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ABSTRACT

This study takes a look at consumer response on advgrtiSiare importantly it
focuses on how culture affects the way consumersonespo advertising. Culture’s
effect is studied through advertising standardization dagtation. The theoretical part
of the study presents theories on international advertisorg the point of view of
standardization and adaptation, and takes a look at theingdzased models of
consumer response. Based on theory, a frameworlevslaped which presents the
interaction between the consumer and the advertisemaritur& theories from
Hofstede, Schwartz and GLOBE are presented in ordeidéatify the different
dimensions of national culture. Based on the discussiomeeivark is again presented,
and Finnish and Italian cultures are described.

The theoretical frameworks of international advertising aational culture form the
basis of the empirical part of the study. The study is quaktativits nature and focus
groups are used as the main source of data. The eahiait of the study looks at the
consumer responses from two different cultures, Finargh Italian. Two focus group
interviews are organized, one for each culture. Televistonmercials are shown to the
participants and the commercials are discussed in grdmf standardized and
adapted commercials are shown in order to see the diffesen responses.

The findings of this study show that culture is present insemer response to
advertising. They also confirm that consumers are activenwheading the
advertisements and a process of interaction is created dyetive consumer and the
advertisement. Culturein addition, determines the levelfet®&feness the advertising
has on a consumer. Consumers responded for both astéretl and adapted
advertising. However, adapted advertisements clearly rdacih@ore profound level of
interaction. The managerial implications of the study sugbastadvertisements should
be adapted when the advertiser aims to create a de&denship with the consumer.
Standardized advertising can also be used but the \thlaiethe advertisements present
should be carefully planned. The findings also highlighe timportance of
implementation in advertisement creation.

KEYWORDS: Consumer response, advertising, culture, standardization,
adaptation






1. INTRODUCTION

In 2003 McDonald’s launched an advertising campaigrcivinias to be the company’s
first global campaign. The campaign was named after it slagans “i'm lovin’ it”
and the German version “ich liebe es”, and it featuretblbag pop star. It was highly
standardized by a single set of commercials and a singel Imessage although some
adaptation, such as translations, was also done. The thasrferther integrated in each
country’s advertising, promotions, public relations, and veata merchandising. The
campaign turned out to be the company’s most sucdessfipaign resulting in highest
sales figures and longevity. In 2010 McDonald’s re-léaocthe campaign with an
updated touch referring to the outstanding results thaadt brought earlier, and by
stating that a global way was the way to go.Despite the ssiafeMcDonald’s global
advertising, the dilemma between global and local remadiebate in different areas of
business. (McDonald’s 2003, Bryson York 2010)

1.1. Background of the study

Advertising is a big part of marketing communication in batiamal and international
business. It can be considered as one of the mostieffagays of promotion and
marketing communication. Advertising can be defined agssage placed in a media.
Usually it has been strategically well planned. The advertiser chosen a target
audience for the advertisement, created a message théyonspread and planned an
effect they want the advertisement to make. In additieratlvertiser chooses the media
in which the advertisement will be presented which can frary television to print
advertising and internet banners. It can be said that alenasty company uses
advertising in its marketing. International advertising mehata company uses same
or somehow adapted advertisements in several countriesnarieets. In the current
markets more and more companies are creating internationaéven global
advertisement campaigns with which they hope to reach tlpedhoesults and
goals.However, when advertising comes internationalalrad it faces several obstacles
and barriers. One of the most significant obstacles isireul{Czinkota & Ronkainen
2004: 538, Albaum & Duerr 2008: 563)

The wordculture has many different definitions and meanings. Howeverallysthe
definition depends on the context in which the word iswttneed. Hofstede (2005)
defines culture aghe collective programming of the mind that distinguishes the
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members of one group or category of people from anothibe Oxford English
Dictionary (2010) gives several explanations also, depgndmthe context. One of
them, and the most significant for this study, is that culiwie set dfistinctive ideas,
customs, social behaviour, products, or way of life of diqdar society, people, or
period thus a society or a group characterized by such msst€ulture has been a
subject in several studies in various fields of study duéstambiguous character. It
still remains an interesting variable since it characterizesreliffegroups and explains
their behaviour. Culture’s role as a challenge is raideelveconsidered action that goes
across these different groups. These actions and thethegyshould be taken face
obstacles that are created by the different cultures theesselv

In international advertising culture becomes an obstacle wbepanies consider the
question of standardization and adaptation. Jain (1989:d&es the strategy of
international marketing standardization as a use of a @mmproduct, price,
distribution and promotion program on a worldwide basis. aPagsiliou and
Stathakopoulos (1997: 504) define the international adusgtistandardization as the
use of a common approach to promote the same prodiggsacational boundaries.
Adaptation on the other hand is the opposite of standardizétitapting means that the
advertisements are fitted to every area, based on &on@e cultural values or other
known characteristics of a market. Adaptation has bea@materesting topic because
of the internationalization and globalization of markets. Eveyntry and culture has
their own regulations, laws, customs, values etcetera aesk threate barriers to
advertising. The advertisers must think and plan their advegtisirategies well and
decide to which point, if at all, they will adapt their advertisetmensome cases the
advertisements are more likely to be adopted whereas sossetimstandardized
advertisement will save money and time and still provide gesdlts. (Albaum &
Duerr 2008: 580, Jain 1989: 70)

The discussion of standardization and adaptation has deeibject of research since
the 1950s. Several studies have been conducted on bfextslooking at different
product categories and differences between countriesremkiet segments. Okazaki
and Mueller (2007) have studied the research area bynlpeak previous studies done
in cross-cultural advertising. According to their summamythe research, the question
of standardization and adaptation was the second mogdtiaghic (22 per cent), right
after cultural values which was the most studied topic (37ceset). This shows the
interest in the topic and also the amount of information dhatdy exists within the
topic.
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Taylor (2005) has also studied the international advertigagarch. He takes a look at
the progress made in the area of research and sugdgststing topics for future
studies. As Okazaki and Mueller (2007) also Taylor statsstiiere have been a lot of
studies looking at cultural values especially by using cordealysis. According to
Taylor these studies could be used as a base for stagidshypotheses could be
developed based on them. Taylor states that insteaddyirsguexisting phenomena, the
studies should concentrate on what is effective with coasunthis could be done for
example by studying the different execution techniquedtzideffectiveness.

A recent article by De Mooij and Hofstede (2010) alsdestapplications to the
research area. According to them, several studies dondhen dilemma of
standardization and adaptationshow that adaptation stretexien more effective. In
fact the question of effectiveness seems to have raise@snti@ the cross-cultural
advertising. Based on previous studies in the area it is thad there are cultural
differences. Countries and cultures differ from eachrotbgardless of which cultural
theory one uses. What is clear after the previous stiglthat cultural differences exist
and they can be used either by adapting and targetingdwertising to the specific
culture or by standardizing the advertising for all the awgieninstead of looking again
to this existing phenomenon and how it occurs, it would bedsti@g and significant to
question the effectiveness. More importantly the effectiveakeagvertisements should
be studied from the consumer’s perspective. It wouldntexesting to question how
consumers from different cultures respond to theserdiftekinds of advertisements,
and if adaptation is seen as a more effective way of rasing, do standardized
advertisements also reach a response from the consuBydomking at these issues the
dilemma between standardization and adaptation could beegetsivom another point
of view that provides useful information for the advertisestsen executing their
campaigns.

1.2. Research question and objectives

In addition to a research purpose a study needs respagstions and objectives. These
questions and objectives clarify the problem of the rekeand narrow it down. It can
be said that research questions drive the research amdust the problem better.
(Ghauri & Gronhaug 2005: 43-47) The research questianthis study tries to answer
is:

What is the role of culture on consumers’ response teréding?
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To answer the above defined research question threetisbgehave been set up. These
are:

1. To describe and analyse international advertising studidatede to
standardization and adaptation, and consumer’s response

2. To identify dimensions of national culture

3. To study the consumers’ response to standardizeddapdeal advertisements in
the pre-selected cultures

By following these objectives this study will first create aotieical background for the
subject and finally try to answer the research quesfiorthermore a framework will be
formed based on the findings and conclusions, and reaahgmplications will be
given.

1.3. Definitions and delimitations

The study will take a look at the consumer response vertéging and especially the
response on standardized and adapted advertiseméetsadaptation in this study is
done based on culture. The culture is defined and studidgk istudy through various
dimensions. The cultural dimensions used in this study withbefive dimensions by

Geert Hofstede, GLOBE dimensions and Schwartz’s valoemions. These theories
were chosen because of their common use in internhfidaartising studies.

The goal of this study is to show if and how adaptation avgs the effectiveness of
advertising through more efficient consumer responke.éimpirical part of this study
concentrates on two selected countries, Finland ang. Rké&bst of the international

advertising studies study the US in comparison with anatbentry. However in this

study a European overview will be taken by choosing twanttes representing the
north and the south of Europe. Thus the differencesdagtwthese cultures will not be
radical but it will provide an overview on standardization @daptation that can be
done within Europe. The empirical part will be done by apamson analysis between
standardized and adapted commercials. Television comatemill be used because
they often present more cultural values than other forfnadwertising do and

companies are willing to invest more in them. The advertisesweiti be chosen from

both countries and both standardized and adapted comiaevdl be taken.
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Another limitation is that the effectiveness will be viewed dnbm the consumers’
perspective through theory on consumer’s responsebgrabncentrating on meaning
based effectiveness of advertising. This limitation was domeder to better limit and
define what is meant by advertisingbeing effective. In practits means that for
example factors like selling figures or return on inmesit will not be included.

1.4. Structure of the study

The study will be divided into sixdifferent chapters in a lagimrder of sequence. The
first chapter of the study will present the background ofgtuely and the research
guestions and objectives. In addition it will present the dedimstiand limitations of the

study. The second chapter of the study will then takekadb advertising theory. It will

first discuss cross-cultural advertising from a more genpint of view and then go on
to standardization and adaptation theories of advertisinqllyieffectiveness of

advertising and consumer response is studied by presemvgus studies on the
subject concentrating mainly on reader-response theorynaaahing-based models of
advertising effectiveness.

The third chapter of the study will take a look at cultune aultural studies. Three
different cultural studies are presented: Hofstede, GLQGBH, Schwartz's studies on
culture. In addition the final part of the second chaptesgmts the summary on cultural
theories and draws conclusions on how national culturéeatescribed through them.
Italy and Finland are then described through these conohisio

Fourth chapter of the study will take a closer look at teéhodology of the thesis. The
chapter will discuss the research design and justify theehaone for the empirical
part. The empirical part will be conducted in the fifth chapt@is chapter will present
the analysis and discussion based on the focus grtenviews. Finally in chapter six
the study will be drawn together by presenting the summadycanclusions based on
the discussion done in chapter five. Chapter six will thugdude summary and
conclusions, which fill further present managerial implicatiand suggestions for
future studies.

The whole structure of the study can be seen in figure 1.
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2. GLOBAL AND LOCAL ADVERTISING TO CONSUMERS

The business scene has gone through a series of shdungeg the past years. One of
the most significant changes has been the globalizatianaokets. More and more
companies have grown into doing business around thelwwod some companies are
global already when they are born. The reasons behinchdrege are several. During
the past years the trade policies have become more liberéhamrcountries are keen to
co-operate on several different levels. Furthermore tecpdias given the tools for
this by the advances in communication and information techresoOverall the world
iIs in a peaceful condition which allows the countries andpeones to establish
international and global businesses. (Theodosiou & Leor2803)

One of the most visible business operations to becomenatienal is companies’
marketing and more importantly marketing communication. iy adustry given
promotion campaigns and marketing communications are watag\fery company. A
company needs to provide information on available prodoictservices that buyers
need, to make their purchasing decisions. In today’s iatiermmal environment,
promotion campaigns reach worldwide audience and thusmeeoccross-cultural
communication. To succeed in this the companies have teftesgtive coordination
and planning. The marketing strategies have to bdutigrelanned, conducted and
measured. The keys to succeed in international marketieme and the possibilities
are vast. However, various barriers still exist which yvearketer has to be aware of.
The differences between countries such as legal, ecoabmiccultural differences
create challenges for the companies reaching for ssict&lbaum & Duerr 2008: 546-
547, Czinkota & Ronkainen 2004: 538)

International advertising is one of the most commonly asetivisible of international
marketing communication and promotion methods. It can beedkeas a non-personal
presentation of sales messages through various mediaaiieatly which is paid for
by the advertiser. Many companies choose internatione¢rtising as a way of
promotion because of its ever-growing potential. Internati@dvertising also offers
significant savings in production costs of a campaign ahéljits companies to create a
continuous brand. When companies choose to use interabadvertising, they face
several issues that have to be decided upon. The caagave to consider issues such
as in which countries and markets do they want to adgemibat advertising style
should be used, or how much resources will be usedekier, one of the most debated
issues in companies’ international advertising is the dilemrhaelea standardization
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and adaptation which will be discussed in the followingptéra (Albaum & Duerr
2008: 548, 563)

2.1. Standardization and adaptation of international adweytis

As stated previously in the study, standardization andtati@p of advertising has been
an on-going debate for sixty years. In international etarkhe competition between
companies has become fiercer and advertising is usadoas to win that competition.
It is clear that companies are eager to find the best asd efficient ways to promote
themselves thus the standardization and adaptation issue nigicaig for their
strategies. In addition, when a debate has existed fgry@arrs, one thing is clear; both
poles have their convincing advantages and challenges.

Agrawal (1995) studied the debate in international advertisijpgooking at both
practitioner and academician perspectives on the issueeW®ved previous studies
from the 1950s to 1980s and their main approaches idastdization and adaptation.
Table number five presents the results of his studyttiisverall trends that the debate
has taken during the past decades.

Table 1. Practitioner and academician approaches to internationakteaing 1950s-
1980s. (Agrawal 1995: 44)

1950s 1960s 1970s 1980s

Practitioners Adaptation  Trend towards Adaptation Standardization
standardization

Academicians | Adaptation Contingency  Adaptation/contingency Adaptation

The table shows that while practitioners have altered betwkentwo poles,

academicians have been more consistent in preferringaddem. In the beginning of
the debate both practitioners and academicians tendectfer pdaptation. This was
due to the lack of information on international consumerd markets and to the
common use of local advertising agencies. In the 18&s$nformation increased and
even the academicians suggested that advertising shouldrurslized to a certain
level. Contingency approach to the dilemma in fact argbes best sides situation
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specifically from both options should be taken. In the %97ie academicians
conducted several studies which showed the differenceséetaonsumers thus they
turned towards adaptation again. This trend continued ind®@s1 The practitioners on
the other hand preferred adaptation in the 1970s mos#ytd greater nationalistic
forces and unsuccessful standardized advertising in #@s1 1980s the practitioners
however, turned back to standardization which was madeeredue to the birth and
growth of multinational advertising agencies. As seen fitoentable the development of
the dilemma is dependent on several issues that oftenocam even from outside the
actual world of business. However, especially in the wayptiactitioners have altered
their attitude, the main issue to be noted is that both adap&attbstandardization have
convinced them for being the best way to act. This higtdighe challenge that the
dilemma presents. (Agrawal 1995: 42-44)

A more recent study studying the prior research comegrthe debate is done by
Ryans, Griffith and White (2003). They take a look at debate by trying to answer
mainly why the previous research has not provide@ar @nswer to it and what should
be done in order to form one. As a broad conclusiondw thview of several studies,
they state that research in the area has focused mairfjoorg research” instead of
trying to conceptualize it. Ryans et al. (2003) emphasizdtibadebate will never come
to an end before a solid theory on the subject is cre@ted there is need for more
theoretical development and testing in order to providemdwork based on which
companies could make their decisions. Ryans et al.3j20fus agree that one clear
answer might not be the correct way of facing the dilemimstead the suggestion of
creating a framework based on which companies cak woy highlights the way in
which the dilemma should be considered separately fdr ease. The development of
this kind of framework however would require wide reskawith different variables
and would include both consumers’ and companies’ fintews.

Since for now there is no clear theoretical frameworkpayain the dilemma, studies
speaking for both poles should be presented. First ohalltheories that speak for the
standardization of the advertisements state that the basicnhoges wants and
expectations go across national, geographical and cuttouaidaries since the world is
becoming more global. Thus the standardization methodcéexghat the values and
lifestyles of people are similar regardless of which tquiiney are from. Globalization

has had its effect also on peoples’ needs and even impggtantly in their wants.

People have access to same data and informationdloaver the world that in one

way or another shape their expectations on life. In faet,standardization process is
also considered easier due to the growth of thesenattenal communication channels,
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growing use of Internet, and the emergence of globakehgaegments. Consumers can
easily find out about the lifestyle of others all over trelds and this way shape their
own. Celebrities on the other side of the world can decidedhl®ur you should be
wearing this season, and it can be much more effective adgertising that colour
through adapted advertising. (Albaum & Duerr 2008: 58@eo0osiou & Leonidou
2003: 142)

Standardization is often used for several motives andingdra variety of benefits.
However the most significant reason is usually the cigtiemcy and economies of
scale it provides. A standardized advertisement gives thertashr considerable
savings in media costs, advertising production costs amnértaing illustrative
material. These savings can either be used to suppastaheardized campaign or the
company can decide to invest them in any other way.dttitian, standardization
enables the creation and development of a consistentrate@nd brand image across
countries. When for example Volvo decided they needech&inge their brand image
from safety to a sportier one, it used standardizecréiding. In this case a global
standardized campaign was considered to be able te shagprand image in a more
efficient and coherent way. (De Mooij 2005: 8, Papaliags& Stathakopoulos 1997:
50, 4, Theodosiou & Leonidou 2003: 142)

Furthermore standardization reduces managerial complexitgnpsoving the control
and coordination of company’s international operationgeéus of creating different
advertising campaigns in different countries, the compaegtes one standardized and
this way controls its brand and the way it is marketed. ¥@llgo assuredthat in each
country the brand image would be taken to the right dinectiy creating a global
standardized advertising campaign (De Mooij 2005: 8, Regsdiou & Stathakopoulos
1997: 50, 4, Theodosiou & Leonidou 2003: 142)

However, several theories claim that standardization dierlising is an
oversimplification of reality (Theodosiou & Leonidou 20032). Researchers state that
regardless of globalization of markets, there are sevbahcteristics that require the
adjustment of company’s marketing strategy. Consumezdsje use conditions,
purchasing power, commercial infrastructure, culture andlitivas, laws and
regulations, and technological development are all factatsdannot be standardized
across the countries (Theodosiou & Leonidou 2003: 1B2n if the consumers have
access to the same information, their purchasing powert maitallow them to gain a
similar lifestyle they see somewhere else. In additiontioand, laws and regulations in
each country can in a very effective way, decide Wirat of marketing can and should



19

be used. For example in western cultures an advertisemitbna housewife would not
attract the consumers in the same way it would in more coligaticultures.

Albaum and Duerr (2008: 580) also state that people’ssgary based on culture.
They say that although some basic needs might be simitiffénent cultures, people

might not be satisfied with similar communication appealsapmtoaches. This means
that the standardization of a product could be approgigtacknowledging that usage
and buying motives vary for most products, the advertisirajegies should be adapted.

Studies speaking for adaptation of advertising also state thiga cost-reductions
companies get from standardizing its advertising should aothb most important
objective. Instead the companies should focus on long-teofitability that can be
reached through higher sales when companies better expoidifferent consumer
needs across countries. By this is meant that the compadagsting their advertising to
match their target market in a certain country, create arcletationship with their
customers. This relationship often ties the consumersrclosthe company which
means that they keep purchasing the product also in theefu(Theodosiou &
Leonidou 2003: 142)

In addition adaptation theories see that in advertising tiethadvertiser’'s and the
recipient’s cultural background affect or even determiree rttessage perception. De
Mooij (2005: 8) states that the researchers that speatdiodardized advertising speak
about standardizing the stimulus but they do not considerae réBponse to
standardized stimuli. This is a very interesting point of vadgo for this study. It
suggests that consumers do give a different responsanidasdized advertisement than
to adapted one. In addition the response to adapted aohgerissconsidered more
effective. In fact DeMooij suggests that by taking intosideration the response, the
advertisers would find need for adaptation.

De Mooij (2005: 139-140) states also that advertising gloas across cultures lacks
shared conventions. These conventions are essential wbptepead the messages of
advertisements. In fact, the message and the way it isgiesdl] decide how effective
the advertisement is. In addition, De Mooij (2005: 32) stétatsan advertisement to be
effective must accomplish certain goals. These goals are:

1. Create meaningful associations

2. Be relevant and meaningful

3. Be linked with people’s values

4. Reflect the role the product or brand plays in people’'s live
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5. Reflect people’s feelings and emotions
6. Be instantaneously recognized

All these goals support the idea that both the advertisersrendecipient’s cultural

background affect the success of an advertisement.ekample a standardized
advertisement would not easily be linked to people’s valoegeflect people’s

emotions. In fact, these six goals are all influencedhleyculture thus it should mean
that a standardized advertisement will not reach all of thdns dn the other hand
would suggest that the standardized advertisement would @oeffective. The

following chapter will take a closer look at the effectivenesadvertising in general
and more importantly to the consumer response that texhreents get. (De Mooij

2005: 32)

2.2. Consumer response on advertising

Effectiveness can be defined in several different waysr#ipg mainly in which
context it is being studied. Oxford English Dictionary (20d6jines effectiveness as
the quality of being effectiv&hus it can be described as an action that has ast effe

a certain object. In advertising, the advertisements dextee when they have a
desired effect on the target consumer group. Thus theuowers respond in a way that
the advertiser was hoping them to respond and therefere s communication
between these two actors. The level of advertising effewsgeand consumer response
can be measured and studied in several different wggndeng on for example who'’s
point of view is taken, the consumer’s or the advertisétswvever, very seldom the
issue is simple and one clear answer can be found efAitBray & Lawson 2008)

The first advertising effectiveness models were developdte 1960s. Already from

the beginning, the studies were mainly quantitative in their@atnd concentrated on
surveys and statistics from the advertiser's point ofvvidcCracken (1987: 121)

commented on the early studies on effectiveness of w&lagr by stating that these

studies saw the consumer as an entity constantly lookingfamation. He namedthis

approach as information-based. This approach howevenotisenough when the

research is more interested in issues suchas consierpesiences, attitudes, emotions,
or behaviour. These issues already give the consurbigigar role than just an entity
looking for information.In addition, the reasoning that conets have behind these
Issues is more complex and cannot be measured sihmplygh statistics.
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Aitken et al. (2008) state in their studythat advertising &ffesess research is more
and more interested in consumers, than actually in themoand forms of advertising.
Thus consumers have reached a more important rolese studies and their behaviour
is more and more studied. Furthermore the consumersemn more as actors who
communicate with the advertisers and the advertisementsadnsfejust information
receivers.This change in advertising effectivenessareb has developed a new area of
studies, the meaning based models and reader-respomseshdhese models and
theories are significant especially for this study since firegent ways to study the
consumer and consumer’s response to advertising oepzdievel.

The meaning-based models on advertisingform the basieéder-response theories.
McCracken (1987) presents these meaning-based moddéistblgighlighting the role
of culture in consumers’ responses to advertising, whiah itiformation-based
approaches ignore. He claims that when individuals obsamk look closely at
advertisements they are looking at material that has beeredoculturally. In addition
these individuals are interpreting this material accordiogtheir own cultural
conventions. Culture is thus involved both in the procéssessage creation as in the
message perception. In this study, culture’s role in agesperception is studied but
also its role in the creation process would be an interestibjgct of study.

From here on, the definition of meaning-based modetsbea drawn. The meaning
based models are a way for the consumers to formietyaf meanings as outcomes to
personal interest-driven, culturally situated act of dikiag interpretation. Thus these
models explain how the consumers actively interpret advegtisynforming meanings
from it. These meanings furthermore shape consumehnsivinmur, attitude, and several
other issues related to the relationship with a produgs point of view in fact, gives
research qualitative methods in order to deeper analgsedhsumer response on
advertising by looking at the meaning creation processadsté only focusing on the
behaviour happening after. (Mick & Buhl 1992: 317)

The reader-response theories and their developmentiiatieds more closely in the

study by Aitken et al. (2008). They present the neednfore comprehensive and
consumer-centred studies of advertising effectiveness.t#edsbefore, the reader-
response theories share the aspects and charactemigtidche meaning based models.
In these theories the consumer is seen as a readevestiseiments who responds in a
certain way. These responses are mainly influencedebsetider’s culture, context and
experience. For example a response from two persons tihe same culture, in the
same context might differ due to their different life exgeces. Thus the process is
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interactive presenting the exchange between the consumieéhe advertiser. Aitken et
al. (2008) state, that the outcome from this interactionnsgmtiated understanding of
an advertisement. Thus understanding is seen as annmatcoa similar way that
meaning-based models see the creation of meaning. Adersianding and meaning
that is created by the consumer further explains the wayhichwthe individual
experiences the advertisement, and can thus be used é@n twdevaluate the
effectiveness of the advertisement. (Aitken et al. 2008:282)

Scott (1994) studied the reader-response theory morelylasd developed its use in
consumer research. In her study Scott looked at thdirgxisheory and offered
suggestions about how it could be used in studies aboutvélyeconsumers read
advertisements. In the study, she first takes an overuvrethereader-response theory.
Scott presents the theory as a way of reading wher@mect way of reading exists.
Instead the reading happens together with the probaldelé&dge, expectations or
motives of the reader who forms a response to theerasement. Although the
responses can vary based on several factors, tliingeaare based on collective
conventions such as culture, and groups can have sstiddegies of reading and thus
shared responses. Scott states that reader-respawy ghould be more used in
advertising studies because it would allow the researtbdrstter study the impact of
advertising in both reading and exchange. Thus it would girere thorough view on
the entire process of advertising reading and respomnaliihg

Scott refers to a study by Mick and Buhl (1992) whers@méng the already existing
studies that use the reader-response approach to isihgeMick and Buhl have
conducted a significant research in order to elaborate gaming-based models which
is considered significant also for this study. They claitheir study that earlier studies
even on meaning-based models are mainly concentratingtemretive analyses of
advertisements and their content, instead of consumer ses@omd behaviour. Thus
their study makes an effort in order to look on advertisimgge thoroughly from the
consumer’s point of view. They describe consumer agraity embedded within a
sociocultural context, consisting of several different chanaties. Consumer’s
personal history and current self that have been forgedigh environment and the
private self, guide the consumer’s behaviour and undelis@nThis it does also in the
process of advertising receiving and interpretation. Coessimmake sense of
advertisings and interpret them, and this way, experidreeadvertising. In their study
Mick and Buhl put their model into a test by conductingeapirical study by studying
three Danish brothers in life history interviews. The stiodked at how these brothers
created meaning in advertising when their backgrourete wery similar due to family
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relations. The authors asked the brothers for examplethey experienced a certain
advertisement. By looking at how these brothers experiesmbesttising Mick and Buhl
received support for their model for example by findsngilarities in their responses.
Family relations can in fact be considered as a veryemimyg variable. Culture, which
Is researched in this study, is also an interesting varsaite it does not tie people with
each other that tightly but affects them all on a profoerdl|

Mick and Buhl (1992) established the beginning of megbimsed models and their
application to advertising effectiveness studies. Studies baea conducted with
concentration on meaning and response to advertisenteah ug considered useful
also for this study since theoretical framework can bk & them. Kenyon, Wood and
Parsons (2008) conducted a study in which they put intesathe meaning-based
models, including the one by Mick and Buhl. They studieddécoding of advertising
with young people in order to see what kind of meanings dieegloped and how these
meanings were constructed. The study included sevensdieaugroups and 16 in-
depth interviews. The main conclusion drawn from the shydi{enyon et al. was that
when readers were creating meanings it was done basdteonknowledge and
previous experiences. The process of creating meaniag@en as a complex process
in which several different issues influenced.They pointeddtioat when creating the
meanings the participants draw information also from théiernited culture which thus
had a direct influence on the meaning. Different varabies were seen effective but
the recognition of culture can be considered the mosifisigmt for this study.

Bartholomew and O’Donohoe (2003) conducted a studychildren’s response to
advertising by looking it from the meaning based and reaagonse theories’
perspective. The study was interpretive and qualitative inatare and the methods
used included photo diaries, individual interviews and fogumip discussions. By
applying a qualitative method the authors were able to exfheravay in which the

children experienced advertising. The authors askeeXample the children to talk
freely about advertisements that they liked and disliked tlaeygl were asked to create
an advertisement for an imaginary product. As findithgsauthors identified three roles
— ad masters, ad controllers and ad critics — which tiéreh took that gave them a
degree of power and guided their dealings with advertistaghermore the children
were seen as active readers who were able to underathrettising and create
interaction with it.For this study the study by Bartholomew &i®onohoe was

considered significant since it used methods that will be @dsal in this study.

Qualitative methods were proven useful since they gavpab&bility to freely discuss
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with children. In addition the study showed how readersad¥ertisement, even
children, are able to create interaction instead of jusivieg information.

Yannopoulou and Elliot (2008) also conducted a study aeréiding by applying the
reader-response model. They studied how different acelenterpreted different kinds
of print advertisements. The audiences were divided intopreive communities
based on the respondents’ social class. In their studpofeulou and Elliot justified
the choice of the model by referring to its ability to empleadize meanings that
consumers get from advertisements instead of giving a teatadysis. The authors
were interested in in-depth data and thus this was theatamethod to apply. They
conducted all together thirty in-depth interviews in the UKhwparticipants from
middle and working class, both male and female. The resuitse study showed that
there could be found significant differences in the rasps based on social class and
even gender of the participants. Thus the environmenthichwthese persons found
themselves had shaped their way of seeing advertiseniémgsvould suggest that also
culture is a significant variable when interpreting advertisifilge authors further
encouraged the future studies to concentrate on whatroenswo with advertisements
rather than what advertisements do to them.

Hung, Li and Belk (2007) conducted a two-step studwadwertising perception. They
studied first the role of modern women in advertising in €laind then furthermore the
female readers’ perceptions of these advertisementesnangluding modern women.
They also refer to the need of studying the meanings th¢henconsumer’s readings of
advertisements. Furthermore, an interesting addition isthewemphasize the role of
shared cultural conventions and common experiencesaditmtthe basis of the reading
process. The second part of the study and its resutssgjnificant insights also for this
study. The authors interviewed all together fourteen woorenat a time in a semi-
structured setting by showing them five different adventisnts. The goal of this was
to define the responses these women gave to the imagésn the advertisements. The
results of the study showed that the participants usedadevays of identification and
a variety of response strategies when reading the adweetds These responses
further explained the attitudes these women had toward9itteres used in the
advertisements. Thus the process of receiving advertigiag considered as an
interactive process in which different variables affected fimal outcome which
furthermore affected the attitude and behaviour of thesaemo For this study this is
considered significant since it presents the process péiniew on the issue of
advertisement reading.
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Several studies have thus been conducted in the aefeconsumer response on
advertisement concentrating on different aspeatisvamniables. However, by looking at
the studies some common insights can be drawn.ré&igumbertwo presents the
summary of these studies and their models on hawswuers respond to advertising.

READER - CONSUMER

Context

Experience
@ Commun.ication — Understanc!ing—b ADVERTISEMENT
Meaning —»Attitude, Behaviour
Knowledge

Expectations
Motives

Figure 2. Consumer response on advertising.

In the figure, consumer is seen as a reader whafsists of several different
characteristics. All these characteristics; culturentext, expectations, experience,
knowledge, and motives, affect the process thatgated between an advertisement and
the consumer. However, the different charactegst@an be seen in different levels in
the consumer. Context, expectations and motiveslafactors that vary based on the
situation. For this reason they can be found on db&er circle. Experience and
knowledge are characteristics that are deepereicohsumer and do not change as fast
as the previous ones. However these are chardctetisat are still visible to a certain
level, also from the outside. Culture is situatedhe most inner circle since it is the
most hidden and stable characteristic. It shapesdnsumer from within and does not
change in the way the other characteristics dos Takes it an interesting subject for
study for its unique character.

The actual interaction between the consumer andadvertisement is presented as a
two way arrow since the theories on consumer respbighlight the interaction being
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both ways. Consumers do not just receive information feomadvertisement but
instead create a deeper level with it. Thus the interactitweba consumer and
advertisement consists of several elements. First of all he@mmunication between
the two actors which shows in the way the consumer intevattisthe advertisement.
This leads to understanding which means that the conswnderstands the
advertisement and its message. Communication can thpsmapthout the consumer
actually understanding the message of an advertisemedérstanding can further lead
into the creation of meaning which can be considered astisé important part of the
interaction. When consumer creates meaning, he takeanterstood message and
reflects it to different aspects of his personal life. Thues cbnsumer evaluates the
message by looking at how that specific message contriloutbsir lives. By creating
meaning the advertisement can be considered successhudeeit then affects the
attitude and behaviour of the consumer. Shaping coassirbehaviourand attitude is
significant since it affects directly to the relationshipween the product/service and
the consumer.

The previous studies on the subject and the theoriethénatdeveloped thus presented
a complex interaction between a consumer and an acvedig. The response that
consumers give is often the result of two way interactiorwlich several minor
characteristics play a significant role. From this interactibbe consumer response
towards a certain advertisement can be drawn and tle¢ dé\effectiveness can be
studied.
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3. DIMENSIONS OF CULTURE

3.1. Culture definitions

As mentioned earlier in this study, the concept of cultureely widely used in
different contexts and there are many definitions of culflile most common use of
the word, especially in informal speech can be the rafgto high art such as classical
music or theatre. This study concentrates on differgrecs of culture. In fact the more
significant descriptions are those which describe cultureragthing that binds groups
together (De Mooij 2005). As referred earlier, one of iiest well-known definitions
of culture in the field of cultural studies and the mosti§icant one for this study is by
Geert Hofstede. He has described culturthasollective programming of the mind that
distinguishes the members of one group or category of pé&ampieanother(Hofstede
2005: 4). The idea of distinguishing groups from one tothaar is the aspect that
marketing and advertising consider important because threstha@ reasons why the
dilemma of standardization and adaptation exists, becauseateedifferences between
different groups.

Also earlier referred explanation for culture, found in @eford English Dictionary
(2010) is significant for this study since it gives a dethdescription for the term. It
says culture consists dfstinctive ideas, customs, social behaviour, productsay of
life of a particular society, people, or perio@his explanation defines the different
dimensions that form a culture and the differences betwesm.tihese are ideas,
customs, social behaviour, products and way of life.oAlhese dimensions can affect
the marketing strategies of a company and more importanglystitccess of these
strategies.

The authors of project GLOBE, which will be further sadllater on in this study, also
defined their own view on culture and its definition. Aiing to these researchers
culture could be defined by beinige shared motives, values, beliefs, identities, and
interpretations or meanings of significant events that resathfcommon experiences
of members of collectives that are transmitted across gaoesa(House, Quigley &

de Luque 2010: 114) The idea of transmitting culture acgeserations is interesting
since this definition is the first one to introduce the pointiedv.

For this study culture is defined through all these previ@iimitions. Culture is for the
most seen as both distinguishing and bonding. It crgategs of people that bond due
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to their shared way of life but also distinguish themsefve® other grops for the
same motivesThe members of these groups have common valuestidnsd and
customs, behaviourdeas, belief: and identitiesMost importantly the members shi
their interpretationsThis suggests that people from the same culture inteevents in
a same way but differently from other groups. This fothre basis of this study sinc:
recognizes the role of culture in consumers’ interpretatgfradvertising

In additionHofstede (2005: -8) defined the differences between culturescording to
him these differences formed an onion which can be gemle layer at a time. Ti
deepest parts of a culture are the values which can Ipel fouthe core of the onio
Going outwards there are rituals, heroes and symbokseTtihree are sutmed under
the term practices. The theory is presented in finumber three.

Figure 3. The “Onion”: Manifestations of culture at different levefs epth. (Hofstede
2005: 7)

Symbols, heroes and rituals are the visible part of a euthat is why they ar
categorized under the term practices. Symbols are Xample words, gestures
pictures that are understood in the same way by pdapte a certain culture. The:
factors are found on the most superficial layer of therobecausthey change easi
during time and different cultures can copy them from tnanother. In advertisir
symbols are very important and the advertiser must utadhershe diferences betwet
cultures. A symbol in one culture might have a totally gpan«aning in another. (D
Mooij 2005: 37)
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Heroes are a big part of a culture because they areaserole models by the members
of a certain culture thus affect even the values in aieultHeroes can be real life
persons or imaginary ones and they create characteristicarth prized in a culture.
Rituals are for example the ways of greeting or ceremanies culture. They are
considered as an essential part of a culture and arenmapted for their own sake. (De
Mooij 2005: 37-38, Hofstede 2005: 7-8)

Values are found in the centre of the onion becauseptesent the core of a culture
that cannot be easily seen by outsiders. Also to the membarsulture the core values
can sometimes be difficult to observe because people aireonsciously aware of
them. Values are acquired already in a very early paouoflives in an unconscious
way. It is self-evident that values affect the way advedigrinterpreted in a culture by
its members and so affect also the dilemma of adaptainoh standardization. (De
Mooij 2005: 38-39, Hofstede 2005: 8)

Several significant studies have been made in the arealtofe. Hofstede’s study is
one of the most referred to and the dimensions are imsduindreds of studies.
However, Hofstede’s study has received also criticisthaane it is not sufficient to
provide a wide enough view on culture and its charadtsisDkazaki and Mueller
(2007) state in their study on cross-cultural advertisgsgarch that cultures are most
often compared with respect to Hofstede’'s dimensions, th®BE& study, and
Schwartz’s theory on cultural values. All these three ssudié be presented from the
oldest to youngest in the following chapters in order to stoelyer what cultures
consist of and to create an understanding on the diffaspdcts of culture. Finally a
summary will be presented on the theories and they wiltkdmepared between each
other in order to reach a comprehensive description ridtianal culture. In addition
Finnish and Italian cultures and their differences areedugased on the conclusions of
the chapter.

3.2. Hofstede’s five dimensions of national culture

As stated earlier in this study, Geert Hofstede has madmarkable cultural research
on different dimensions of culture. He conducted a stiwding the 1960’s and 1970’s
in which he studied the leaders of IBM and their culturakbeounds. Based on his
findingsHofstede further distinguished five different dimensidhat he identified as
cultural dimensions. These argower distance, individualism/collectivism,
masculinity/femininity, uncertainty avoidancand long-term orientation Hofstede
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studied different cultures and gave each of them a scoaesoale from zero to hundred
for every dimension. These dimensions and scores telpunderstanding of the
differences between cultures and explain the differensvadyacting. They clarify the
differences and give actual examples in which dimenstenin cultures differ from
one to another. (De Mooij 2005: 59-60)

Power distancelimension looks at the inequality in a culture from the poirtiew of

a less powerful member. It defines to what extent ttreegesverful members accept and
expect the power to be distributed unequally. It suggestsahsociety’s level of
inequality is approved and supported by the followarsnach as by the leaders. It is
obvious that all cultures or societies are unequal but mgpertant is that some are
more unequal than others. (Hofstede 2010)

In high power distance cultures there can be seen a steaal hierarchy where

everyone has their own place. The differences areecé=sp and authority is given
naturally. In high power distance cultures social statust be visible to others so that
the respect and authority required can be given. Oldeplpeare important in high

power cultures and they are proud to be older whereapdawer distance cultures older
people want to look younger. Advertising in high and low@odistance countries is
different because the goals differ between them. For eeaim@ high power culture a

company wants to get their brand as a number one bmnatite icountry but in a low

power culture challenger brands are often favoured Mbeij 2005: 60)

Individualismversus its oppositeollectivismdimension takes a look at the different
levels of integration within a culture. In individualistic cultueagryone is supposed to
look after themselves and their closest family only. In coliestic cultures people are
integrated very strongly in groups, often extended familed look after them in
exchange for loyalty. Word “I” is more used in individg&t cultures as in
collectivistic cultures the word “we” is more common. Inlectivistic cultures the
goals and needs of a group are more important than tiose individual and ones
identity is defined by the group. In individualistic cultureslf-actualization is
important and people make part of groups that they fmned willingly. Overall the
world is considered more collectivistic than individualisbe Mooij (2005: 62) states
that from seventy to eighty per cent of the world’s papon is collectivistic. (De
Mooij 2005: 61-63, Hofstede 2010)

Also in international advertising there can be seen differe between individualistic
and collectivistic countries. In collectivistic countries foaeple corporate brands are
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more popular than product brands and people are inter@stedncrete product
characteristics. In individualistic countries brands can éeeiseen as unique human
personalities. (De Mooij 2005: 64-65)

The contrast betweemasculinity and femininitys the third dimension by Hofstede.
This dimension takes a closer look to the values in &tyodn a masculine society
achievement and success are highly valued whereasfeminine society caring for
others and quality of life are found very important. laseculine societies men are
supposed to be tough and focused on material successeashwomen should be
modest and tender. In feminine societies both women anmd aree supposed to be
modest and tender. In a masculine society the membersatéishk the bigger and the
faster the better. On the other hand in a feminine sosmeill is beautiful and the
society is more people oriented. Feminine cultures appeeomdesty and no one
should brag about their success. (De Mooij 2005: 65-6%tede 2005: 120)

In advertising subjects like winning, success and statuseay often used. All of them
are very tightly linked to the contrast between masculimty f2mininity. This makes
the dimension an important one to understand when pla@mragvertising strategy.
The approach has to be different in a masculine sociaty ith a feminine one. (De
Mooij 2005: 67)

Uncertainty avoidance@xamines a society’s tolerance for uncertainty and guntlgi It
looks at unstructured situations like unknown, surprisingurmusual situations and
examines how the members of a certain society hahdke situations and behave in
them. Where the avoidance is high the situations are be&imgized even by law and
rules whereas in uncertainty accepting cultures the wtstad situations are not seen
as a negative thing and there are only few rules. Thediless structured where the
level of avoidance is low and also conflict and competiaom seen less threatening
than in high avoidance cultures. (Hofstede 2010, De M@8i5267-68)

The people are also different depending on the level oénminty avoidance. In a
culture where the avoidance is high people are more emadtithey have generally a
higher level of anxiety and tension and the communicaltietween them is more
formal. People also release their tension by showing ensptitalking loudly,

expressing with their hands and driving cars more agigedg. In low uncertainty
avoidance cultures people are more phlegmatic and thegptdexpress their emotions.
(Hofstede 2010, De Mooij 2005: 67-68)
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A fifth dimension was added later to Hofstede’s study irogeration with Chinese

scholars. This dimension divides culturggo long-term oriented and short-term
oriented Long-term oriented cultures exhibit a practical futurierded perspective as
the short-term oriented cultures have a conventional higsiosbort-term point of view.

In long-term oriented cultures people value perseveraho#,and sense of shame. In
short-term oriented cultures the values are personaliséss and stability, respect for
traditions and protecting one’s face. (De Mooij 2005: 69Hdfstede 2010)

3.3. Schwartz’s universal value theory

The previous cultural theory by Hofstede concentrated eweldping dimensions of
culture based on different characteristics of each culiuns was mainly done in order
to identify common characteristics that cultures share with etwr or the opposite
ends they present. Furthermore with this theory the csltare then categorized and
compared and used in future research in several fidldgudy. Another series of
studies on culture is done by Shalom Schwartz. As mosteotultural theories, also
Schwartz’s studies have the origins in Hofstede’s stG@dhyartz 1992: 1). Schwartz’'s
study concentrates on values. He defines values by descfilze different features
they present. According to Schwartz and Bilsky (1987) 8adues are (1) concepts of
beliefs, (2) they pertain to desirable end states orviaha, (3) transcend specific
situations, (4) guide selection or evaluation of behavioureaedts, and (5) are ordered
by relative importance. Thus they present the desired ¢joatisndividuals have that
guide them in their lives. Schwartz studied values inrom@énd out how these values
are affected by individuals’ social experiences and h@alues effect behavioural
orientations and choices they make. In addition he studikees in order to see what
the cross cultural differences in them are, how thesereiifées are caused, and what
their effects are. The point of view of cultural differentethe one which is considered
most significant for this study. (Schwartz 1992: 1-2)

Schwartz and Bilsky (1987) first constructed a theory ia finst study on values
andidentified that values are representations of threestgaivrequirements of human
existence: biological needs, interactional requirements ferpgatsonal coordination,
and societal demands for group welfare and survival. 8&thviurther developed the
study between 1988 and 1992 by looking at the universdlityalnes and the cross
cultural differences in them. He conducted a large sume$8 different countries,
including both Finland and Italy, in order to find out whiake the truly universal
values. Based on these two studies all together ten differ@aersal values were
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finally identified: power, achievement, hedonism, stimulatioself-direction,
universalism, benevolence, tradition, conformity, and sgcufSchwartz & Bilsky
1987, Schwartz 1992: 18, 37)

Power and achievemenshare several common characteristics. Power presenissva
that are connected with social status thus authority antdgeesich as wealth, whereas
achievement can be defined by individuals’ believe ingrealssuccess and ambition.
The main difference is that power values highlight moeeatttainment and preservation
of power whereas achievement emphasizes the constanpetence in human

interaction. (Schwartz 1992: 8-9, 1994: 22)

Hedonismis the common term presenting the values related to pleasdreensuous
gratification for an individual. It simply describes theued connected with satisfying
the needs of oneself. Examplesof valuesare enjoyingridgokeasureStimulationis the
set of values that derive from the need for excitemeelty and challenge in life. It
describes the belief of individuals that there has to betiarian life in order for it to
be stimulating. This set of values shares common chasditie with the one oself-
direction which consists of values that emphasize independent thargh action-
choosing together with creating and exploring. (Schwar®219-8, 1994: 22)

Universalismdescribes the values that people have towards the umigeds how it
should be treated. Such values are connected with unu#irega appreciation and
tolerance together with protection of the welfare of the usevehus all people and
nature. Examples of values are equality and broadedif@enevolencshares to some
extent the same values with universalism. It consists of yaha are connected with
preservation and enhancement of welfare but insteachigénge, it concentrates on
people that are in closer personal contact with an ieha®. Examples of values are
honesty and loyaltyConformityon the other hand shares some common characteristics
with benevolence. It can be described as the ability totr@lorone’s actions,
inclinations, and impulses that could be upsetting or harmirgghers or even violate
the social expectations or norms that exist. Like beneve]eso conformity is more
concerned of people that are closer to the individual. Ebemrgd values are politeness
and obedient. (Schwartz 1992: 9-13, 1994:22)

Values related téradition come from groups in which the individuals belong toegeh

groups share customs and traditions that are valued byneamber. Tradition values
can thus be described as respect, commitment and aczepihmhese customs and
ideas that are given to the individual usually by the culture loves in but also by
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religion. Examples of values are humble and devBaturityis the last set of values
and it can be defined as the pursuer towards safetyongy and stability of society,
relationships and oneself. Examples of values are natsatarity, social order and
clean. (Schwartz 1992: 9-10, 1994: 22)

In the study, different scores were given to each coumitiya scale from one to seven.
Countries scored seven if that specific value was coresideighly important whereas
countries that scored one did not put importance in that vBlughermore Schwartz
used a multidimensional scaling procedure in order to bsettety the correlations
between the different values and their dimensions. Heuoted an even wider study
and finally discovered seven culture level value typeschvhwere furthermore
summarized into three dimensions, each answering to asrtemp issue in culture.The
seven values types were conservatism, intellectual autonaffegtive autonomy,
hierarchy, mastery, egalitarian commitment and harmonhw@&dtz 2001)

Conservatism, intellectual autonomy and affective autontmggther form the first of
the three dimensions, the embededness versus autonoragsibn. This was created
by Schwartz in order to answer a basic issue that csltooafront — the relation
between an individual and a group. Thus it shares comoi@racteristics with
Hofstede’s individualism versus collectivism dimension &IdOBE’s in-group and
institutional collectivism dimensions. Conservatism presents ther gible of the
dimension by describing cultures in which an individual is seamly as a part of a
group participating in a shared way of life, and identifyargeself with the group. In
these cultures the emphasis is on the maintenance of gtetuwnd in avoiding actions
that might harm the group or its traditional order. The rogide of the dimension
descries cultures that present the opposite set of vatutteese cultures individuals are
seen autonomous entities who are entitled to pursue theiimerests and desires. The
two different value types within this present the two typesuwtbnomy. Intellectual
autonomy looks at the intellectual interests such as cuwriasidl creativity whereas
affective autonomy highlights the experiences in life saglpleasure and exciting life.
(Schwartz 1999: 26-27)

Hierarchy versus egalitarianism is the second dimensiontasdormed by identically
named value types. This dimension resembles Hofstedaerp dimension and
GLOBE's Schwartz stated that this dimension answers to enbé#sic issue that all the
societies encounter which is to guarantee responsibleribeh®y its members. People
in different cultures understand the right and responsgdt@\aour in other ways. One
pole is presented by hierarchy value type which is a cuituwehich right behaviour
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respects the power relations existing in that culture. Todwep is often distributed
unequally and it is seen acceptable by the membersbtditture. The opposite side of
this dimension is egalitarianism. In these cultures the menaberseen as equals who
voluntarily cooperate in order to bring welfare to themseked others. Freedom,
honesty and equality are highly valued in these culty8shwartz 1999: 27-28)

The third dimension, mastery versus harmony, comes finendentically named value
types. This dimension answers the third basic issueadétges which is the behaviour
and relation the members have with the natural andlssoidd. Cultures that present
the mastery side of the dimension believe that individualsldmaster and change the
world constantly in order to assert control. This is usudfiye through active self-
assertion, by being ambitious, competitive and daring. Tpposite values are
presented by harmony value type in which the members afilture are willing to
accept the world as it is. This emphasizes the unity vatbra and the fitting into the
environment. (Schwartz 1999: 28)

3.4. GLOBE study

GLOBE, the research program on Global Leadership arghrirational Behaviour

Effectiveness, was originally started in order to studydéeship effectiveness and
organizational culture. The project was started in 199litatoebk a wide view on the

existing leaders and their behaviour. All together GLOBHected and analyzed data
from 17000 managers from 951 organizations in 62 soci€files project has been
divided into phases that each give new results and insightseomatter. The main

phases and the most important ones regarding this stediefirst two phases. In the
first phase of the study the authors wanted to develop thiere@gearch instruments that
would be needed in order to assess societal culturdead@rship. Furthermore the
second phase, based on the results in the first onéedneme dimensions of culture
which consisted of nine core attributes of societal amggrozational cultures. These
dimensions are further presented in the next chapter. GL6&tBdy has been very
successful despite its young age. By the year 2004 thare 100 articles and book
chapters had referred to the study. (House et al.: 3)04ouse et al. 2010: 113)

The GLOBE dimensions were created in the second phate cftudy. All together
scores on a scale from one to seven for 62 societies gien for each dimension. In
addition based on these scores the societies were dintedlusters. House et al.
(2010: 117) state that he dimensions of GLOBE have tusnetb be useful tools alsoin
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international advertising reseatThe main style in which these dimensions e

created was that thewere based on earlier cultural studies and combined pre
studies on cultureThis can be seen in the dimensions as they share col
characteristics with several other cultural theories. Onéheiclearest references

Hofstedk’s study which is present in several GLOBE dimensiche authors of
GLOBE created all together nine different dimensions tha¢reaval the aspects th
GLOBE considered significant in a culturThe nine dimensions were: uncertai

avoidance, power istance, institutional collectivism, -group collectivism, gende
egalitarianism, assertiveness, future orientation, perfacmarientatior and humane
orientation.The dimensions are presented in tenumber two(House et al. 2010: 1-

118)

For each dimension GLOBE identified two types of scavas,to describe the practic
in a culture and another one to describe the value inltare. The main differenc
between these two scores was that the first one showedttre@behaviou in a certain
dimension by a certain culture whereas the second @sedbon values, showed t
desired behaviouin a culture. For this study ttbehaviouralscore is more importal
since it shows the actual actions of a cul (House et al. 2010: 1117718)

Table 2. GLOBE nine dimensions of culture. (House 2010:

—
Dimensions

Performance The extent to which a community encourages innovation,
Orientation high standards, excellence, and performance improvement
Uncertainty The extent to which a society, organization, or group relies on
Avoidance social norms, rules, and procedures to alleviate the

unpredictability of future events
In-Group The degree to which individuals express pride, loyalty, and
Collectivism cohesiveness in their organizations or families
Power The extent to which a community accepts and endorses
Distance authority, power differences and status privileges
Gender The degree to which a collective minimized gender inequality

Egalitarianism

Humane The degree to which and organization or society encourages
Orientation and rewards individuals for being fair, altruistic, friendly,
generous, caring and kind to others
Institutional The degree to which crganizational and societal institutional
Collectivism practices encourage and reward collective distribution of
resources and collective action
Future The degree to which a collective encourages and rewargs
QOrientation future-criented behaviors such as planning and delaying
gratification
Assertiveness The degree to which incividuals are assertive,

confrontational, and aggressive in their relationships with
others
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The dimension ofuncertainty avoidancelescribes the level to which members of a
culture rely on established social norms, rituals andduaratic practices and thus they
fight the uncertainty. It has been widely studied in &lostience literature and thus
been interpreted in several different ways. It was alesgnt in Hofstede’s study.
Countries that score high on this dimension often cregit@led strategies, plans and
procedures and they do not tolerate rule breaking wkeceuntries that have low
scores take things in a more flexible manner with simplegages and adaptable
strategies. (House et al. 2004: 602-618, House et ). 207-118)

Another dimension that shares a common scope with Hofstéitkeension is the one of
power distancé&lobe study defines this dimension as the extent to wheshbers of a

society expect and agree that power should be dividedcathdrity and status should
be endorsed. Countries scoring high in this dimension higvarchical structures in the
society and the communication is mostly from top to bottamow power distance

countries on the other hand the status is less valueds theless structure and
communication is considered both ways where everyon@&soopis respected. (House
et al. 2004: 536, House et al. 2010: 118-119)

The dimensions aohstitutional collectivismand in-group collectivisnboth look at the
way the members see the importance of collectivebehavimstitutional collectivism
highlights the importance of dividing resources and the ne&iwg of collective action
whereas in-group collectivism emphasizes the level aepioyalty and cohesiveness
that an individual expresses in groups such as family dk a@anization. Also both of
these dimensions share common ideas with Hofstede’s diomeiof individualism.
However, Hofstede’s study concentrated mainly on theessthat in GLOBE study are
present in in-group collectivism dimension. Thus countriéh Wigher scores in in-
group collectivism are more likely to identify themselves throtheir families whereas
countries with low scores are less interested in identifyingmselves through
collectives and see themselves as individuals. Anothet pbinew to the collectivism
dimension is the institutional one where countries that havegherh score in
institutional collectivism are more eager to emphasize grouprpgance and rewards
whereas low scored countries are more interested in indiviewards. (House et al.
2004: 453-454, House et al. 2010: 119)

The dimension ofgender egalitarianismshares common insights with Hofstede’s
masculinity/femininity dimension. GLOBE defines its dimensiortwo ways. First it
describes the degree to which the gender role diffeseae being minimized in the
society and second the extent to which women in the sosheiyld have the same
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opportunities as men. Countries that score high on thierdion often have more
women in important positions and both genders sharemanon level of education.
Countries that on the opposite score a lower value haer f@amen in significant roles
in the society and women were also generally less estlidchtn men. (House et al.
2004: 343-344, 359, House et al. 2010: 119-120)

Assertivenesss another dimension from the study which takes a clusgk at the
relationships that the individuals share in a society. Moreifspat describes the extent
to which the individuals are assertive, confrontational andresgive in their
relationships. Although it is not as clear as in the dimensiagender egalitarianism,
also this dimension is developed based on Hofstede’s tmagcudimension.
Assertiveness takes a closer look on the values in ago8imtieties that score high on
this dimension value tough, dominant and assertive behawibareas lower scores
come from societies where cooperation and modesty i®dala addition high score
societies look at peoples’ actions more than their beidg@m score societies tend to
have sympathy for the weak. (House et al. 2004: 3%-440, House et al. 2010: 120)

The dimension ofuture orientationis the level to which the members of a society are
encouraged and rewarded for future oriented behawogh as planning and investing
in future. It studies the way societies see time and aregthe relationships between the
different temporal frames: past, present and future. il dimension, societies that
report high scores are more future oriented. Theset®scere more eager to save for
the future and they see gratification as something that camtiedime through long-
term success. On the opposite, the societies that scorm lhws dimension are more
willing to spend now and they see gratification as somethingsti@uld be here and
now. (House et al. 2004: 282, 285, 301-302 House 20&4D: 120-121)

Performance orientatioris a dimension that shows the level to which a society
encourages and rewards its members for innovatiorellerce, high standards and
performance improvement. This dimension presents a m&ght on culture that most
of the earlier studies, including Hofstede, have not nredsCountries that score high
scores in this dimension value training and development@andrd for performance.
They emphasize results over people and prefer directeapticit communication.
Countries that have a low score in the dimension, presenipjosite angle. They value
relationships and harmony and emphasize seniority andrienpe. In addition
ambiguity in communication is valued. (House et al. 289, 243-245, House et al.
2010: 121)
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The last, ninth dimension is the onetafmane orientationThis dimension describes
the degree to which the members of a society are ergemirand rewarded for fair
altruistic, friendly, generous and caring behaviour. Ttmgsdimension takes a closer
look at the human nature in a society and whether itrisidered good or bad. Societies
that have higher scores in this dimension are more hunuwaisnted. These
societiesvalue love, kindness and generosity, and thesidewnothers more important
than themselves. Low score societies on the opposite, eorsetf-interest important
and see everyone responsible for themselves andofemg their own personal
problems. These societies can be described as morentgosocieties. (House et al.
2004: 569-571, House et al. 2010: 121-122)

Both Finland and Italy were also part of the GLOBE stuttyctv all together studied in
its first and second phase 62 different societies. Aststatfore to all of these societies
the study presented two types of scores for each dimrerssgxore for society practices
thus the way the society is, and a score for socialyeg thus how the society should
be, the desired score. As a part of conclusions thay stefined country clusters in
which it placed the different societies based on the sctvey reached. The study
formed clusters in order to facilitate the comparison ofeckht countries. When
studying culture the acknowledgement of one culture’'s adaristic is often not
enough but instead the research should always compé&eeedif cultures. In addition
the clusters of GLOBE are also significant for internaticadertising research. As
House et al. state (2010: 124) clusters give informatiordbas which working with
different cultures can be lifesaving. Also in advertising psees these clusters can help
the companies in their decision making. For example in cdegrtinat share a common
cluster more standardized advertising can be useplird-inumber four presents the
different clusters formed in the GLOBE study. (Housd.e2@04: 178-179, 190, House
et al. 2010: 123-124)
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Figure 4. Country clusters of GLOBE study.

The division done by GLOBE research formed ten diffedusters: Southern and
Confucian Asia, Latin America, Nordic, Germanic, Latingd &astern Europe, Middle
East, Sub-Sahara Africa and Anglo. Italy was categdrizehe cluster of Latin Europe
whereas Finland was in the cluster of Nordic EuropéinlEaurope cluster consisted of
countries that shared an influence by Roman culture. idl&drope cluster has its
origins in the formation of Scandinavia and the countriethéncluster share common
Nordic features of culture

3.5. Summary on cultural theories

Hofstede, GLOBE, and Schwartz all gave their own insight&loat are the dimensions
that together form a comprehensive description of a culfline. theories all share
common insights and can be compared between eaeh Gthly one theory is often not
enough to provide a thorough description of a culture Iinéiecause all theories can be
discussed and criticized in their nature. Hofstede's stualy reached far most the
largest amount of criticism. This is mainly due to the wideafshis theory and the way
in which it has turned into the most referred culture thé@orhe academic literature.
Hofstede’s study has been criticised thus for severabores. To start with,
academicians state that five dimensions are few to degwoperly a culture and some
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important dimensions might be missing. In addition the agihefdata is questioned
since most of it was collected between 1968 and 197¥stétle’s study also
concentrated mainly on work-related behaviour and gadunel thus the transfer to other
areas such as national cultures in general can be misle&diagddition although the
study included several countries many important countridscaltures were not part of
Hofstede’s study. (Okazaki et al. 2007: 505)

Although Hofstede has reached far most criticism, thereaks@ reasons why it has
become the most referred culture study. The use efdimensions has made the theory
easy to use and modify based on the study in which ied. udthough five dimensions
might be few, they give an insight to culture which furthemenenables for example the
comparison between different cultures. In addition, evefstdde himself recognizes
that there might be other dimensions that he did not findvader, Hofstede’s study
remains one of most thorough study, including both empiacd theoretical data, on
culture although it did not include all cultures and countriéso ghe fact that Hofstede
studied IBM employees did not mean that the values andndiores would be more
related to work than national culture. In fact, the employé&éispeesented different
cultures and reflected their answers based on them.

Schwartz’'s study and the GLOBE study have not reacheddme level of criticism
that Hofstede’s dimensions have. This is mainly because ttheories are less used.
However the studies have been compared between eaehiotlbrder to study the
similarities and the main differences. The comparisons igiegesting insights on all
theories and help their use in analyses. First of all thdiestican be compared on a
general level. For example Hofstede’s and Schwartzdiegupresent an older study
period whereas GLOBE study was mainly conducted irl888s. In addition whereas
Hofstede studied IBM employees, Schwartz studied teacmerstudents, and GLOBE
business managers. This gave a vast viewpoint on differesenters of a culture and
affected the creation of dimensions also.

In addition to general level comparison, the dimensionsdf study can and should be
compared on a more profound level. Figure number filescribes the main

relationships the different dimensions of each theoryeshath each other and how
they together help to form a description of a national celtsurthermore both Finland

and Italy will be further analysed through this figure.
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Figure5. Cultural theories and their relations between each

The different dimensions from each study were i compared by looking at what the
dimensions have in common with each otfBy doing this,the dimensions th:
describe the same kind of aspects of culwereput into same groups. Overithree
different groups of dimensions were crei. The division was done based ¢
Schwartzs dimensions since it provic awide overview on different aspects of cultt
with the total of only three dimensions. Dimensions fromOBE and Hofstede’
studies were first analyzed by describing what aspectslire eac of them describe
and then furthermore matched with Schwartz’'s dimensiThe following analysit
presents these different divisions of dimensions and agpkess to Finnish and Italie
culture.Both Finland and Italy were a part of all three culturudies and thus ha

scores for the different dimensio

Mastery/
Harmony



Italy is a Mediterranean country with a population rate58f million people. The
northern part of the country is a developed industriakaghereas the south is poorer
and agricultural. One of the most important part of thdiatiaeconomy is the
manufacture of high-quality consumer goods and onéhefmost important export

commodities are textiles and clothing. (World Fact Book a)

Finland is a Scandinavian country with 5.2 million inhabitalisseconomy is highly
industrialized and the most important economic sector is mauoufag - principally
wood, metals, engineering, telecommunications and electramicistries. Forestry has
been a key factor for Finland’s economical success ipdse Today however the main
export commodities are high-tech products such as mpbdees, Nokia being one of

the leading companies in the industry. (World Fact Book b)

The first group of dimensions is formed by Hofstedgiewer distance, and
masculinity/femininity, GLOBE’s power distance, genderliégaanism, assertiveness,

performance

orientation,

orientation, and

Sttsva

hierarchy/egalitarianism. All these dimensions present diffeespects in cultures
towards power and equality between individuals. The scdmresach dimension for

both of the countries can be seen in table number three.

Table 3. The scores for Finland and Italy in the first grouplioiensions

Cultural study | Dimension Finland Italy

(scale)

Hofstede Power distance 33 50

(1-100) Masculinity/Femininity 26 70

Schwartz (1-7) | Hierarchy 2.03 1.69
Egalitarianism 5.26 5.57

GLOBE (1-7)

Power distance As is/Should be

4.89/2.19 43/3.47

Gender egalitarianism As is/Should be 3.35/4.24 3.24/4.88
Assertiveness As is/Should be 3.81/3.68 4.07/3.82
Performance orientation As is/Should be 3.81/6.11 3.58/6.07
Humane orientation As is/Should be 3.96/5.81 3.63/5.58

The main differences between Finland and Italy are seefofstede’s scores. Finland
is seen clearly as less hierarchical country with so#ierirfine values whereas Italy
presents a higher power distance and high level of utiagg. However, GLOBE and
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Schwartz scores put the countries closer to each otdegvaam give both countries the
opposite characteristics. Italy presents a slightly drigbcore in GLOBE’s power
distance and assertiveness, but Finland gets the highex & Schwartz’s hierarchy
dimension. In addition Finland's scores seem to highlighit galues in humane
orientation and femininity, although performance is also guigortant. The ‘should
be’ scores of GLOBE for both countries are the closess ¢hus the ideas that the two
cultures have about an ideal society are similar. Asramary it can be said that both
countries value equality and low hierarchy but in Finnishuoe it is more clearly
already present. Although Schwartz’s score for hieram@sylts low, Italy’s scores
related to power still show that the country respects hisicaicdifferences.

The second group of dimensions is formed by Hofstett@la/idualism/collectivism

dimension,

GLOBE'’s

institutional

collectivism and

in-group cdlilgsm, and

Schwartz’'s embededness/autonomy dimension which ¢en®$ conservatism,
intellectual autonomy, and affective autonomy. All these dimessghare common
insights since they describe the relationship individual® Heetween each other. The
scores for both countries are presented in table nuraber f

Table 4. The scores for Finland and Italy in the second grougiroénsions.

Cultural study | Dimension Finland Italy
(scale)
Hofstede Individualism/ 63 76
(1-100) Collectivism
Schwartz (1-7) Embededness/Autonomy  Conservatism 3.84 | .28 3
Intellectual autonomy| 4.62 4.60
Affective autonomy 3.51 2.95
GLOBE (1-7) Institutional  collectivism 4.63/4.11 | 3.68/5.13
As is/Should be
In-group collectivism AS 4.07/5.42 | 4.94/5.72

is/Should be

In Hofstede’s study both Finland and Italy are congidendividualistic countries. In
GLOBE study Finland results higher scores in institutional collsctiwhereas Italy’s
score is lower. In in-group collectivism however, the caesthave closer scores. In
Schwartz’s study the countries have scores that caralsonsidered similar. Based on
all the scores the countries can be defined mainly individigaliBhe countries both
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share some characteristics related to collectivism but the ssa@me mainly all
presenting the individualistic side of each dimension.

The third group of dimensions is formed by Hofstede’seutainty avoidance, and
long/short term orientation, GLOBE's future orientation, amtentainty avoidance,
and Schwartz’s harmony, and mastery dimension. All tidesensions are related to
the way the individuals see themselves in the world amdthey behave related to that.

The scores for both countries for each of these dilbessire presented in table number

five.

Table 5. The scores for Finland and Italy in the third grougliaiensions.

Cultural study | Dimension Finland [taly

(scale)

Hofstede Uncertainty avoidance 59 75

(1-100) Long/Short term orientation 41 34

Schwartz (1-7) | Harmony 4.54 4.80
Mastery 3.63 4.08

GLOBE (1-7) Future orientation As is/Should be 4.24/5.07 25/83.91
Uncertainty avoidance As is/Should be 5.02/3.8% 3.79/4

Hofstede’s study presents the countries as high ontandy avoidance and short term
oriented. Based on Schwartz’'s study, both countries deewalue harmony over

mastery. In GLOBE study, Finland is seen more futurentete than Italy but Italy

seems to value future orientation more than Finland. GLGBHEY also valued the
uncertainty avoidance and these scores are not cohergm Hofstede’'s. Whereas
Hofstede gave lItaly a higher score, GLOBE study akage the opposite. In GLOBE,
Finland has a higher score than Italy. However, wbeked at the ‘should be’ scores
Italy values more uncertainty avoidance than Finland.ditierence between these two
studies can thus be explained through the different asddbts scores of GLOBE.

Overall based on the discussion done, summaries fibr dmuntries can be drawn.
Finland is a country that is characterized by feminineesaland individualism. The
culture values harmony which also presents a feminine vAh@her feminine value is
the high score humane orientation, especially for the ldhoel score. Finnish culture
also values performance which can be seen in worlsemabl life.

4
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Italy is @ more masculine country which however values f@sonine values to some
extent. The culture is also characterized by higher padistance thus the people
experience some kind of class differences. Like Finnalp Italian culture is

individualistic and it in addition values harmony. Italy alsdues highly future and

humane orientation although these values are not direglyis the culture.

3.6. Summary of the theoretical framework

Chapters two and three described and studied the nmeonetical issues of this study.
In order to form a clear background for the empiricaitfoth studies related to

international advertising and national culture had to begmted. Based on these two
chapters a short summary can be drawn before fucthrgmuing to the empirical part

of this study, and to the testing of these theories.

Issues related to international advertising standardizatiom@aotation were presented
in order to show how the dilemma has been created. Peegiadies were presented
which all provided valuable advantages and disadvantddestiooptions. Furthermore

consumer response to advertising was studied throughas@vevious studies. Figure
two presented the framework created based on the disnusTheories on national
culture concentrated on creating different dimensiorcultfire for better description of
a national culture. The different dimensions of the thrdei@l theories by Hofstede,

Schwartz and GLOBE were presented. Each study prdvideir own dimensions

which were further compared with each other. Based isrctimparison figure number
five was formed. The theoretical framework for the &gl part of this study can be
created by integrating figure number five into figure hemtwo.

Figure number five presented the description of nationélireul This national culture
has a significant role also in figure number two as it ®arpart of the consumer as a
reader. Culture is considered as one of the most impgréatg shaping the consumer
on a profound level. Thus its role in the interaction betw# consumer and the
advertisement should also be significant. Both Italian and igfincultures were
described in order to see how they affect the way tinswuoers from both countries
respond to advertising. This in fact, will be studied mdoeaty in the empirical part of
this study.
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4. RESEARCH METHODOLOGY

When conducting a research, an important phase is theecbibresearch design. The
most relevant choice is done when considering the choiwveebe quantitative and
qualitative study. Quantitative study methods are mostly useth whe focus is on facts
and the emphasis is on testing and verification of an .ifQualitative study on the
other hand is more concentrating on understanding ancialipehe understanding
from respondent’s point of view. In addition in qualitativiesdses information is

collected through interviews whereas in quantitative studiestgpnnaires are used.
(Ghauri et al. 2005: 109-111)

This study will be conducted as a qualitative study. Qual@athethod was chosen
because of the nature of the information that should bectetl in the empirical part of
the study. Consumer response is a wide and ambiguauemothus quantitative
methods would not be suitable to collect the right kind of datee study aims to

understand the responses of the recipients for cerdammercials which requires more
in-depth methods. Questionnaires would not be enough im trdeally understand the
opinions and responses that the chosen participants haaeliregthe commercials.

Thus the choice of qualitative method seems natural andrevid

Furthermore the method to be used is focus groupsusFgooups are a form of
qualitative research which shares characteristics with anédhm, interviewing. Thus
focus groups are a form of group interviews which amedocted in an unstructured
way within a small group of respondents. (Malhotra 19B49) Focus groups were
chosen for this study because of the information thatbmameached within these
discussions. Focus groups are also often used to testiashg messages or concepts.
(Daymon & Holloway 2002: 188) As stated before, thestoner response is not an
easy variable to study due to its ambiguity, and qualitathae unstructured method
seems to be the most suitable one. Focus groups allovesbarcher to change and
create new questions while the interview proceeds. Thiss lbbp researcher to gain
more in-depth information which furthermore helps the esscof answering the
research problem. Focus groups and overall the datztiatigprocess will be presented
in more detail in the following chapter.
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4.1. Data collection

As stated in the previous chapter focus groups will legl us this study as a source of
data. Overall there are several issues to consider wiretucting a focus group study.
Morgan (1997) identifies five different stages: planningcruging, moderating,
analysing and reporting. The planning stage is about tepamtion before the
interview. Focus group interviews should always be a#lyeplanned. In the planning
process variables such as location, environment, progednd the nature of the group
will be chosen.

A focus group is usually formed by six to ten particigaritoo small group does not
give enough insights to a matter whereas too large gralieagily be too noisy and
this way difficult to analyse. In addition too many particiggacan lead to a situation
where only some of the participants are discussing aedothers remain silent.
However, the size of the groups should always be caresid=refully in order for it to
suit the study they are used for. For this study a fgrosip of six persons seems
suitable. Six participants will give enough insight on thgesattbut it will also enable a
deeper level of discussion which will help the data analysiaddition to the number
of participants, the number of focus groups needs tmbsidered. Usually three to four
focus groups are being organized, in order to gaingmnaolata. In this studyhowever,
two focus groups was seen as a suitable number. Qg gvould present Finnish
culture whereas the other would present Italian culture. ridmber of groups was
chosen due to the resources available and the nattines aftudy. One focus group for
each culture will give enough data for exploratory study amabssibility to further
develop the study in the future. (Daymon & Holloway 20020-192)

In focus groups participants and their characteristicuilgl also be carefully planned.
The focus group should either be heterogeneous or gemeous, depending on which
one is the more suitable one for the study. Homogengmugps are more commonly
used. In these groups the participants have somethingpnmmon. These can be
experiences, work positions, age, gender etc. In heteemys groups on the other hand
the participants all differ from each other. For this study fibcus groups will be
homogeneous. As in many cases, the groups are fdmgnpdrticipants who have both
similar and different characteristics. The similarities easectilmemunication whereas
the differences bring different insights to the discussiothis study the groups will be
formed by university students. Both female and male gdpatints will be chosen in
order to study also how gender affects the consumgronse. A more detailed
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presentation of the participants can be seen in table nisnbdbaymon & Holloway
2002: 190-192)

Table 6. Description of the participants of the focus groups.

Focus group 1: Finland Focusgroup 2: Italy

Participant| Age | Gender Field of studies Participage | Gender| Field of studies
1 24 female | Business 1 24 male Finance

2 28 male Business 2 24 female Language

3 28 male Business 3 23 fema‘e Management
4 26 female | Business 4 22 male Economics

5 27 male Business law 5 24 male Economics

6 27 female | HRM 6 26 female Finance

A total of 12 participants were thus chosen based on natjoaad national culture,

age, and gender. Six participants were chosen to preaeh culture. The age of the
participants varied from 22 to 28 years and they predediféerent fields of study.

However most of participants were business students.|t@8han participants were

Erasmus exchange students and had stayed in Finlana foaximum time of six

months.

Another issue related to the organization of focus graaifise choice of environment.
The environment should be neutral but also familiar to s@xient. A neutral
environment facilitates the discussion and the familiarity ofo@ation helps the
participants to feel more relaxed and free to express dpaiions. For this study the
environment will be a room from the university’s librarjhi§ was chosen because of
the characteristics of the participants. A room at theeausity will be both neutral and
familiar to them. The room was chosen based on theasdéhe possibility to show the
commercials. Thus the room will be big enough to seahalparticipants comfortably
and there is a screen in order to show the commerciadssaie space will be used for
both groups in order to create a similar situation which fumbee helps the analysis of
the data. (Daymon & Holloway 2002: 194-195, Malhotra 19%®-151)

In addition the focus groups should be either recordeddeotaped in order to further
analyse the interview even after the actual situation. dtwesfgroups for this study will
be videotaped. Videotaping was chosen because of thee déda it provides. By only
recording the focus group, the data analysis would bee rooallenging. It would be
more difficult to clearly understand which participant is tadkiand much of the
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information could be lost. Videotaping instead enables ¢searcher to see even the
expressions and nonverbal communication that the pariisipase. These can be
critical facts when looking at the results of the study.tkisrstudy the videotaping will
be done non-stop for the whole duration of the foausig One camera will be used
and the video camera’s position will not be changed duttie focus group. This was
mainly chosen in order for the participants to get as cdalfla as possible when
filming thus easing the discussion and communication. (Day&dtolloway 2002:
194-195, Malhotra 1999: 150-151)

In addition the choices for commercials will be carefully pkth As stated before the
advertisements used in this study will be television comialercThe commercials will
mainly be chosen based on their level of standardizatrmh adaptation. First a
standardized advertisement is chosen. This is done leeoétise wider availability of
standardized commercials, but also in order to find comialerthat can be showed to
both Finnish and Italian participants to make the analysisenvalid. When the
standardized commercials will be chosen, an adaptedrtzging will be looked for.
This adapted advertisement will be chosen based on itsodemity with the
standardized advertisement. This will mainly mean the sinyilariproduct category, or
a common advertising style used in the advertisementagéther ten different
commercials will be chosen for both groups.

4.2. Data analysis

The data from focus group interviews will be the main sewf information in the
empirical part of this study. The data received from teg$ groups will be analysed
by linking it to the theoretical part presented in this stiltyspecific programs or tools
will be used in the data analysis. Instead the data will byzed by the author based
on the conclusions and the frameworkcreated in theréhieal part. The contents of the
discussions will be carefully examined by looking at the datd deciding how it
implicates to the study. This requires detailed analysiseofiita in order to find the
meaning behind it. In practice this means the analygiseofontent of the focus groups.
(Stewart & Shamdasani 1990: 105)

The data analysis can be divided into different partst &irall the commercials that are
used in the focus group interviews are analysed. Thislone in order to better
understand why these certain advertisements were chosewhat aspects they bring
to the interview. Furthermore the focus groups will beys®al. This is done by looking
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at each focus group at a time. The results are prestmtedch commercial and more
importantly the analysis will focus on interaction betweea participants and the
commercials, and in the creation of meaning. Culture laow it appears in the
responses will be looked at carefully. In addition the intemacwill be studied by
looking at which level of interaction is created between tl@sumer and the
advertisement. The analysis is done based on the difiewermercials. This means that
for example the response to adapted commercials witlobgpared to the response to
standardized ones. This is the most important part addteeanalysis since it forms the
basis of the conclusions of the study. The different mesg®and the levels of them that
the consumers from different cultures give to different ethesment are carefully
analyzed in order to provide information how all thesetdrs effect the process and
whether or not the theories should be further used indistudies.

4.3. Reliability and validity

Reliability and validity are issues that should be carefulBlieated in terms of quality
and credibility of a thesis. Reliability describes the extent tehvthe findings of a
study are consistent. By this is meant that the resultstfdy should be as identical as
possible regardless of who is conducting it. Validity ondtieer hand looks at the study
by evaluating whether or not the study actually measures ivis supposed to measure
by looking at the findings of a study. Validity can be eviddarelated to several
different issues depending mainly on the nature efstudy and its methodology. It is
especially important when conducting quantitative studiesuri®ers, Lewis &
Thornhill 2009: 156, 326)

In this study reliability and validity issues will be improvddough several details.
First of all the research process is carefully explaineddascribed in the methodology
chapter of this study, in order to make the processgaaast. Also the theoretical part
of this study improves reliability by explaining which theoryiged in the data analysis
and interpretation. Reliability and validity will also be relevant wite behaviour of

the moderator of the focus groups. First of all the omemuestion made by the
moderator is carefully planned and evaluated in ordeiitftw appear as neutral as
possible. An important issue is also the language used fo¢he groups. Cultural and
linguistic issues are relevant to both reliability and validiftya study since they can
affect the understanding between the interviewer and therieweses. In this study the
focus groups will be held in the interviewees’ mother tendthis way the interviewees
are able to express themselves better. The moderator fofctie groups is Finnish and
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has knowledge of both cultures, Italian and Finnish. Hether tongue is Finnish but
she also speaks fluent Italian. The fact that Italian is eptriother tongue can affect
the reliability of the study. However, to improve the relidpiand validity issues the
focus groups are videotaped and the participants are shksal 40 write down their
comments in order for the moderator to go back to timnoents and to be sure there
are no misunderstandings.

In addition the location in which the focus groups are argahis neutral in order for it
not to affect the results. Wrong location can affect trmulte significantly if the
interviews are conducted for example in crowded plaggs a lot of noise. As
mentioned before, the focus groups of this study will bd e university library’s
room which is considered neutral and quiet. Reliability ealitity are improved also
by the level of information the interviewees are given. ls #tudy this means that the
participants will not be fully informed on the actual subgdhe thesis in order for this
not to affect the results. The moderator will inform the ineamees that the thesis is
about advertising but the consumer response part cftldy will be kept secret. If the
participants would be informed that their responses arenthie issue in the focus
groups, they could change their behaviour on purposelmonsciously.

The interviewees of the focus groups themselves alsotdffe issues of validity and
reliability. First of all the participants in this study wereugg adults and university
students. This can affect the generalizability of theltesince they represent only a
certain group of people from that certain culture. Youngltadiend to be more
international and they travel more, thus the results catflet & the participants would
be for example middle-aged. In fact the Italian participargsalready abroad since the
focus groups are organized in Finland. However thetdimoe they have stayed in
Finland has not affected their cultural background. Intexhdthe fields of study that
the interviewees were studying can affect their respofseseen from table six the
main field of study was business. This can affect thelteesince business students
might have studied also marketing and advertising. Thus twmyd see the
advertisements from a different point of view than samewho has not studied
business.

Another thing affecting the reliability and validity is that mo$tthe participants also
knew each other. This can affect the results becausdtedtsathe setting of the focus
group. Participants that know each other can behavadliffieaent way than they would
if they would meet for the first time. However, behavioua group where participants
are familiar with each other might be positive for the resitise they could be more
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open to present their ideas. In a group of strangerspdhicipants could be more
reluctant to express themselves. The same issues afealgal regarding to the level of
acquaintance with the moderator. Some of the participargsv khe focus group
moderator before which can also affect the discussighergroup. In addition issues
related to the commercials should be considered significanehability and validity.
Since the commercials are from each country’s natiotelisgon the participants might
have seen some commercials before. The responsesnioeroials that they recall
seeing before might be different than they would haes lthey saw the commercials
for the first time.

All these different issues related to different aspectxathe reliability and validity of

this study. Each issue will be considered carefully whamdacting the analysis and
reporting the findings. Also the transparency will be highéghthroughout the study in
order to improve both reliability and validity. This way ttesults of this study can be
considered more significant and generalizable.
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5. ANALYSISAND DISCUSSION

The analysis will be conducted in this chapter by firgtlysing the commercials that
were chosen. Each commercial will be presented and/smthl and the justifications
why a certain commercial was chosen will be providedtheamore the focus groups’
results will be presented by describing in more detailrttementation of the groups
and the data that was collected. Finally the researcm@advill be presented based on
the analysis on the focus groups and the data collectednm

5.1. Analysing the commercials

As stated before ten different commercials were showtdth focus groups. In total
17 different commercials were chosen out of which thweee shown for both groups.
Those three were standardized commercials from PepsigKiand Volvo. The Pepsi
commercial (Appendix 1.) presented a scene in a pudrem young man is sitting next
to a beautiful young woman. The woman first rejects the wian he’s offering her a
drink. A moment after there is a news report stating thasgaroid is approaching earth
and that these are the last moments of their life. Thetemarggests no one to be alone
in a moment like this. This makes the woman jump on theandrthey fall to the floor.
Shortly after, the man is seeing arriving to a room witeeenews report had been
filmed. At the end the commercial reveals that the news treyaes organized by the
man himself with the help of his friends. The product, Pepshown only shortly in
the end. Throughout the commercial the language usEdgBsh and no subtitles are
used. The commercial presented mainly masculine vaiues it pictured woman in a
weaker role.

The commercial by Kinder (Appendix 2.) is advertising tipeaduct Bueno. It is also a
fully standardized commercial since it is spoken in Englisth @es not include any
subtitles. The commercial is directed to women. It shg@ang women in three
different situations; having French manicure in Parisindryheir hair on a yacht, and
enjoying a Kinder Bueno while a man is cooking. All thegaations suggest the
women to break boundaries.The commercial is clearlyeptegy individualistic and

feminine values. At the end of the commercial the prbitishown and women are
encouraged to raise the bar for indulgence.
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Volvo's commercial (Appendix 3.) was also standardizecbwelver, for this
commercial Finnish and Italian versions were founce Video was the same for both
countries but the audio and text had been translated foldahages. Although these
adaptations had been done the commercial could still bedsyad standardized. The
commercial shows a man wearing a black helmet sittim@ iVolvo. The Volvo
accelerates and the camera shows mannequins acting gedestrians walking dogs
further away, in the middle of the street. When the Volvpm@aching the pedestrians
the driver gets distracted by a naked man running on tleeo$ithe street. The driver
does not notice the pedestrians with dogs but the car bieakisself, and the
pedestrians are saved. At the end of the commer@aViivo’'s pedestrian detection
system, used in the commercial is shortly presentecsame other information is also
given. The commercial presented values such as secspibytive, and it also used
humour.

The other standardized commercials were by L'Oreal, Nigad, Neutrogena. A total
of four different standardized commercials by L'Oreal evehosen, two for Finns and
two for ltalians. The same commercials could not be useldth focus groups because
the commercials included some translations in the form obidgbor subtitles.
However, all four commercials can be considered statized and the presented a very
classic way of advertising beauty and hygiene produldte commercials used for
Finns were L'Oreal Paris Préférence hair colour ar@dréal Paris Men Expert Deo.
L'Oreal Paris Préférence commercial (Appendix 4.) inetuch French hairstylist
Christophe Robin who is used as an expert. The comah@rasents the colour and its
qualities compared to other hair colours. The commercigpaken in English and it
includes subtitles. The target audience for the commer@alamen and the value that
could be found from the commercial was individualism.

The commercial for L'Oreal Paris Men Expert Deo (Apperlixshows a scene form
an airport. Football player Michael Ballack is shown runningh® security check
where he is being stopped. He’s asked to lift arms andduthe check and the camera
concentrates on his dry armpits. The commercial goggesenting the deodorant and
its qualities and in the end Ballack is still shown with the demnttcsaying L'Oreal’s
slogan, because we’re worth it. The commercial is dubbe#8linnish and clearly
targeted to men. It also appeals to individualistic values.

The commercials by L’'Oreal shown to the Italians werered Paris Excell 10 hair
colour and L'Oreal Paris Men Expert Excell 5 hair coldoth commercials present a
classical advertising style since they both include a dgfeli’Oreal Paris Excell 10
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(Appendix 6.) includes actress Eva Longoria who prissehe hair colour and its
qualities. At the end of the commercial Longoria looks & ¢hmera and presents
L’Oreal’s slogan “Perché noi valiamo”, because we'@ttv it. The advertising is thus
dubbed in Italian and targeted to women, and it als@septs individualistic values.

The other commercial by L'Oreal (Appendix 7.), preséritethe Italians includes actor
Patrick Dempsey. He’s shown arriving to a table whegeoap of friends is waiting for
him. When he sits down the friends claim that somethirsgchanged in him but they
cannot tell what it is. The friends start guessing and me&wwie camera goes on
showing Dempsey colouring his grey hair. The commeragdlights the natural colour
of the product and the easiness of the use. At the erzhthera goes back to the table
where the friends still have not understood what has @whnghe change is not
revealed by the end of the commercial and Dempsey statde end “Un piccolo
cambiamento che fa la differenza”, a small change toemakdifference. The
commercial is clearly targeted to men and the Italiarsion is dubbed. It also appeals
to masculine values by highlighting how the colouring cé#’srinair does not affect the
masculinity.

The standardized commercial by Neutrogena (Appendixv8s) shown to the Finnish
participants since it includes Finnish subtitles. The langiageken are English and
Finnish. Also this commercial includes a celebrity, Vaaddsdgens, who advertises
Neutrogena’s Spot Stress Control products. Hudgensesksg directly to the camera
about her problems with spots. Shortly after, the pcbds being presented and its
qualities are highlighted. The commercial states that it svorl88 per cent of the cases.
Finally Hudgens is shown again and she claims to haweone less thing to stress. The
commercial ends with the product and information dmese to buy it. The values
presented in this commercial are individualism and high uncgrtauoidance. This is
seen for example in the way the commercial presents sicieasults.

The standardized commercial by Nivea (Appendix 9.) wlaswa to the Italian

participants because it was dubbed in Italian. The comnhetoavs two young men
getting up in different situations but highlighting that they bt a long, tiring night.

Both men put on Nivea Risveglio Express Gel Q10 and thaingstarts well. At the

end of the commercial the product is shown and the $io@en includes Nivea’s logo
and slogan. The commercial represents values suchassuhmity and individualism

since it shows success.
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The adapted commercials were naturally chosen sepafatddgth countries. For Finns
the adapted commercials included commercials by McDongédsr, Helmivaihtoauto,
and Bayer. For ltalians the adapted commercials werealbg4za, Kinder, Nivea, and
Fiat Fabbrica Italiana. The adapted commercials wereesohosa way that they formed
pairs with the standardized commercials in order to facilitaee ahalysis and
comparison. For example Fazer was shown to the Finmaditipants together with
Kinder Bueno because the both presented the same prgoug. This way the
comparison was enabled which was even used in thesdisoun the focus groups.

The commercial by McDonald’s (Appendix 10.) is adaptedrinnish audience. It
shows scenes on a bus where a group of Finnish ideedans are cheering. In the
next scene a man enters the buss and he is wearingeSwecke hockey shirt. The
group of Finnish fans turn to the newcomer and ask “Mdak&n?”, what is that. The
man dressed in Swedish hockey shirts shows a burgeareaweers “Euron juusto”, one
euro cheese burger. The crowd is wowed by the armuwkthe commercial goes on and
tells how the one euro cheese burger is back to McDanaltie commercial ends with
a screen with McDonald’s logo and slogan i'm lovin’ it. Té@mmercial is directly
appealing to nationalistic values with the help of humour.

The commercial by Fazer (Appendix 11.) is also adamtd€eirtnish market. It shows a
stem of lingonberryin Finnish Lapland during different seasby showing the plant
surviving in these conditions. When the lingonberry is lignavith berries the
commercial shows a text “Pohjola vaatii ja antaa”, noetpires and gives. Shortly
after the product, FazerLingonberry Milk Parfait choeol& shown with a phrase
“Suklaata pohjolasta”, chocolate from the north. The cencial ends with a screen
showing the logo of Karl Fazer Nordic Gourmet. The owrcial represents values
such as harmony and diligence.

Another adapted commercial for Finland is by Delta (Apped@.) advertising their
selection of used cars. The commercial shows a maenineg on a stage of a circus.
He is proudly presenting something by stating that it fese¢kral challenges; the
squeeze of a body builder, the crush of an enthusiasgineer and the rope pulling
with an elephant. The man goes on to presenting and bitgndirtain a Helmi second
hand car is revealed while the crowd applaud. The comaheends with a screen
presenting the logo for Helmivaihtoauto and by stating “@ats can trust”. The final
screen shows Delta’s logo. The commercial representssalich as reliability.
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Commercial for Bayer's product Priorin (Appendix 13)har care product, was also
adapted to Finland. It includes a Finnish celebrity, astténa Bjorklund who in the

beginning of the commercial is shown in beautiful natureaMvhile she talks about
her roots and how her home country gives her strength parseverance. The
commercial goes on to present the product and howrksnv&inally the camera returns
to the nature with Bjorklund and she is pictured holding toelyct behind her back.
The commercial ends by stating Bayer Priorin, and theaslégusi elama hiuksillesi”,

new life to your hair. The commercial is appealing to valugsh sas nature and
patriotism.

The commercials adapted to Italian audience included mme Eavazza (Appendix
14.), an Italian brand for coffee. The commercial shawsoup of men sitting on top of
the clouds, in paradise. One of the men has the flehmmagically gets healed. They
decide to celebrate this with a nice cup of coffee. Thieea$ praised and the brand is
pointed out.The main characters in the advertisement agbritigls. The advertisement
includes also humour and the main concentration is in thegdiea between these
different characters.

A commercial by Kinder for their product Kinder Cioccoléppendix 15.) is adapted

for Italians. It includes a famous female Italian TV-presemeo sits on an aeroplane.
A small girl comes to her carrying a koala soft toy. Theexplains how she feeds the
koala with milk because the koala is small and needs to grbw.girl herself eats

Kinder Cioccolato because she is already a big girl. AlsoMbrman reveals she has
eaten Kinder Cioccolato from when she was a little gire Tbmmercial ends with a
slogan saying “Il cioccolato che aiuta a crescere”, boealate that helps to grow. The
commercial is appealing to values such as health by stdtatgchocolate actually is
good for you.

Nivea also adapted their advertising to Italy. The comialefar Nivea’'s CremaViso
Q10 Antifatica (Appendix 16.), facial cream includes memslof Italian football team
AC Milan. The coach of the team is shown making a ptasen for the players about
Nivea's product. The commercial goes on to describe tbdupt and its qualities.
Finally one of the players is pictured and he commgrgsproduct. The commercial
ends with a screen showing the logo of Nivea and thegias. Values presented in the
commercial are success and individualism.

Fiat Fabbrica Italiana (Appendix 17.) has also creatédly adapted commercial for
Italians. It pictures a father holding a small baby girl teilihg her a story. The story
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tells about a company producing cars in Italy while expanthngughout the world.
This company will assure the future of this little girl and thther says that one day she
can pick the colour of the car. The commercial goes orexplain how Fiat
Fabbricaltaliana ensures the future of Italians by produltalian cars to Italians. The
commercial clearly appeals to values such as familyrduorientation and patriotism.

As stated before, the commercials were chosen in orderrtopairs. This was mainly
done in order to facilitate the analysis and enable the awopa The different
responses for standardized and adapted commerciakhdrata common factor such as
productcan be compared on a more profound level. piies that the commercials
formed and the common factors they share are presientaiole number seven.

Table 7. Paired up commercials for focus groups and the ptasen of the common
factors.

Focusgroup 1: Finland Focus group 2: Italy Common factor

Standardized / Adapted Standardized / Adapted

Pepsi / McDonald’s Pepsi / Lavazza Advertising style:
Humour
Kinder Bueno / Fazer Kinder Bueno / Kinder Product group:
Cioccolato Chocolate
Volvo S60 / Delta Volvo S60 / Fiat Fabbrica Product group: Cars
Italiana
L'Oreal Préférence / Bayer Nivea / Nivea Product group: Beauty
Priorin care

L’Oreal / Neutrogena L'Oreal / L'Oreal Advertising style:
(both standardized) (both standardized) Celebrity

5.2. Focus group results

The following chapters will present the results of the faguosips. The results will be
presented by describing the focus group discussion throggprting and quotations.
The quotations are used in order to make the results mhaseative. They give the
possibility to follow the interview on a more profound Ieand support the analysis.
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5.2.1. Focus group 1: Finland

The first focus group interview was conducted with pgodicts presenting Finnish
culture. As stated before, six participants were chosentlaa choice was based on
nationality, age, and gender. All of them also had taigersity students. The group
was formed by three male and three female studentsder tw study also how, if at
all,the consumer response differs between men and mohte first focus group with

Finnish participants were aged between 24 and 28 years.

The focus group started by short introduction to thgestibHowever, the exact subject
of the study was kept secret in order to avoid it affectivegresults. The study was
presented as a study on advertising. The focus grougevalicted in a way that one
commercial was seen at a time. After each commeraapé#nticipants were asked to
write down their first thoughts and reflections on the concrakr After this the
commercials were discussed freely in the group. Thdemator started the discussion
with a neutral question “What kind of thoughts did this commégive you?”. Since
the commercials were chosen in pairs, they were alsorshotihe same context. First
both commercials were discussed separately but furtmerthey were also compared
between each other.

For Finnish participants the first pair of commercialsvaiwas from McDonald’s and
Pepsi. These commercials were chosen because theydetthumour as advertising
style. They also advertised a similar product, grocehe adapted commercial by
McDonald’s was shown first. The participants all had clEammunication with the
advertisement and it was understood. The participants abte to read the
advertisement and the message it wanted to give. The pant€ipven recognized that
the advertisement was a part of a series of advertigemah the same theme, for the
same product.

The commercial by Pepsi was also understood by the pariisipThe reading of the
advertisement was thus successful to some extent. Thegertecdid not comment or
seem to pay attention to the language of the commercial. \Howthe participants

stated that the connection with the actual advertisement aratitrertised product was
not clear. For example one of the participants commentddstie recalled seeing the
advertisement but she could not connect it to the prodigs. Wwould suggest that the
final goal of the advertisement, the effect on attitudd &ehaviour might not be

successful. When the participants compared the two cocratgewith each other it was
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clear that the humour in the adapted commercial was semmefuthan in the
standardized one. One participant commented:

The first one | find more Finnish, a Finnish advertisemergodld imagine that the
humour of the first advertisement would appeal more to Finns.

However, overall dialogue was created between both conmatsesnd they were both
fully understood.

The second pair of commercials was Kinder Bueno aadrRahich shared a common
product, chocolate. The standardized commercial by Kinvdes shown first. The

advertisement received a lot of discussion and communicatiahthe advertisement
was understood which was seen from the comments. Aisadime the language of the
commercial was not commented. The participants commiefte example the

following.

| find it quite feministic. That you can decide not to cao#t buy a Bueno instead.

...it's like when you buy a Bueno you don’t have to bewséwife anymore. You can
live your dream.

The fact that the advertising is irritating doesn’t mean it's siccessful; it stays in my
head and subconsciously | could go and buy Kinder 8uen

These suggest that the advertisement was understoodhandt also affected the
participants’ attitude and even behaviour by stating thatdh@mercial stayed in their
minds. The participants clearly stated that based on thisneocial they could go and
buy the product. Fazer's commercial had also communicatfithnthe participants. The
advertisement was fully understood by the participants #ed discussion was
analytical. The commercial was commented for example

...It's a very Finnish approach; that you work hard anditlyeu achieve something.

When comparing the commercials the participants referrethriget audiences by
stating that the two commercials seemed to have differentsafgzer was seen more
directed to Finnish audience whereas Kinder's commewza thought appealing to
Americans.
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The following pair of commercials presented a commoodpet group, cars. The
standardized commercial was the Volvo commercial wheadapted commercial was
by Delta. Volvo’s commercial was shown first and it wlaes most discussed so far. The
dialogue was also very analytical and the participants disdugbout Volvo’s values. A
clear characteristic in the dialogue was that the commerasimore appealing to men.
The commercial itself was liked by the participants and theydstag the product and
brand were well presented. An interesting point in the disavas that the participants
thought the commercial was created for the Nordic countniben it actually was
standardized more widely. According to the participavitdyo’s commercial would be
too daring for other audiences. This was shown in cornsreerch as

It was made with a Nordic touch, that they put a nakedrgaiging there.

It wouldn’t work in the US. | mean overall if it would be takeutside the Nordic
countries it would probably reach a very negative response

Delta’s commercial did not reach as good response tharo’¢oThe discussion after
the commercial mainly concentrated on the quality of it. pasicipants thought the
commercial was very bad and it did not reach understgnfiom them. The
participants commented

That was Finnish! But | don’t know if it is a good or a lihohg.

This was very bad, ridiculously bad commercial.

Who would even come up with such metaphors? Lildnitdinderstand the meaning of
the elephant.

The commercial thus was discussed a lot but it clearlyndiccreate understanding or
meaning in these participants. Instead it was just seeihas @eommercial. When asked
to compare the car commercials the participants foundaltectying. However, they all
agreed that Volvo’s commercial was clearly better thatias

The fourth pair of commercials was formed by L'Oreal &ayer. These commercials
were chosen because they both advertised a beautypmrahect, more specifically a
hair care product. The standardized commercial by @a&was shown first. The
commercial reached a response form the participantywias shown in the way they
understood the commercial. However, the discussion ethdiat although there was
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communication, the commercial was not able to affect partitspan a deeper level.
This was shown for example in comments such as

What hair colour was it? Who remembers? | didn’t evereraber it was by L'Oreal.

Bayer's commercial received also a response from thipants. They understood the
message of the commercial and analysed it even furffftex. comments that the
participants gave to the commercial were

...but I can’t forget the name of the product, Priorin,dines so clearly.

So in fact it was a good commercial, since you remembat was advertised.

...just that | have no idea now what Priorin actually is, I pggnember the name.

Based on the comments the commercial was thus seerssiutde some extent by the
participants. There was clearly communication between citramercial and the
participants but understanding and meaning were not reathedadvertisement thus
did not reach all its goals.

Overall, both commercials for the hair care products fatkedeach an effective

response from the participants. When asked for possitdsoms for that, the

participants referred to the style and the product. Qydvair products were seen as
difficult to advertise. The participants however suggestedisreof humour also in hair
care advertising.

In the last pair of commercials both were standardizédhey were chosen to present a
certain advertising style, the use of celebrities. The cawiale chosen were L'Oreal’s
deodorant and Neutrogena’s spot treatment. L'Oreal’stential was targeted to men
whereas Neutrogena targeted more women. These cwmisewere also chosen in
order to better look at the differences between gendemssponding to standardized
advertising. L'Oreal's commercial was shown first. It et a response on the
participants and the comments were related both to theygaall to the content of the
commercial. The comments were for example

This has been seen so many times. You put a celebittgmh think it's enough.
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Everything was put out very clearly. You didn’t reallyeth@o use your brain. And |
mean, overall the product was well integrated in it.

...Anyway, it left me with an energetic image.

The women also commented that the commercial was not térgeteem and for that
they didn’t feel they got a lot from it. Overall however, tenmercial and its message
were understood. A clear affect to the attitude was dswis when one of the
participants commented the image the commercial left.

The last commercial shown was Neutrogena’s which wasstated before, more
targeted to women. This commercial was commented vegdbyr by the participants
both related to the content of the commercial but also &ffgst on behaviour. The use
of celebrity was for example commented

They should make it more realistic. | mean have someuthereal problems...That is
an unconvincing celebrity that can afford to do anything Wwehface...It didn’t appeal

to me.

When asked if the commercial would have been better anthunknown, average
person, the participants commented

Yes, it would work better; | would pay more attention to it.

But in a way then (if they used an average person) ldmiuconnect the product to
anything.

Comments related to the commercial's effect on behaviouatitdde stated

Probably they just try to bring out the product, so that’'ye seen it in some ad and
then when you go to the shelf and go like “Yes, that &new from somewhere”

If you decide to take a skin care product, it's not like gotOh yes, this is it".

Thus Neutrogena’s commercial was seen both effectivénafigctive. The participants
however communicated with the commercial and understoométsage. In addition
they also suspected that the commercial could have a sdiwos effect also on their
buying behaviour.
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After the discussion the moderator asked the participantshvdoicmercial stayed in

their minds after seeing all ten of them. Volvo turned oubtdédhe most remembered
commercial with Fazer placing second. Overall the fagasip continued discussing
about advertising. In this discussion several commerciats Wrought up that were not
shown to the participants. They discussed commercialprimfucts such as Mobilat,

Burana, DNA and McDonald’s, and they had all been tadbim Finnish market. These
commercials were clearly remembered by the participamta deeper level, and even
their content or slogans were quoted and recalled. Thesfgroup ended by the
moderator thanking the participants, and asking as finatigueif they had something

to add, in which they replied no.

5.2.2. Focus group 2: Italy

The second focus group interview was conducted withicgzants presenting Italian
culture. Six participants were again chosen based on fautwes that were used for
Finnish participants. The participants were lItalian, aged bet@2eand 26 years, and
university students. More specific they were participating Emasmus exchange
programme and had been studying in Finland the last sem&hkis however was seen
more as a positive factor than negative. The surrouadorghe focus groups could this
way be organized identical for both groups and a shaytistFinland would have not
affected their cultural background.

The focus group two was conducted in the same waycas fgroup one. However, one
of the participants was sick and cancelled her participaliming the same day. Despite
this change, the focus group was conducted. Thupdtteipants included two female
and three male students. The focus group itself includgtbe presentation and then
the viewing of each commercial followed by comments andudson. Commercials
were again showed one at a time but in a way that two cotraiseformed a pair for
comparison. The first commercial shown to the focusigtevo was the commercial by
Pepsi. The discussion on the commercial did not get very ded the participants
mainly commented that they could not see the connection &etthie product and the
commercial. This was commented for example

| thought it was a beer commercial, when | saw them sittirthe pub; nothing to do
with Pepsi.
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The second commercial showed was the commercial wazza. Like Pepsi, also
Lavazza’'s commercial used humour in its advertising. Arestang detail was that the
body language that could be seen in the participants dibr bf these commercials
differed completely. Pepsi’'s commercial was watchedenwdth a frown in their faces
whereas as soon as Lavazza'sspot was shown they smdety. Also the discussion
that followed Lavazza’'s commercial was more enthusiastictiagre was clearly more
dialogue between the commercial and the participants. Theipantie were more able
to analyse the message of the commercial which wasrsf@mwexample in comments
such as

For me it seems like they want to connect coffee break witldisa:;, in a way that it is
something relaxing; like to be in a paradise.

The participants also stated that they liked Lavazza’'s comrharaiiarecognized that
the commercial was part of a series of commercials. Whkadato compare Pepsi’'s
and Lavazza's commercials the participants all agreed thabdziza's commercial
appealed to them more. Overall the creation of meanisgs@an more in the comments
for Lavazza.

The second pair of commercials was formed by two comialerfrom Kinder. Kinder
Cioccolato, the adapted advertisement was shown first ameKBueno second. The
Kinder Cioccolato commercial was commented

| think they shouldn’t keep repeating that Kinder chocolatpshgou to grow. In fact |
don’t think a chocolate bar helps you to grow; well maybe grow wider rather than
taller.

| see them trying to give us a message that the chocolate anly for kids.

...anyway | think the final effect is not successful.

Kinder Cioccolato commercial thus was understood by thecgemt and they were
able to read the message. Furthermore meaning wasdteeough the comments that
the participants made relating the commercial to their persored. IMowever, the

participants claimed that it would not affect their buyingdaeour.

Kinder Bueno commercial did not reach as much dialogugirder Cioccolato. It was
clearly less appealing to the participant and it did nedter understanding between the
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commercial and the viewer. The participants made commueatsly related to the
commercial that showed that they did not understand theagess it. When asked to
compare the commercials with each other, the participtsustated that they preferred
the one for Kinder Cioccolato

Commercials for beauty care products were shown nekbath commercials were by
Nivea. The first one was the adapted one for Nivea Gwso Q10 Antifatica. The
participants pointed out that the commercial was targetechéor and this was shown
also in the comments. The female participants did not, dh fand the commercial
appealing. Male participants commented the commercial namck created also
understanding and meaning out of it. This was showaxXample in comments such as

I've seen them do it several years; now that Milan is ptaywell with this coach, they
want him, to show as a successful man.

However, direct connection to their attitude and behaviouldcoot be observed. The
other, more standardized commercial by Nivea was shosxt. Mhe commercial
reached a positive response from the participants. @me out in comments such as

| like the use of unknown faces; also the fact that theg sieiations of everyday life.

...it gave me a feeling of freshness after a hard night.

If you ask me, it (the commercial) wants to say that ifusmithis cream you’ll have a
beautiful girl and a cool house.

The comments show that the participants communicated vathdimmercial and were
able to draw conclusions and understand the messadageAt§o meaning was created
and it even showed effects on the participants’ attitude.

Fourth pair of commercials shared the product categboars, and commercials by
Volvo and Fiat were shown. The standardized commergialdivo was shown first.

The comments varied between the participants and difféegats of understanding
were created. However, the discussion in the group dreatommon understanding
and also the meaning was understood.

Fiat's commercial was shown next and it also reaches@onse from the participants.
The commercial was commented for example by
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It transmitted peacefulness, maybe even too much.

It suggests that there’s a better future...the values are tréteshifom father to son.

The use of Italy’s colours...It also transmits a bit of Italpide.

Overall Fiat's commercial was liked by the participants amuy vfew negative
comments were made. There was a clear understandingdretihe commercial and the
participants and the commercial created meaning to thendlditica it clearly seemed
appealing to a deeper level in the participants than VdilboThe participants were also
able to study the commercial from a fresh viewpoint bynecting it to Fiat’s current
situation in Italy.

The final pair of commercials was formed by L’Oreal.d ik focus group one, also in
this case the commercials were chosen to present ¢hef uelebrity in a standardized
commercial. Again, one commercial was targeted to wowlereas the other targeted
men. Commercial for women was shown first. The comiakreached criticism such

as

It's always the same; | find it unappealing.

This comment was also brought up in the first focus glughe Finnish participants.
Clearly the participants thus are used to seeing standaiokzedy care commercials,
which affects their response to them. The responses @reeffective since the
commercials are similar to each other and the consuare not able to clearly identify
the different products. In addition the commercial was conteterelated to the target
audience.

| could tell that it wasn’t made for Italian audience; theslididn’'t sync.

In Italy dubbing is very common and for example TVisshoand movies are very
seldom in their original language. However, the fact thast was commented on this
specific commercial means that although the participaetaised to it, in this case it
did not work for them.
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The last commercial shown was by L’Oreal. This comméreated communication
and the participants were able to understand the commantats message. This was
seen for example in comments such as

It's like no man wants to colour their hair; you'll looseuwyanasculinity.

They want to show a successful man...

In fact the commercial was seen targeting directly mehtla@ir masculine values. The
participants highlighted the fact that in the commercial tieadis of the man were not
able to tell that he had coloured his hair. This was ssea good thing. In addition the
simple use of the product was seen an important feattine commercial.

Like in the first focus group, also in this one after tiscuassion the moderator asked
the participants which commercial stayed in their minds skeing all ten of them.
Volvo turned out to be the most remembered commercialratbis case. However, the
participants also named Lavazza, Fiat and the last one @yedl. Thus Volvo's
commercial was not as clearly successful than with ith@igh participants.

5.3. Research findings

Based on the results reported in the previous chapterchigipter will present the
research findings. Overall the focus groups gave & waiirce of data that can be used
in order to answer the research question. The analy$itigeadata gives insights on
how consumers from different cultures respond to diffekinds of advertising and
what is actually the role of culture in this. The findings Wwél presented for each group
of commercials at a time.

The first commercials shown for both groups used hunmotire advertising style. Thus
the success of these commercials can be seen in théhavarticipants of the focus
groups understood the humour and whether or not it apgeealing to them. The
standardized commercial’s, Pepsi’s, humour presentedutiae values and was more
daring than the adapted commercials’ humour. Althotajly presents higher masculine
values, Pepsi’s commercial did not receive an effeatesponse. This was mainly due
to the standardization of the commercial instead of the vahadsit presented. The
language being English made it more distant for Italiandtamds more challenging to
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understand. In fact, although the humour in the adagesn@rcial by Lavazza was not
seen funny, the ltalians still preferred it. The messageckearly understood better.

For Finnish participants, Pepsi’'s commercial did receivespanse but the humour in
the adapted commercial by McDonald’s was seen funnigérnaore appealing. Finns
were able to interpret the message in Pepsi’'s commeth&y; just did not find it

appealing to them. The reasons behind this can be codnectee masculine values
presented in the commercial which do not present the valuésnish culture where
feminine values are more important. This would mean thatrélasons why the
commercial was not seen effective can again be dtaviime standardization of it. If it
would have been adapted it would have presented difflirmhiof humour. Overall can
be said that when humour is used in commercials for batese countries, in order to
receive an effective response, the commercials shodddyeed.

The second group of commercials shown shared the pamduct group, chocolate. The
fully standardized commercial for Kinder Buenoclearly sprged feminine and
individualistic values by encouraging women to ‘raise th€ lbnd live up to their

dreams. The commercial received a more effective nsgpdrom the Finnish

participants. The commercial was understood and mearasgcveated. However, the
commercial was not liked by the participants. Neverthdlessdapted commercial was
seen as creating a more profound level of meaning angydhicipants were able to
connect it to their cultural identity.

The reasons why Kinder Bueno did not reach an effeofisponse can also be found in
the standardization of the commercial. In Finnish culturesthelity between men and
women is considered self-evident and thus appealing tovelige could be seen
ineffective. However, as seen in both fully standardizechmercials by Pepsi and
Kinder, the language was not the main issue with Finniafticppants. Both
commercials were understood and the participants aldeeto read the message. The
main reasons why the commercials did not receive a deepgonse could in fact be
found in other issues. However, it is important to poirtt that the members of the
focus group were young adults. The use of English ig familiar to this group of
people. In another situation, where the participants woale been for example older,
the results could have varied even radically. However,uiee of fully standardized
commercials in Finland is possible if it matches the target acelieThe commercials
will most probably be understood even though in ordemaike a deeper impact,
adaptation seems to be needed.
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For Italians the commercial for Kinder Buenodid not achigvecreate meaning or

understanding. The participants did not understand the gees§dhe commercial thus

it can be considered unsuccessful. The presumable se&mothis can be found in the
standardization of the commercial. Again the language uassd=nglish which affected

directly to the response by the participants. Overallethasn two standardized

commercials in English, it can be said that in Italy thedstedized commercials should
be translated or presented at least with subtitles. The cidtused to dubbing and they
seldom see any material in its original language. This hdsahelear effect on the

culture and made it more difficult to approach with a fgigndardized commercial. In
fact, the response that the participants gave to Kindéaptad commercial showed that
although it was not liked by them, they clearly understoedriessage in it.

The commercials for cars also received different nesp® in the focus groups.
However, the fact that Volvo’'s commercial had been teded to both languages
clearly improved the response by the participants. Bathpy were able to respond to
the commercial and the message was understood. Volvwisercial presented values
such as security and risk, and it also included someohunThe commercial overall
resulted successful. However, for Finns the commeresied to reach a deeper level
of response. This was mainly seen in the way in whicliFiheish participants thought
the commercial had been created for Nordic countriesy @ls® liked the humour. The
Italians also liked the commercial but especially the humourt iwas not fully
appreciated. The commercial also failed to reach theedand of response that Fiat’s
adapted one did. Volvo’'s commercial however, was naméatim groups as one of the
most memorable.

The adapted commercials for cars reached very differesponses in different groups.
For Finnish participants Delta’s commercial failed to creaganing and understanding
although it was fully adapted. This was mainly due to theldmpntation of the
commercial. The value that the commercial tried to transmithe consumers was
reliability. However, the message was not clear enoughitamid not reach the
consumers. The value that the participants actually corthedtle the commercial was
inexpensive. As a conclusion it can be said that adaptatios wmoteguarantee the
effectiveness of a commercial. Adapted or not, the cariales main task is to deliver
a message and create meaning to consumers. If the iemgtion process is not done
well, even an adapted advertising can fail.

Fiat's adapted commercial on the other hand was seentie#. It presented values
such as future orientation, security, and family. $bappealed to Italians’ nationalistic
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values. This can be seen as a highly adapted commesirial it targeted consumer’s
cultural values and identity on a very deep level. Thegdpatnts clearly communicated
with the commercial and the message was understood. Ti@gaats commented the
commercial positively and it clearly made them feel gooouait. They also saw the
commercial affecting their attitude. Overall, the commercias liked by the
participants and it was also remembered even after thes fgcoup. In Fiat's
commercial the adaptation was in fact done very effelsthand also the actual
implementation of the commercial was successful.

The next group of commercials shared a product groegutly care. Focus group one
was shown L'Oreal’s standardized commercial whereasgsfg@roup two saw Nivea’s.
The commercials differed from each other. L'Oreal’s caroial was more traditional,
presenting the qualities of the product with and expert. DBmentercial thus did not
present clear values or appeal to the participants deeper level. This affected the
reading process in a way that the participants did in fadgergstand the message but
they did not interact with it more profoundly. Nivea’'s comnamd, shown to Italianswas
more creative and it reached to create a connectionthetiparticipants. The Italians
recognized values such as freshness, and succegemvies] out.

Nivea’s adapted commercial was criticised by Italians forndasrow target group.
However, the participants were able to understand the eoomh and also here,
success was highlighted. Italy is a culture with masculalees and more hierarchical
differences. This explains the use of success in advertiBirggfact that the participants
connected success with the commercials shows thatsang process was successful.
The adapted commercial for Finnish participants by BagePfiorinpresented values
such as nature and patriotism. The participants were @béedgnize the values but the
implementation of the commercial was again stated unssfateshe adaptation of the
commercial thus can be seen successful although theneamal did not have an
effective interaction with the participants. This also shows the adaptation of a
commercial is not enough if the actual implementation is agpealing to the
consumers.

The use of celebrities was shown in the last group ofentials. Especially in Italian
culture celebrities are used very often. In Finland onother hand experts are more
commonly used, although the use of celebrities hasradseased. The advertising style
was seen both effective and ineffective by the particgpdth groups stated that they
would prefer to see unknown faces in advertising in rofde them to identify with
them. However, the connection between a famous persba @roduct was also seen
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significant in order to shape the image that a product psesénerall, women were
keener to identify themselves with the person on the coaniaheFor men this did not
play as important role and they were able to identify thewasealso with a celebrity.

The response by Italians to L'Oreal’s commercial for lcalour directed to men was
interesting. Especially the male participants identified tiedves with the person on the
commercial by referring to their masculinity. The particigarstated that the
commercial was good since it showed how you can cglowr hair without losing your

masculinity. The fact that the commercial reached a morsopal level on the

participants, made it more effective. For Finnish maldgigpants, the commercial

showed did not have such an effect since it did not agpeal personal level. The
commercial concentrated mainly on presenting the prahetits qualities.

For women the commercials by L'Oreal and Neutrogenawvedesimilar responses in
both focus groups. The commercials were understood lalidl ihot reach a personal
connection with the participants. The commercials stay¢dndifor the participants and
they did not find them appealing. However, the naturehef product can be seen
significant here. Overall also the advertised product was sdfecting the reading
process and meaning creation. Participants stated theerfi@in products they did not
create any personal relationship and thus did not éxpeccommercials for these
products to present values of their culture in order to raakeffect on a deeper level.

The commercials shown to the participants in both of tmud groups presented
different levels of standardization and adaptation. Initedthe implementation of
them differed widely. Overall based on the two focus gsoconducted, culture was
very present in the participants’ comments. The responaéshi participants gave to
different commercials were clearly characterized by celtlihis was shown both in the
responses for standardized as for adapted commerci@steEponses to standardized
commercials could also be considered successful if thedardized commercial
happened to appeal on the participants’ cultural backgroOn the other hand, if the
standardized commercial presented other values, id dmurejected by the consumers.
Adapted commercials often communicated directly with thetighaants’ cultural
background but the implementation of them was seen ablkectdedwhether or not the
consumers were affected by them.
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6. SUMMARY AND CONCLUSIONS

The objectives of this study were to create an overviewcdture and consumer
response to advertising, and to their relationship kextveach other. The last chapter of
the study goes through the whole study by presentingmamswy and by making
conclusions based on both the theoretical and the empircalop the study. The
conclusions of the study will present theoretical and practaratibutions of the study
by linking the findings to previous studies and by présgmnanagerial implications.
Suggestions for future studies are also presented im twrdevaluate the future of the
subject and the different aspects that can be taken rédaited

6.1. Summary

This study focused on culture and advertising. It studiédreuby questioning its effect
on the way the consumers see and experience advertisiagdition the advertising
was studied from different viewpoints. The dilemma of stedidation and adaptation
of international advertising was presented and its’ eff@ctconsumer response was
studied.

In the theoretical part of the study international advedistudies were presented
according to the first objective of the study. These ssufirst took a look at the

internationalization of advertising and furthermore to tlagy w which it has changed
advertising. In addition, standardization and adaptation wtrdied. Based on the
theory, a framework was presented which described the imwavhich consumers

respond to advertising. It concentrated on identifying tmaators related to the
consumer affect the interaction and how the interaction faamed. Four different

stages of interaction were recognized; communication, stateling, meaning, and the
effect on attitude and behaviour.

Cultural theories were also studied in the theoretical pahteostudy in order to answer
the second objective set for the study. This was donebfjrdooking at the different

definitions of the word culture. Furthermore three dédfé cultural theories were
presented. Hofstede’s, Schwartz’'s and GLOBE studigsredlented their overview on
culture and especially on the different dimensions of weiltBased on these three
studies a framework was created in order to connectffieeetht studies with each other
by looking at the similarities in them. This way the culturalehigions were analysedin
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a way that they could be used in the analysis of the arappart of the study. In
addition the two countries present in this study, Finland ltaig were described by
looking at each country and culture based on the fraregreated.

The empirical part of the study studied the advertising irsethisvo countries by
answering to the third objective and finally to the reseapebstion of the study. It
looked at different commercials present in these courdnesfurthermorethe response
these commercials got. The study was conducted in focospg in which the
commercials were shown and discussed. The focupgrgave significant data for the
study and enabled the analysis and finally the makingeoirtain conclusions of the
study. Culture’s role was significant in consumer’s raspoto advertising and it
affected the different levels of responses.

6.2. Conclusions

Consumer response on advertising thus resulted as plecomteraction between the
consumer and the advertisement. The results showed fffevedt levels of interaction
were formed between these two actors. The findings alsfirmed that meaning-based
models are more accurate when describing the interadtidroth of the focus groups
the consumers were very active in reading the advertidgenae they did not just
concentrate on getting information as the information-basedels would suggest.
Instead, the commercials were read and further developéae participants minds.
Thus the consumers should be seen also in the futdiestas readers rather than just
information receivers. Furthermore the use of meaningebasodels in advertising
studies should be encouraged.

Overall the results of this study suggested that culture inhiadta clear effect on
consumers’ response on advertising. It was present icothenents and discussion that
was present in the focus groups. Overall culture was sigeificant in all phases of
consumer response. The earlier presented phassisaava in figure number six.
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Communication—»Understanding—>
Meaning—» Attitude, Behaviour

Figure6. Culture’s effect on consumer response

The different levels of response all showed charastics that could be connected with
culture. The communication with an advertisemens waéected by culture since it
shaped for example the way in which the participamére able to interact with an
advertisement in English. Understanding was alspedéent on culture especially
related to the level of understanding that the ooress created between them and the
advertisements. The participants were able to wtaled the advertisements on a deeper
level when they were more adapted to them andetio ¢alture.

In meaning creation, culture had a significant itece the process was clearly affected
by the participants’ values. Meaning was createdenadfectively with advertisements
that presented values close to the participantstheid culture. The consumers thus
reflected the values presented and experienceddbertising on a deeper level. There
was also clear evidence that advertising preseninsyitable values did not reach the
level of meaning creation.

The final effect of the advertisement presentedha interaction was the effect on
attitude and behaviour of the consumers. This pas®nsidered important since it
describes the practical side of the response. Dmswmers shaped their attitude or
behaviour based on advertisements. Culture was pkssent in this phase since the
effect on consumers’ attitude and behaviour wasenpoesent in adapted commercials.
In these commercials the consumers recognized vand characteristics which they
then furthermore connected with the brand and thduyzt.

Overall culture had a significant role in the iateion between the consumer and the
advertisement in both of these cultures studiedisTits importance was confirmed and
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the results showed similar findings related to previousiesud he participants in this

study reflected clearly their national culture in the wlagy responded. Other factors
related to the consumer were not studied in this study ttieis effect can not be

evaluated.

Culture’s role however, should not be argued but instesttbuld be taken into account
also on a practical level. Culture affects consumergarse on advertising on different
levels. Based on the conclusions, managerial implicatiangmd should be drawn. The
process of creating an advertisement is complex and itestaff by several issues. The
advertisers go through a series of decisions before thertmgment is actually
implemented. The conclusions of this study can be presemugimout the decision
process.

The main effects can be seen in the decisions relatadrtdasdization and adaptation.
The responses from the consumers were different tswstandardized and adapted
commercials. Adapted commercials affected consumera deeper level. Thus the
advertisers should adapt their advertising if they wantatiheertisements to reach a
deeper level of relationship with the consumers. Howevédoy iExample the nature of
the product does not require a deeper relationship withcéhseumer, standardized
commercials can also be used. Also another issue affettie decision is the target
group. Young adults that participated in this study, formreum that is more
homogeneous all over the world. Standardized commercaisthus be used when
young people are the target audience.

Standardized commercials however, did reach to get anssgrom the consumers in
some cases. This was mainly when the standardized emnamnhappened to present
values that were also found in that specific culture.sTihguggested that commercials
can be standardized but doing it globally creates obstadcletead the advertisers could
make few standardized commercials which could be usedpétific areas and
countries. For example a standardized commercial pregentisculine values could be
used globally in high masculine countries and a more femioommercial could be
created for the other countries.

Implementation was also seen significant since the coaisurdid not respond
effectively on commercials that failed in their implementatiddvertisers should thus
invest more time and money in the process of copywriting testing of the
commercials. The ideas should be implemented in a wayhthanessage the advertiser
wants to share is clear and understood by the consumers.
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The results and findings of this study gave an interesiiegpoint to a dilemma that
has been discussed for several decades. Howeven itralsted new areas of study that
could be studied in order to find new aspects on the issuk to evaluate the
congruence of the findings. Suggestions for future stugheuld thus also be presented.

First of all the target groups of the study could beedarEspecially the age of the
participants was seen as one of the affecting factor awlults that were the target of
this study clearly responded also to standardized coomst®e In fact, studying the

consumer’s response for example with children or arerolbe group would be

interesting in order to see how these age groups restandardized advertising.

In addition the cultures used in the study should be varied. study gave an overview
on Finnish and Italian cultures and the results can not hergiezed to other cultures.
By conducting similar studies for different cultures, a engeneric framework could be
created. An interesting research setting could be fanpkaan Asian country with an
European country.

Also the type of advertising could be changed. The rethdtghis study presented were
mainly related to television commercials. It would be irdeng to study whether or not
the same issues rise when studying for example printe@rtésing or Internet
marketing. These forms of advertising present values @retall information in
different ways and thus it can affect also the respordetimsumers give.

Culture was the main variable in this study, shaping theucoes and their ideas.
However it would have also been interesting to study ther ddctors related to the
consumers. In the theoretical part of the study, sevédwalacteristics related to the
consumer response were recognized. For example pérsgmeriences, knowledge or
the context were also seen affecting the consumer respdhese could be studied in
the future studies.

Consumer’s response on advertising is overall an stiagesubject of study. Especially
the meaning-based models and qualitative methods could dve osed in future
studies. This study showed how advertising’s effectsomswumers cannot be measured
just by variables such as recall or willingness to buy. Tbasumers and the
relationship they form with advertising is a more complexdsghich should be studied
also in the future.



79

7. LIST OF REFERENCES

Agrawal, Madhu (1995). Review of a 40-year debatet@rimational advertising:
practitionerand academic perspectives to the standardiataptation
issue International Marketing Reviewl2:1, 26 - 48.

Aitken, Robert, Brendan Gray & Robert Lawson (2008)vétising effectiveness from
a consumer perspectiviaternational Journal of Advertising27:2, 279-
297.

Albaum, Gerard & Duerr, Edwin (2008pternational Marketing and Export
Management6™ ed. Essex: Pearson Education Limited. 680 p. ISBN:
978-0-273-71387-6.

Bartholomew, Alice & Stephanie O’Donohoe (2003). Everyghinder control: A
child’s eye view of advertisinglournal of Marketing Management9,
433-457.

Bryson York, Emily (2010). McDonald’s unveils ‘I'm lovii' 2.0. Advertising Age.
[online] [accessed on 20.11.2010] Available from the M/avide Web:
<URL: http://adage.com/article?article_id=143453>.

Czinkota, Michael R. & Ronkainen, Ilkka A. (2004)ternational Marketing/th ed.
Ohio: South-Western. 666p. ISBN: 0-324-28289-3.

Daymon, Christine & Immy Holloway (2002Qualitative Research Methods in Public
Relations and Marketing Communicatiohendon: Routledge. 293 p.

De Mooij, Marieke & Geert Hofstede (2010). The Hofstedsleh. Applications to
global branding and advertising strategy and reseadrternational
Journal of Advertising29:1, 85-110.

De Mooij, Marieke (2005)Global Marketing and Advertising. Understanding Cultural
Paradoxes2™ ed. London: Sage Publications Inc. 235 p. ISBN: 1-4129
1475-2.



80

Ghauri, Pervez & Gronhaug, Kjell (200Research Methods in Business Studies: A
Practical Guide 39 ed. Essex: Pearson Education Limited. 257 p. ISBN:
978-0-273-68156-4.

Hofstede, Geert & Gert Jan Hofstede (200&)tures and Organizations. Software of
the mind2" ed. McGraw-Hill. 434 p. ISBN: 0-07-143959-5.

Hofstede (2010). [online] [accessed on 5.10.201@¢ilable from the World Wide
Web: <URL:www.geerthofstede.nl>.

House, Robert J., Paul J. Hanges, Mansour Javidder, ¥/. Dorfman & Vipin Gupta
(2004). Culture, Leadership and Organizations. The GLG®EY of 62
societies. Thousand Oaks: Sage Publications. 818 p. ISBN®-2401-9.

House, Robert J., Narda R. Quigley & Mary Sully de u1¢2010). Insights from
Project GLOBE. Extending global advertising research tiitown
contemporary framework. International Journal of Advertising29:1,
111-139.

Hung, Kineta H., Stella Yiyan Li & Russell W. Belk (200Glocal understandings:
female readers’ perceptions of the new woman in Chiaésertising.
Journal of International Business Studi88, 1034-1051.

Jain, Subhash C (1989). Standardization of Internationaté¥lag Strategy: Some
Research Hypothesdsurnal of Marketing53:1, 70-79.

Kenyon, Alexandra J., Emma H. Wood & Anthony Pard@3€8). Exploring the
audience’s role: A decoding model for theS@ntury. Journal of
Advertising Research8:2, 276-286.

Malhotra, Naresh K. (1999Marketing Research. An Applied Orientati@fed. New
Jersey: Prentice Hall, Upper Saddle River. 115 p.

McCracken, Grant (1987). Advertising: Meaning or Infation. Advances in
Consumer Research4, 121-124.



81

McDonald’s (2003). McDonald’s unveils “i'm lovin’ it” worldide brand campaign.
Press release. [online] [accessed on 20.11.2010] Alaiteom the World
Wide Web :<URL: http://mcdepk.com/imlovinit/downloads/ili_lead_
release.pdf>.

Mick, David Glen & Claus Buhl (1992). A meaning-baseadel of advertising
experienceslournal of Consumer Researd®, 317-328.

Morgan, David L. (1997)Focus groups as qualitative researéi® ed. London: Sage
Publications. 80 p. ISBN: 0-7619-0343-7.

Okazaki, Shintaro & Barbara Mueller (2007). Cross-caltadvertising research: where
we have been and where we need tolgirnational Marketing Review
24:5, 499-514.

Oxford English Dictionary (2010).Words‘culture’ and ‘eftereness’.[online]
[accessedon 3.9.2010] Available form the World Wide WebRL:
http://www.oed.com.proxy.tritonia.fi/>.

Papavassiliou, Nikolaos & Stathakopoulos, Vlasis (1997Zandardization versus
adaptation of international advertising strategies: Towafasawork.
European Journal of Marketin@1:7, 504-527.

Ryans Jr, John K., David A. Griffith & D. Steven White 003).
Standardization/adaptation of international marketing stratéggessary
conditions for the advancement of knowledg@ernational Marketing
Review 20:6, 588-603.

Saunders, Mark, Philip Lewis & Adrian Thornhill (200Research methods for
business students"” ed. Essex: Pearson Education Limited. 614 p.

Schwartz, Shalom & Wolfgang Bilsky (1987). Toward a ensal psychological
structure of human valueslournal of Personality and Social Psychology
53, 550-562.

Schwartz, Shalom (1992). Universals in the content andtate of values: Theoretical
advances and empirical tests in 20 countrdagb/ances in Experimental
Social Psychology?25.



82

Schwartz, Shalom (1998eyond Individualism/Collectivism: New cultural dimensions
of values In U. Kim, H.C. Triandis, C. Kagitcibasi, S-C. Choi,& ®oon
(Eds.),Individualism and collectivism: Theory, method andliegions
(pp. 85-119). NewburyPark, CA: Sage.

Schwartz, Shalom (1999). Cultural Value Differences: &tmplications for Work.
Applied PsychologyAn International Reviey48: 23-47.

Schwartz, Shalom (2001¥apping and Interpreting Cultural Differences around the
World. Publications of The Hebrew University of Jerusalem.

Scott, Linda M. (1994). The bridge from text to mind: Adaptiegder-response theory
to consumer researchournal of Consumer Resear@il, 461-479.

Stewart, David W. & Prem N. Shamdasani (19%@)cus groups: Theory and practice
London: Sage Publications.152 p. ISBN: 0-8039-3390-8.

Taylor, Charles R (2005). Moving international advertisegearch forward.A new
research agenddournal of Advertising34:1, 7-16.

Theodosiou, Marios & Leonidas C. Leonidou (2003). 8sadization versus adaptation
of international marketing strategy: an integrative assessrhemparical
researchinternational Business Revied?2:2, 141-171.

World Fact Book a (2010). Italy. [online] [accessedsat?.2010] Available from the
World Wide Web: <URL:https://www.cia.gov/library/publication®th
world-factbook/geos/it.html>.

World Fact Book b (2010). Finland. [online] [accesse® dr2.2010] Available from
the World Wide Web: <URL.: https://www.cia.gov/library/publicaissthe
-worldfactbook/geos/fi.html>.

Yannopoulou, Natalia & Richard Elliot (2008). Open verslosed advertising texts
and interpretive communitiesnternational Journal of Advertising7:1.
0.



83

APPENDIXES

Appendix 1. Pepsi commercial

Appendix 2. Kinder Bueno commercial
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Appendix 3. Volvo commercial
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Appendix 5. L'Oreal Paris Men Expert Deo commercial

COPRE 1L 100% DEI CAPELLI BIANCHI
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Appendix 7. L'Oreal Paris Men Expert Excell 5 commdrcia

Appendix 8. Neutrogena commercial
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Appendix 9. Nivea Risveglio Express Gel Q10 commercial
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Appendix 11. Fazer commerc
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Appendix12. Delta commerci

www helmivaihtoauto. f




89

Appendix 13. Bayer Priorin commercial

Appendix 14. Lavazza commercial
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Appendix 15. Kinder Cioccolato commercial
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Appendix 17. Fiat Fabbrica Italiana commercial

Fabbricd llalia &:-

FABBRICA ITALIA

VOO0 F

e il piano Indus@ule del§ibppo Fiat,




