
International Advertising

Session 6



International Marketing - 2010

Session 7 – page 2

Agenda

 The Global Advertising Task

 The Worldwide Advertising Market Place

 Global Advertising Expenditures

 Worldwide Advertising Expenditures Repartition 

 Media Advertising Expenditures Repartition

 Advertising over the Business Cycle

 Components of a Global Advertising Strategy



International Marketing - 2010

Session 7 – page 3

The Global Advertising Task

 Finding an optimal balance between

 Global coordination of the campaigns, building of a consistent 

brand image and cost saving

 Adapted communication to the cross-national differences in:

 Media availability (e.g. Internet access, cable TV)

 Media effectiveness (e.g. movie theaters in India)

 Receptivity to ads and message construction (e.g. humor)

 Regulations (e.g. comparative ads, ads under 12)

 Tradeoff between ethnocentric global and polycentric multi-

domestic campaigns
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Example of Global Ads: DHL 2006
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Outdoor Ads
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Print Ad
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Duracell in the EU

Procter and Gamble
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Duracell in the US



International Marketing - 2010

Session 7 – page 9

Energizer in the US
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The Global Advertising Task (II)

 Questions:

 What are the objectives of the advertising campaign in the 

various countries?

 How to allocate a given advertising budget across countries?

 What message to use in the various countries?

 What media to select in the various countries?
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Creating Awareness
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The International Repartition of Advertising
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The International Repartition of Advertising
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Growth in Ad across Regions
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Advertising and the Economy

 Advertising as a percent of 

nominal GDP is a good 

barometer of the general 

strength in advertising 

demand.

 “Above normal” ad spending

 Brazil, US, and now China

 “Below normal” ad spending

 Muslim countries, e.g. 

Indonesia, and now 

France, Italy and Mexico
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Advertising and the Economy
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Advertising over the Business Cycle

 Advertising elasticity to business cycles among 37 countries

Elastic

Business-cycles fluctuations get amplified in advertising spending
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Advertising over the Business Cycle (II)

 Worldwide cyclical sensitivity = 1.4

GDP

Time

Adv. $
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Advertising over the Business Cycle (III)

 In difficult economic times, advertising budgets are usually 

reallocated to promotional activities

 Long-term vs. short-term effects

 Also, the number of firms going bankrupt increases

 BUT some countries’ reactions are stronger than others…

Advertising spending tend to decrease more than expected
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International View on Advertising

 Expense vs. strategic investment

 Short-term vs. long-term view

 Cost to pay off vs. brand building tool

 Relation with cultural dimensions:

 Long-term orientation  strategic view

 Power distance strategic view

 Herding behavior vs. individual evaluation

 Contagion, imitation behavior among firms vs. rational, thoughtful behavior

 ! Opportunity for an increase share-of-voice

 Relation with cultural dimensions:

 Uncertainty avoidance  herding behavior

 Collectivism herding behavior (n.s.)

Lower sensitivity to BC

Higher sensitivity to BC
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International View on Advertising (II)

 Stock market presence and pressure

 Oriented towards short-term profits 

 Pressured by bankruptcy risks

 Share of foreign-owned businesses

 Downplay local conditions

 Global view
Lower sensitivity to BC

Higher sensitivity to BC
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Time Evolution per Medium: Worldwide

Magna Insights 2009
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Time Evolution per Medium: Worldwide

Magna Insights 2009
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Magna Insights 2009
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Time Evolution per Medium: Worldwide

Magna Insights 2009
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Magna Insights 2007
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Magna Insights 2007
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Media Preferences across Countries

 Outdoor
 Japan and South Korea

 Large audience

 Cinema
 Argentina and India

 High theater frequentation

 Print
 France, Germany, Sweden and United Kingdom

 High literacy rate, limited commercial broadcasting on public TV

 Radio
 Not much in Europe

 Regulated in most countries

 TV
 US, Asia (Japan) and South America

 Not used to read, attracted by audiovisual media

Doritos Exotic Bollywood.mp4
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Outdoor Opportunities in Tokyo
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Marketer 

(sender)

Sets objectives, 

positioning and 

advertising 

budget(s) 

worldwide

Mass Media 

(channel)

Carries the

message 

(available, 

acceptable and 

effective media 

in each country)

Advertising

agency 

Develops the 

message

(Cultural

Encoding)

and selects

the media

Target Market, 

opinion leaders 

and W.O.M.

Receives the

message and

interprets it 

(Cultural

Decoding)

Receivers

Think & feel 

(Cognition & 

Emotion); act 

& react to the 

message 

(hierarchy

of effects)  

Marketing 

coordination

and control

Generate feedback

on effects vs. objectives

Awareness        Understanding        Interest         Purchase

Components of a Global Ad Strategy

Cultural Context 

(sender + receiver)

International Communication Process
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Components of Global Ad Strategy (II)

 Standardized strategy

 Standardization of (some) product components

 Identical or recognizable brand name

 Corporate mentality

 Global or multinational advertising agencies

 E.g. McCann-Erickson, Ogilvy and Mather

 Media with global reach

 TV: e.g. CNN

 Magazines: e.g. Time, Newsweek, Cosmopolitan

 Newspapers: e.g. The Financial Times, The Wall Street Journal

 Internet, WWW, electronic commerce

 in addition to local media that convey a global message !!!

 Message (content) and creative (form- the way the message gets 

across) standardization

http://images.google.be/imgres?imgurl=http://geek.osakazine.net/usr/geek/nike.jpg&imgrefurl=http://geek.osakazine.net/c147.html&h=300&w=310&sz=11&hl=fr&start=6&tbnid=hyZqD2B0O8W1mM:&tbnh=113&tbnw=117&prev=/images%3Fq%3Dnike%26svnum%3D10%26hl%3Dfr%26sa%3DN
http://images.google.be/imgres?imgurl=http://geek.osakazine.net/usr/geek/nike.jpg&imgrefurl=http://geek.osakazine.net/c147.html&h=300&w=310&sz=11&hl=fr&start=6&tbnid=hyZqD2B0O8W1mM:&tbnh=113&tbnw=117&prev=/images%3Fq%3Dnike%26svnum%3D10%26hl%3Dfr%26sa%3DN
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Types of Global Advertising Strategies

 Identical ads
 Language adaptation only (or no text, no translation or subtitles) 

 E.g. Marlboro, many commercials (because of the high costs)

 Prototype ads
 Language and/or visual adaptation to match local culture

 Usually the same story (script) and message (e.g. slogans, often not 
translated) but adapted creative aspects (e.g. layout, colors, …)

 E.g. L’Oreal US - Asia

 Pattern standardization
 Uniform positioning theme

 Local execution and creativity

 Most common approach

 E.g. Ford Focus UK - US

L'Oreal Revitalift commercial- Andie MacDowell (2007).mp4
L'oreal Ad with Gong Li.mp4
Ford Focus - 2008 (cm) uk.mp4
FORD FOCUS COMMERCIAL_us.mp4
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Conditions for Global Advertising

 Same brand image

 Same symbols’ interpretation, e.g. role of colors

 Same preference in terms of product features or 

attributes, e.g. mobile phones (look vs. functionalities)

 Same usage conditions, e.g. bikes (leisure or mobility)

 Same media availability and effectiveness

 Uniform regulations
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Example of Symbols: Colors

 In general:

Happy - Yellow
Pure - White
Good Luck - Green
Good-tasting - Red (tomato)
Dignity - Purple
High Technology - Silver
Sexiness - Red (tomato)
Mourning - Black
Expensive - Gold
Inexpensive - Brown
Powerful - Red (tomato)
Dependable - Blue
High Quality - Black
Nausea - Green
Deity - White
Bad Luck - Black
Favorite Color - Blue
Least Favorite Color - Orange 

http://www.colorcom.com/research.html

 Specifically, Asian Symbolism

Red: Happiness, marriage, prosperity

Yellow: Against evil, for the dead, 

geomantic blessings

Green: Eternity, family, harmony, 

health, peace, posterity

Blue: Self-cultivation, wealth

Purple: Wealth

White: Children, helpful people, 

marriage, mourning, peace, purity, 

travel

Gold: Strength, wealth

Gray: Helpful people, travel

Black: Career, evil influences, 

knowledge, mourning, penance, self-

cultivation 

http://www.colorcom.com/research.html
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Importance of Colors
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Humor in International Advertising

 Universal cognitive structure

 Humor is created by 

incongruity (contrast) and 

potential resolution features 

to this incongruity

“People develop expectations 

based on the category norms 

that are violated in the ad”

 Contrasts include actual/not 

actual, expected/unexpected, 

possible/impossible

 E.g. Seda (Brazil)

 E.g. Zazoo’s (Belgium)

 Culture-dependent specific 

contents

 Number of “characters” 

(collectivism)

 Equality among the 

“characters” (power distance)

Humor enhances recall, 

evaluation and purchase 

intentions

if humor is integrated with ad 

objectives and viewed as 

appropriate with the product 

category

seda cosmetics ad.mp4
THE BEST COMMERCIAL OF THE YEAR.mp4
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Updates country-of-origin judgment

Country-of-Origin Effects in Ads

 Influence product evaluation (product quality signals)

 Affect consumers’ interpretation of ads claims (ad claims’ credibility)

 ADAPT CLAIMS TO COUNTRY-OF-ORIGIN JUDGMENTS

Advertising 

and ad claims

A priori country-of-

origin judgment

Updated country-

of-origin judgment
Product 

Evaluation

Information source

Affects credibility

of the ad claims
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