


MTV Europe has 200 advertisers almost all of whom run unified English language campaigns across its 28 nation broadcast areas. However much as MTV wishes to standardize, laws force them to adapt: MTV Europe is required to black out pan-European low alcohol beer commercials in Norway which prohibits them. In Poland, commercials lyrics must be sung only in Polish.  Campaigns beamed to Brazil must be modified to include local content.  Australia prohibits all imported  advertising so advertisers have to reshoot commercials with Australian film crews and actors. 



Yet, pure standardization is rarely utilized. McDonald’s utilizes a global strategy by offering its basic product line to all markets and consumers yet adapts its line to suit tastes and preferences as required. Coca Cola’s classic children on a hilltop commercial was edited 21 different ways for broadcast overseas. Coca-Cola’s theme of: “Can’t beat the feeling” is the equivalent of ‘I Feel Coke’ in Japan, ‘Unique Sensation’ in Italy and ‘the Feeling of Life’ in Chile. Dove Soap went global by having a series of commercials, shot in one location, and with the familiar line: ‘Dove contains one-quarter cleansing cream’ but with a succession of pretty thirtyish women from all parts of the globe praising in their own language Dove’s skin-softening virtues. Time has 133 editions across the globe.


Messages must be adapted according to local culture.  To attempt to force standardized messages onto unreceptive audiences will only result in failure. Japanese advertisers suggest instead of persuade, vague and indirect messages are used.  Comparative ads in Japan are not considered good taste and testimonials are seen as pushy and phony.  Cheer detergent was initially advertised in Japan using  slice-of-life television commercials similar to those used in the U.S.; these ads were found to be among the most hated in Japan. The campaign was quickly replaced with a new series using a famous sumo wrestler as spokesperson.  Playtex attempted to create a global brand for its Wow bra.  However, in South Africa, women are not allowed to be shown modeling bras and fully clothed models held up the bra on a hanger.  Commercials in other countries had to be 29, not 30 seconds in length because some countries  wanted one second of silence at the beginning of the ad.  Try as they may, adaptation becomes imperative.


The way cultures react to communications and messages differ.  Advertisers that understand these differences succeed.  Those that ignore them fail. Korea is a word-of-mouth advertising country: a customer’s testimony is more effective than television or newspaper advertising, Koreans value the testimony of a friend, family member, or opinion leader. Likewise, Chinese consumers tend to rely more on word of mouth communications, the concept of family is important to Chinese and thus played up in advertisements.


The content of ads within a society mirrors that of the society: ads in countries high in collectivism contain more group-oriented situations than found in individualistic societies. Cultures high on the power dimension have more ads with characters of unequal status than low countries.  Asian cultures get more information from contextual items than Europeans do. Television commercials that play well in low context cultures frequently seem cold and arrogant to those from high context cultures.  Similarly, commercials made specifically for high context cultures confuse low context cultures because in spite of all the ad’s contextual richness, they never seem to ‘get to the point.’ Predominantly verbal ads (preferred by high context cultures) tend to be too language dependent (which hampers their ability to cross cultural boundaries), comparatively poor at eliciting imagery (which attenuates their memorability), and generally boring (low attention, likable) when viewed by those from low context cultures. Indian visuals contain a disproportionately high percentage of children; France uses the aesthetic visual proportionally higher, Korea includes the price 38 percent of the time while other countries do so less than one-fifth of the time; the U.S. has five to ten times more comparative advertising.  Obviously, these differences reflect cultural differences between countries.



Cultures with a nonlinear perception of time provide scattered information without explicit conclusions, more symbolic, more drama-lecture.  Cultures with a linear perception of time were more likely to use a credible source that addressed the viewers directly, providing reasoned arguments along with visual information.  American advertising is more informative than that of Japan, China and South Korea. Information strategy is more likely to be used in individualistic, polychronic and in cultures with low uncertainty avoidance. Argument strategy was more likely to be used in monochronic cultures with low power distance, high uncertainty avoidance. Motivation with psychological appeal  is used in collective cultures with high power distance. Symbolic association is more frequently used in polychronic cultures with low power distance. Imitation is found in monochronic cultures with high power distance and uncertainty avoidance.  Lecture format more likely to be used by cultures with high power distance and uncertainty avoidance and to be particularly avoided by polychronic cultures which prefer a  drama format. Those cultures with low uncertainty avoidance avoid drama.


Nonverbal or visual advertising is most likely to satisfy a company’s global market objectives.  However, it should be noted that body motions are interpreted differently among cultures. In Japan, pointing to one’s own chest with a forefinger indicates that the person wants a bath.  In India, kissing is considered offensive and not seen on television, in movies, or in public places.  Symbols are not universal:  snakes symbolize danger in Sweden while they represent wisdom in Korea. In Saudi Arabia (and many Arab nations), it is against the law to advertise publicly symbols that contain Christian or Jewish connotations: all neon lighting fixtures in a major hotel in Riyadh had to be scrapped because they were shaped like crosses.


Cultural differences can create problems when potential customers translate the message into their own cognition.  The Marlboro Man rugged cowboy image was unsuccessful in Hong Kong where the urban population did not identify with the horseback riding in the countryside.  Philip Morris changed its ad to reflect a younger, better dressed, landed, truck owner and success ensued. A cosmetics firms attempted to sell its lipstick in Japan using a television ad that depicted Nero coming to life just as a pretty woman wearing the lipstick strolled by; since Japanese women had no idea who Nero was, the commercial confused rather than amused or informed. African men were upset by a deodorant commercial that showed a happy male being chased by women; they thought the deodorant would make them weak and overrun by women. Eastern Europeans still have a hard time getting used to advertising; years of Communist propaganda have led many Eastern Europeans to suspect that advertising is simply a way to promote products nobody wants to buy. 



P&G found that its ads for Camay soap did not work in Japan because they featured men complimenting women on their appearance; the directness was not well received. In another Camay commercial, a Japanese husband was shown in the room while his wife was bathing, an invasion of privacy the Japanese consumers found distasteful.  When the commercial was revised so that the man was removed from the scene, but with a male voice narrating, the commercial was very successful. For years, DeBeers ran ads (which were immensely successful when shown in the West) that showed Western couples in evening dress, reflecting the standard mentality that equates diamonds with grandeur and the women smiling and kissing their husbands upon receiving diamonds as a present. These ads met with minimal success in the Japanese market because this is not the way such a scene in reality plays out in Japan; instead, a Japanese woman would shed a few tears and pretend she is angry at her husband for spending so much money. Subsequently redone, the ads showed a tired wage earner and his hard-working wife in their tiny apartment. Upon receiving the gift, she snaps at her extravagant spouse: “Oh, you stupid?” The ad was a remarkable success.


As always, when dealing with different cultures, translation problems can be, if not fatal, at least embarrassing. In Spanish, the very word for advertising poses a problem  since the corresponding Spanish word means propaganda, which has other connations in English. Estee Lauder decided not to export its Country Mist makeup to Germany when it discovered that Mist is slang for manure there; the product was marketed under Country Moist. Parker Pens had to change its advertising campaign:  bola means ball in some countries but revolution or lie in other Latin American countries. Its Jotter Pen also did not prove to be a winner in Latin America;  jotter  there refers to a jockstrap. Maxwell House advertised itself as the ‘Great American coffee’ in Germany; Germans, however, have little respect for American coffee. Thirty different  dialects of Arabic exist; even the printed language is not uniform.


Poor marketing research is a major source of cross-cultural advertising blunders. A McDonnell-Douglas ad for their aircraft in India showed  an elephant that was an African, not Asian, Elephant;  even worse, the turbaned model  wore a turban in the style of Pakistan, not India.  A toothpaste’s product advertising in parts of Southeast Asia stressed that the toothpaste helped enhance white teeth:  Since the local people deliberately chewed betel nut to achieve the social prestige of darkly stained teeth; the ad was ineffective.
Owls used in an advertisement in India overlooked the fact that owl means bad luck there.  


Misunderstanding or lack of understanding of differences between cultures also have led to their share of mistakes: Ralston Purina used the bunny in Hungary in ads for its Eveready Energizer batteries, Hungarian consumers thought the ad was touting a bunny toy not a battery. When a baby-care company advertised soap to Hungarian consumers showing a young woman holding her baby, Hungarians saw an unwed mother: the model was wearing a ring on her left hand, Hungarians wear wedding bands on the right. Lipton’s hot tea ads there showed Tom Selleck standing atop a mountain with a steaming mug; it didn’t play well as few knew who he was.  A Johnson and Johnson ad for Poland featured a woman in hospital who just had a baby:  Polish women only have babies in hospital if they or their baby is seriously ill.  AT&T’s ‘Reach Out and Touch Someone’ advertising campaign was viewed as too sentimental for most European audiences. 


Gulda Beer ads for Nigeria showed a large, rough-hewn in a blue jean jacket based upon the American movie character Shaft.  He was shown holding a mug with the brown glass Gulda bottle resting on the table.  Research showed Nigerian beer consumers felt good beer only came in green bottles. After repositioning the advertising and repackaging, the brand was a success. In Thailand, Listerine attempted to directly transfer its well-known U.S.TV commercials, showing a boy and girl, one advising the other to use Listerine to cure bad breath.  This did not work well; public portrayal of boy-girl relationships was considered objectionable to Thais.  When the commercial was adjusted to show two girls talking to each other, sales exploded.


Culturally sensitive companies understand differences exist and make accommodations for them: Volvo emphasizes economy, durability and safety in America; status and leisure in France; performance in Germany; safety in Switzerland; price to Mexicans; and quality to Venezuelans. Mars Inc. U.S. advertisements for their Pedigree dog food use golden retrievers while the use of poodles was more effective in Asia. Nike adapted the way it did business in Mexico. Instead of ‘Just do it’, the motto is ‘DO IT.’ Penney's’ marketing strategy for Mexico is geared towards Mexican consumers’ greater fashion consciousness, concern with youthfulness, and family orientation. Its main messages are the same as in the U.S., quality, customer service and competitive prices. P&G’s English-language Canadian ads for Irish Spring soap stress the soap’s deodorant value while its Canadian French-language ads focus on the soap’s pleasant aroma.


Cultures in general do show distinct differences regarding tastes for their advertisements. French advertisements use more emotional appeals than American advertisements but American advertisements contain more information cues.  Sexual appeals are more frequently used in French advertisements than in American ones.  A Nivea print advertisement was banned in the U.S. for indecent exposure but the same message and image had been used in Germany without any controversy.French advertising uses humor more frequently than does American: puns and jokes predominate French advertising. American commercials often feature a celebrity or credible source to provide testimonials or arguments in favor of the product while French and Taiwanese advertisements were more likely to make explicit promises that were beyond what the product could realistically deliver.  American commercials are more information laden than British commercials, which tend to be more entertaining, understated humor, and heavy on visual cues. A typical British ad will almost always contain some element of fun whereas the Germans tend to applaud technical perfection.


In Japan, self-assertive communication style—the direct style, the “hard” sell—is often seen as arrogant, insensitive, egocentric, disruptive, disrespectful, discourteous, impolite,  and  potentially embarrassing to the company.  Indirect is non-confrontational and better.  It  is  better to offer a modest reward than an incredible promise.  Japanese viewers dislike garrulous and argumentative sales talk;  product information should be short and conveyed with song that sets a mood.Japanese advertisements are more likely to develop a story, describe the expression of people, and enhance poetically the mood of the product, emphasize the affective rather than cognitive.  The product message comes at the end of the commercial, almost as an afterthought to the rest of the commercial. 
*          *





International  Advertising Regulations

The Malaysia government has a 41 page advertising code enforced by the Ministry of Information’s Radio Television Malaysia.  All commercial storyboards must be submitted to RTM for approval and than again after filming is completed (Twenty-five other countries require preclearance of commercials in one form or another).  Malaysia is determined to protect is Islamic population from he excesses of Western advertising and marketing. Some of the bans include no pork, alcohol or cigarette advertising; women should be decently dressed.  RTM requires all commercials be filmed in Malaysia and use only Malaysian models.  Impulse deodorant had to overcome numerous obstacles to advertise in the Malaysian market.  Whereas in other versions, the male lead, after hastily buying flowers for a passing, sweet-smelling girl, started a relationship with her, in Malaysia it is considered very unrefined for a girl to accept such advances so in the Malaysia version, the girl shows only a flattered smile.   Seiko watch company ran an ad in Malaysia using the theme, “Man invented time, Seiko perfected it.” until the Malaysian network received a complaint from a Muslim holy man charging that the commercial should be withdrawn because God, not man, invented time.  The new slogan developed was “Man invented timekeeping, Seiko perfected it.” Malaysia also outlaws ads showing women in sleeveless dresses  and showing their underarms, pictures considered offensive by strict Moslem standards.


Advertising regulations range across the entire spectrum.  Italian stations do not guarantee audience delivery when spots are bought. France and Italy ban all cigarette and tobacco advertising.  France bans while Italy severely restricts alcoholic beverage advertising (both tobacco and alcohol advertising is partially or totally banned in most European countries as well as India and Argentina); German companies have voluntary agreements not to advertise alcohol to young people. In Belgium, pharmaceutical advertising is illegal. France has outlawed the use of foreign language in all advertising copy (forty countries regulate languages that can be used in advertisements). Germany prohibits the use of superlatives and it is illegal to do comparative advertising among two brands (as does many other countries).  Special taxes are also a consideration:  In Austria, taxes of from 10 to 30 percent exist on ad insertions; radio advertising carries a 10 percent tax, a uniform tax of 10 percent exists for television ads, cinema ads has 10 percent tax in Vienna. In China, advertising has to be truthful providing proof to back up what is advertised. 


Comparative advertising is outlawed in many European countries, such as Germany, Italy, and Belgium.  Philip Morris in 1996 had an aggressive European ad campaign that cited scientific studies to claim that second-hand tobacco smoke wasn’t a meaningful health risk to nonsmokers and suggested that inhaling secondary smoke is less dangerous than eating cookies or drinking milk.  Furor over the campaign caused Philip Morris to pull the ads in France and Belgium and halt the ads elsewhere in Europe.  Philip Morris made a major miscalculation by comparing tobacco with other products and thus entered into the realm of comparative advertising. In addition, the French banned the campaign on the grounds that it was thinly disguised tobacco advertising.  Television ads for tobacco in Europe have been illegal since 1989.


Kuwait’s government-controlled TV network allows only 32 minutes of advertising per day during the evening.  Commercials exclude superlative descriptions, indecent words, shocking shots, indecent clothing or dancing, revenge shots, attacks or comparative ads on competition; it is illegal to advertise cigarettes, lighters, pharmaceuticals, alcohol, airlines, and chocolates or other candies. Benetton’s advertisement of three little children sticking out their tongues was deemed pornographic and banned in Arab countries, where the depiction of internal organs is prohibited. Saudi Arabia prohibits advertisements or media of fortune-telling and horoscopes, advertisements that frighten or disturb children, comparative advertising, or any woman in an advertisement. 


A consumer affairs court in Helsinki banned a TV commercial sponsored by McDonald’s and charged the fast food chain with using the advertisement to exploit the loneliness of a child. Coca-Cola’s international theme of the 70s “Coke adds life” was refused in Scandinavia and Thailand because it was considered an overclaim.  In Spain, advertising of toys should have the range of prices included so parents know in advance if they can afford to buy them.  On the positive side, some countries are loosening their regulations:  bidding on time slots is now the norm in South Korea.


In some countries, commercial television is minimal.  Instead of advertising revenues funding media, the TV owner pays an annual fee to the government for television viewing; governments broadcast commercial-free programs(Italy, Finland, Sweden, Germany, and Britain).   Even when advertising exists, major changes must occur; Germany sells cinema space by the meter rather than by the second, so agencies have to create 43-second ads. TV advertising in Germany has  historically been shown before and after programs. In the Middle East, some products are not allowed to be advertised  on TV. 


Direct regulations are not even necessary to influence media content:  in many undeveloped countries, the economy is largely state-controlled. Not following the government line can be fatal: In 1993, Uganda banned the leading critical and independent publication (The Monitor) from receiving advertising from government and state-run companies, thus causing it to lose nearly 50 percent of its revenues overnight.


The media availability varies across countries.  In certain parts of Africa, local advertising agencies are not even available.
The agency that a company use may not be in the country intended or the services that it provide may not be adequate for the company’s purposes. Some countries restrict ownership of ad agencies; seventeen allow only minority foreign ownership, and Indonesia, Nigeria, and Pakistan allow none at all. Traditionally, foreign businesses with an interest in Eastern Europe had to use one of the state advertising agencies . . .this led to a dearth of advertising talent which is just now being rectified.
OTHER FORMS OF MEDIA

The availability of other forms of media is another concern that marketers need to take into account before engaging in global advertising. In many parts of rural India, television does not exist. The only forms of advertising are ambulant theaters that show movies from village to village. In India, Wilkinson uses puppet shows. Southern and Western Europeans like to watch TV while in north and central Europe, radio is the most important medium.  Newspapers are popular in Scandinavia and Germany (70 percent) whereas only 15 percent read a paper in Portugal.  Unlike in the West, where advertising constitutes around 80 percent of newspaper revenue, in most of Africa, the ratio is reversed, most of revenue is derived from circulation.


Media in most Communist Bloc countries were state owned and did not accept advertising. This has changed. . . even to the extent of the official Communist newspaper Pravda accepting advertising. In addition to carrying news, newspapers can also have a commercial element. Under Communism, the advertising emphasis in Eastern Europe was placed on noncommercial as that promoted generic demand for product categories by informing, persuading and propagandizing. Even today, in Russia, much advertising is used to provide consumers with factual information about goods that are available for sale .  . rational user benefits rather than emotional approaches dominate.  A lack of media advertising tradition has led to an overall poor marketing/advertising infrastructure.


The average Japanese consumer is an avid television watcher and newspaper reader. The fold-in advertisement for newspapers (orikomi) is widely used.  This allows even small stores to advertise to a limited area with a minimum outlay. “Transit advertisements” are printed advertisements that are displayed in public transportation such as railway cars and buses; they are very common in Japan because of the high reliance on public transportation and the long commutes for the typical worker.  Major users of transit advertising include magazines and publishing companies, food companies, major retailers, cosmetic companies, and hotels and restaurants.  


In Japan, over 200 new magazines are started annually, and more than half of these are either fashion-oriented or related to consumer life.  Japanese magazine advertising is more informative in nature. Because the themes of these publications provide psychographic information, it is possible for manufacturers and suppliers to utilize them strategically besides simply advertising in them.  Newsweek successfully launched a Japanese version in 1986; its 150,000 copies sold out immediately, and numbers continue to grow. The Japanese version presented to readers a comprehensive international news magazine that took stories mainly from the U.S. domestic edition and placed emphasis on international news; the main target was intelligent, business-oriented, white-collar workers, with business managers and college students secondary.  




In Mexico, billboards are effective and efficient advertising media, especially in crowded cities.  With traffic clogged main arteries with slow moving traffic at nearly all hours of the day, billboards provide a large captive audience.  Mexicans also enjoy being outside and are considerably more than Americans.  Rather than 2 percent of all spending  by smaller and localized users, as in the U.S.,  outside advertising represents about 5 percent of advertising spending with usage by all sizes of companies.  Outdoor advertising is prevalent throughout Eastern Europe.  Interestingly, since car ownership was relatively low, most billboards were positioned to reach pedestrians rather than motorists. However, marketers can still make the same errors on billboards as they do in mass media advertising: Pan American erected huge billboards in Japan showing a reclining Japanese woman in a kimono, in Japan only prostitutes recline in such a manner.  Where once it had encouraged outdoor advertising, Vietnam is tearing down billboards it finds offensive. In an extraterrestrial venture, Pepsi announced it was teaming up with two Russian bottling partners to invest $550 million in Russia over the duration of the decade, most of the money was for 11 new plants and new distribution system but some of it is allocated to having cosmonauts building a “space billboard.”



Hundreds of hours of infomercials hit the airways weekly throughout Asia.  These program length advertisements feature celebrity endorsements and demonstrations of products. Sales in Asia are estimated to be $200 million in 1995, this without virtually touching India or China.  In Britain, certain taxi cabs are painted completed with advertisements, interiors as well; the cab driver is given $3,000 in exchange for driving these corporate colors throughout the country for a year.  Meanwhile in Turkey, some buses are encompassed completed by advertisements. Throughout Europe, commuter trains are also being plastered, legitimately, with ads complementing the print campaigns of brands. 


Success Rules for International Advertisers:



•    The message must be meaningful in terms of the experience of the people;



•    The message must appeal to some responsive chord among the desires and 




ambitions of the targeted audience; and



•     The message must not offend sensitivities.



•     Understand local regulations and their effect upon advertising.


    •     Do not assume because a commercial appeals at home it will also appeal to foreigners with equal effectiveness


    •     Create a global theme but localize to particular markets as necessary.



•  Thoroughly do the research to minimize potential translation and usage problems.



•    As advertising objectives vary from market to market, customize objectives for each target market designated and do so with the culture in mind.



•     Clearly designate the target audience within the target market.



•     Examine media alternatives and availability within the target market.



•     Review local agency availability and capabilities.



•     Hire a native speaker to translate the advertising message.

