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ABSTRACT 

ABSTRACT 
Television continues to be a dominant media in the 21st century. As the world continues to 
“shrink” and globalization increases, those companies that do business in many countries 
must find innovate ways to communicate their brands. In international markets, therefore, 
the decision to standardize or adapt the advertisements between different countries 
becomes of great importance. The purpose of this study is to gain a better understanding 
for how companies standardize and adapt their television advertising in international 
markets. In order to reach this purpose, research questions focusing on the elements of 
television advertisements, as well as the factors that influence the decision to 
standardize/adapt were stated. Based on these research questions, a review of the relevant 
literature was conducted, resulting in a conceptual framework, which was used to guide 
this study’s data collection. Data was collected via a qualitative, case study approach, 
using interviews and observation of the television commercials on international consumer 
brands. The result shows that there are certain appeals that work: Emotional appeals seem 
to work more on the young, while rational appeals appear to be more effective towards an 
older target market. One of the primary factors that influence a company’s decision to 
adapt a commercial is the cost. In terms of standardizing a television advertisement, the 
company should focus on non-geographical factors such as humor and family culture.



SAMMANFATTNING 

SAMMANFATTNING
2000-talets reklam medium fortsätter att domineras av TV. Världen fortsätter 
att ”krympa” och globaliseringen ökar, det pressar de företag som agerar i många länder 
till att hitta nya innovativa sätt att kommunicera deras varumärken. På internationella 
marknader har därför beslutet att standardisera eller att anpassa reklam mellan olika 
länder fått ökad betydelse. Syftet med denna studie är att få en ökad förståelse för hur 
företag standardiserar och anpassar deras TV reklam på internationella marknader. För att 
kunna uppnå detta syfte så har två forskningsfrågor angivits, som dels fokuserar på de 
olika elementen i TV reklam och även de faktorer som påverkar beslutet att standardisera 
eller anpassa reklam. Baserat på dessa forskningsfrågor så har relevant litteratur granskats 
som resulterade i en referensram, som vidare användes som en guide i datainsamlingen. 
Data samlades in via en kvalitativ fallstudie, genom intervjuer och observationer av 
internationella varumärkens olika reklam inslag. Resultaten visade att en viss appeal 
fungerar på olika sätt, t ex en emotionell appeal fungerade bättre på unga medan en 
rationell appeal föreföll att vara mer effektiv när målgruppen var äldre. En av de 
viktigaste faktorerna gällande företagens beslut att standardisera eller anpassa reklam är 
kostnadsfaktorn. När företagen väljer att standardisera sin TV reklam, ska de fokusera på 
icke-geografiska faktorer, t ex humor och familjekultur för att göra den mer gångbar 
mellan olika länder.  
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INTRODUCTION 

1. INTRODUCTION 
This chapter will introduce the background of the area that is researched. This will 
eventually lead to a problem discussion about standardization and adaptation in 
television advertising. The chapter will end with an overall purpose and specific research 
questions. 

1.1 Background 
Marketing communication is a process of sharing perceptions. Marketing communication 
can be successful in conveying an intended meaning only when the sender’s perceptual 
field – his experience of the world – is congruent with the receiver’s perceptual field. A 
message falling outside the receiver’s perceptual field, therefore, cannot transmit the 
sender’s meaning, although it may well transmit a meaning not intended by the sender. 
Root (1994) claims that communication between persons that belong to different cultures 
is distorted by perceptual and encoding/decoding gaps that derive from the cultural 
distance between sender and receiver. Furthermore, because of the unconscious nature of 
much of culture, communication distortion is intensified by the fact that the existence of 
such gaps is not recognized. (Root, 1994) 
 
Czinkota and Ronkainen (2004) showed in the marketing communications model 
presented in Figure 1.1, that effective communication requires three main elements – the 
sender, the message and the receiver – that is connected by a message channel. The 
emphasis for the thesis will be in the message element of the marketing communication 
process. 
 

 

Sender 
(Encodes Message) 

Message Message 
Channel 

Receiver (Decodes Message)

Feedback Communication Outcome 

Noise

Figure 1.1: Marketing Communication Process 
Source: Adapted from Czinkota and Ronkainen (2004), p.306 
 
The process begins with a message that the sender wish to send. The sender started by 
encoding the message, converting the message into symbolic form that is properly 
understood by the receiver. The message channel is the path through which the message 
moves from sender to receiver, and referred to by Czinkota and Ronkainen (2004) as the 
medium. The completion of the process is when the receiver is done with decoding the 
message from symbols into thought. A message moving through a channel or medium is 
subject to influence of extraneous and distracting stimuli. This interference is referred to 
by Czinkota and Ronkainen (2004) as noise. 
 
Root (1994) mention that communication between persons belonging to the same culture 
benefits from a high degree of congruence in their perceptual fields and of commonality 
in their message codes. Sometimes one or both sender and receiver believe that they have 
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understood the message correctly even though they have not. The feedback process, 
therefore, is also subject to cultural distortion. (Root, 1994) 
 
The promotional mix is a part of the marketing communication strategy for organizations 

oot (1994) defines advertising as any paid form of non personal communication by an 

ternational advertising – the ability to transfer an advertising message among country 

 the 1950s, preference was for an adaptation approach in advertising; as knowledge of 

he advertising media are called on to perform the task of delivering the message to the 

to reach out to the target audience. It consists of five main elements, advertising, personal 
selling, public relations, direct marketing, and sales promotion. Advertising represents 
non-personal, mass communication; personal selling covers face-to-face personally 
tailored messages. Sales promotion involves tactical, short-term incentives that encourage 
a target audience to behave in a certain way. Public relations are about creating and 
maintaining good-quality relationships with many interested groups (for example the 
media, shareholders and trade unions), not only with customers. Finally, direct marketing 
involves creating one-to-one relationships with individual customers, often in mass 
markets, and might involve mailings, telephone selling or electronic media. (Brassington 
& Pettitt, 2000) 
 
R
identified sponsor to promote a product or company. It is also claimed that advertising is 
the dominant channel for mass promotion (ibid). Cultural values are important for the 
success of advertisement according to Laroche and Teng (2006) and they also say that it 
has been acknowledged that cultural values are the core of an advertising message. For 
example, cultural values and norms that are embedded in advertising appeals have been 
shown to enhance the effectiveness of persuasive communications. Laroche and Teng 
(2006) further claim that recent research has indicated that when cultural values that 
match people’s traditions are embedded in advertisements, consumers are able to find 
commonalities between themselves and the characteristics of the advertisement. The 
opposite applies when values do not match the advertisement. (Laroche & Teng, 2006) 
 
In
markets – has always been a controversial subject (Hill & Shao, 1993). Furthermore 
Laroche and Teng (2006) discuss that the central informational cue in advertising is 
typically based on product attributes, which can be emphasized in a general manner and 
applicable to different markets across a diverse range of cultures. Consequently, it is 
imperative that the key arguments in the advertisements are believable and compelling, 
regardless of the target market. (Laroche & Teng, 2006) The more managers know about 
their target audience – buying motivations, behaviour, purchasing power, demographic 
characteristics and cultural values – the better they can design the promotion strategy in 
their international advertisement (Root, 1994). 
 
In
international markets increased, more standardized advertisements were used in the 1960s; 
in the 1970s, the trend swung toward more adaptation due to the rise of nationalisms; in 
the 1980s, the trend swung back toward standardization because of the rise in the number 
of multinational advertisement agencies and companies and the flow of mergers and 
acquisitions. (Darmon, Kirpalani & Laroche, 1999) 
 
T
consumers. The different media are, radio, television, print, cinema and outdoor. Two 
major media are print and television. Print media, such as local and national newspapers, 
special interest magazines and trade publications, have thus become the primary focus for 
most organisations’ advertising efforts. (Brassington & Pettitt, 2000) Television 
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advertisers can demonstrate the product or service in motion, using the many elements 
offered by the media (Jobber, 2007). Designing the television commercial with the correct 
combination of those elements to give the message a strong chance of grabbing the 
attention and getting the message across, is crucial to achieve the desired impact on the 
consumers (Brassington & Pettitt, 2000).   

1.2 Problem Discussion 
demonstrate the product in action, or to use colour and sound to 

oot (1994) further suggested the importance of matching the message with culture and 

he degree of television advertisement standardization/adaptation at the international 

hose researchers who view markets, or costumers’ wants and needs, for being 

Television can be used to 
build an atmosphere around the product, thus enhancing its image (Fahy & Jobber, 2006). 
The emphasis for this thesis will be television advertisements, because of the many 
elements of television, sound, colour, sight and motion that aid the presentation of the 
message. Also the fact that Brassington and Pettitt (2000) argue that television is better 
for creating an advertisement message with emotional appeals, contributes to our 
concentration to television advertisements.  
 
R
by saying that the message is received but misunderstood, either because of ambiguous 
content (buying propositions) or more commonly because of a presentation that is not 
responsive to cultural differences. Adaptation is essential because of various constraints; 
first people in different countries speak different languages. Second, and the most 
important source of constraints by far, and the most difficult to measure, is cultural 
differences rooted in history, education, religion, values and attitudes, manners and 
customs, aesthetics as well as differences in taste, needs and wants. (Vrontis, 2003) 
Before producing a television advertisement, the marketer has to have a deep 
understanding of the target audience. Brassington and Pettitt (2000) claim that the main 
aim in advertisement message design is to prepare an informative and persuasive message 
in terms of words, symbols and illustrations. That will not only attract attention but retain 
interest through its presentation so that the target audience responds as desired (ibid).  
 
T
level refers mainly to the manipulation by the manager of the promotional mix elements 
(Bradley & Sousa, 2005). Supporters of standardization say a trend is sweeping both 
marketing and advertising – the movement to create products that are manufactured, 
packaged and promoted the same way around the world, regardless of individual cultures 
(Mueller, 1989). According to Bradley & Sousa (2005) higher degree of adaptation is 
encouraged when the manager perceives great differences, in the economic environment 
and life styles between the home and foreign country. On the one hand, those who support 
the global standardization approach argue that a single television advertisement should be 
used in international markets to reduce total costs and promote a global corporate image. 
On the other hand, those who support the internationalization school of thought see the 
need for marketing adaptation to fit the unique dimensions of each local market. (Vrontis, 
2003)  
 
T
homogeneous argue that the standardization of advertising is more effective as it allows 
for the lowering of costs, via economies of scale, and thus increasing margins for a firm 
(Griffith, Ryans & White, 2003). Backhaus, Mühlfeld and Van Doorn (2001) suggests 
that standardized advertising campaigns should use the same advertisement 
internationally with minimal, if any, thematic copy or illustration adaptation, with the 
only country-specific concession being the use of the respective national language. 
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However, the decision to standardize promotion is not one decision but rather a series of 
decisions related to individual promotional elements (Chandra, Griffith & Ryans, 2002). 
Chandra et al. (2002) continue with arguing that advance in global communication, 
sourcing, and so on have created homogenized global market segments advanced. If the 
segment exists, consumers in cross-national market segments share common behavioural 
response patterns and preference structures and thus react similarly to marketing stimuli. 
(Chandra et al., 2002) 
 
Countries differ widely in the availability, quality, coverage, audience, and cost of 

nderlying the standardization debate is the issue of effectively balancing the economic 

dvertising is more resistant to homogenization than products and brands; Melewar and 

advertising media (Root, 1994). According to Laroche and Teng (2006) matching the 
distinctive cultural values is a vital component of international advertising and marketing. 
Therefore, marketing practitioners should always consider cultural variables in their 
advertising because culture seems to influence advertising tactics and consumer’s 
decision making (ibid). Taking that in consideration and determining the optimum 
advertisement message, by adapting the promotional message to cultural differences 
(Root, 1994). Chandra’s et al. (2002) research suggests that cross-market consumer 
variations may necessitate unique decisions about adaptations in an advertisement’s 
theme, slogan, idiomatic expressions, symbols and colours. Furthermore, Chandra et al. 
(2002) state that for a firm to maximize profits fully, it must adapt their advertising 
campaigns to the needs of its specific international target market. 
 
U
benefits gained through standardized strategies and tactics with the performance gains 
achieved when adapting to local market conditions (Chandra et al., 2002). Bradley and 
Sousa (2005) draw attention to the fact that advertising is highly bounded by culture and 
those foreign customers are likely to be less responsive to advertising that fails to match 
their cultural preferences precisely. Understanding cultural differences is therefore, often 
considered a prerequisite for successful advertising in foreign markets (ibid). Not only are 
cultural and other differences very much still in evidence, but marketing a single product 
one way everywhere can scare off customers, alienate employees, and blind company to 
its customers’ needs (Vrontis, 2003). The differences in the environment have, therefore, 
to be considered when discussing the feasibility of standardization. Generally, 
standardization appears more likely where the foreign market is most similar to the 
domestic market, while adaptation is preferred when markets are viewed as different 
(Chandra et al., 2002). The feasibility and appropriateness of universal, modified, or 
completely different campaigns depend on many factors, and there is little consensus as to 
the key determining ones. Although whatever factors influencing, the final decision 
regarding standardization or adaptation of television advertising is always the client’s. 
(Darmon, et al., 1999) 
 
A
Vemmervik (2004) claim that advertising is more dependent on cultural influence than 
other marketing elements. Because of these characteristics, the visual and verbal elements 
of advertising are particularly sensitive, and use of local language, models and scenery 
increase the probability for the advertisement to be effective. (Melewar & Vemmervik, 
2004) 
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1.3 Overall Purpose & Research Questions 
Based on the problem discussion above the purpose of this thesis is to provide a better 
understanding of how companies standardize and adapt their television advertising in 
international markets. 
 
RQ1: How can the elements of television commercial that are standardized or adapted be 
described? 
 
RQ2: How can the factors that influence the decision to standardize or adapt be described? 
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LITERATURE REVIEW 

2. LITERATURE REVIEW 
In this chapter, an overview of previous research related to the research questions is 
presented. First, studies related to elements in television advertisements will be presented. 
Secondly, studies relevant to influencing factors of the decision to standardize or adapt. 
Finally, a conceptual framework for the thesis will be presented. 

2.1 Elements in Television Advertising 
Melewar and Vemmervik (2004) found in their research that the visual and verbal 
elements of advertising are particularly sensitive to/and are more dependent on cultural 
differences. They continue with saying that the use of local language, models and scenery 
increases the probability for the advertisement to be effective. Laroche and Teng (2006) 
added another element appeal, which will add another dimension to our research and 
provide a more comprehensive and clear picture of the research area.  
 
Appeals  
Advertising appeals are defined as message designed to motivate customers to make a 
purchase. (Mueller, 1992) According to Laroche and Teng (2006) the most basic elements 
associated with advertising are the choice of appeal. Kelley and Turley (1997) state that 
advertising appeals are commonly categorize into two broad types, rational and emotional 
appeal. Laroche and Teng (2006) further argue that when cultural values and norms are 
embedded in advertising appeals it have been shown to enhance the effectiveness of 
persuasive communication. Therefore, we add a cultural appeal. 
 
Rational advertising stems from the traditional information processing models of decision 
making where the consumer is believed to make logical and rational decisions. Such 
appeals relate to the audience’s self-interest by showing product benefits. Examples are 
messages showing a product’s quality, economy, value or performance. (Albers-Miller & 
Stafford, 1999) 
 
Albers-Miller and Stafford (1999) found that, overall, thinking advertisements provided 
more information than emotional advertisements, and were subsequently better liked and 
resulted in higher purchase intentions. Albers-Miller and Stafford (1999) suggested that 
rational, informative advertising appeals may help reduce some of the uncertainty often 
associated with the purchase of services. 
 
In contrast, emotional appeals are grounded in the emotional, experiential side of 
consumption. They seek to make the consumer feel good about the product, by creating a 
likeable or friendly brand; they rely on feelings for effectiveness. According to Albers-
Miller and Stafford’s (1999) emotional appeals attempt to stir up either negative or 
positive emotions that can motivate purchase. These include fear, guilt and shame appeals 
that get people to do things they should or stop doing things they should 
not ...communicators also use positive emotional appeals such as love, humour, pride and 
joy. (Albers-Miller & Stafford, 1999) 
 
Emotional appeals are the most effective conveying a personality to consumers (Kelley & 
Turley, 1997). The traditional view in advertising has been that the effectiveness of a 
particular message appeal is contingent on the type of product being advertised (ibid). 
Albers-Miller and Stafford (1999) also suggest that appeals generating an emotional 
response result in more positive reactions and higher level of recall. 
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In a recent study by Laroche and Teng (2006) they have pointed out that when customers 
experience advertisements with distinct culture-laden appeals in combination with 
arguments, the arguments and appeals cause contrast effects on the consumers’ perception 
and purchase behaviour. To enhance the effectiveness of persuasive communication, 
Laroche and Teng (2006) suggested that cultural values and norms should be embedded in 
advertising appeals. 
 
Among different cultures there are different appeals that influence customers in the best 
way. When the appeals do not match the traditions of the people they find differences 
between themselves and the characteristics of the advertisement. Resulting in that the 
advertisement will not achieve the desired objective. (Laroche & Teng, 2006) 
 
It is also said that there are differences in appeals between the East and West that go back 
to ancient times. A part of this is because of that  the Greek philosophers have influenced 
the western culture, which has lead to the emphasis on verbal communication. There is no 
tradition like that in the oriental philosophy that has lead to that they rely more on 
nonverbal communication. (Mueller, 1992) 
 
A paper by Andersson, Hedelin and Nilsson (2004) mentions the phenomenon about 
marketing campaigns using violent and shocking appeal. The advertisements they had 
reviewed created many different reactions and associations among respondents, both male 
and female respondents reacted negatively on the usage of sex and violence. They did not 
interpret the message in the same way as it was intended. However, they also reach the 
conclusion that males and females do not have the same reactions, sometimes the females 
could identify themselves with the ads since there where children in display. (Andersson 
et al., 2004) 
 
Verbal elements 
Nelson and Paek (2007) argue for the importance of language with saying that language is 
much more important than many international advertisers realize. The use of the English 
language can convey values or it can confuse meaning, for example, when colloquial 
expressions are employed (ibid). 
 
McIntyre and Stevenson (1995) argue that the numerical and economic importance of 
minorities continues to increase. This brought the discussion to the fact that specific 
vernacular or dialects are under represented in advertising relative to their frequency of 
use in the general population. Stewart (1994) argues that this applies to national languages 
also, because it is certainly the case when offer information in the local language it will 
increase the effectiveness of the communication. Stewart (1994) concludes his discussion 
with saying that language and dialects is a potentially important component of advertising 
that uses dramatic approach. One thing to be careful about is the usage of vernaculars and 
dialects that is often associated with stereotypes that may not be positive. (Stewart, 1994)  
 
Duncan and Ramaprasad’s (1995) survey show that the use of standardized language is 
not common. Their survey results show that only 11 percent of the brands use 
standardized language in all countries, 41 percent use it in some countries, and 43 percent 
do not use standardized language at all. 
 
When using television in advertising the big difference from radio or printed 
advertisements is the many dimension added, this makes communication more natural and 
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gives them value. If television advertisements are used as a message channel and it is 
standardized across countries only with language adaptation, there is a risk that the value 
added by the extra dimensions will partly be lost because of the lack of lip 
synchronization. Audio that is not synchronized with video can be distracting and viewers 
might fail to identify with the advertisement. (Furnell, Lines, Mued & Reynolds, 2003)  
 
As an example in a comparison of music styles and lyrics used in television 
advertisements, Nelson and Paek (2007) observed that domestic brands were more likely 
than multinational brands to use localized Latin music and lyrics in the Dominican 
Republic. 
 
Visual elements 
Colour is an essential part of products, logos and advertising, and can be an effective 
means of creating and sustaining brand and corporate images in customers’ minds. 
Colours are known to possess emotional and psychological properties. The meanings 
associated with different colours are important to marketers when developing 
advertisements, because results have demonstrated that people of different cultures have 
various preferences for colour. It is important for marketers to understand which colours 
that people prefer. Consequently, managers must acknowledge that the meanings 
associated with some colours may be pan-cultural, regional, or unique to a given culture. 
(Hewett, Madden & Roth, 1999) 
 
According to Cho, Kwon, Gentry, Jun and Kropp (1999) themes are outputs of the 
creative process; themes are the content of the message, that is, “what is communicated”. 
Cho et al. (1999) also mention that in respect to international advertising, the buying 
proposals (what one say) are much more amenable to international transfer than creative 
processes, including themes.  
 
As an example, Kim-Shyan and Waller (2006) identified specific likeable themes for 
three Asian cities, Shanghai; a funny/amusing/humorous theme and nice music, Jakarta; 
having an interesting theme and setting is important, Bangkok; a theme showing a slice of 
life is liked in Thailand.  
 
Greenberg and Solomon (1993) claim that advertising is not created in a casual or random 
fashion. From the choice of scenery and location to the tone and nuance of copy, 
meticulous attention is paid by directors, production and set designers, and many others to 
the execution of television commercials. These specialists strive to create a compelling 
setting, a physical environment that will fulfil an advertisement agency’s vision of how 
best to reinforce the focal product’s intended “brand personality.” The importance of 
physical and sensory cues that “place” a product in some real or imaginary setting, also 
known as stylistic context have increased. Contextual issues are important to advertisers, 
since the information conveyed by an advertisement environment can influence the degree 
to which members of a target market identify with its central characters and intent – or 
wish to emulate the lifestyle depicted by purchasing the featured product. A well-crafted 
message, presented against a backdrop of props that “make sense” and reinforce the 
intended meanings, can convey a powerful and persuasive image. (Greenberg & Solomon, 
1993) 
 
Advertising theory and practice advise that to resonate with the audience, advertising 
should present models similar to the target group. This strategy is based on assumptions 
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that identification can invoke involvement in the advertisement and transfer positive 
feelings to the brand. Such beliefs and practices conform to a localized advertising 
strategy. (Nelson & Paek, 2007) 
 
Cross-cultural studies of global brand advertising often show that models are the most 
easily standardized advertising element across campaigns. Comparisons of British and 
French television advertisements for the same advertisers revealed that 81 percent of 
advertisements contained the same characters. (Nelson & Paek, 2007) 
 
Standardizing spokespersons across campaigns may be for practical reasons (e.g. the cost 
of hiring local actors) or for strategic reasons (e.g. a standardized spokesperson can drive 
global brands). For example, Revlon (a global cosmetics brand) believes that a single 
model can project a universal image of beauty. Some research has also explored the use of 
spokespersons in local and trans-national media. As a whole, these studies reveal that 
global approaches feature standard, often Western, models. For example, a content 
analysis in Singapore and Taiwanese women’s media revealed that the race of the models 
used in each culture did not reflect the racial mix of that country’s population. (Nelson & 
Paek, 2007) In some countries it is more frequent with spokespersons, usually famous 
people that give their testimony about the product in the advertisement. There is a 
difference between countries and culture to what extent this is used. (Jacobs, Keown & 
Synodinos, 1989)  
 
Media, whether it is print, television or even the Internet, is flooded with advertisements 
for products and services endorsed by models that are highly attractive. Marketers 
targeting their products towards women often use highly attractive sources in their 
advertisement in an effort to increase the advertisements’ effectiveness. (Ganesh, Harris 
& Whang, 2006) However, researchers have been divided in their support for the 
effectiveness, Ganesh et al. have documented some negative effects, and these studies 
suggest that such negative effects are due to the fact that people compare themselves with 
these beautiful models, which lead to feelings of inadequacy and/or jealousy. 
 
Others 
Cho et al., (1999) advocate that the advertising messages should be congruent with the 
values of the local culture. Cho et al. (1999) summarized this position by noting that 
cultural values are the core of advertising messages. Typical advertisements endorse, 
glamorize, and reinforce cultural values. In addition, empirical studies have found that 
advertisements reflecting (some) local cultural values are more persuasive than those that 
ignore them (ibid).  
 
According to Hairong, Reece, and Vanden Bergh (1994) the slogan still maintains the 
prominence as an important advertising technique. Their research showed that four out of 
five advertisements used a slogan to reinforce the brand name or create an image. 

2.2 Influencing Factors 
This section will discuss the many factors that influence the decision to standardize or 
adapt that other researchers found. They will be stated and continuously explained 
throughout in this chapter.  
 
The feasibility and appropriateness of universal, modified, or completely different 
campaigns depend on many factors, and there is little consensus as to the key determining 
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ones. Although there are many influencing factors, the final decision regarding 
standardization/adaptation of television advertising is always the client’s. (Darmon et al., 
1999) 
 
Cost 
 
According to Darmon et al. (1999) considerable cost savings create pressure in favour of 
standardization. Duncan and Ramaprasad (1995) also mention the convenience and the 
opportunity to save money with a standardized advertising strategy across countries. 
Chandra et al. (2003) theorize that standardization enables firms to lower costs through 
economies of scale, which thus increase a firm’s margins and enables it to gain greater 
global coordination. 
 
In contrast to the earlier statements, Duncan and Ramaprasad (1995) were surprised when 
their survey rated “saving money” as one of the least important reasons for 
standardization, even though since there has been a lot written about economies of scale 
being the reason for using standardized advertising. 
 
Roth and Samiee (1992) state regarding to cost that pursuing of global standardization is 
generally considered to be appropriate only to the extent to which it has a positive 
influence on cost or as they call it, financial performance. Further on in their article they 
claim that the primary element that encourages standardization of marketing across 
markets is the associated cost savings. These savings include economies of scale in 
research and development, production of television advertising and marketing strategy 
development. (Roth & Samiee, 1992) 
 
The role of headquarters and subsidiaries sale level 
 
The decision to group together sales and role (level of autonomy, power) of headquarters 
and a subsidiary to one factor are because of the correlation between high sales and 
subsidiary power. Duncan and Ramaprasad (1995) research found that both the strategy 
and execution were more likely to be changed in the more affluent markets and in markets 
where subsidiaries had higher sales. They believed that the stiffer competition and higher 
sales gave subsidiaries more leverage to localize the message. Whether local offices of 
multinational companies can make important decisions, may depend on their degree of 
independence. (Duncan & Ramaprasad, 1995) 
 
Darmon et al. (1999) argue about excessive local autonomy that could lead to rejection of 
a standardized advertising campaign, even if it is excellent. To resolve this dilemma they 
advocated involving subsidiaries in the development of strategy and international 
advertising.  
 
Macro factors 
 
Chandra et al. (2002) define the term to refer to the consistency in legal, political, 
economic, regulatory, and marketing infrastructures. Those factors vary markedly from 
country to country and they influence the decision significantly. Jobber (2007) mentions 
one example of important regulatory issue that is crucial information for marketers in 
South-Korea; they only permit to have Korean models and actors in advertisement, such 
as commercials and print ads. 
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The difference in economical development is expected to affect promotion adaptation. 
Countries that are economically alike have similarities and commonalities in lifestyle 
patterns. (Bradley & Sousa, 2005) It must be said that neither the convergence of social, 
economic, nor marketing trends of different countries nor the increase in travel and labour 
mobility across different cultures directly imply a more standardized form of advertising 
communication. (Darmon, et al., 1999) 
 
Mueller (1992) brought interesting facts to our attention through her research. She found 
that three quarters of the advertisement in Japan contains at least one non translated 
English word. Further on she wonders about the effectiveness of using English, 
considering that 98 percent of the population only speak Japanese.  
 
Single brand image 
 
A single brand image is according to Duncan and Ramaprasad’s (1995) survey the most 
important reason for standardization. Vrontis (2003) also mention in his research that in 
support of single brand image, standardization should be used to promote a global 
corporate image. Backhaus, Mühlfeld and Van Doorn (2001) explains the advantage with 
standardization of the brand image to be even more important now, due to increasing 
geographic customer mobility (e.g., because of tourism) and media spill over (e.g., global 
broadcasting). This results in the broadening of the “perception sphere” (ibid). Cultural, 
economic, social, and other differences make it difficult for companies to define or 
identify a single brand image that has a global appeal (Hewett, Madden & Roth, 1999). 
Hewett’s et al. (1999) findings show that firms are just as likely to use different image 
strategies across markets as they are to keep the image strategy the same. 
 
Product category 
 
A standardized advertising strategy should be more easily produced for products in which 
individuals share common consumer behaviours than for products used in culturally 
specific ways. For instance, consumer high-tech goods (computers, mobile phones) may 
be somewhat similar across cultures whereas food is generally considered to be consumed 
in traditional and idiosyncratic ways. Beauty-related product advertisements may be more 
easily standardized than more culture-specific items such as food or automobiles, because 
they focus on similar needs for beauty among a shared audience (Nelson & Paek, 2007). 
 
Standardization may be effective for products in which the audience shares universal 
behaviours, particularly those products that are considered modern and cosmopolitan. 
However, other general products such as automobiles and food may reflect indigenous 
cultural rules and practices. (Nelson & Paek, 2007) 
 
Albers-Miller and Stafford (1999) suggest that a more emotional (value-expressive) 
appeal should be used for a value-expressive product and a more rational (utilitarian) 
appeal should be used for a utilitarian product. 
 
Duncan and Ramaprasad’s (1995) stated in their survey that standardization of television 
advertisement seems to work best when the product is pragmatic or utilitarian and when it 
satisfies universal physical needs such as shaving or diapering babies. In such cases, they 
explained, the message is often rational and informational. 
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Demographic, psychographic and cultural characteristics 
 
Chandra et al, (2003) argues that the feasibility of promotion standardization relies on the 
existence of homogenous market segments across countries. If it exists, according to the 
authors, consumers in cross-national market segments share common behavioural 
response patterns and preference structure and thus react similarly to marketing stimuli. 
Vrontis (2003) see a need for advertising adaptation to fit the unique dimensions of each 
local market.  
 
Bradley and Sousa (2005) draw attention to the fact that advertising is highly bounded by 
culture and those foreign customers are likely to be less responsive to promotion that fails 
to precisely match their cultural preferences. They conclude with the saying that because 
of that fact, understanding cultural differences is therefore often considered a prerequisite 
for successful advertising in foreign markets.  
 
Laroche and Teng’s (2006) research has indicated that when cultural values that match 
people’s traditions are embedded in advertisements, consumers are able to find 
commonalities between themselves and the characteristics of the advertisement. 
Conversely, when the cultural values of an advertisement do not match people’s traditions, 
they find differences between themselves and the characteristics of the advertisement. The 
authors continue when explaining their results by saying that a vital component of 
international advertising is to properly matching advertising to the distinctive cultural 
values of the target consumers. If marketers do not take cultural and other differences in 
consideration and standardize an advertising campaign one way everywhere, they risk 
scaring off customers, alienating employees, and blinding a company to its customers’ 
needs. (Vrontis, 2003) Communication from one culture to another is difficult because of 
cultural factors that considerably affect the way phenomena are perceived. When the 
perceptual basis of reference is different, the perception of the message will change. 
(Darmon, et al., 1999)  
 
Exploiting a successful idea  
 
Duncan and Ramaprasad’s (1995) explained that exploiting a successful idea that might 
have taken many years to develop, when finally it is starting to produce results, clients are 
anxious to leverage this idea and their investment by introducing it to other countries. 
Several of their respondents also explained that really “big ideas” are easiest to 
standardize, one respondent also explained that when a campaign strategy has been in use 
for more than twenty-five years in one single country (which has seen changes in culture 
during this time), it has proven it can work in more than one culture.  
 
NIH “Not invented here” 
 
It is a factor and a barrier to standardization. Despite the considerable use of 
standardization, if the agencies are on the receiving end of standardized campaigns, only 
12% feel comfortable using such advertising, a finding that documents the resistance at 
the local level to using creative materials “not invented here”. The “not invented here” 
attitude may be a serious problem for extending campaigns beyond their original national 
borders. Duncan and Ramaprasad (1995) concludes this barrier by saying that a challenge 
for clients may be balancing the time and cost of having each local market develop a 
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“great” campaign compared with using a standardized campaign that may be “good but 
not great”. (Duncan & Ramaprasad, 1995) 

2.3 Conceptual Framework 
According to Miles and Huberman (1994) the conceptual framework is described as 
something that explains, either graphically or in narrative form, where the focus of the 
study will lay. Namely factors, constructs or variables and the relationship between them. 
They also argue that it is easier to develop a conceptual framework if the research 
questions have been stated already; this has also been done in our study. To be able to 
answer the research questions stated in chapter one, we have to explain what we will 
collect our data on.  
 
Among the material presented earlier we are going to choose the theories that are the most 
relevant to our data collection. We start with stating the relevant theories for research 
question one followed by relevant theories for research question two. 

2.3.1 Conceptualization –Elements of Television Advertising 
There are many different elements in an advertisement, Laroche and Teng (2006) 
researched the different appeal elements of advertising, and Melewar and Vemmervik 
(2004) have divided the elements into visual and verbal elements. The following theories 
will be used in our data collection and in a later chapter compared with our data: 
  

 Appeals 
 

• Rational 
 Examples are of rational advertisement is when the message show a 

product’s quality, economy, value or performance (Albers-Miller & 
Stafford, 1999) 

 Informative (rational) advertising appeals may help reduce some of the 
uncertainty (Albers-Miller & Stafford, 1999). 

 
• Emotional 

 Consumers feel good about the product (Albers-Miller & Stafford, 
1999). 

 Rely on feelings for effectiveness (Albers-Miller & Stafford, 1999). 
 Effective in conveying a personality to consumers (Kelley & Turley, 

1997) 
 Generates an emotional response result in more positive reactions. 

(Albers-Miller & Stafford, 1999) 
 

• Culture 
 Laroche and Teng (2006) argue that culture appeal increase the 

effectiveness of persuasive communication. 
 Opposite if not matching culture appeal (Laroche & Teng, 2006). 

 
 Speech elements 

 
• National Language 

 Use of local language increases the effectiveness of the communication. 
(Stewart, 1994) 
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• Sound 

 Audio that is not synchronized with video can be distracting. (Furnell 
et al,. 2003) 

 
 Visual elements 

 
• Scenery 

 It is important to consumers to identify themselves with the “place” the 
product is in. (Greenberg & Solomon, 1993) 

 
• Models 

 Advertising should present models similar to the target group. (Nelson 
& Paek, 2007) 

2.3.2 Conceptualization – Influencing factors 
As mentioned earlier there are many influencing factors to the decision of standardization 
or adaptation in television advertising. We have found relevant theories regarding 
influencing factors; these relevant theories will be looked at and compared with the 
collected data:  
 

 Cost 
 According to Darmon et al. (1999) considerable cost savings create 

pressure in favour of standardization, and their survey rated “saving 
money” as one of the least important reasons for standardization. 

 
 Demographic, psychographic and cultural characteristics 

 Chandra et al. (2003) argues that the feasibility of advertising 
standardization relies on the existence of homogenous market segments 
across countries. 

 Consumers share common behavioural response patterns and preference 
structure and thus react similarly to marketing stimuli. (Chandra et al., 
2003) 

 Cultural values should be embedded in advertisement to increase the 
ability for consumers to identify to it. (Laroche & Teng, 2006)  

 
 Macro factors  

 Legal, political, economic, regulatory, and marketing infrastructure factors 
vary markedly from country to country and they influence the decision 
significantly. (Chandra et al., 2003) 

 Countries that are economically alike have similarities and commonalities 
in lifestyle patterns. (Bradley & Sousa, 2005) 

 Increase in travel and labour mobility (Darmon et al., 1999) 
 

 Single brand image 
 To promote a global corporate image a single brand image should be used 

(Duncan and Ramaprasad’s, 1995:Vrontis, 2003)  
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 Product category 
 Standardized advertising for products in which individuals share common 

consumer behaviours. (Nelson & Paek, 2007) 
 Adapted advertising for products used in culturally specific ways. (Nelson 

& Paek, 2007) 
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3. METHODOLOGY 
In this chapter the methodology used for this thesis will be presented. The chapter starts 
with the purpose, approach and strategy of the research, continuing with data collection 
and sample selection. Concluding with a discussion about the methodological problems 
occurred during the study. 

3.1 Purpose of Research: Explorative, Descriptive and Explanatory 
Informing the reader about what the authors want to achieve and how its going to be done 
can be used to state the purpose of the research. The purpose of research is divided into 
different categories, explorative, descriptive and explanatory. (Eriksson & Wiedersheim-
Paul, 2001) 
 
Explorative is used when the researcher is trying to seek new insights and put 
phenomenon in a new light, can be compared with the activities of a traveller or an 
explorer. It is a useful approach when there is a need for clarifying the understanding of a 
problem. Basic ways to conduct exploratory research: Searching for literature, talking to 
experts and conducting focus group interviews. (Saunders, Lewis & Thornhill, 2000)  
 
Descriptive is used to make portrayals of events, persons or situations. It could be a piece 
or an extension of exploratory research since it is necessary to have a clear picture of the 
phenomena that the data will be collected on before the collection itself. (Saunders, et al., 
2000) 
 
Explanatory are the studies that establish casual relationships between variables could be 
referred to as explanatory studies. The weight is put on studying a situation or problem to 
define correlations between different variables. (Saunders, et al., 2000) 
 
In this thesis we are using all of these categories. Since the foundation in our research will 
be getting better understanding of standardization and adaptation decisions in television 
advertising, it is important to have a wide base. Therefore the researchers will start with 
explorative research. Then the researchers will use descriptive research to retrieve more 
knowledge and understanding about the advertisements that we are going to base the 
interviews on. When the interviews are done, we are going to use an explanatory 
approach to evaluate the data collected and try to give answers to the two research 
questions stated in chapter one. 

3.2 Research Approach: Qualitative  
The choice of qualitative research is based on our purpose to get a deeper understanding 
of the area. The data that we will be collected cannot be generalized since it is not 
covering the whole population but it will give us a possibility to gain an understanding of 
what the population covered think and why these decisions are made. One thing that 
arises when working with qualitative research is the problem to connect information from 
different sources since they could be too specific. (Lewis, et al., 2000) 

3.3 Research strategy: Case Study; Multiple Unit  
According to Yin (1989) there are five different research strategies; experiment, survey, 
archival analysis, history and case study. Case study is defined as development of detailed, 
intensive knowledge about one or a small selection of cases. It is also mentioned to be a 
good way to explore existing theory (Lewis, et al., 2000). Our research is focussed on 
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contemporary events and the research questions in this study are based on “How” 
questions that is leaned towards explanatory research. According to Yin (1989) the best 
suited method for a study like this is case study.  There are also ways to do categorization 
within case studies itself, shown in table 3.1.  
                            Table 3.1: The four sub-categories of case studies  

 Single-case 
designs 

Multiple-case 
designs 

Holistic (single 
unit of analysis) 

 
Type 1 

 
Type 3 

Embedded  
(multiple units 
of analysis) 

 
Type 2 

 
Type 4 

      Source: Adopted from Yin, 1994, p. 39 
 

Within the area of case studies there are four types of narrowing it down even more as 
shown above. Yin (1994) mentions that the same case study can involve more than one 
unit of analysis. It means that within a single case attention also is given to sub-units. For 
example, our case study is about consumer products, and we will have two units making 
up that single case. This is referred by Yin (1994) as embedded single case design (shown 
as Type 2 in the table above). 

3.4 Data Collection: Interviews and Observations 
Data can be collected in two ways either primary that is data collected for the first time, or 
secondary which is data that already exists (Eriksson & Wiedersheim-Paul, 2001). For 
this thesis we are going to work only with collecting primary data.  
 
According to Yin (1989), data can be collected for case studies through six different 
sources: documentation, archival records, interviews, direct observations, participant 
observations and physical artefacts. Yin (1989) also argues that a major strength of 
collecting data by case studies is the possibility to use many different sources of evidence. 
According to Yin (1989) this reduces the risk of bias and is called triangulation. 
 
The data collection methods that will be used for this study is divided between the 
research questions. We are going to conduct direct observatories followed by interviews 
with consumers for research question one. For research question two we will be focussing 
on interviews with corporate respondents.  
 
Yin (1989) claims that there are two types of interviews, focussed interview and formal 
survey. We will use the focussed interview for our data collection; we developed an 
interview guide that will be like an outline for discussion during the interview. This will 
give us the opportunity to get an open discussion with the respondents and get a wider 
answer and better understanding since we can ask follow-up questions. At the same time 
this could lead to bias since the respondent in some way might be lead by our questions to 
make the answer that we prefer. 
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3.5 Sample Selection: Convenience Sample 
For our research two research questions we conducted six interviews with six people, two 
marketing managers and four consumers. Often, it is extremely difficult (sometimes 
impossible) to select a random sample. Therefore a convenience sample will be used, 
which is described by Fraenckel, and Wallen (2001) to be a group of individuals who 
(conveniently) are available for the study.  
 
We will show the criteria we developed for our respondents and the documentation 
(advertisement) showed.  
 
Criteria for respondents to research question one: 
We first thought that we could analyse the television advertisements by ourselves, but we 
decided to analyse them together with four people. The respondents had to be: 
 

• from different age-groups 
• not all of the same sex 
• from Sweden 

 
This would enable us to add more views than our own to describe the elements of 
advertising and to get age differentiated viewpoints on standardization and adaptation. 
The sample consisted of people in our network, two students and two 50+ respondents.  
 
Criteria for respondents to research question two: 
We chose to make a single case of multiple units, and we had two criteria’s that the 
companies had to fulfil. The company had to:  
 

• be an international company 
• use television in their advertising 

 
We sat and thought about which companies would be relevant for our research and we 
came up with Unilever and Absolut, one sub-unit that use standardization a lot and one 
that use adaptation a lot.  
 
We found Unilever interesting because of the vast supply of products in different markets 
with many television advertisements airing right now. With that as a background we 
contacted Unilever Sweden, and we reached Mrs. Katarina Jerndahl, Nordic 
Communication Channel Manager, we had e-mail and telephone correspondence.  
 
We have come across Absolut’s remarkable marketing skills in many text books during 
our years in school. The fact that they are a global brand made us interested in their 
opinion about factors influencing the decision. Through our contact who work as a 
Planner at Saatchi Saatchi Stockholm advertisement agency, we got in touch with Mrs. 
Cecilia Falk, Channel Marketing Director Absolut Spirits International. Now we had two 
respondents that could answer intelligently about the factors influencing the decision to 
standardize and adapt.  
 
Choice of documentation 
We have regarded to research question one chosen to show the four respondents four 
commercials, Gillette Fusion, Werthers Original, Peugeot and finally Carlsberg. We 
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studied several commercials at Youtube’s homepage and found those four the most 
interesting and through two criteria’s. The commercial had to: 
 

• be a global brand 
• be aired in Sweden 

3.6 Data Analysis 
Yin (1994) argues that each study should begin with a general analytical strategy. Yin 
(1994) has suggested two general analytical strategies, relying on theoretical propositions 
and developing a case description both of these strategies provide the researchers with a 
system to understand what to analyse and why. Developing a case description strategy is 
used when the researcher use a descriptive way to present the data, this strategy should 
only be used when little previous research is available. Relying on theoretical 
propositions is the most common and advised strategy, when researchers use this strategy 
they collect data with research questions and previous research as basis. (Yin, 1994) 
 
When the strategy has been chosen, and the data has been collected, the researchers have 
to analyse the data in a systematic way. Miles and Huberman (1994) suggest three flows 
of activity when working through quantitative data in an analytic way: 

• Data reduction is made to make the data sharper, focussed, sorted, and organized 
so conclusions can be drawn easily. A within-case analysis is used during this 
phase to compare collected data with theory presented.  

• Data display is the second activity where the researchers display the reduced data 
in an organised way to facilitate the drawing of conclusions. 

• Conclusion drawing/verification is the final activity of quantitative data analysis. 
Here the researchers begins to decide what things signify by noting regularities, 
patterns, explanations, possible configurations and propositions. Although some 
doubt should be maintained for this results.  

 
Our thesis will rely on theoretical propositions as a strategy and we will follow Miles and 
Huberman’s (1994) suggested activities.  

3.7 Validity & Reliability 
According to Denscombe (2000) it is really hard to know if the person who is being 
interviewed is telling the truth or not. There is a possibility for the interviewer to verify 
the information with other persons or sources; such verification is very hard to do when 
the questions are about assumptions, feelings or experiences (Denscombe, 2000).  In our 
study we have to keep this in mind, since the interviews that we will conduct are about 
people’s feelings and experiences.  
 
Denscombe (2000) have some hint to help the interviewer to find out what is true and 
what is not. Denscombe (2000) mentions two basic ways to verify if the data collected by 
interviews are reliable. The first one is to let the person who has been interviewed get a 
copy of what has been said to give the respondent a chance to make things right by 
making corrections. If something has been misunderstood it is very important to fix it. 
The second method is to use other sources in the same area that is called method 
triangulation (Denscombe, 2000).  The different parts of validity and reliability according 
to Yin (1989) will be shown in Table 3.2.  
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Table 3.2: Tactics for four design tests 

 Tests Case-Study Tactic Phase of Research in Which 
Tactic Occurs 

Construct validity - Use multiple sources of evidence 
- Establish chain of evidence  
- Have key informants review draft 
case study report 

- Data collection 
- Data collection 
- Composition 

Internal validity  - Do pattern matching 
- Do explanation-building 
- Do time-series analysis   

- Data analysis 
- Data analysis 
- Data analysis 

External validity - Use replication logic in multiple-
case studies 

- Research design 

Reliability  - Use case study protocol  
- Develop case study data base 

- Data collection 
- Data collection 

Source: Yin, 1989, p.41  
 
Construct validity 
According to Yin (1989) there are three ways to increase construct validity; use of 
multiple sources of evidence, establish chain of evidence and having informants 
reviewing a draft of the study. All three of these will be used in our research, first we will 
use triangulation by doing observations of documentation ourselves and through 
interviews and secondly we are going to get the interview guide evaluated. This is to 
make sure it is easy to understand and that the questions are relevant. Finally there will be 
records of each interview so that nothing will be overseen and no details forgotten. 
 
Internal validity 
According to Yin (1989) internal validity is mostly a concern for casual or explanatory 
studies. In which the researcher is trying to determine if one event lead to another. It also 
handles if the researcher have interfered with something that has occurred earlier.  We are 
not going to work with this type validity in this thesis.  
 
External validity  
According to Yin (1989) there is often a problem with external validity in case studies 
since they usually only generalize for the study itself and not the surroundings, and to 
solve this it is suggested that replications should be done in similar surroundings to test 
the validity. We are going to test our case on similar groups to see if any differences are 
noticed, according to Yin (1989) this will strengthen the external validity of our work. 
 
Reliability  
According to Yin (1989) reliability is the likeliness for a researcher to recreate another 
researcher’s study and get the same result. The goal with doing this is to reduce errors and 
biases in a study. To increase reliability in this thesis we are going to have good 
documentation of what we are doing and also we will not have any leading questions 
since they are negative to the reliability of our study. One way to approach reliability 
problems is to do many steps so it is easier to follow for somebody from the outside (Yin, 
1989).  
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4. EMPIRICAL DATA 
The previous chapter we explained the methodology of this thesis. In this chapter we will 
present the empirical data collected. We conducted several interviews and observations to 
collect our data. This chapter will be presented with the data collected related to research 
question one followed by data related to research question two. The data will be 
presented in the order of the conceptual framework presented chapter two. 

4.1 Elements of Television Advertising 
For this data collection section we have chosen to do interviews with four people. There 
were two respondents in their twenties, and two respondents in their 50+. The young were 
both students and watch a lot of television. The older respondents are both academics and 
watch less television. The interview was conducted individually. First we started by 
showing them one television advertisement followed by a discussion of the different 
elements.  
 
We showed the respondents four advertisements, Gillette Fusion, Werthers Original, 
Peugeot and Carlsberg all of them can be found in Appendix C. Gillette Fusion can be 
described as a standardized commercial, not produced in Sweden using an action appeal. 
Werthers Original can also be described as a standardized commercial as we also found it 
in German, Japanese and French. Peugeot is produced by Morkman advertising agency in 
Sweden; it has an everyday appeal with ordinary situations. Carlsberg is also produced in 
Sweden, but by Saatchi Saatchi advertising agency, and what we know also used in Spain. 
Carlsberg advertisement has a humorous appeal targeting young men. 
 
Rational appeal 
 
Gillette Fusion:  
All respondents agree that the commercial is informative and the product is the best 
shaver. The shaver is a very qualitative and luxurious product, and if you use it the 
shaving result will be the best. A remarkable thing is that one of the older respondents 
said it was not enough informative and that he wants more information. One young 
respondent said that the mentioning of Gillette gave a lot of credit, because it is almost 
common sense to know that they are a premium brand. 
 
Werthers Original:  
All respondents agree that this one is not so informative about the product; they only say 
that is sweet and creamy. One young respondents pointed out that it is not so expensive 
and does not need that much further information.  
 
Peugeot:  
All respondents think that there is no actual information about performance or economy. 
The commercial is showing many models, so in that way it is informative. One 
respondent think that the price is shown somehow through the different groups of people, 
and different groups have various incomes.  
 
Carlsberg:  
All respondents agree on that the commercial informs about a service Carlsberg do not 
have, the home delivery service. They are not actually saying anything about the beer, but 
as the respondents understands it, the commercial is not supposed to launch a new special 
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brew, it is a commercial for the brand Carlsberg itself. In the end of the commercial 
Carlsberg says that they would probably be the best home delivery in the world. With that 
Carlsberg implies that they are already probably the best beer in the world, and if they had 
home delivery it would also be the best. 
 
Emotional appeal 
 
Gillette Fusion: 
The respondents describe it similar to expresses masculinity and you will feel good about 
the result after shaving and women will like it. The product is described as a value 
product that fulfils a rational need.  
 
Werthers Original: 
All respondents identified the grandfather grandson relationship to be a very warm 
relationship between those two.  
 
Peugeot: 
There are many different personalities, the young man, and, old couple, young couple, the 
father of a teenager and the mother of two children. This attracts different personalities 
among the target groups. One respondent argues that it is a lot about creating awareness 
through this kind of commercial, to show the different everyday situations together with a 
Peugeot.  
 
Carlsberg: 
The respondents all say that the commercial have much of humour and “feel good”, and 
they will remember it because it is humorous. Some respondents argue that it is surprising, 
no one expect that home delivery service. One young respondents also notice that it is 
launched together with the World Cup in downhill skiing taking place in Sweden and 
therefore the commercial gives the feeling of an adventurous sportsman. Furthermore it is 
said that drinking is cool and adventurous.  
 
Cultural appeal 
 
Gillette Fusion: 
It matches the man-culture, and the macho-culture and it is efficient in that way to 
promote the message. It also appeals to men with action and a fast paced commercial. One 
of the older respondents argue that he did not like it at all and it did not match any of his 
expectations, but concludes with admitting that he is affected and when looking for a 
razor in the super market, he might consider Gillette Fusion. 
 
Werthers Original: 
The respondents perceive it as a family culture bounded commercials. This kind of 
relationship and culture match the western expectation of a core family. According to the 
respondents this enables it to work all around the western world.  
 
Peugeot: 
The respondents agree that this one shows many different social classes, and it feels very 
Swedish. With the everyday issues that can occur to ordinary people. One of the old 
respondents say that it is a very ordinary commercial and not as artificial as many other 
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automobile commercials, it is easy as a Swede to see the function and benefit of using a 
Peugeot.  
 
Carlsberg: 
All respondent agree that the commercial is very adapted for the western world. All 
people can somehow identify themselves with three adventurous guys longing for beer. 
Some parts of the world might not understand the wish for beer, and why they are 
camping on the mountain. The young respondents argue that it is effective communication 
because it appeals to humour in every western culture and therefore they will remember it.  
 
Language 
 
Gillette Fusion: 
Opinions among the respondents are divided, the younger thinks that it would loose some 
of the cool appeal if translated to Swedish. The older thinks that it could easily be 
translated into Swedish, but agrees on that the use of English is simple, due to the fact that 
Sweden is in some way bilingual.  
 
Werthers Original: 
One young respondent thinks it is sweet and cute with Swedish, and it become easier to 
reach an older target group and the very young target group, which all respondents agree 
on. One of the older respondents agrees on the fact that using a local language is more 
effective, but he also add that using a Swedish grandfather figure would further increase 
the efficiency significantly. 
 
Peugeot: 
This commercial is very suitable to have Swedish there is no speaker voice only text. It 
increases the efficiency of the message to have it in Swedish because of the many 
different target groups of this commercial. There is no difference in opinion among 
respondents. 
 
Carlsberg: 
This commercial is in English, and one young respondent argue that it would be silly if it 
were dubbed with Swedish. For this commercial the English also make it more exciting 
for the young people, because young people think that English is cool. Also the 
consumers know that it is an international brand.  
 
Sound 
 
Werthers Original: 
This commercial is the only one dubbed to Swedish, and all respondent thinks it is the 
best solution. It is very important to make it in a skilful way with not showing mouth so 
much. All respondent think that failure in lip-synchronization is very distracting; it moves 
the focus from the product to the speech. One old respondent point out that she thinks 
because of the importance of using mother tongue when it is such a long dialogue and the 
target group are old or young people, in this case both. 
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Scenery 
 
Gillette Fusion: 
The young respondent thinks that the scenery could relate to target group expectations 
about a top secret facility and enhance the overall appeal. The older thinks it is too 
artificial but agrees on the fact that it contributes to the overall surroundings.  
 
Werthers Original: 
All respondents describe the scenery to be a very nice environment and scenery that many 
can identify themselves with, a very warm and familiar atmosphere with the grandfather 
and grandson.  
 
Peugeot: 
All respondents describe that it could be anywhere in the world, it is very ordinary. 
Everyone that has once been in a city can identify themselves with this commercial.  
 
Carlsberg: 
As one young respondent said, it is not the scenery that is the main element, it is the 
humour. Therefore she thinks that identification with the scenery is less important in this 
kind of commercial. The older respondents thought it was funny and appealing. 
 
Models/spokespersons 
 
Gillette Fusion: 
All respondents agree that the actors do not have to represent the target group; one 
respondent argues that it is more like a movie and the race of actors does not matter in this 
commercial.  
 
Werthers Original: 
One interesting point that one respondent had was that even though they are not 
represented in the commercial they are indirectly, because they can think back on how it 
was, how their relationship with their grandparents were. They conclude with saying that 
everyone can identify themselves with this relation it is timeless.  
 
Peugeot: 
The respondents say that this commercial is very interesting in the fact that it presents 
many different social groups and social classes. This commercial represents the many 
target groups that Peugeot have.  
 
Carlsberg: 
The respondents think that the target group is young men, and those are the ones 
presented in the commercial.  

4.2 Influencing Factors 
Our case study involves two units, Absolut and Unilever. The data collection for this 
section has been conducted through two interviews with Mrs. Cecilia Falk at Absolut and 
Katarina Jerndahl at Unilever Sweden. We will first present the two companies and in 
separate sections present the collected data. 
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Absolut vodka is a Swedish premium vodka brand that is produced in Åhus and is a 
subsidiary to government owned Vin & Sprit. Absolut was founded in 1879 by Lars 
Olsson Smith. Today Absolut is being sold in 126 countries and sales exceeded seventy-
two million litres in 2003.  
 
We have come across Absolut’s remarkable marketing skills in many text books during 
our years in school. The fact that they are a global brand made us interested in their ideas 
to factors influencing the decision. Through our contact at Saatchi Saatchi Stockholm we 
got in touch with Cecilia Falk, Channel Marketing Director Absolut Spirits International.  
 
Unilever is a company that owns many more than 400 consumer product brands spanning 
over fourteen categories from home, personal care and food. Some famous brands in 
Unilever’s brand portfolio are Dove, Lipton, Knorr and GB Glace. Unilever’s mission is 
to “add vitality to life. We meet everyday needs for nutrition; hygiene and personal care 
with brands that help people feel good, look good and get more out of life”. The year of 
2005 Unilever had a global turnover of €39.7 billion in 150 countries around the world, 
and had 206 000 employees.  
 
We found Unilever interesting because of the vast supply of products in different markets 
with many television advertisements airing right now. With that as a background we 
contacted Unilever Sweden, and we reached Mrs. Katarina Jerndahl, Nordic 
Communication Channel Manager, we had e-mail and telephone correspondence. 

4.2.1 Data Collected Sub-Unit One; Absolut 
Mrs. Cecilia Falk begins with talking generally about Absolut, she says that Absolut have 
a global brand strategy that pan over all markets where they act. Regarding 
communication she says that Absolut have some global concepts that they use where it fit 
and is relevant. Absolut is a global brand that they want to position equivalent on all the 
markets they act. It is important for Absolut to work with uniformity so the consumers 
meet the brand similar wherever they are in the world. Mrs. Falk continues with saying 
that Absolut often work with global concepts on all markets, which later are adapted to 
make it locally relevant.  
 
Relating to the cost issue, Mrs. Falk argues that even though it is a lot more expensive to 
adapt commercials locally, it is more valuable due to the fact that the relevance of the 
message increase for their local target group. She says that it is not always possible to 
adapt locally due to cost, but they discuss it for each campaign.  
 
In response to demographic, psychographic and cultural characteristics factor’s Absolut 
have according to Mrs. Falk a very thorough segmentation of their global consumer, 
where they have surveyed their target groups in different parts of the world. She continues 
with saying that this enables them to know which group of people that are Absolut’s 
specific target group. The consumers in those groups acts similar in many markets and 
therefore they work after that fact when developing their communication. In the market’s 
Absolut try to match the target group by finding some local “twists” that is culturally 
specific.  
 
She argues that some markets are more homogenous than other markets, but it does not 
create single markets like Europe or Asia. Within Europe for example there are very 
mature markets, but also extremely immature markets.  
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Mrs. Falk points out that there is a tremendous difference on how consumers consume the 
Absolut product in different markets. For example, USA is a very sophisticated cocktail 
market, while in east-Europe Absolut is consumed purely as it is.  
 
Absolut is aware of the many macro factors and increased consumers’ mobility, but Mrs. 
Falk thinks that because Absolut have a global concept, it presents uniformity for the 
consumer. She further on mentions that they cluster countries that are similar to 
understand how to work with them. In regard to the different maturity level and education 
level, to know which kind of commercial that works, for example the use of sex or 
humour in commercials. It is very important to be familiar with those issues; otherwise 
Absolut could have commercials that are over one’s head, and is not perceived in the 
desired way.  
 
Single brand image is something that Absolut work for. Absolut have an image that 
should be seen through globally. However it can express itself in different ways in 
different markets – to create local relevance. She further argues that the differences in 
markets are too different sometimes that makes it very hard to cover all different needs 
centrally, but one common platform is very important. 
 
Even though Absolut do not have product categories in a normal fashion, Mrs. Falk state 
that there are categories within the vodka segment, super premium, premium and standard. 
Which she relate to maturity factor, in immature markets the super premium segment do 
not exist, but in cocktail markets that segment is very widespread. This factor is also 
considered for their global consumers’ segmentation.  

4.2.2 Data Collected Sub-Unit Two; Unilever 
Mrs. Katarina Jerndahl first informed us generally about Unilever’s global 
communication strategies. Unilever have a global strategy for all the global brands and in 
most cases a centrally developed communication for Europe, US and Asia. One example 
Mrs. Jerndahl mentions of same communication is the communication for Dove (soap for 
personal care) that is the same in US and Europe.  
 
We asked Mrs. Jerndahl about the cost to produce a global standardized commercial 
opposed to the cost of producing an adapted local commercial. She argues that it is a very 
important factor to be considered for every product commercial. Further on she explains 
that it is very expensive to develop a high qualitative commercial, and to develop one for 
each local market due to minor cultural differences would be inefficient. She continues 
with saying that the cost advantages of a standardized commercial are very important.  
 
About the demographic, psychographic and cultural characteristics factors, Mrs. Jerndahl 
states that different markets (US, Europe, and Asia) have very similar and homogenous 
market segments. She further argues that the preference structure and behavioural 
responses are independent of geography that there is no reason to have different 
communication for different countries. This allows according to her a standardized 
approach for television commercial. She states that the real challenge is foremost in the 
result, the standardized commercial, so that it does not become too much of a compromise 
to enable it to function on many markets. The commercial should not be too mediocre and 
indifferent, causing it to fail to stand out enough in the commercial noise.  
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She continues with saying that Unilever is always trying to avoid local adaptations and 
with that also cultural adaptations. They instead focus on non-geographical consumer 
dependence factors, for example, family culture and different social cultural. She adds 
that occasionally they adapt within the food category due to some local culture differences 
in consumption, preparation and serving of the product. This difference Unilever solves 
this by sometimes using two advertisements, one for northern Europe and one for 
southern Europe. Sometimes they use this solution for the simple reason because of 
differences in taste preferences that is only introduced or relevant for few markets. 
 
The macro factors that Mrs. Jerndahl found relevant for Unilever and what she could 
respond to, she could unfortunately not give any answers about television commercials in 
the less developed countries. Fortunately, she could give answer regarding industrial 
countries. She argues that the economies are so similar within Europe and the consumers 
share lifestyle patterns that enables Unilever to treat Europe as one and the same market. 
The education macro factor regarding English knowledge is not an issue for Unilever; 
they usually do a voice over with the local language in their commercials.  
 
According to Mrs Jerndahl the brand can be at different distances from the goal, 
depending on, for example, the competitor situation or the product life cycle. This may 
cause local solutions (adaptations) or a so called cluster approach, which means that 
Unilever produce two different commercials for Europe that is adapted to the current 
distance to the goal or product life cycle, early stage or mature stage. 
 
Mrs. Jerndahl then continues with the importance to be consistent, brand consistency. 
This is due to the changed lifestyle among consumers, there is more travelling now, and 
work force mobility has increased significantly.   
 
About the question of single brand image, Mrs. Jerndahl begins with stating that Unilever 
is striving for the same brand vision (how the brand should be perceived by the consumer). 
As she mentioned before Unilever only adapt their television advertisement when they 
really have to.  
 
Unilever have many different product categories, fourteen categories spanning from 
home, personal care and food. Mrs. Jerndahl claims that most of the products are used in a 
common way around the world, but there are as mentioned before some cultural 
differences in the food category. Differences in taste preference and preparations of the 
products force Unilever to produce adapted commercials. Even though the adaptation of 
those products commercial is more of a region issue than a local country issue, some 
products do not exist in every market. For example as she refers to it, local jewels, which 
is brands that only exist in a few markets, a Swedish example is GB Gräddglass. The local 
jewel GB Gräddglass is reason for an adapted commercial in Sweden. 
 
Mrs. Jerndahl concludes with stating the three most important factors for Unilever when 
deciding about standardization or adaptation of a television commercial: 
1. The consumers are more mobile today and therefore it is very important to be 
consistent in the communication between different markets. 
2. For most of the brands the preference structure and behavioural responses are the same 
independent of geography. Therefore, there is not actually any reason to have adapted 
television commercials. 
3. The cost aspect, the cost to develop high qualitative television commercials is very high.  
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5. DATA ANALYSIS 
In this chapter the collected data will be compared with the conceptual framework that 
was developed in chapter two. The analysis will start with a data reduction through 
making a within-case analysis and then display our simplified data, where we will show 
how the data compares with the conceptual framework. The last activity, drawing 
conclusions is presented in the final chapter. 

5.1 Elements of Television Advertising 
Melewar and Vemmervik (2004) found in their research that the visual and verbal 
elements of advertising are particularly sensitive to/and is more dependent on cultural 
differences. Laroche and Teng (2006) added one more element, appeal and Kelley and 
Turley categorized it into two broad types, rational and emotional appeal. 
 
Rational appeal 
Albers-Miller and Stafford (1999) described rational appeal in advertising to be when the 
advertising show a product’s quality, economy, value or performance. All respondent 
agree that Gillette Fusion and Peugeot commercials use a rational appeal. The respondents 
do not think Werthers Original and Carlsberg use a rational appeal.  
 
When this is established we then can relate to what Albers-Miller and Stafford (1999) 
further suggested that a more informative advertising appeal may help reduce some of the 
uncertainty often associated with the purchase of services and products. The two older 
respondents agreed on that they want information and not only for all products. One 
young respondent pointed out regarding to the Werthers Original, that it is not an 
expensive or complex product, therefore it does not need to be informative. The theory 
goes partially in line with the collected data.  
 
Emotional appeal 
Albers-Miller and Stafford (1999) claim that advertising using emotional appeal rely on 
feelings for effectiveness, all respondent agree that all commercials stir emotions. For 
example, Gillette Fusion expresses a good feeling about the result after shaving. Werthers 
Original commercial shows a warm grandfather-grandson relationship. The young 
respondents think that it is good to have an emotional appeal to create awareness, to raise 
interest about the product. In the Peugeot commercial it is a lot about creating awareness 
by showing the different everyday situations together with a Peugeot. All respondent 
agree that all commercial use an emotional appeal.  
 
According to the respondents Werthers Original and Peugeot are the best commercials to 
convey personalities, but Gillette Fusion is very successful to convey masculinity and 
Carlsberg convey a adventurously and a daring personality. As Kelley and Turley (1997) 
claim, that emotional appeal is most effective appeal to convey personalities to consumers, 
all respondent agree on that. The respondents mention Peugeot as an example, because it 
is good in using an emotional appeal and they manage to convey many personalities. 
Peugeot attract different personalities in many target groups by conveying many different 
personalities in their commercial. The theory is supported by the data collection.  
 
Albers-Miller and Stafford (1999) also suggest that appeals generating an emotional 
response result in more positive reactions. Only Carlsberg and Werthers Original manage 
to generate positive reactions among the respondents. Carlsberg generate positive 
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reactions with the humorous element. Werthers Original generate with the warm 
grandfather-grandson relation, which all people can relate to from some memory in during 
their life. The theory is in accordance to the collected data. 
 
Cultural appeal 
As Laroche and Teng (2006) argued that when cultural peculiarities are embedded in 
advertising it will enhance the effectiveness of the commercial, according to the 
respondents all commercial have a cultural appeal. Gillette Fusion matches the man and 
macho culture that is efficient in its persuasiveness. The respondents perceive a family 
culture appeal in Werthers Original and it matches the western expectations of a core 
family. Peugeot shows a lot of social classes and appeals to Swedish culture with 
everyday events and issues that occur for ordinary people. It is easy as a Swede to see the 
function and benefit of using a Peugeot. Carlsberg appeals to humour that effectively 
succeed in western cultures. Laroche and Teng (2006) also suggest that when appeal does 
not match the traditions of the people they find differences between themselves and the 
characteristics of the advertisement. One of the older respondents argue that Gillette 
Fusion did not match his expectations, but concludes with admitting that he is affected 
and when choosing a razor in the super market, he might consider Gillette Fusion. The 
theory is not entirely in accordance to the data collection.  
 
Language 
Two of our advertisements use English speech and one use only Swedish text and one use 
voice over with Swedish. Stewart (1994) argues that to increase the effectiveness of the 
communication that it should be offer information in the local language, overall the 
respondents are divided. The younger respondents think that it would loose some of the 
cool appeal if translated to Swedish, relating to Gillette Fusion and Carlsberg. All 
respondent agree that the use of Swedish in Werthers Original is more effective due to the 
fact that it is easier to reach a young and an older target group. Peugeot only have text, but 
all respondent agree that Swedish is the most effective language to be able to reach so 
many target groups. Carlsberg commercial cannot be translated to Swedish according to 
the young respondents; it would become silly if translated. The respondents think 
depending on product and target group, and English can be used. The theory and collected 
data partially agree. 
 
Sound 
Furnell et al. (2003) claims that audio that is not synchronized with video can be 
distracting and viewer might fail to identify with the advertisement. Only one of our four 
commercials had Swedish dubbing, Werthers original. All respondent agree that a 
Swedish voice over is the best solution for Werthers Original, but also agree that failure in 
lip-sync is very distracting, it moves the focus from the product to the speech. The data 
collected say it is not distracting even though it is dubbed, but the respondents add that it 
is distracting, consequently the theory and our collected data concur.  
 
Scenery 
Greenberg and Solomon (1993) say that it is important for advertisers to place a product 
in an environment that the consumers of a target market can identify themselves with. 
Regarding to the Gillette Fusion commercial, one young respondent thinks that the 
scenery could fulfil the target groups’ expectations for a top secret facility where 
revolutionary technology is developed. The older thinks it is too artificial but agrees on 
the fact that it contributes to the action movie atmosphere. In Werthers Original the 
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environment is very nice and all respondents could identify themselves with it. The city 
environment that Peugeot present could be anywhere in the industrialized world, all 
respondent could identify themselves with it. No respondent could identify themselves 
with the scenery in the Carlsberg commercial, but as one respondent point out, the 
scenery is not the main element it is the humour. The theory and collected data partially 
agree. 
 
Model/actor 
Nelson and Paek (2007) argue that advertising should present models similar to the target 
group; the respondents have same opinion but the opinion differ depending on the 
commercial. Gillette Fusion does not have to represent the target group according to the 
respondent, because it is like a short action movie and the product is in focus. Regarding 
to Werthers Original one respondent said that even though she was not represented in the 
commercial, she was represented indirectly. With that she meant that she could recall her 
relationship with her grandparents to be fairly similar. She thinks everyone can identify 
themselves with this relation. For Peugeot and Carlsberg the respondent think that the 
target groups’ are represented, Peugeot with all kind of social groups and Carlsberg with 
the young men. The theory and collected data partially agree. The relationship is shown in 
table 5.1.  
Table 5.1: Theory and Collected Data Agree or Not 

Theory Gillette Fusion Werthers Original Peugeot Carlsberg 

Advertising using rational 
appeal 

Yes No Yes No 

Advertising using 
emotional appeal 

Yes Yes Yes Yes 

Convey personalities Yes Yes Yes Yes 

Generating an emotional 
response 

No Yes No Yes 

Cultural peculiarities are 
embedded 

Yes and No Yes Yes Yes 

Local language No Yes Yes No 

Lip-sync failure N/A Yes and No N/A N/A 

Product in an familiar 
environment 

Yes and No Yes Yes No 

Present models similar to 
the target group 

No No, but indirectly Yes Yes 

 
Table 5.1 shows a summary of the analysis between, collected data and theory. The table 
display differences in theory and our collected data for some of the researched elements in 
television advertising. The differences are also between television advertisements.  

5.2 Influencing Factors 
According to Darmon et al. (1999) the feasibility and appropriateness of standardized, 
adapted, or completely different campaigns depend on many factors, and there is little 
consensus as to the key determining ones. Although there are many influencing factors, 
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the final decision regarding standardization/adaptation of television advertising is always 
the client’s. (Darmon, et al., 1999) 
 
Cost  
Darmon et al. (1999) and Duncan and Ramaprasad (1995) all mention the considerable 
cost savings and convenience with using standardized television advertising across 
countries. Mrs. Falk at Absolut and Mrs. Jerndahl at Unilever both agree that it is very 
convenient and financially beneficial to use standardized advertising. For Absolut though, 
it is more valuable to be relevant to their local target group, even though it is more 
expensive. In contrast at Unilever the cost savings of standardized commercial are very 
important. For Unilever it would be financially inefficient to adapt to every minor cultural 
difference, due to the high cost of high qualitative commercial. The collected data is in 
accordance to the theory. 
 
Demographic, psychographic and cultural characteristics 
Chandra, et al. (2003) argues that the feasibility of promotion standardization relies on the 
existence of homogenous market segments across countries. Both Absolut and Unilever 
agree on the existence of homogenous market segments. Absolut have a very thorough 
segmentation of their global consumer, and it enables them to know which group of 
people that are Absolut’s specific target group. The consumers in those groups’ acts 
similar in many different markets and therefore Absolut work after that fact when 
developing communication. Absolut do not single out markets like Europe and Asia, 
because within Europe there are very mature markets, but also extremely immature 
markets. Unilever however roughly divides the markets into US, Europe, and Asia and 
see them as very similar and homogenous market segments. Collected data is in 
accordance to theory. 
 
Further on Chandra, et al. (2003) states that consumers in cross-national market segments 
share common behavioural response patterns and preference structure and thus react 
similarly to marketing stimuli. Mrs. Falk at Absolut point out that there is a tremendous 
difference in how consumers consume the Absolut product in different markets, USA is a 
very sophisticated cocktail market, while in east-Europe Absolut is consumed purely as it 
is. In contrast Mrs. Jerndahl at Unilever argues that the preference structure and 
behavioural responses are independent of geography so there is no reason to have 
different communication for different countries. This allows according to her a 
standardized approach for television commercial. Collected data and theory coincide. 
 
Laroche and Teng’s (2006) research has indicate that when cultural values are embedded 
in advertising it is easier for consumers to find commonalities between themselves and the 
commercial. Unilever always try to avoid cultural adaptations. They instead focus on non-
geographical consumer dependence factors, for example, family culture and different 
social cultural. Unilever occasionally adapt within the food category due to some local 
culture differences in consumption, preparation and serving of the product. Contrary to 
Unilever, Absolut always tries to find some local “twist” for their communication that is 
culturally specific for that segment. Theory and collected data partially agree.  
 
Macro factors 
Bradley and Sousa (2005) claims that countries that are economic similar have similarities 
and commonalities in their lifestyle patterns. At Absolut they cluster countries that are 
similar to understand how to work with them. In regard to the different maturity level and 
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education level, to know which kind of commercial that works, for example how the use 
of sex or humour in commercials is received. Unilever argues that the economies are so 
similar within Europe and the consumers share lifestyle patterns that enables Unilever to 
treat Europe as one and the same market. Within a market a brand can be at different 
distances (maturity) from the goal that require a cluster approach. Which means that 
Unilever produce two different commercials for Europe that is adapted to the current 
position or product life cycle – early stage or mature stage. The education macro factor 
regarding English knowledge is not an issue for Unilever; they usually do a voice over 
with the local language in their commercials. The collected data is in accordance to the 
theory. 
 
According to Darmon, et al. (1999) increase in travel and labour mobility across different 
cultures directly implies a more standardized form of advertising communication. Absolut 
is aware of the increased consumers’ mobility, and they agree since Absolut use a 
standardized global concept, which presents uniformity for the consumer wherever in the 
world. Unilever are also aware of the importance to be consistent, brand consistency. This 
is due according to Mrs. Jerndahl, to the changed lifestyle among consumers, they travel 
more now, and work force mobility has increased significantly. The collected data is in 
accordance to the theory.  
 
Single brand image 
According to Duncan and Ramaprasad’s (1995) and Vrontis (2003) standardization 
should be used to promote a global single brand image. Single brand image is something 
for which Absolut and Unilever work for. In Absolut they work with a global platform 
that is locally adapted to have local relevance, because the markets are too different 
sometimes and it is very hard to create relevance centrally. Unilever is striving for the 
same brand vision (how the brand should be perceived by the consumer). Unilever only 
adapt their television advertisement when they really have to, to keep brand consistency. 
The theory and collected data agree.  
 
Product category 
Nelson and Paek (2007) suggest that a standardized television commercial should be used 
for products in which individuals share common consumer behaviours, and adapt for 
products used in a culturally specific way. Even though Absolut do not have product 
categories in a normal fashion, there are categories within the vodka segment, super 
premium, premium and standard. Absolut adapt their communication in relation to the 
maturity factor, in immature markets the super premium segment do not exist, but in 
cocktail markets that segment is very common. In contrast Unilever have many different 
product categories, and most of the products are used in a common way around the world, 
but there are some cultural differences in the food category. Food was also mentioned by 
Nelson and Paek (2007) to be a culturally specific item. Differences in taste preference 
and preparations of the products force Unilever to produce adapted commercials. Even 
though the adaptation of those products commercial is more of a region issue than a local 
country issue, some products do not exist in every market. Those products are referred to 
by Unilever as local jewels. The collected data is concurrent with the theory.  
 
The results from data analysis of the different factors are shown in Table 5.2.  
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Table 5.2: Theory and Collected Data Agree or Not 

Case: Consumer Products  
Unit1: Absolut Unit2: Unilever 

Cost Important, but local relevance is 
more valuable 

Very important 

Homogenous 
markets 

Yes, exist Yes, exist 

Sharing 
behavioural 
responses 

Yes, but taste preferences differ 
widely among markets 

Yes 

Macro 
factors 

Yes, cluster similar countries 
 

Yes, treats for example Europe as 
one market 

Consumer 
mobility 

Yes 
 

Yes 

Single brand 
image 

Yes, important and they work with 
global platform’s 

Yes, almost never adapt any 
advertising 

Product 
category 

Yes, huge difference between mature 
markets 

Yes, only differences in food 
category 

The data in Table 5.2 showed the findings in a tabulated form and divided into the six 
factors that we found in the theory. The differences between the units are summarized in 
Table 5.2 and the differences are displayed clearly. 
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6. FINDINGS AND CONCLUSIONS 
In the previous chapter we analysed collected data with theory. In this final chapter we 
will present overall findings of this study and answer our research questions and thereby 
fulfil the overall purpose. Finally we will suggest implications for theory, practitioners 
and future research.  

6.1 How can the elements of television commercial that are standardized or adapted 
be described? 
One popular element among the older respondents was the use of a rational appeal; older 
people want as much information as they can get. However, among the young an 
emotional appeal was far more appreciated, since an emotional appeal stirs positive 
emotions, such as love, humour and pride, also they could recall it easier. It is very 
important to stir positive emotions, but also to have a link between the commercial and 
the target group. In that sense emotional appeal is much better to convey those 
individualistic personalities. In our study we found that our respondents could identify 
themselves better with those commercials that portrayed different personalities.  
 
Our research also shows that there is a big difference in cultural appeal among the 
commercials. We found that it is not so much about geographical culture, to make a 
commercial work in many countries the makers try to find non-geographical culture 
issues. In Gillette Fusion and Werthers Original commercial this is obvious. Gillette 
expresses masculinity and action, which match the man-culture and macho-culture. 
Werthers Original shows a grandfather grandson relation, and that matches the 
expectations about family in the western world, in other words family culture. When 
different brand do not match geographically bounded culture, it enables brand owners to 
standardize them across countries that is a huge advantage. 
 
When it comes to language, we found that depending of target group the local language 
should be used. If the target group is young people, English should definitely be used. 
English is regarded as cool and exciting while Swedish can be silly sometimes. Even 
though Sweden almost can be regarded as a bilingual country, the very young and elderly 
is not so good in English. Therefore if the product has an elder or very young target group, 
for example Werthers Original it would be more efficient to use Swedish voice. If the 
commercial is not skilfully made and adapted for dubbing it should be avoided, because 
all respondent find dubbing distracting and it moves the focus from the product to the 
failure in lip-synchronization.  
 
We found that regarding to scenery it is very important that the environment and 
atmosphere match the expectations that the consumers have. Especially the older 
consumers are sensitive to artificial environments. Gillette is a good example where an 
artificial environment match expectations, it match the expectations of a secret facility 
where revolutionary technology is developed. It is very important for the consumers to be 
able to place the product in an environment they find relevant.  
 
One element that is not very important for consumers is to be able to relate to the actors in 
a commercial, but it definitely helps. Peugeot successfully present many different 
consumer groups, and by doing that many different people can relate to Peugeot. Even 
though groups of people are not directly represented, they can relate to the commercial. 
As in Werthers Original where they present a kind of relationship that almost all people 
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can remember. When a spokesperson is used, it is more about the person using the 
product and when using actors it is more about using the product in an ordinary setting.  
 
Based on these findings the following conclusions can be stated: 
 

 The use of emotional and rational appeal is varied among age-groups, but it also 
depends on the kind of product. Emotional appeal is best for conveying 
personalities and when the target group is young, whereas a rational appeal works 
better the older you get.  

 
 To facilitate standardization, non-geographical cultural appeal should be used in 

television commercial. For example family culture or humour should be used 
instead of geo-culture bounded factors, such as anything that is specific to any 
given culture. 

 
 English can definitely be used for commercials with a focus on a young audience. 

Swedish should be used when targeting very young and old.  
 

 Dubbing should not be used to avoid distraction from the product to the speech. 
 

 Very important for consumers to identify themselves with the environment where 
the product is placed. Artificial scenery should be avoided if targeting older people. 

 
 Table 6.1 presents some of our elements rated from one to five. The table present 

some testable ratings of from our respondents’ opinion about the importance that 
some elements are to them. 

 
Table 6.1: Elements Rated 1-5 

Target group Old Young 

Rational Appeal 5 2 
Emotional Appeal 3 4 
Cultural Appeal 5 2 
Language 4 1 
Scenery 4 3 

EL
EM

EN
TS

 

Models/actors 3 2 

The rating in the table above is scaled as follow, 5 - very important, 4 - important, 3 - 
neutral, 2 - less important, 1 - not important.  

6.2 How can the factors that influence the decision to standardize and adapt be 
described? 
There is no reason to think cost issues to be nothing else than important. However we 
found that there are differences in the importance of cost among companies, and it 
depends on what the company find relevant. Cost is a factor companies consider for 
standardized commercial, but even though it is very expensive to have local relevant 
commercials it can be done with uniformity. We found that global platforms are used to 
create uniformity across countries even though it has been adapted. It is very important 
with consistency in their brands so companies have to present a single brand image, and 
sometimes it is very hard to cover all differences centrally, but as mentioned before one 

 
35 



FINDINGS AND CONCLUSIONS 
 

common platform is the key. When deciding to have a standardized commercial, the real 
challenge is in the result, so that it does not become too much of a compromise to enable 
it to work across countries.  
 
Homogenous markets exist and companies are of course aware of this, but segmentation 
differs among companies. We found that it differs significantly between companies in 
how they segment markets. Unilever for example segment the markets quite roughly as 
Europe, U.S. and Asia for example, and Absolut is very thorough in their segmentation. 
We also found that even though some companies do not have so many product categories 
they still can divide one product into different categories. For example, Absolut only have 
one product, vodka and it differs in consumption widely across countries within Europe 
for example there is very immature markets and mature markets – this cause Absolut to 
adapt their commercial to seek local relevance. While Unilever’s for example, have many 
products are consumed in a similar way independent of geography – this enables Unilever 
to use standardized commercials. We further on found that some companies rather focus 
on non-geographical consumer dependence factors, like family culture and different social 
cultures – this allows them to use standardized commercials across different markets. 
However some companies try to find local “twists” to create local relevance, this cause 
them to adapt their commercials.  
 
The increased travelling and increase in workforce mobility make companies think about 
their global concepts. All companies are aware of this, and they solve this with global 
concepts to present conformity and brand consistency to their consumers. It is important 
for companies to know the maturity and education level of countries, Absolut for example 
do not want to go over one’s head with a commercial that is not understood or socially 
accepted, like some kind of humour or use of sex. Not only consumers can be at different 
maturity stages, but also the products can be at different stages, for example depending on 
the competitor situation and the product life cycle.  
 
One important factor to consider is which product category the product belongs to. Even 
though for example, Absolut only have one product it has three sub-categories, super 
premium, premium and standard. Unilever however have many different products in 
fourteen categories, but most of them are used in a common way. We found that 
companies take maturity in consideration in their commercial, because for example the 
super premium category does not exist in immature markets. Taste preferences and 
preparation of food should also be considered, and differences in that may demand an 
adapted commercial.  
 
Based on these findings the following conclusions are stated: 
 

 The cost is always an issue for all companies; if they want local relevance in 
specific markets it will be at a higher cost than if they standardize commercials 
across markets. 

 
 To facilitate a standardized commercial, the company should focus on non-

geographical consumer commonalities, such as humour and family culture.  
 

 Increase in travel and workforce mobility forces companies to have a global 
concept, and in that way they need to present a consistent brand image across all 
countries.  
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 A global platform should be used to have as a foundation for local adaptation to 

present a single brand image. 
 

 Maturity and educational level among consumers are important factors to consider 
when producing commercials, because of the tolerance for the use of sex and 
humour varies across markets. 

 
 Maturity applies to products also, early stage or mature stage. A product in the 

early stage cause for more adapted commercials. Mature products in one market 
can be standardized together with other mature markets. 

 
 Preference structure and behavioural responses are the same independent of 

geography for many products. 

6.3 Implications and Recommendations 
This final section will present of our recommendations for theory, practitioners and future 
research within the area of how the elements of television commercial that are 
standardized or adapted and which factors that influence the decision to do that could be 
described. 

6.3.1 Implications for Theory 
The purpose of this thesis is to gain a better understanding of how companies standardize 
and adapt their television advertisements. This has been done by observing and 
interviewing both company employees and consumers. During this research we have 
started to gain the understanding of how the decisions are made but since we had a limited 
amount of time, there is a need for broader investigation to define our findings completely 
and also to make it possible to apply on any population. Since the modern world has 
gotten bigger during the last twenty years or so, this area has become wider with new 
parts that have not been included in earlier research. Therefore, it is of big importance to 
continue to research on this topic. 

6.3.2 Implications for Practitioners 
This section can be seen as suggestions to management that is based on our data and 
findings. The issue of standardization and adaptation is a very pressing issue today, and 
we hope our research can help practitioners in their decision regarding their television 
advertising. 
 
We recommend practitioners to use our Table 6.1 when considering to standardize or 
adapt their television commercial. To explain it further we conclude our suggestions: 
 

 If target group is old then practitioners should use a rational appeal, and be 
informative about the product and service.  

 
 Emotional appeal is favoured by the young and should therefore be used.  

 
 When practitioners are planning to standardize a commercial and want to use a 

cultural appeal, they should focus on non-geographical culture factors.  
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 If the target group is young English can be used, because it sometimes raises the 
appeal 

 
 If the target group is very young or old Swedish should be used. 

 
 The use of spokesperson can easily be standardized, also characters that are 

borderless, e.g. the grandson-grandfather relation in Werthers Original. 
Consumers can identify themselves with those characters.  

 
 Table 6.1 is best viewed as a checklist for practitioners such as brand owners, 

marketing managers and advertising agency personnel. This shows what our 
respondents think is important to them.  

 
All these elements have to be considered together with some factors that influence the 
decision to standardize or adapt: 
 

 Maturity level of the country, to know when the use of English is acceptable. The 
use of sex and some kind of humour is acceptable.  

 
 Rules and regulations in specific countries, e.g. alcohol advertising banned and in 

Korea commercials have to present Korean actors. 
 

 When adapting, use it together with a global platform to present a single brand 
image. 

6.3.3 Implications for Future Research  
During our research we came across many interesting issues we would suggest to other 
researchers. These suggestions are issues brought to us by our respondents or thoughts 
about different paths the research could have taken. We would also suggest that further 
research and testing of our conclusions could be interesting.  
 

 We think that research about the use of cluster approach when segmenting markets 
can be an interesting study. 

 
 Test the non-geographical culture appeals, like family culture and macho culture 

and compare the effectiveness with geographical culture appeal. 
 

 It would be interesting to see what kind of tools corporations use for measuring 
the maturity of markets both consumer maturity and product maturity.  

 
 To research if there is a correlation between value-product and rational-product 

and appeal elements used in the commercial.  
 

 Shock appeal is used to create different reactions and it is used by relief 
organizations, further research of the reactions and if it is effective. 

 

 
38 



LIST OF REFERENCES 

LIST OF REFERENCES  
 
Albers-Miller, N.D., & Stafford, M.R (1999). An International Analysis of Emotional and 

Rational Appeals in Services vs. Goods Advertising, Journal of Consumer Marketing, 
Vol.16, Issue 1, pp.42 - 57 

 
Andersson, S., Hedelin, A., Nilsson, A., & Welander, C. (2004). Violent advertising in 

fashion marketing, Journal of Fashion Marketing and Management, Vol. 8, Issue. 1, 
pp. 96-112  

 
Backhaus, K., Mühlfeld, K., & Van Doorn J. (2001). Consumer Perspective on 

Standardization in International Advertising: A Student Sample, Journal of 
Advertising Research, Vol. 41, Issue 5, pp. 53-61 

 
Hairong, L., Reece, B.B., & Vanden Bergh, B.G. (1994). What Makes a Slogan 

Memorable and Who Remembers It, Journal of Current Issues & Research in 
Advertising, Vol. 16, Issue 2, pp. 41-58 

 
Bradley, F., & Sousa, C.M.P. (2005). Global markets: does psychic distance matter?, 

Journal of Strategic Marketing, Vol. 13, Issue 1, pp. 43-59 
 
Brassington, F., & Pettitt, S. (2000). Principles of Marketing, Pearson Education Limited, 

Essex 
 
Chandra, A., Griffith, D.A., & Ryans, J.K. (2002). Examining the Intricacies of 

Promotion Standardization: Factors Influencing Advertising Message and Packaging, 
Journal of International Marketing, Vol. 11, Issue 3, pp. 30-47 

 
Cho, B., Kwon, U., Gentry, J.W., Jun, S., & Kropp, F. (1999). Cultural Values Reflected 

in Theme and Execution: A Comparative Study of U.S. and Korean Television 
Commercials, Journal of Advertising, Vol. 28, Issue 4, pp. 59-73 

 
Czinkota, M.R., & Ronkainen, I.A. (2004). International Marketing, Thompson Learning, 

Mason 
 
Duncan, T., & Ramaprasad, J. (1995). Standardized Multinational Advertising: The 

influencing factors, Journal of Advertising, Vol. 24, Issue 3, pp. 55-68 
 
Darmon, R., Kirpalani, V.H., & Laroche, M. (1999). Determinants of the Control of 

International Advertising by Headquarters of Multinational Corporations, Canadian 
Journal of Administrative Science, Vol. 16, Issue 4, pp. 273-290 

 
Eriksson, L.T. & Wiedersheim-Paul, F. (2001). Att utreda, forska och rapportera, Liber 

Ekonomi, Malmö  
 
Fahy, J., & Jobber, D. (2006). Foundations of Marketing, McGraw Hill Education, 

Berkshire 
 
Huberman A.M., & Miles, M.B (1994). Qualitative Data Analysis: An Expanded 

Sourcebook, Sage Publications, Thousand Oaks 

 
 



LIST OF REFERENCES 

 Fraenckel, J.R., & Wallen, N.E. (2001). Educational Research: A Guide to the Process, 
Lawrence Erlbaum Associates, San Francisco 

 
Fraser, C., &  Hite, R.E. (1988). International Advertising Strategies of Multinational, 

Journal of Advertising Strategy, Vol. 28, Issue 4, pp. 9-17 
 
Ganesh, P.R., Harris, J., & Whang, Y-O. (2006). The Role of Self in Evaluation of 

Advertisements with Highly Attractive Models, Advances in Consumer Research, Vol. 
33, Issue 1, p306-308 

 
Greenberg, L., & Solomon, M.R. (1993). Setting the stage: Collective selection in the 

stylistic context of commercials, Journal of Advertising, Vol. 22, Issue 1, pp. 11-24 
 
Griffith, D.A., Ryans, J.K., & White, D.S. (2003). Standardization/adaptation of 

international marketing strategy, International Marketing Review, Vol. 20, Issue 6, pp. 
588-603 

 
Hill, J.S., & Shao, A.T. (1993). Agency Participants in Multicountry Advertising, Journal 

of International Marketing, Vol. 2, Issue 2, pp. 29-48 
 
Huberman, A.M., & Miles, M.B. (1994). Qualitative data analysis: an expanded 

sourcebook, Sage Publications, Thousand Oaks, CA 
 
Jacobs, L.W., Keown, C.F., & Synodinos, N.E. (1989). Transnational Advertising 

Practices: A survey of leading brand advertisers in fifteen countries, Journal of 
Advertising Research, Vol. 29, Issue 2, pp. 43-50 

 
Jobber, D. (2007). Principles and Practice of Marketing 5th Edition, McGraw-Hill, 

Maidenhead 
 
Kelley, S., & Turley, L.W.W. (1997). A comparison of advertising content: Business to 

business versus consumer services, Journal of Advertising, Vol. 26, Issue 4, pp.39-49 
 
Kim-Shyan, F, Waller, D. S. (2006). Identifying Likeable Attributes: A Qualitative Study 

of Television Advertisements in Asia, Qualitative Market Research, An International 
Journal, Vol.9,  Issue 1, pp.38 - 50 

 
Laroche, M., & Teng, L. (2006). Interactive Effects of Appeals, Arguments, and 

Competition Across North American and Chinese Cultures, Journal of International 
Marketing, Vol. 14, Issue 4, pp. 110-128 

 
Lewis, P., Saunders, M., Thornhill, A. (2000). Research Methods for Business Students, 

Pearson Education Limited, Harlow 
 
McIntyre, P.E., & Stevenson, T. H. (1995). Journal of Current Issues & Research in 

Advertising, Vol.17, Issue 1, pp. 65-75 
 
Mueller, B. (1989). Degrees of Globalization: An Analysis of the Standardization of 

Message Elements in Multinational Advertising, Current Issues & Research in 
Advertising, Vol. 12, Issue 1, pp. 119-133 

 
 



LIST OF REFERENCES 

 
Mueller, B. (1992). Standardization vs. Specialization: An Examination of Westernization 

in Japanese advertising, Journal of Advertising Research, Vol. 32, Issue 1, pp. 15-24  
 
Nelson, M.R., & Paek, H-J. (2007). A content analysis of advertising in a global magazine 

across seven countries: Implications for global advertising strategies, International 
Marketing Review, Vol. 24, Issue 1, pp. 64 - 86 

 
Root, F.R. (1994). Entry Strategies for International Markets, Jossey-Bass Inc. Publishers, 

San Fransisco 
 
Roth, K., & Samiee, S. (1992). The Influence of Global Marketing Standardization on 

Performance, Journal of marketing, Vol. 56, Issue 2, pp. 1-17    
 
Stewart, D.W. (1994). An Advertising Potpourri: Some Comments and a Unifying Theme, 

Advances in Consumer Research, Vol. 21, Issue 1, pp. 310-311 
 
Vrontis, D. (2003). Integrating Adaptation and Standardisation in International Marketing: 

The AdaptStand Modelling Process, Journal of Marketing Management, Vol. 19, 
Issue 3, pp. 283-305 

 

 

 
 



APPENDIX A 

APPENDIX A 
Interview guide - English 
 
How can the elements of television commercial that are standardized and/or adapted be 
described? 
 

• Rational appeal 
o Informative 
o Performance, quality and economy 

 
• Emotional appeal 

o Conveying personality 
o Generate emotion and “feel good” 

 
• Cultural appeal 

o Effective tool for persuasiveness to match appeal to culture.  
o When it is not matching a culture, is it an ineffective advertisement? 

 
• Language 

o Standardized/adapt of language,  
o Standardized language is not common  
o Increase effectiveness if localize language  

 
• Sound 

o Dubbing lip sync failure, is it distracting? 
 

• Scenery – Advertisement environment 
o The information conveyed by an advertisements environment can 

influence the degree to which members of a target market identify with its 
central characters and intent. 

 
• Models  

o Advertising should present models similar to the target group. 
 

• Anything else? 
 
How can the factors that influence the decision to standardize/adapt be described? 
 

• The cost to produce a global commercial vs. cost of adapted local commercial.  
o How much does this factor influence the decision? How, why/why not? 

 
• Demographic- psychographic- and cultural characteristics  

o Homogenous market segments in the world.  
o Share common behavioural response patterns and preference structure.  
o Cultural values that match peoples’ traditions are embedded in 

advertisements. 
o How much do these factors influence the decision? How, why/why not? 
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• Macro factors  
o Development and economy, countries that are economical alike share 

lifestyle patterns.  
o Education, English knowledge level.   
o Increase in travel and labor mobility. 
o How much do these factors influence the decision? How, why/why not? 

 
• Single brand image,  

o The most important reason for standardization. 
o How much does this factor influence the decision? How, why/why not? 

 
• Product category 

o Products used in a culturally specific way. 
o Products used in a common way. 
o How much does this factor influence the decision? How, why/why not? 

 
• Anything else? 
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APPENDIX B 
Interview guide – Swedish 
 
Hur kan de olika elementen i tv reklam som är standardiserade och/eller anpassade 
beskrivas? 
 

• Rationell appeal 
o Informativ  
o Prestanda, kvalité och ekonomi 
 

• Emotionell appeal   
o utrycka personlighet,  
o frambringa känslor och ”må bra” känslor 
 

• Kulturell appeal –  
o Effektivt verktyg för övertalning att matcha appeal till kulturen 
o När det inte matchar kulturen, är det en ineffektiv reklam? 

 
• Språk 

o Standardisering eller anpassning av språk 
o Ökar effektiviteten hos budskapet om lokala språket används. 

 
• Sound 

o Dubbing läpp synk inte stämmer, är det distraherande?  
 

• Miljö/omgivning 
o Informationen uppfattad genom en reklams miljö kan påverka hur 

målgruppen identifierar sig med reklamen.  
 

• Modeller/skådespelare 
o Reklam ska presentera skådespelare liknande till målgruppen. 

  
• Någonting att tillägga? 

 
Hur kan faktorerna som påverkar beslutet att standardisera eller anpassa bli beskrivna? 
 

• Kostnaden att producera en global reklam vs. kostnad att lokal producera en 
reklam.  

o Hur mycket påverkar denna faktor ett beslut? Hur, varför/varför inte? 
  

• Demografiska, psykografiska och kulturella karaktärsdrag  
o Homogena marknadssegment i världen. 
o Konsumenter delar beteendemönster och smakpreferenser.  
o Kulturella värderingar som matchar konsumenternas traditioner och 

värderingar är inbakade i reklamfilmen.  
o Hur mycket påverkar dessa faktorer beslutet? Hur, varför/varför inte? 
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• Makrofaktorer   
o Utveckling och ekonomi, länder som är ekonomiskt lika delar livsstils 

mönster.  
o Utbildningsnivå, engelska kunskaper.   
o Ökat resande och en mer rörlig arbetskraft. 
o Hur mycket påverkar dessa faktorer beslutet? Hur, varför/varför inte? 

 
• Single brand image 

o Den viktigaste anledningen till standardisering? 
o Hur mycket påverkar dessa faktorer beslutet? Hur, varför/varför inte? 

  
• Product category 

o Produkter som används i ett kulurellt specifikt sätt. 
o Produkter som används på samma sätt 
o Hur mycket påverkar dessa faktorer beslutet? Hur, varför/varför inte? 

 
• Någonting att tillägga? 
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Gillette Fusion  Werthers Original 

  

 

 
Source: http://www.youtube.com/ Source: http://www.youtube.com/ 
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Peugeot “Se bra ut på vägen” 
 

Carlsberg 

  

 

 

Source: http://www.youtube.com 
 

Source: http://www.youtube.com 
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