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INTRODUCTION

Once a product is developed to meet target market needs and is properly

priced and distributed, the intended customers must be informed of the product’s

availability and value. Advertising and promotion are basic activities in an

international company’s mix. A well - designed promotion mix includes advertising,

sales promotion, personal selling, and public relations with are mutually reinforcing

and focused on common objective. Of all the elements of the marketing mix,

decisions involving advertising are the ones most often affected by cultural

differences among country markets. Consumers reflect their culture styles, feelings,

value systems, attitudes, beliefs and perceptions. 

Reconciling an international advertising and sales promotion effort with the

cultural uniqueness of markets is the challenge confronting the international or global

marketer. The basic framework and concepts of international promotion are

essentially  the same wherever employed. Five steps are involved:

� Determine the promotional mix

� Determine the extent of worldwide standardization

� Develop the most effective messages

� Select effective media

� Establish the necessary control to assist in achieving worldwide marketing

objectives.

After a review of some of the global trends that might impact international advertising,

its consider global versus modified advertising and survey other problems and

challenges for international marketers, including basis creative strategy, media

planing and selection, sales promotion and the communication process. 

GLOBAL ADVERTISING

Intense competition for word markets and increasing sophistication of foreign

consumers have led to a need for more sophisticated advertising strategies.

Increased costs, problems of coordinating advertising programs in multiple countries,
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and a desire for a common worldwide company or product image have caused

MNC’s to seek greater control and efficiency without sacrificing local responsiveness.

In the quest for more effective and responsive promotion programs, policies covering

centralized or decentralized authority, use single or multiple foreign or domestic

agencies, appropriation and allocation procedures, copy, media and research are all

being examined. One of the most widely debated policy areas pertains to the degree

of advertising variation necessary form country to country. One view sees advertising

customized for each country or region because every country is seen as posing a

special problem. Executives with this viewpoint argue that only way to achieve

adequate and relevant advertising is to develop separate campaigns for each

country. At the other extreme are those who suggest that advertising should be

standardized for all markets of the world overlooking regional differences altogether. 

Its evidence that companies may have overcompensated for cultural

differences and modified advertising and marketing programs for each national

market without exploring the possibilities of a worldwide, standardized marketing mix.

After decades of following country-specific marketing programs, companies had as

many different product variations, brand names and advertising program as countries

in which they did business. 

An example is the Gillette Company that sells 800 products in more then 200

countries. Gillette has a consistent worldwide image as a masculine, sports-oriented

company, but its products have no such consistent image. Its razors, blades, toilets,

and cosmetics are known by many different names. Example Track II blades in USA

are more widely known worldwide as G-II, and Astra blades are called Contour in

Europe and Asia etc. 

GLOBAL ADVERTISING AND GLOBAL BRANDS 

Global brands generally are the result of a company that elects to be guided

by a global marketing strategy. Global brands carry the same name, same design,

and same creative strategy everywhere in the world. Example are Coca-Cola, Pepsi-

Cola, McDonalds etc. 

Some global companies have successfully capitalized on the worldwide

popularity of pop music stars in their global advertisements. Example Michael

Jackson and Tina Turner are featured in Pepsi-Cola advertisements. 



INTERNATIONAL ADVERTISING AND PROMOTION EFFORT

                                                                                 4                                                               © Dušan Oravský

CREATIVE CHALLENGES

Advertisers from around the world have developed their skills and abilities to

the point that advertisements from different countries reveal basic similarities and a

growing level of sophistication. To complicate matter further, boundaries, are placed

on creativity by legal, language, cultural, media, production and cost limitation.

LANGUAGE LIMITATIONS 

Language is one of the major barriers to effective communication through

advertising. The problem involves the different languages of  different countries,

different languages or dialects within one country, and the subtler problems of

linguistic nuance and vernacular. 

CULTURAL DIVERSITY

The problems of communicating to people in diverse cultures is one of the

great creative challenges in advertising. Communications is more difficult because

cultural factors largely determine the way various phenomena are perceived. 

International marketers are becoming accustomed to the problems of adapting

from culture to culture.  Knowledge of differing symbolism of colors is a basic part of

the international marketer’s encyclopedia. Color is a small part of the

communications package, but if the symbolism in each culture is understood, the

marketer has an educated choice of using or not using various colors. 

Knowledge of cultural diversity must encompass the total advertising project. 

MEDIA LIMITATION

Its mention that limitations on creative strategy imposed by media may

diminish the role of advertising in the promotional program and may force marketers

to  emphasize other elements of the marketing mix. Creative advertisers in some

countries have even developed their own media for overcoming media limitations. In

some African countries, advertisers run boats up and down the rivers playing popular

music and broadcasting commercials into the bush as they travel.
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MEDIA PLANING AND ANALYSIS

Although nearly every sizable nation essentially has the same kids of media,

there are number of specific considerations, problems and differences encountered

from one nation to another. The primary areas an advertiser must consider in

international advertising are the availability, cost and coverage of the media. Local

variations and lack of market data provide fertile areas for additional attention. 

Availability – One of the contract of international advertising is that some

countries have too few advertising media and others have too many. In some

countries, certain advertising media are forbidden by government edict to accept

some advertising materials. Such restrictions are most prevalent media in radio and

television broadcasting. In many countries there are too few magazines and

newspapers to run all the advertising offered to them. Conversely, some nations

segment the market with so many newspapers that the advertiser cannot gain

effective coverage at a reasonable cost. 

Cost – Media prices are susceptible negotiation in most countries. Agency

spare discounts are often split with the client to bring down the cost media. The

advertiser may find the cost of reaching a prospect through advertising depends on

the agent’s bargaining ability. The per-contract cost varies widely from country to

country. One study showed the cost of reading a thousand readers in 11 different

European countries ranged from $1.58 in Belgium to $5.91 in Italy.  

Coverage – Closely akin to the cost dilemma is the problem of coverage. Two

points are particularly important: one relates to the difficulty of reaching certain

sectors of the population with advertising and the other to the lack of information on

coverage. In many world marketplaces, a wide variety of media must be used to

reach the majority of the markets. In some countries, large numbers of separate

media have divided markets into uneconomical advertising segments. 

SPECIFIC MEDIA INFORMATION
Newspapers, Magazines, Radio and Television, Satellite and Cable TV, Direst

mail, Other Media.
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Newspapers – The newspapers industry is suffering in some countries from

lack of competition and choking because of it in others. Most U.S. cities have just two

major daily newspapers but, in many countries, there are so many newspapers, and

advertiser has trouble reaching even partial market coverage. Example Uruguay with

population of three million, has 21 daily newspapers with a combined circulation of

533.000.  In contrast Japan has five national daily newspapers, the largest Asahi,

has a circulation of almost 7 million. Newspapers customarily list timeliness and short

lead time for advertisements as one of their major advantage, and in an international

context to. In many countries there is a long time lag before an advertisement can be

run in a newspaper. Example in India paper shortages require ads be booked up to

six months before their desired publication. 

Magazines – The use of foreign national customer magazines by international

advertisers has been notably low because of many problems.  Few magazines have

large circulations or provide dependable circulation figures. Technical magazines are

used rather extensively to promote export goods, but as in the case of newspapers,

paper shortages cause placement problems. Many U.S. publications are publishing

overseas edition. Reader’s Digest international editions, published in more than 20

languages. 

Radio and Television – Possibly because of their inherent entertainment value,

radio and television have become major communications media in most nations.

Most populous areas have television broadcasting facilities. In some markets, such,

Japan, television has become almost a national obsession and thus finds

tremendous audiences for its advertisers. Radio has been relegated to a subordinate

position in the media race in countries where television facilities are well developed.

In many countries, however, radio is a particularly important and vital advertising

medium because it is the only one reaching large segments of the population. 

Satellite and Cable TV - Of increasing importance in TV advertising are the

growth and developed of satellite TV broadcasting. Both advertisers and

governments are concerned about the impact of satellite TV.  The reality of satellite

TV provides the means to have truly global advertising. This raises the questions of

the effectiveness of standardized advertising versus locally produces ads. Problems
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of different languages and laws raise doubts about the effectiveness of pan-

European ads. In European satellite broadcasting, English id the preferred language

for programming because the satellite must cover a territory with 12 languages and

17 national borders. 

Direct mail – is a viable medium in many countries. It is especially important

when other media are not available. 

Other media – The cinema is an important medium in many countries.

Billboards are one of the outside advertising. As other medium can by a sound trucks

with powerful loudspeakers. 

GLOBAL ADVERTISING AND THE COMMUNICATIONS PROCESS

Promotional activities as a advertising, personal selling, sales promotion and

public relations are basically a communications process. All the attendant problems

of developing an effective promotional strategy in domestic marketing plus all the

cultural problems must be overcome to have a successful international promotional

program. A major consideration for foreign marketers is to ascertain that all

constraints (cultural diversity, media limitations, legal problems etc.) are controlled so

the right message is communicated to and received by prospective consumers.

International communications may fail for a variety of reasons

� A message may not get through because of media inadequacy

� The message may be received by the intended audience but not be understood

because of different cultural interpretations

� The message may reach the intended audience and be understood but have no

effect because the marketer did not correctly assess the needs and wants of the

target market

The effectiveness of promotional strategy can be jeopardized by so many factors

that a marketer must be certain no influences are overlooked. Those international

executives who understand the communications process are better equipped to

manage the diversity they face in developing an international promotional program.
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In the communications process, each of the seven identifiable segments

ultimately affect the accuracy of the process.  CHART. The process consist of  (1.) an

important source – an international marketing executive with a product message to

communicate (2.) encoding – the message from the source converted into effective

symbolism for transmission to a receiver (3.)  a message channel – the sales force

and/or advertising media which conveys the encoded message to the intended

receiving (4.) decoding – the interpretation by the receiver of the symbolism

transmitted from the information source (5.) receiver – consumer action by those who

receive the message and are the target for the though transmitted (6.) feedback –

information about the effectiveness of the message which flows from the receiver

back to the information source for evaluation of the effectiveness of the process (7.)
noise – uncontrollable and unpredictable influences such as competitive activities

and confusion detracting from the process and affecting any or all of the other six

steps. Unfortunately, the process is not as simple as just sending a message via a

medium to a receiver and begin certain that the intended message sent is the same

one perceived by the receiver. CHART. The communications-process steps are

encased in Cultural Context A and Cultural Context B to illustrate the influences

complicating the process when the message is encoded in one culture and decoded

in another. If not properly considered, the different cultural contexts can increase the

probability of misunderstanding. Most promotional misfires or mistakes in

international marketing are attributable to one or several of these steps not properly

reflecting cultural influences and/or a general lack of knowledge about the target

market. The information source is a marketer with a product to sell to a specific target

market. The product message to be conveyed should reflect the needs and wants of

the target market. The encoding step causes problem even with a proper message.

At this step such factors as color, values, beliefs and tastes can cause the

international marketer to symbolize incorrectly the message. For example, the

marketer wants the product to convey coolness so the color green is used, however,

people in the tropics might decode green as dangerous or associate it with disease. 

 Message channels must be carefully selected if an encoded message is to reach

the customer. Media problems are generally though of in terms of the difficulty in

getting a message to the intended market. Problem of literacy, media availability, and

types of media create problems in the communications process at this step.

Decoding problems are generally created by improper encoding, causing such errors
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as example Chevrolet’s brand name for the Nova model which decoded into Spanish

as No Va! – meaning, “it doesn’t go “.  Errors at the receiver and of the process

generally result from combination of factors:

� An improper message resulting from incorrect knowledge of use patterns

� Poor encoding producing a meaningless message

� Poor media selection that does not get the message to the receiver

� Inaccurate decoding by the receiver so that the message is garbled or incorrect

The feedback steps of the communications process is important as a check on

the effectiveness of the other steps. Companies that do not measure their

communications efforts are apt to allow errors of source, encoding, media selection,

decoding, or receiver to continue longer than necessary. A proper feedback system

allows a company to correct errors before substantial damage occurs. In addition to

the problems inherent in the steps, the effectiveness of the communications process

can be impaired by noise. Noise comprises all other external influences such as

competitive advertising, other sales personnel, and confusion at the receiving end

which can detract from the ultimate effectiveness of the communications. Noise is a

disruptive force interfering with the process at any step and is frequently beyond the

control of the sender or the receiver. The significance is that one or all steps in the

process, cultural factors etc. can affect the ultimate success of the communication.

For example, the message encoding, media and the intended receiver can be

designed perfectly but the inability of the receiver to decode may render the final

message inoperative. In design an international promotion strategy, the international

marketer can effectively use this model as a guide to help assure all potential

constrains and problems are considered so that the final communication received

and the action taken correspond with the intent of the source. 

INTERNATIONAL CONTROL OF ADVERTISING

Consumer criticism of advertising are not a phenomenon of the U.S. market.

Consumer concern with the standards and believability of advertising may have

spread around the world more swiftly than have many marketing techniques. A study

of representative sample of European consumers indicated that only half believed

advertisements gave consumers any useful information, 6 out of 10 believed that
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advertising meant higher prices, nearly 8 out of 10 believed advertising often made

them buy things they did not really need, and that ads were often deceptive about

product quality. In Hong Kong, Columbia and Brazil advertising fared much better

than in Europe. European Community officials are under increasing pressure to

establish community wide controls on advertising as cable and satellite broadcasting

expands.  Deception in advertising is a major issue since most member countries

have different interpretations of what constitutes a misleading advertisement.

Advertising is attacked as conductive to harmful consumption patterns and

antagonistic toward traditional family values. 

Besides advertising deception, other common standards sought are to:

� Reach agreement on the allowable volume of TV advertising and make general

the practice of advertising in blocks

� Limit the volume of sponsored programs and provide for clear distinctions

between ads and programs

� Limit testimonials and comparative ads

� Forbid the interruption of children’s programs with ads

� Ban ads for tobacco, alcohol and certain pharmaceutical products

Advertising regulation are not limited to Europe, there is an enhanced

awareness of the expansion of mass communications and the perceived need to

effect greater control in developing countries as well. 

The advertising industry is sufficiently concerned with the negative attitudes of

consumers and governments and with the poor practices of some advertisers that the

International Advertising Association and other national and international industry

groups have developed a variety of self-regulating codes.

In many countries, there is a feeling that advertising and especially TV

advertising, is too powerful and persuades consumers to buy what they do not need.

Certainly this is an issue that has been debated in the U.S for many years.

Source: 

Philip R. Cateora, International marketing – 7th ed. 1990.
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