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Adilla Anggraeni (UK), Arnaz Binsardi (UK), Frances Ekwulugo (UK) 

Cross-cultural analysis of the UK advertising content from  

non-UK perspectives 

Abstract 

Along with increased globalization and anything prefixed with “global”, there is a pressing need for what is referred to 

as standardization or globalization in advertising. This heated debate on localization versus standardization, in which 

“one size fits all”, have occupied recent advertising research. This research will lead to relevant strategic implications 

for the UK marketers and Fast Moving Consumer Goods (FMCG) companies seeking to enter international markets. 

The findings are expected to fill a gap in the existing literature by incorporating several cultural aspects embedded in 

an international advertising policy. This research attempts to explore advertising content in the UK, especially from the 

level of information provided, stereotypes portrayed and the individualist and collectivist values that may be embedded 

in advertisements. The article employs Content Analysis (CA) using both closed- and open-questions. Chain referral 

sampling is utilized to select the respondents from various countries to evaluate advertisements randomly from UK maga-

zines. The findings suggest that UK FMCG printed advertisements contain both individualist and collectivist values. Al-

though they are informative, they are prone to containing stereotypes with regards to their portrayal of men and women. 

The strategic implications of the findings are that the creativity and delivery techniques of UK advertising can be accepted 

by people from other countries with cultural modifications in relation to the issue of the standardization versus adaptation. 

The research also suggests that UK advertising has not been fully optimised to attract a minority audience. 

Keywords: cross-cultural, content analysis, standardization-adaptation, individualist-collectivist. 

Introduction © 

Advertising has been the subject of cultural research 

in several disciplines such as international commu-

nication, anthropology and others (Fu and Wu, 

2010; Schaeffer, 2003; Ger, 1999; Markus and Ki-

tayama, 1991; Appadurai, 1990). These cultural as-

pects – to what extent a multinational company 

should change its global advertising messages from 

one country to another – have been debated in man-

agement literature for many decades (Hung, Li and 

Belk, 2007; Grier and Brumbaugh, 1999; Cheng, 

1997; Boddewyn, Soehl and Picard, 1986). Never-

theless, the debate over the use of standardized ver-

sus localized advertising has never been settled. For 

example, standardized advertising follows the global 

marketing theory proposed notably by Levitt (1983, 

cited in Mueller, 1986), which argues that “people all 

over the world have the same tastes and desires, and 

they are remarkably alike regarding love, hate, fear, 

greed, joy, patriotic, pornography, material comforts, 

mysticism and the role of food in their lives”. 

Advertising is also one of “the most universal and 

pervasive channels of communication” (Mayne, 

2000; Javalgi, Cutler and Malhotra, 1995). Viewers 

recognize and understand advertisement through its 

context (Pateman, 1983 cited in Mayne, 2000). As a 

form of communication, advertising should also be 

seen as “a part of a historical and social process 

firmly linked to the economies of westernized indu-

strialized nations” (Dyer, 1988, p. 15). Particularly 

in Britain, the Industrial Revolution put down a 
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marker as an indication of an important transition in 

the character of advertising. Advertising was seen as 

something novel and even odd, but it has gradually 

gained acceptance as a “commercial weapon”, and 

is now seen as a means of generating demand from 

customers (Zhao and Belk, 2002; Nevett, 1982). 

The development of the press has also affected the 

advertising world considerably, given the fact that 

social habits, consumption patterns and communi-

cation devices are now so varied among countries. 

The existence of specialist magazines catering for 

everyone’s interests and hobbies, for example, has 

enabled advertisers to be more selective in choosing 

the right media through which to advertise its prod-

ucts or services. Accordingly, research about cross-

cultural advertising has become an important subject 

due to globalization and the integration of the world 

economy. This type of research can “identify specif-

ic differences and similarities in advertising strate-

gies, expressions and manifest cultural values, 

norms and stereotypes of the target audience and 

larger culture” (Ahmed, 2000). The knowledge of 

these cultural values, norms and stereotypes could be 

used to address questions about the emerging world 

market and consumer behaviors around the globe. 

Advertising research is a specialized area of market-

ing research, which is normally carried out to im-

prove the efficiency of advertising effects (Young et 

al., 2008). Two types of research on advertising ef-

fects can be identified, the first of which is opera-

tional and the second critical. Operational refers to 

the research of advertising effects as “indicators of 

policy and marketing decisions” (Dyer, 1988, p. 73), 

while critical assessment, or the research of adver-
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tising effects, and generally discusses short- and 

long-term media presentation’s impacts on the so-

ciety. Another type of advertising research is related 

to cultural values. In this type of research, research-

ers are generally looking for evidence to prove that 

“advertising plays a part of defining reality in a gen-

eral or anthropological sense” (Dyer, 1988, p. 77). 

In relation to this research, advertising is seen as 

having a central role in the economy in that it has to 

be powerful enough to persuade viewers, in terms of 

available resources and channel of communication. 

Further, Chang et al. (2000) highlighted that in cul-

ture-related advertising research, “culture tends to 

be singled out as an explanatory factor”. Arguably, a 

more advanced methodology may be required to 

analyze the relationship between cultures and adver-

tising. Mueller (1986) supported the argument that 

culture tends to be prevalent in advertising; hence, to 

be more successful, advertisers should be aware of 

this particular culture within which advertising oper-

ates, especially since consumption patterns of a par-

ticular population can also be shaped by this culture. 

Following relevant literature (Hung, Li and Belk, 

2007; Schaeffer, 2003; Ger, 1999; Grier and Brum-

baugh, 1999; Cheng, 1997; Markus and Kitayama, 

1991; Appadurai, 1990; Boddewyn, Soehl and Pi-

card, 1986; Levitt, 1983), the aim of the research is 

to examine critically how cultural aspects may in-

fluence advertising content, whilst the detailed re-

search objectives are: (1) to investigate specific lin-

guistic variables of UK FMCG advertisements as 

they appear in randomly selected magazine adver-

tisements and (2) to analyze whether different 

communication contexts affect a person’s assess-

ment of linguistic codification (informational, direc-

tive, poetic) and visual codification (portrayal of 

men and women) and to evaluate whether UK adver-

tisements in general portray individualistic values. 

The results are expected to provide a better under-

standing of UK advertising content from non-British 

perspectives. The research will be useful for UK 

advertisers and international companies seeking to 

enter international markets, by giving insights into 

advertising practices from several different coun-

tries around the world, as well as on how the por-

trayal of men and women may differ from one 

country to another. However, this research carries 

limitations, since it uses limited advertisements ran-

domly from the magazines such as Good House-

keeping, Essentials and GQ. Accordingly, it is in-

tended as a direction to stimulate further studies 

with larger random samples. A chain referral sam-

pling method was employed to select a variety of 

respondents (n = 60) from different nationalities, to 

answer survey questionnaires and semi-structured 

interviews. It is expected that future research to 

employ larger samples from a variety of countries 

to deduce wider generalization. 

1. Research methodology 

Content Analysis (CA) was employed in this re-

search. It is defined as a qualitative data analysis 

(QDA) methodology for making critical inferences 

by systematically identifying specified characteris-

tics of interview texts (Berelson, 1972; Krippen-

dorff, 2004). Further, the interview texts were ex-

amined as to their authenticity, conceptual and 

structural meaning. CA belongs to the “phenome-

nology” paradigm, an approach that focuses on 

“how life is experienced” (Denscombe, 2003). 

Contrasting with quantitative analysis such as Factor 

Analysis, Regression, Multivariate Analysis of Va-

riance and others, qualitative data analysis (QDA) 

does not aim for empirical generalization using 

larger samples but concentrates on the subjective 

and deeper meanings of the social construction of 

reality using smaller sample size (Denscombe, 

2003; Krippendorff, 2004; Saunders et al., 2008). 

Accordingly, smaller samples are more often used 

rather than large samples. Owing to this limitation 

(relatively small samples of 60 respondents), this 

research is intended to serve as an exploratory re-

search. Hence, it is restricted in terms of producing 

wider generalization. In order to counter the limita-

tions, apart from answering multiple-choice ques-

tions, the respondents were also asked to elaborate 

further insights (open-ended questions) into adver-

tisements practices in their home countries as a way 

to give enlightment on how UK advertising practic-

es may differ and what can be improved from the 

existing communication and advertising practice. 

Following relevant literature (Bloor and Wood, 2006; 

Richard, 2009; Saldana, 2009; Binsardi, 2010), the 

process of coding was implemented by using an 

NVivo software package. Firstly, open coding en-

tailed assigning the interview texts to categories iden-

tified from the data, using the concept free and tree 

nodes in NVivo. Secondly, axial coding was underta-

ken by spotting relationships between the categories. 

Thirdly, selective coding was implemented by war-

ranting that all interview texts were associated with an 

emerging category to support the conceptualization 

of a theoretical framework. 

The international respondents were non-British, from 

several different countries found in South Asia (India, 

Bangladesh and Nepal), South East Asia (Indonesia, 

Malaysia, Singapore and Vietnam), East Asia (China 

and Japan), South America (Mexico) and Europe 

(Spain). These countries were purposefully chosen 

owing to their high index of collectivism (Hofstede, 
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2001; Usunier and Lee, 2005). Accordingly, it was 

expected that the variety of countries (respondents) 

would enhance the reliability of the findings and give 

different cultural angles to this research. 

The respondents were selected by using chain-

referral sampling. The reasoned justification for us-

ing a chain referral sampling techniques is due to 

the fact such populations are difficult, costly to 

identify and very hard to locate vis-à-vis their inter-

national location. That is, it is very costly (vis-à-vis 

time and resource) to ask international respondents 

from different nationality to participate and answer 

survey questionnaires. Although, there is a sample 

framework such as International Yellow Pages and 

individual country’s Internet, this information inac-

cessible to us vis-à-vis time and resource. In chain-

referral sampling, after observing the initial respon-

dent, the researcher asks for assistance from the res-

pondent to help identify other international respon-

dents with a similar interest. This sampling strategy 

is justified following relevant literature (Reynolds et 

al., 2003) in that it is more appropriate in interna-

tional studies, especially if one of the purposes is to 

evaluate cultural differences (Denscombe, 2007). In 

addition, due to the nature of British magazine rea-

dership, the respondents selected purposefully were 

within the 21-40 years old age group. One hundred 

questionnaires were sent out to prospective respon-

dents, attached to the advertisements that needed to 

be assessed. After eliminating incomplete question-

naires and missing data, the net response rate for 

this research was 60 respondents. 

The magazine population of this research was made 

up of advertisements taken from nationally circu-

lated British magazines. The advertisements used 

featured human (in the form of models or photo-

graphs) and other illustrated pictures. Full-page ad-

vertisements were used because of the dominant use 

of this type of advertisement in the magazines, and 

to give general uniformity and follow a general es-

tablished procedure of advertising content analysis 

following earlier literature (Biswas et al., 1992; 

Harmon et al., 1983 cited in Ahmed, 2000). 

This research focuses purposefully on FMCG maga-
zines belonging to the personal products category 
(Shavitt, 1990). FMCG are defined as Fast Moving 
Consumer Goods such as packaged food, beverages, 
toiletries, and tobacco. They were chosen because 
advertising plays a more prominent role in the pro-
motion mix of consumer products and services than 
other products (Advertising Age, 1989 cited in Sai-
mee, 2003). In addition, this type of product would 
usually be purchased or consumed by oneself, and 
the purchasing process does not usually involve col-
lective decision making, while the benefits sought 

from the products belong more to individual bene-
fits. Further, Han and Shavitt (1994) argued metho-
dologically that this type of product will be more 
accurate in assessing the informativeness level, 
since they are normally used personally and do not 
particularly have collectivistic appeal; they tend to 
be promoted in relation to individual benefits. 

FMCG product advertisements were randomly taken 
from different UK publications and given to the res-
pondents by using random number generators (RNGs). 
The magazines were Good Housekeeping, Essentials 
and GQ (Gentlemen’s Quarterly). Full-page and color 
advertisements were used to ensure that the advertise-
ments had the same degree of persuasion and informa-
tiveness. The respondents were given a questionnaire 
with ten different UK-printed FMCG advertisements 
attached for assessment. The survey questionnaire in-
cluded both open-ended (essays) and closed-ended 
(multiple choice) questions so that the researcher could 
get a better understanding of the data collected. The 
variables analyzed by the respondents were linguistic 
variables (directive speech), visual variables (image 
portrayals, stereotypes) and degree of informativeness 
(level and type of information provided). 

The selection criteria of the sampling (magazine 

advertisements) are as follows: firstly, they are 

FMCG product advertisements published in the UK 

maga-zines three months before and after the research 

was conducted. Secondly, the advertisements chosen 

should feature both text and images to avoid semantic 

biases. Thirdly they should portray images of men and 

women as well as cartoon or other graphic images.

2. Findings and analysis 

The composition of international respondents were 

29 female and 31 male. With regard to ethnic origin, 

Figure 1 reveals that 20 respondents were Indonesian, 

12 were Chinese, 11 Indian, 4 Bangladeshi, 1 Malay-

sian and 12 were from other countries such as Japan, 

Pakistan, Philippine, Nepal, Thailand and Thailand. 

Accordingly, their views are expected to represent 

those of East, South and Southeast Asian countries. 

 
Fig. 1. Respondents’ ethnic origin 

Nationality

12

11

4
20

1

12 Chinese

Indian

Bangladeshi

Indonesian

Malaysian

Others (please specify)
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The majority of respondents (38 respondents or 75% 

of total samples) have high exposure to advertising 

(Figure 2). This is advantageous for the research 

because it means that the respondents would have 

the necessary knowledge to answer the comparative 

questions asked. 

 
Fig. 2. How many times in a week do you normally see  

any advertisement? 

Figure 3 indicates that 30 international respondents 
are exposed to television advertisements (50% of 
total respondents), 21 respondents are more exposed 
to printed advertisements (35%). This is followed by 
remaining 9 respondents, who were subjected to 
other types of media such as the Internet, billboards, 
etc. These findings are not in agreement with recent 
studies (AER, 2011; Sharma, 2011), which indicates 
the Internet has surpassed TV as the most essential 
and popular medium. One possible explanation is 
that international respondents from less developed 
countries do not access to the Internet as much as 
the customers from more developed countries such 
as the UK. Nevertheless, television in general is still 
widely accepted to have a wider audience reach, and 
therefore typically generates more attention than oth-
er media outlets. This finding offers relevant strategic 
advertising implications to employ different promo-
tional medium to attract international customers ow-
ing to lower PC and Internet access per capita. 

 
Fig. 3. Which type of advertisements do you usually  

more exposed to? 

Table 1 illustrates the respondents’ answers with 
regards to whether the advertisements mention the 
company name or not. The mean of 3.23 indicates 

that the majority of respondents (15+16+18=39 res-
pondents or 65% of the total samples) agree that the 
selected UK FMCG advertisements mention the 
company details. This means that the advertisements 
directly give away company information such as 
name, website address, contact number/helpline, 
etc., instead of simply advertising the product.  In 
addition, the advertisements do not mention compet-
itors’ products by using comparative methods since 
most respondents disagree that the UK advertise-
ments mention about competitors’ products. This 
finding does not seem to support an earlier research 
(Bennett, 1997; Zhang, 2004), which stated that ad-
vertisements from individualistic countries such as 
the USA and the UK contain comparative claims. In 
general, the international respondents reveal that the 
UK advertisements focus more on their own prod-
ucts (non-comparative claims), without comparing 
them with competitors. Although, the disadvantages 
with a comparative-claim strategy are to give the 
opponent free exposure and name recognition, but it 
creates a positive perception of a product among the 
public by showing the product is superior as com-
pared to the competition. In addition, it is more ef-
fective in generating attention, brand awareness and 
increased purchase intention (Grewal et al., 1997). 

Table 1. Compared with the advertisements in your 

country, the UK advertisements shown generally 

talk about the company 

Direct speech act  cit. Percent 

1 5 8.3% 

2 16 26.7% 

3 18 30.0% 

4 6 10.0% 

5 11 18.3% 

6 4 6.7% 

Total obs. 60 100% 

Note: Mean = 3.23; standart deviation = 1.42. 

Relevant literature (Keown et al., 1989) indicates 
that a comparative-claim strategy can be viewed 
quite differently across countries. For example in 
the USA, comparative advertising is deemed benefi-
cial to the viewers, since it can facilitate informed 
choice and disclose more information (Maheswaran 
and Shavitt, 2000). However, in some collectivistic 
countries, such as Thailand and Indonesia, this type 
of advertisement is banned, while it is not widely 
used in Japan because it is considered “impolite” 
(Keown et al., 1989). The findings indicate that the 
UK advertisements are considered by international 
respondents to resemble those of collectivistic coun-
tries in relation to non-comparative advertising. 

The findings also indicate that the majority of the 

respondents (46 respondents or 76.7%) agree that 

the UK advertisements explicitly advises the view-

Frequency/exposure

8

4

8

2

38

1-3 times

4-5 times

6-7 times

8-10 times

more than 10 times

Type of media

21

30

9
Printed (newspapers, magazines, etc)

Visual (television)

Audio

Others (please specify)
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ers to act upon the information they have received 

from being exposed to the advertisements. Relate 

this finding with the concept of illocutionary speech 

acts (Searle, 1975). This finding clearly indicates 

that the UK advertisements use “directives speech 

acts” which are to cause the hearer to take a particu-

lar action such as commands and advice from by 

being exposed to the advertisements. This finding is 

aligned with Mooij’s (2001) suggestion that inten-

tions and meanings are expressed and displayed 

clearly through direct communication in a low-

context culture such as the UK. This finding reite-

rate relevant literature (Hofstede, 2001) indicates 

that low-context cultures such as the UK rely on the 

literal and precise meaning of the words, explicit 

conversations where words convey the bulk but not 

the entire message, written communication that does 

not need to include the subtlety of non-verbal com-

munication. Examples of countries with low-context 

cultures are the USA, Germany, Switzerland and 

Scandinavian countries. Conversely, in a high-

context culture, indirectness can be linked to polite-

ness, where it is considered inappropriate to directly 

‘command’ people to do something (Chan, Diehl 

and Terlutter, 2007; Keown et al., 1989). Another 

reason for utilizing direct speech in the UK adver-

tisements can be that directive speech conveys spe-

cific messages that are expected to entice positive 

behavioral changes/actions concerning the products 

being advertised. The findings of this research re-

flect Takahashi’s (1987) research, which compared 

Japanese (high-context) and British (low-context) 

advertisements and concluded that Japanese adver-

tisements employ a more indirect approach in gen-

eral. Accordingly, although in a low-context coun-

try, directness or direct speech are more common in 

the UK advertisements, it is recommended to use an 

indirect approach since it more effective and more 

stable over time than directly induced persuasion. 

Consequently, because British advertisements ‘order’ 

the viewers to do something, they will also need to 

“create a reason for him or her to perform the act in 

question” (Burkhardt et al., 1990, p. 218). In relation 

the findings, Leech (1966, cited in Gass and Neu, 

1995) explained that the high frequency of directive 

speech acts in UK advertising is because commercials 

should be obvious in declaring their intention, the need 

for attention value, memorability and selling power. 

There are three questions pertaining iconic and por-

trayal of men and women (questions 18, 19, 20 in 

Appendix). Question 18 asks about “traditional” 

portrayals of the UK advertisements. Traditional por-

trayals here refer to women’s portrayed as house-

wives and/or “unequal” as compared to men. Ques-

tion 19 relates to stereotyped images of women. Ste-

reotype refers to a generalized or simplified concept 

of image. Whilst, question 20 asks about the portrayal 

of men/women portrayed in the ‘Western’ society. 

When the international respondents were asked 

questions 18, 19 and 20, the responses are almost 

divided into two in terms of the evaluation of 

whether the advertisements portray traditional, ste-

reotyped and unrealistic images of women. On the 

average, the first half of the respondents agrees that 

the portrayals in the UK advertisements are tradi-

tional, stereotyped and unrealistic, whereas the other 

half of respondents does not share this point of 

views. Hence, it is concluded that on the issues of 

iconic and portrayal of men and women, the re-

search is inconclusive. Past research (Gupta and De, 

2007; Frith, Katherine and Wesson, 1991; Hong, 

Moderrisoglu and Zinkhan, 1987) indicates that res-

pondents from other cultures tend to view the iconic 

and portrayal from the opposite side. Interestingly, 

this survey indicates differently that the perception 

of respondents might have changed dynamically 

overtime. Possible explanation of this dynamic 

change is that people who are more exposed to adver-

tisements consider that “advertising may itself have 

set gender signification in conceptual concrete” 

(Eliott et al., 1993). Hence, it may have become a 

part of daily life so that they become real and are no 

longer seen as “a carrier of ideology and false con-

sciousness” (Chadwik, 1988, cited in Elliott, 1993). 

To complement this survey, the findings of open-

ended questions indicate that clothing and facial ex-

pression are major differences identified between 

UK-printed FMCG advertisements and the respon-

dents’ own countries’ advertisements. One respon-

dent in particular commented freely that “in my coun-

try, they wear more appropriate clothes as the norm 

binds”. The respondents stated that the choice of cloth-

ing worn by models in other countries’ advertisements 

was more ‘modest’ and not too revealing. This sug-

gests that the dressing style of women portrayed in the 

UK advertisements differs quite significantly, which 

may be caused by the extent to which women are al-

lowed to be portrayed in different countries because of 

various cultural and religious reasons. 

Another possible reason of the findings could be 
what Oysterman (2002) stated in his research, which 
is that “group binds and obligates individuals”. That 
is, collectivism values are apparent from the respon-
dents’ answers, because “in a collectivistic society 
conformity and compliance to social or group norms 
are more frequently displayed by people. This find-
ing suggests that explicit content (sexually-related) 
in advertising is an indication of cultural liberalism, 
and therefore such content rarely exists in puritan 
cultures. In this type of culture, traditional sex role 
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distinction still exists, and powerful taboos on the 
public articulation of sexuality are enforced (Het-
sroni, 2007; Boddewyn, 1991). Further, Thompson 
(2000) noted in the research of gender in magazine 
advertising that “clothing and appearance symbols 
may be reconstructed in less traditional and less 
dualistic paradigms”, which could lead to possible 
changes to the notion of clothing and dress style, 
and instead introduce what can be termed ‘role 
fluidity’. This does not necessarily mean that chan-
ges can be induced directly by advertising, but ra-
ther that they may generate thoughts about how men 
and women should look and dress. However, it is 
also apparent that ‘good-looking models’ are a cue 
that appeared quite frequently in the open-ended 
answers about similarities found in both the UK and 
other countries’ advertisements. Another respondent 
stated that “the advertisements have people with 

perfect bodies (slim for women and muscular for 

men)” (Respondent 6). This response is similar to 
several other responses such as “They are all use 

beautiful figures to illustrate lives” (Respondent 
44), as well as “all of those advertisements use men 

and women as models with the same character”. 

The responses show that the UK advertisements still 
portray models in ‘uniformity’, as all the women are 
portrayed as beautiful, whereas the men are por-
trayed as muscular, powerful and masculine. This 
finding is also supported by Wiles, Wiles, Tjernlund 
(1995) and Wolf (1990), who argued that beauty 
myth is created by advertisements that portray “slim 
and beautiful people”. The messages that people 
find in advertisements often invite them to “the 
world of image that is beyond them” (Mayne, 2000). 
Therefore, they always evoke feelings in viewers’ 
minds that they are far from perfect, and there is al-
ways room for improvement that can be acquired by 
using or consuming the products being advertised. 

One respondent stated: “Then again, when portrayals 

should have been men, we notice it’s the other way 

round! Which does not represent their target au-

dience”. This finding can be related to Schudson 
(1993), who pointed out how women are often treated 
 

as both sexual magnets and social glue. This is sup-

ported by another respondent’s answer that “the por-

trayal of women in the advertisements in my home 

country draws more attention and more hype than the 

portrayal of men” (Respondent 56). 

The existence of stereotypical women in the UK 

FMCG advertisements may be due to the belief of 

“simplification”, but this could be risky, since ste-

reotyping could lead to confusion and wrong inter-

pretation. A different approach in the portrayals of 

women and the depiction of ethnic minorities in ad-

vertisements can be a good step forward, especially 

since these segments will represent a big chunk of 

companies’ markets in the future. Currently, cultu-

rally normative advertising content such as the de-

piction of women according to societal norms 

(clothing, etc.) still need to be tailored according to 

the norms of that particular country or region. It is 

not advisable for UK advertisers to standardize this 

element, because it is apparent from the findings 

that this element differs quite significantly from 

other countries. 

The NVivo dynamic model (Figure 4) shows the 

significant values that can be found in the respon-

dents’ countries’ advertisements. In particular, reli-

gious aspects, cohesiveness, group and family con-

cepts are incorporated into these advertisements. 

Some advertisements from countries like India, for 

example, also incorporate religious aspects in adver-

tisements, showing the importance of embracing a 

particular religion in that country. Some respondents 

mentioned that advertisements in their countries 

have educational values for children. Accordingly, 

the strategic implications are that multinational 

companies may incorporate these elements to give 

more meaning to advertisements, in order to convey 

their products effectively, especially for FMCG 

product advertisements people use on a daily basis. 

Although some of the findings are in line with past 

studies (Hong Jae W. et al., 1987; Hofstede, 2001; 

Bang and Moon, 2002), some aspects such as color 

and education are hardly mentioned in the literature. 

 
Fig. 4. NVivo dynamic model – significant cultural values 
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female images in advertising are of woman either as 

alluring object of sexual gratification or as a suc-

cessful housewife and mother who tends to a beauti-

ful happy family and still has time to be soft and 

gentle with her husband’. With the increasing female 

workforce in society, this type of portrayals may lose 

its significance in the next few years to come. 

The findings also support what Goffman (1979) ob-
served from the existing and marketing literature, 
that men are ‘homemakers and breadwinners’, and to 
some extent tend to have bad household skills. This is 
aligned with the research by Kacen and Nelson 
(2002) about the existence of stereotypes and preju-
dices in advertising, even in the 21

st
 century media.  

With regards to sex-role stereotyping for example, 
the findings do not support Wee et al.’s findings 
(1995, cited in Usunier and Lee, 2005, p. 420) that 
‘sex role stereotyping appears to be more prevalent 
in more traditional and religious cultures’. The UK 
society is neither particularly traditional nor reli-
gious, yet the sex-role stereotyping still exists in its 
advertisements in more or less similar degree as 
compared to other countries. These are statements 
from the respondents with regards to the portrayal of 
men and women in the advertisements: 

‘Men as the breadwinner’ (Respondent 6). 

‘Man is often described as the successful person in 

career’ (Respondent 24). 

‘The one who use the detergent is always female and 

the one who is getting ready to go to the office wear-

ing clean clothes is always male’ (Respondent 26). 

‘Men are depicted as the workers in some cases’ 
(Respondent 36). 

Conclusion and strategic implications 

The significance of this finding is that there is a 
pressing need for the UK advertisers to gradually 
 

shift their emphasis to portraying women in occupa-

tional roles, something which might be considered 

uncommon in the past, but has gained more accep-

tance in the modern era. 

It is also apparent that the UK advertisements, so 

far, have not utilized the segmentation of minorities 

and foreigners in advertisements, as stated by one res-

pondent, who felt that some UK advertisements seem 

to “neglect minorities or other cultural backgrounds”. 

The UK advertisers may advance their approach in 

portraying women and possibly start using ethnic mi-

norities, since these segments will represent a big 

chunk of companies’ markets in the future. 

From the above findings, it can be concluded that 

multinational UK companies should pay greater 

emphasis to whether they should be advertising in 

individualistic or collectivistic countries. Under-

standing the varying degrees of collectivism and 

individualism in different countries is crucial in un-

derstanding customer behavior. It can also be ob-

served that the word ‘family’ appears quite fre-

quently in respondents’ answers, which indicates the 

tendency of the respondents (that come from collec-

tivistic countries) to follow group norms (family 

norms) and value people’s opinions, expectations 

and feelings. Therefore, family-themed FMCG ad-

vertisements would substantially attract viewers 

from collectivistic countries, especially if they are 

designed using affective messages instead of cogni-

tive ones. With regards to stereotypes, the research 

suggests that the UK advertising has not been fully 

utilized to attract a minority audience. Given the 

fact that the UK ethnic minority, groups are growing 

in terms of numbers (ONS, 2011). As suggested by 

Cottle (2000), a growing ‘multiculturalist’ sensibili-

ty is required due to technological proliferation, ac-

celerating global reach, fragmenting markets and 

increased competition. 

References 

1. Abernethy, Avery M. and Franke, George R. (1996). “The Information Content of Advertising: A Meta-Analysis”, 

Journal of Advertising, Vol. 25, No. 2, Summer. 

2. AER (2011). Internet Surpasses TV as Most Essential Media, accessed electronically from http://www.marketing 

charts.com. 

3. Ahmed, N. (2000). “Cross-cultural Content Analysis of Advertising from the United States and India”, US: Disser-

tation.com. 

4. Alden, D.L., Hoyer, W.D. and Lee, C. (1993). “Identifying Global and Culture-Specific Dimensions of Humour in 

Advertising: A Multinational Analysis”, The Journal of Marketing, Vol. 57, No. 2, April, pp. 64-75. 

5. Anderson, Simon P. and Renault, Regis (2006). “Advertising Content”, The American Economic Review, Vol. 96, 

No. 1, March Edition, pp. 93-113. 

6. Appadurai, A. (1990). “Disjuncture and Difference in the Global Cultural Economy”, in M. Featherstone (Ed.) 

Global Culture: Nationalism, Globalization, and Modernity, London, UK, Publisher: Sage, pp. 295-310. 

7. Bakan, D. (1966). The Duality of Human Existence, USA: Rand McNally. 

8. Bang, H.K. and Moon, Y.S. (2002). “A comparison of services advertising strategies used in US and Korean mag-

azine ads: a content analysis”, Journal of Services Marketing, Vol. 16, Issue 5, pp. 443-459. 



Innovative Marketing, Volume 7, Issue 4, 2011 

101 

9. Beetles, A.C. and Harris, L.C. (2005). “Consumers’ Attitudes Towards Female Nudity in Advertising: An Empiri-

cal Research”, Marketing Theory, Vol. 5, No. 4, pp. 397-432. 

10. Bennett, B. (1997). “Communicator credibility, personality factors and customer responses to comparative adver-

tising claims”, Marketing Intelligence & Planning, Vol. 15, Issue 2, pp. 85-96. 

11. Berelson, B. (1971). Content analysis in communication research, New York, USA, Hafner Publishing Company. 

12. Berelson, B. (1972). Content Analysis in Communication Research, 1st edition, Glencoe, Ill., USA, Publisher: 

Free Press. 

13. Binsardi, A. (2010). “Coding and Modelling for Management Research Using NVivo”, Pedagogic Teaching Se-

ries, Vol. 3, Issue January, London, Publisher: Oxford Academic Press (OAP), Printed by Lulu Press, Morrisvile. 

14. Bloor, M. and Wood, F. (2006). “Keywords in qualitative methods: a vocabulary of research concepts”, Geogra-

phy Series, London, UK, Publisher Sage. 

15. Boddewyn, J.J., Soehl, R., and Picard, J. (1986). “Standardisation in International Marketing: Is Ted Levitt In Fact 

Right?” Business Horizons, Vol. 29, Issue 6, pp. 69-75. 

16. Boddewyn, Jean J. and Kunz, Heidi (1991). “Sex and Decency Issues in Advertising: General and International 

Dimensions”, Business Horizons, September-October. 

17. Biswas, A., Olsen, J.E. and Carlet, V. (1992). “A Comparison of Print Advertisements from the United States and 

France”, Journal of Advertising, Vol. 21, No. 4, December, pp. 73-81. 

18. Burkhardt, A. (1990). Speech Acts, Meaning, and Intentions: Critical Approaches of the Philosophy of John R. 

Searle US: de Gruyter. 

19. Buzzell, R. (1968). “Can You Standardize Multinational Marketing?” Harvard Business Review, November-

December, Vol. 46, pp. 102-113. 

20. Chan, K., Li, L., Diehl, S. and Terlutter, R. (2007). “Consumers’ response to offensive advertising: a cross cultural 

study”, International Marketing Review, Vol. 24, Issue 5, pp. 606-628. 

21. Chan, K. and Cheng, H. (2002). “One Country, Two Systems: Cultural Values Reflected in Chinese and Hong-

kong Television Commercials”, International Communication Gazzette; 64, p. 385, available at: http://gaz. sage-

pub.com/cgi/content/abstract/64/4/385. 

22. Chan, Tsan-Kuo et al. (2009). “Culture and Its Influence on Advertising: Misguided Framework, Inadequate Com-

parative Design and Dubious Knowledge Claim”, International Communication Gazette, 71, p. 671, available at: 

http://gaz.sagepub.com/content/71/8/671. 

23. Cheng, H. (1997). “Toward an understanding of cultural values manifest in advertising: a content analysis of Chi-

nese television commercials in 1990 and 1995”, Journalism and Mass Communication Quarterly, Vol. 74, No. 4, 

pp. 773-796. 

24. Chung, T., Mallery, P. and Tyson, P. (1999). “Social Comparison, Individualism-Collectivism, and Self-Esteem in 

China and the United States”, Current Psychology, December 22. 

25. Cottle, S. (Ed.) (2000). Ethnic Minorities and the Media: Changing Cultural Boundaries UK: Open University Press. 

26. Cutler, Bob D., and Rajshekhar G. Javagli (1992). “A Cross-Cultural Analysis of the Visual Components of Print 

Advertising: The United States and the European Community”, Journal of Advertising Research, 32 (1), pp. 71-80. 

27. Dahl, Stephan (2004). “Cross-cultural Advertising Research: What Do We Know about the Influence of Culture 

on Advertising”, London: Middlesex University Business School. 

28. Dawson, Catherine (2009). Introduction to Research Methods: A Practical Guide for Anyone Undertaking a Re-

search Project, 4th Revised edition, UK: How To Books Ltd. 

29. Denscombe, Martyn (2007). The Good Research Guide: For Small Scale Social Research Projects, UK, Open 

University Press. 

30. De Mooij, Marieke K. (2010). Global Marketing and Advertising: Understanding Cultural Paradoxes, USA: Sage 

Publications. 

31. Diehl, Sandra (2003). “Advertising Effectiveness in Different Cultures: Results of an Experiment Analyzing the 

Effects of Individualistic and Collectivistic Advertising on German and Chinese”, European Advances in Consum-

er Research, Vol. 6, pp.128-136. 

32. Douglas, Susan P. and Craig, C. Samuel (1999). International Marketing Research, US: John Willey and Sons.  

33. Duncan, Tom and Ramaprasad, Jyotika (1995). “Standardized Multinational Advertising: The Influencing Fac-

tors”, Journal of Advertising, Vol. 24, No. 3, Fall, pp. 55-68. 

34. Durvasula, Srinivas et al. (1993). “Assessing the Cross-National Applicability of Consumer Behaviour Models: A Mod-

el of Attitude toward Advertising in General”, The Journal of Consumer Research, Vol. 19, No. 4, March, pp. 626-636. 

35. Dyer, Gillian (1995). Advertising as Communication, London: Routledge. 

36. Ellinder, E. (1965). “How International Can European Advertising Be?” Journal of Marketing, 29, pp. 7-11. 

37. Elliott, Richard et al. (1992). “Re-coding Gender Representations: Women, Cleaning Products, and Advertising’s 

“New Man”, International Journal of Research in Marketing, 3, pp. 301-324. 

38. Elliott, R. (1993). “Gender and the Psychological Meaning of Brands”, in J. Arnold Costa (ed), Gender and Con-

sumer Behavior, Vol. 2, pp. 156-168. Salt Lake City: University of Utah Press. 

39. Ewen, Stuart (1976). Captains of Consciousness: Advertising and the Social Roots of the Consumer Culture, New 

York: McGraw-Hill. 



Innovative Marketing, Volume 7, Issue 4, 2011 

102 

40. Fastoso, Fernando and Whitelock, Jeryl (2007). “International Advertising Strategy: The Standardisation Question 

in Manager Studies”, International Marketing Review, Vol. 24, No. 5, pp. 591-605. 

41. Fatt, A.C. (1967). “The Danger of “Local” International Advertising”, Journal of Marketing, Vol. 31, No. 1, pp. 60-62. 

42. Flick, Uwe (2009). An Introduction to Qualitative Research, 4th Edition, US: Sage Publications, Inc. 

43. Frith, K. and Wesson, D. (1991). “A Comparison of Cultural Values in British and American Print Advertising: A 

Research of Magazine”, Journalism Quarterly, 68 (1-2), pp. 216-224. 

44. Frith, Katherine et al. (2005). “The Construction of Beauty: A Cross Cultural Analysis of Women Advertising 

Magazine”, International Communication Association. 

45. Fu, Chen-Su and Wu, Wann-Yih. (2010). “The means-end cognitions of web advertising: a cross-cultural compari-

son”, Online Information Review, Vol. 34, Issue 5, pp. 686-703. 

46. Gass, Susan and Neu, Joyce (1995). Speech Acts across Cultures, Germany: de Gruyter. 

47. Ger, G. (1999). “Localizing in the global village: local firms competing in global markets”, California Manage-

ment Review, Vol. 41, No. 4, pp. 64-83. 

48. Goffman, E. (1979). Gender Advertisements, London: Macmillan. 

49. Grier, S.A. and Brumbaugh, A.M. (1999). “Noticing cultural differences: ad meanings created by target and non-

target markets”, Journal of Advertising, Vol. 18, No. 1, pp. 79-93. 

50. Gumperz, J.J (1982). Discourse Strategies, Cambridge: Cambridge University Press. 

51. Hall, Edward T. (1976). Beyond Culture, New York: Doubleday. 

52. Han, Sang-Pil and Shavitt, Sharon (1994). “Persuasion and Culture: Advertising Appeals in Individualistic and 

Collectivistic Societies”, Journal of Experimental Social Psychology, Vol. 30, pp. 326-350. 

53. Hansen, Flemming and Christensen, Lars Bech (2003). Branding and Advertising, Denmark: Copenhagen Busi-

ness School. 

54. Hong, J.W., Moderrisoglu, A. and Zinkhan, G.M. (1987). “Cultural Differences and Advertising Expression: A Com-

parative Content Analysis of US and Japanese Magazine Advertising”, Journal of Advertising, 16 (1), pp. 55-62. 

55. Howcroft, Debra and Trauth, Eileen M. (2005). Handbook of Critical Information Systems Research: Theory and 

Application, UK: Edward Elgar Publishing Limited. 

56. Hung, K.H., Li, S.Y. and Russell W. Belk, R.W. (2007). “Glocal Understandings: Female Readers’ Perceptions of 

the New Woman in Chinese Advertising”, Journal of International Business Studies, Vol. 38, No. 6, November, 

pp. 1034-1051. 

57. James, W.L and Hill, J.A. (1991). “International Advertising Messages: To Adapt Or Not To Adapt”, Journal of 

Advertising Research, Vol. 31, pp. 65-71. 

58. Javalgi, R.G., Cutler, B.D. and Malhotra, N.K. (1995). “Print advertising at the component level: a cross-cultural 

comparison of the United States and Japan”, Journal of Business Research, Vol. 34, No. 2, pp. 117-124. 

59. Kelly-Holmes, H. (2000). “Bier, Parfum, Kaas: Language Fetish in European Advertising”, European Journal of 

Advertising Studies, available at: http://ecs.sagepub.com/content/3/1/67. 

60. Goh, Robbie B.H. (2005). “Textual Spaces, Social Spaces, and Races in Singapore Advertising”, European Jour-

nal of Cultural Studies, 6, p. 131. 

61. Green, R. and E. Langeard (1975). “A Cross-National Comparison of Consumer Habits and Innovator Characteris-

tics”, Journal of Marketing, 49, July, pp. 34-41. 

62. Grewal, D., Kavanoor, S., Fern, E.F., Costley, C. and Barnes, J. (1997). “Comparative versus Noncomparative 

Advertising: A Meta-Analysis”, The Journal of Marketing, Vol. 61, No. 4, October, pp. 1-15. 

63. Gronhaug, Kjell and Heide, Morten (1992). “Stereotyping in Country Advertising: An Experimental Research”, 

European Journal of Marketing, Vol. 26, No. 5. 

64. Gudykunst and Ting-Toomey (1988). Culture and Interpersonal Communication, Canada: Sage Publications. 

65. Gulas, Charles S. and Weinberger, Mark G. (2006). Humour in Advertising: A Comparative Analysis, USA: M.E. 

Sharpe Inc. 

66. Gupta, Amitava Sen and De, Sonali (2007). “Changing Trends of Cultural Values in Advertising: An Exploratory 

Research”, Psychology Developing Societies, http://pds.sagepub.com/content/19/1/113. 

67. Harris, Greg (1994). “International Advertising Standardization: What Do the Multinationals Actually Standardize?” 

Journal of International Marketing, Vol. 2, No. 4, pp. 13-30. 

68. Hetsroni, Amir (2007). “Sexual Content on Mainstream TV Advertising: A Cross-Cultural Comparison”, Sex 

Roles, 57, pp. 201-210. 

69. Hofstede, G. (2001). Culture’s Consequences: comparing values, behaviors, institutions, and organizations across 

nations, 2nd Edition, Thousand Oaks, CA: SAGE Publications, ISBN 9780803973237. 

70. Hong Jae W., Muderrisoglu, Aydin, Zinkhan, George M.  (1987). “Cultural Differences and Advertising Expression: A 

Comparative Content Analysis of Japanese and U.S. Magazine Advertising”, Journal of Advertising, 16 (1), pp. 55-68. 

71. Hornik, Jacob (1980). “Comparative Evaluation of International and National Advertising Strategies”, Columbia 

Journal of World Business, 15 (1), pp. 36-45. 

72. Holmquist, C., Carin, A. and Carlsöö, J. (1985). “Interplay between Industrial Print Advertising and Culture”, 

Scandinavian Journal of Management Studies, Vol. 1, pp. 347-366. 

73. Javalgi, R., Mikhailitchenko, A., Mikhailitchenko, G. and Laroche, M. (2009). “Cross-cultural Advertising Commu-

nication: Visual Imagery, Brand Familiarity, and Brand Recall”, Journal of Business Research, 62, pp. 931-938. 



Innovative Marketing, Volume 7, Issue 4, 2011 

103 

74. Johar, J.S. and Sirgy, M. Joseph (1991). “Value-expressive Versus Utilitarian Advertising Appeals: When and 

Why to Use Which Appeal”, Journal of Advertising, Vol. 20, No. 3, September. 

75. Kacen, Jacqueline J. and Michelle Nelson (2002). “We’ve Come a Long Way, Baby – Or Have We? Sexism in 

Advertising Revisited” in Proceedings of the Sixth Conference on Gender, Marketing, and Consumer Behavior, 

ed. E. Tissier-Desbordes and P. Maclaren, Paris: ESCP-EAP Printing Services, pp. 291-308. 

76. Kassarjian, Harold H. (1977). “Content Analysis in Consumer Research”, The Journal of Consumer Research, 

Vol. 4, No. 1, June, pp. 8-18. 

77. Katz, H. and Wei-Na Lee, W. (1992). “Oceans Apart: An Initial Exploration of Social Communication Differences 

in US and UK Prime-time Television Advertising”, International Journal of Advertising, Vol. 2 No. 1, pp. 69-82. 

78. Kaynak, E. and Ghauri, P.N. (1986). “A Comparative Analysis of Advertising Practices in Unlike Environments: 

A Research of Agency-Client Relationships”, International Journal of Advertising, Vol. 5, pp. 121-146. 

79. Keown, E., Synodinos, E. and Jacobs, L. (1989). “Advertising Practices in Northern Europe”, European Journal of 

Marketing, Vol. 23, Issue 3, pp.17-28. 

80. Keown, Charles et al. (2002). “Information Content of Advertising in the United States, Japan, South Korea and 

the People’s Republic of China”, International Journal of Advertising, 11 (3), pp. 257-267. 

81. Kloss, Ingomar (2001). Advertising Worldwide: Advertising Conditions in Selected Countries Germany: Springer. 

82. Krippendorff, K. (2004). Content Analysis: An Introduction to Its Methodology, 2nd edition, Thousand Oaks, CA, 

USA, Publisher: Sage. 

83. Sharma, A. (2011). “Take-off of online marketing: casting the next generation strategies”, Business Strategy Se-

ries, Vol. 12, Issue 4, pp. 202-208. 

84. Saunders, M., Lewis, P. and Thornhill, A. (2008). Research Methods for Business Students, 3rd edition, Pearson 

Education. 

85. Searle, J.R. (1975). “A Taxonomy of Illocutionary Acts”, in: Günderson, K. (ed.), Language, Mind, and Know-

ledge, USA, Publisher Minneapolis Inc., Vol. 7. 

86. Krippendorff, K. (2004). Content Analysis: An Introduction to Its Methodology, 2nd edition, Thousand Oaks, CA, 

USA, Publisher: Sage. 

87. Kustin, Richard Alan (2004). “Marketing Mix Standardisation: A Cross Cultural Research of Four Countries”, 

International Business Review. 

88. Lee, Wei-Na and Choi, Sejung Marina (2006). “The Role of Horizontal and Vertical Individualism and Collectiv-

ism in Online Consumers”, Responses Toward Persuasive Communication on the Web’, Journal of Computer-

Mediated Communication, Vol. 11, Issue 1. 

89. Leiss, W., William, K., Stephen, J., Sut, B. (2005). Social Communication in Advertising: Consumption in the Me-

diated Marketplace, 3rd edition, UK: Routledge. 

90. Lerman, Dawn, and Callow, Michael (2004). “Content Analysis in Cross-cultural Advertising Research: Insightful 

or Superficial?” International Journal of Advertising, UK: World Advertising Research Centre. 

91. Leslie, D.A (1995). “Global Scan: The Globalization of Advertising Agencies, Concepts and Campaigns”, Eco-

nomic Geography, Vol. 71, No. 4, October, pp. 402-426. 

92. Lorimor, E.S and Dunn, S. Watson (1967). “Four Measures of Cross-cultural Advertising Effectiveness”, Journal 

of Advertising Research, 7 (4), pp. 11-13. 

93. Liu, F., Cheng, H. and Li, J. (2009). “Consumer Responses to Sex Appeal Advertising: A Cross-Cultural Re-

search”, International Marketing Review, Vol. 26, Nos. 4/5, pp. 501-520. 

94. Madden, C. S., Cabballero, M.J. and Matsukubo, S. (1986). “Analysis of Information Content in U.S. and Japanese 

Magazine Advertising”, Journal of Advertising, Vol. 15, No 3, pp. 38-45. 

95. Maheswaran, Durairaj and Shavitt, Sharon (2000). “Issues and New Directions in Global Consumer Psychology”, 

Journal of Consumer Psychology, Vol. 9, No. 2, pp. 59-66. 

96. Markiewicz, Dorothy (1972). “The Effects of Humor on Persuasion”, Unpublished doctoral dissertation, Ohio 

State University. 

97. Markus, H.R. and Kitayama, S. (1991). “Culture and the self: implications for cognition, emotion, and motiva-

tion”, Psychological Review, Vol. 98, No. 2, pp. 224-253. 

98. Mayne, Iris (2000). “The Inescapable Images: Gender and Advertising”, Equal Opportunities International, Vol. 

19, Nos. 2/3/4. 

99. McQuarrie and Mick (1996). “Figures of Rhetoric in Advertising Language”, The Journal of Consumer Research, 

Vol. 22, No. 4, March, pp. 424-438 

100.Megehee, Carol M. (2009). “Advertising Time Expansion, Compression and Cognitive Processing Influences on 

Consumer Acceptance of Message and Brand”, Journal of Business Research, 62, pp. 420-431. 

101.Mitchell, Andrew A. and Olson, Jerry C. (1981). “Are Product Attribute Beliefs the Only Mediator of Advertising 

Effects on Brand Attitude?” Journal of Marketing Research, Vol. 18, No. 3, August, pp. 318-332. 

102.Morling, B. & Lamoreaux, M. (2008). “Measuring Culture Outside the Head: A Meta-analysis of Cultural Prod-

ucts”, Personality and Social Psychology Review, 12, pp. 199-221. 

103.Mueller, Barbara (1986). “Reflections of Culture: An Analysis of Japanese and American Advertising Appeals”, 

Paper presented at the Annual Meeting of the Association for Education in Journalism and Mass Communication, 

69th, Norman, OK, August 3-6. 



Innovative Marketing, Volume 7, Issue 4, 2011 

104 

104.Mueller, Barbara (1992). “Standardisation Vs. Specialisation: An Examination of Westernisation in Japanese Ad-

vertising”, Journal of Advertising Research, 32 (1), pp. 15-24. 

105.Nastri, J., Peña, J., and Hancock, J.T. (2006). The Construction of Away Messages: A Speech Act Analysis, Jour-

nal of Computer-Mediated Communication, 11 (4), article 7. Available at: http://jcmc.indiana.edu/vol11/ is-

sue4/nastri.html (electronically accessed 16th August 2010). 

106.Mulken, Margot Van (2003). “Analysing Rhetorical Devices in Print Advertisements”, Documents Design, 4 

(2), pp. 114-128. 

107.Neijens, P. and Smit, T. (2003). Content and Media Factors in Advertising, Amsterdam: Her Spinhuis Publishers. 

108.Nevett, T.R. (1982). “Different Realisations of Suggestions in TV Commercials in Japan and the USA”, Journal of 

Language and Linguistics, Vol. 3, No. 2. 

109.Okazaki, S., Taylor, C.R and Doh, J.P. (2007). “Market Convergence and Advertising Standardisation in European 

Union”, Journal of World Business, Vol. 42, pp. 384-400. 

110.Okazaki, S. and Mueller, B. (2007). “Cross-cultural Advertising Research: Where We Have Been and Where We 

Need to Go”, International Marketing Review, Vol. 24, No. 5, pp. 499-518. 

111.ONS (2011). Office for National Statistics, http://www.statistics.gov.uk. 

112.Ostberg, J. (2010). “Thou Shalt Sport a Banana in Thy Pocket: Gendered Body Size Ideals in Advertising and 

Popular Culture”, Marketing Theory, Vol. 10, p. 45. 

113.Oyserman, D., Coon, H.M. and Kemmelmeier, M. (2002). “Rethinking Individualism and Collectivism: Evalua-

tion of Theoretical Assumption and Meta Analyses”, Psychological Bulletin, Vol. 128, No. 1, pp. 3-72. 

114.Papavassiliou, N. and Stathakopoulos, V. (1997). “Standardization versus adaptation of international advertising 

strategies: Towards a framework”, European Journal of Marketing, Vol. 31, Issue 7, pp. 504-527. 

115.Parsons, T., Shils, E.A. (1951). Towards a General Theory of Action, Harvard, USA, Publisher: Harvard Universi-

ty Press. 

116.Reichal, J. (1989). “How Can Marketing be Successfully Standardised in European Market?” European Journal of 

Marketing, Vol. 23 pp. 60-67. 

117.Resnik, Alan and Stern, Bruce L. (1977). “An Analysis of information Content in Television Advertising”, The 

Journal of Marketing, Vol. 41, No. 1, January, pp. 50-53. 

118.Reynolds et al. (2003). “Theoretical Justification of Sampling Choice in International Marketing Research: Key 

Issue and Guidelines for Researchers”, Journals of International Business Research, Vol. 34, No. 1, pp. 80-89. 

119.Richard, L. (2009). Handling Qualitative Data, 2nd Edition, London, UK: Sage Publication. 

120.Rotfeld, Herbert Jack (2006). “Understanding Advertising Clutter and the Real Solution to Declining Audience 

Attention to Mass Media Commercial Messages”, Journal of Consumer Marketing, 23 (4), pp. 180-181. 

121.Saldana, J. (2009). The Coding Manual for Qualitative Researchers, Paperback, London, UK, Publisher: Sage 

Publications Ltd. 

122.Samiee, S., Jeong, I and Tai, S. (2003). “Advertising Standardization in Multinational Corporations: The Subsidi-

ary Perspective”, Journal of Business Research, 56, pp. 613-626. 

123.Samovar, L.A., Porter, R.E. and Jain, N.C. (Eds) (1981). Understanding Intercultural Communication, Belmont, 

CA, USA, Publisher: Wadsworth. 

124.Saunders, M., Lewis, P. and Thornhill, A. (2008). Research Methods for Business Students, 3rd edition, Pearson 

Education. 

125.Saz-Rubo M. Milagros Del and Pennock-Speck, B. (2009). “Constructing Female Identities through Feminine Hy-

giene TV Commercials”, Journal of Pragmatics, 41, pp. 2535-2556. 

126.Schaeffer, R.K. (2003). Understanding Globalization: The Social Consequences of Political, Economic, and Envi-

ronmental Change, Lanham, MD, USA, Publisher: Rowman & Little Field. 

127.Schwartz, S.H. (1994). “Are There Universal Aspects in the Content and Structure of Values?” Journal of Social 

Issues, 50, pp. 19-45. 

128.Searle, J.R. (1975). “A Taxonomy of Illocutionary Acts”, In: Günderson, K. (ed.), Language, Mind, and Know-

ledge, USA, Publisher Minneapolis Inc., Vol. 7. 

129.Seggie, S.H. and Griffith, D.A. (2007). “The Resource Matching Foundations of Competitive Advantage: An Alterna-

tive Perspective on the Globalization of Service Firms”, International Marketing Review, Vol. 25, No. 3, pp. 262-275. 

130.Sharma, A. (2011). “Take-off of online marketing: casting the next generation strategies”, Business Strategy Se-

ries, Vol. 12, Issue 4, pp. 202-208. 

131.Shavitt, S. (1990). ‘The Role of Attitude Objects in Attitude Functions’, Journal of Experimental Social Psychology, 26, 

pp. 124-148. 

132.Shimp, T.A. (2003). Advertising, Promotions, and Other Aspects of Integrated Marketing Communications, USA: 

South Western Cengage Learning. 

133.Siu, Wai Sum and Au, Alan Kai-Ming (1997). “Women in Advertising: A Comparison of Television Advertise-

ments in China and Singapore”, Marketing Intelligence and Planning, 15 (5), pp. 235-243. 

134.So, Stella Lai Man (2004). “A Comparative Content Analysis of Women’s Magazine Advertisements from Hong 

Kong and Australia on Advertising Expression”, Journal of Current Issues and Research in Advertising, Vol. 26, 

No. 1, pp. 34-41. 



Innovative Marketing, Volume 7, Issue 4, 2011 

105 

135.Soares, Ana Maria et al. (2007). “Hofstede’s Dimensions of Culture in International Marketing Studies”, Journal 

of Business Research, 60, pp. 277-284. 
136.Soberman, David A. (2004). “Research Note: Additional Learning and Implications on the Role of Informative 

Advertising”, Management Science, Vol. 50, No. 12, December, pp. 1744-1750. 
137.Sriram, V. and Gopalakrishna, P. (1991). “Can Advertising be Standardized among Similar Countries? A Cluster-

based Analysis”, International Journal of Advertising, Vol. 10, No. 2, pp. 137-149. 
138.Tai, Susan H.C. and Chan, Ricky Y.C. (2001). “Cross-cultural Studies on the Information Content of Service Ad-

vertising”, Journal of Services Marketing, Vol. 15, Issue 7, pp. 547-564. 
139.Takahashi, S. (1987). “A Contrastive Research of Indirectness Exemplified in L1 Directive Speech Acts Performed 

by American and Japanese”, Unpublished master thesis, The University of Illinois at Urbana-Champaign, Urbana, IL. 
140.Tan, T.T.W.L., Theng, L.B. and Cheay, E.P. (2002). “Gender-role Portrayals in Malaysian and Singaporean Tele-

vision Commercials: an International Advertising Perspective”, Journal of Business Research, 55, pp. 853-861. 
141.Tansey, R., Hyman, M.R. and Zinkhan, G.M. (1990). “Cultural Themes in Brazilian and US Auto Ads: A Cross-

Cultural Comparison”, Journal of Advertising, Vol. 19, No. 2, pp. 30-39. 
142.Till, Brian D. And Shimp, Terence A. (1998). “Endorsers in Advertising: The Case of Negative Celebrity Informa-

tion”, Journal of Advertising, Vol. 27, No. 1, Spring Issue, pp. 67-82. 
143.Tom, Gail, and Eves, Anmarie (1999). “The Use of Rhetorical Devices in Advertising”, Journal of Advertising 

Research, Issue: July-August, pp. 39-41. 
144.Tyebjee, Tyzoon T. (1979). “Reinforcement of the Involvement Concept: An Advertising Planning Point of View” 

In Attitude Research Plays for High Stakes, eds. John C. Maloney and Bernard Silverman, Chicago: American 
Marketing Association Proceedings Series, pp. 94-111. 

145.Usunier, J. and Lee, J.A. (2005). Marketing across Cultures, 4th edition, UK: Prentice Hall, pp. 61. 
146.Van Raaij, W. Fred (1996). “Globalisation of Marketing Communication?” Journal of Economic Psychology, 18, 

pp. 259-270. 
147.Walters, Peter G.P. et al. (2008). “Global Strategy in the International Advertising Industry”, International Busi-

ness Review, 17, pp. 235-249. 
148.Wang, C.C.L (2000). “Right Appeals for the Right Self: Connectedness-separateness Self-schema and Cross-cultural 

Persuasion”, Journal of Marketing Communications, Vol. 6, No. 4, December, pp. 205-217(13). 
149.Watson, J., Lysonski, S., Gillan, T. and Raymore, L. (2002). “Cultural Values and Important Possessions: A 

Cross-cultural Analysis”, Journal of Business Research, 55, pp. 923-931. 
150.Weinberger, M.G. and Gulas, C.S. (1992). “The Impact of Humour in Advertising: A Review”, Journal of Adver-

tising, Vol. 21, No. 4, December, pp. 35-59. 
151.Wiles. J.A. and Wiles, C.R. (1995). “A Comparison of Gender Role Portrayals in Magazine Advertising: The 

Netherlands, Sweden and the USA”, European Journal of Marketing, Vol. 29, No. 11, pp. 35-49. 
152.Williamson, J. (1978). Decoding Advertisements, UK: Marion Boyars. 
153.Wolf, N. (1990). The Beauty Myth, Toronto: Vintage Books. 
154.Würtz, E. (2005). “A Cross-cultural Analysis of Websites from High-context Cultures and Low-context Cultures”, 

Journal of Computer-Mediated Communication, 11 (1), Article 13. 
155.Youjae, Y. (1990). “Direct and indirect approaches to advertising persuasion: Which is more effective?”, Jour-

nal of Business Research, Vol. 20, Issue 4, pp. 279-291, available at http://www.sciencedirect.com/science/ 
article/pii/014829639090007Z. 

156.Young, C.E and King, P.D. (2008). The Advertising Research Handbook, 2nd edition, USA: Ideas in Flight. 
157.Zhang, Y. (2004). “Good for Me or for Us? A Comparative Content Analysis of Individualist and Collectivist Val-

ues and Orientations in Global and Local Television Advertising in China”, USA: Proquest Information and 
Learning Company’. 

158.Zhao, X. and Belk, R.W. (2002). “Sinolization: an international advertising strategy for China”, Journal of Asia 

Pacific Marketing, Vol. 1, No. 1, pp. 3-18. 

Appendix 

1. Survey questionnaires (“A Cross-Cultural Analysis of UK Advertising Content”) 

All the questions below are intended to investigate a relationship between demographics and perception towards UK 
advertising from non-UK perspectives. Your answer will be treated anonymously and will be used for statistical pur-
poses only following the spirit of Data Protection Act 1998. In addition, you may withdraw your participation at any 
time without giving any reason. Thank you for your participation. 

Demographic questions: 

1. What is your gender? 
(1) Female; (2) Male 

2. What is your age group? 
(1) Less than 21 years old; (2) 21-40 years old; (3) 41-50 years old; (4) 51 years old and above 

3. What is your ethnic origin?  
(1) Chinese; (2) Indian; (3) Bangladeshi; (4) Indonesian; (5) Malaysian; (6) Pakistani; (7) Japanese; (8) Others; 
please specify …….. 
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Main research questions: 

4. (Frequency/exposure) How many times in a week do you normally see any advertisement? 
(1) 1-3 times; (2) 4-5 times; (3) 6-7 times; (4) 8-10 times; (5) More than 10 times 

5. (Type of media) In your country, which type of advertisements are you usually more exposed to? 
(1) Printed such as newspapers, magazines, etc; (2) Visual such as television, internet etc; (3) Audio such as radio 
etc; (4) Others, please specify …….. 

Base your answers on the advertisements provided in the next page. Please rate your answer according to Likert-scale 
choices provided from 1 = strongly agree to 6 = strongly disagree, by ticking one (v) of the choices available. 

Questions on: individualistic-collectivistic stance: 

6. Compared with the advertisements in your country, the advertisements portray one or two individuals in a stand-
alone context. Stand-alone context here refers to the way the individual is presented in the advertisement. That is, the 
figure in the advertisement is portrayed as one/alone/individual instead of as a part of a group/a couple/a family. 
(1) Strongly agree; (2) Agree; (3) Slightly agree; (4) Slightly disagree; (5) Disagree; (6) Strongly disagree. 

7. If the advertisements portray more than two individuals, they are portrayed in a group or family context. 
(1) Strongly agree; (2) Agree; (3) Slightly agree; (4) Slightly disagree; (5) Disagree; (6) Strongly disagree. 

Questions on the directive speech act: 

8. Compared with the advertisements in your country, the UK advertisements shown generally talk about the company. 
(1) Strongly agree; (2) Agree; (3) Slightly agree;  (4) Slightly disagree; (5) Disagree; (6) Strongly disagree. 

9. Compared with the advertisements in your country, the UK advertisements shown mention about competitors’ products. 
(1) Strongly agree; (2) Agree; (3) Slightly agree; (4) Slightly disagree; (5) Disagree; (6) Strongly disagree. 

10. Compared with the advertisements in your country, the advertisement(s) ask(s) the consumers directly to do something 
or think about something.  
(1) Strongly agree; (2) Agree; (3) Slightly agree; (4) Slightly disagree; (5) Disagree; (6) Strongly disagree. 

11. Compared with the advertisements in your country, the advertisement(s) utilize(s) poetic or rhetoric devices as a per-
suasion method. 
(1) Strongly agree; (2) Agree; (3) Slightly agree; (4) Slightly disagree; (5) Disagree; (6) Strongly disagree. 

Questions on informational speech: 

12. Compared with the advertisements in your country, the advertisement(s) provide(s) information about the price or 
value of the product(s). 
(1) Strongly agree; (2) Agree; (3) Slightly agree; (4) Slightly disagree; (5) Disagree; (6) Strongly disagree. 

13. Compared with the advertisements in your country, the advertisements provide(s) information about the product(s) 
attributes. 
(1) Strongly agree; (2) Agree; (3) Slightly agree; (4) Slightly disagree; (5) Disagree; (6) Strongly disagree. 

14. Compared with the advertisements in your country, the advertisements provide(s) information about the components 
or ingredients included in the products. 
(1) Strongly agree; (2) Agree; (3) Slightly agree; (4) Slightly disagree; (5) Disagree; (6) Strongly disagree. 

15. Compared with the advertisements in your country, the advertisement(s) in general use persuasion methods that 
can be easily understood by the intended viewers. 
(1) Strongly agree; (2) Agree; (3) Slightly agree; (4) Slightly disagree; (5) Disagree; (6) Strongly disagree. 

16. Compared with the advertisements in your country, the advertisement(s) provide adequate information about the 
shape/packaging to the viewers. 
(1) Strongly agree; (2) Agree; (3) Slightly agree; (4) Slightly disagree; (5) Disagree; (6) Strongly disagree. 

17. Compared with the advertisements in your country, the advertisement(s) use(s) independent/company research to 
give more information about the product benefits. 
(1) Strongly agree; (2) Agree; (3) Slightly agree; (4) Slightly disagree; (5) Disagree; (6) Strongly disagree. 

Questions on icon/portrayal of men/women: 

18. Compared with the advertisements in your country, the portrayals of men/women in the UK advertisement(s) are 
traditional portrayals. Traditional portrayals here refer to women’s portrayed as housewives and/or “unequal” as 
compared to men. 
(1) Strongly agree; (2) Agree; (3) Slightly agree; (4) Slightly disagree; (5) Disagree; (6) Strongly disagree. 

19. Compared with the advertisements in your country, the advertisement(s) in general has/have stereotypes and 
unrealistic images of women. Stereotype refers to a standardized/simplified concept of image. 
(1) Strongly agree; (2) Agree; (3) Slightly agree; (4) Slightly disagree; (5) Disagree; (6) Strongly disagree. 

20. Compared with the advertisements in your country, the men/women portrayed in the UK advertisement(s) 
represent(s) something that exist(s) in the Western society. 
(1) Strongly agree; (2) Agree; (3) Slightly agree; (4) Slightly disagree; (5) Disagree; (6) Strongly disagree. 
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Part II. Open-ended questions. Please write down your answers freely. Detailed and rigorous answer would be much 
appreciated 

1) Compared with the advertisements in your country, please discuss freely any similarities and differences between the 
UK advertisements and your home country advertisements? If necessary, please elaborate your answer with examples. 

2) Compared with the advertisements in your country, please explain any significant cultural values that can be found 
in your home country advertisement that can also be found in the UK advertisements. 

3) Compared with the advertisements in your country, please explore the difference of portrayal of men and women 
in your home country advertisement? If necessary, please elaborate your answer with examples. 

4) Compared to the UK advertisements provided, are there any differences between the portrayal of men and women 
in your home country advertisements? 

5) Do you find any significant difference between the advertisements in the UK and your home country in terms of 
the amount of information provided? If necessary, please elaborate your answer with examples. 

6) Compared with the advertisements in your country, do the UK advertisements have the necessary level of information 
and persuasion to attract the potential customers/viewers? If necessary, please elaborate your answer with examples. 

2. Selected open-ended responses texts 

Comparative claims  

‘UK advertisements focus more on their own products without comparing it with competitors’. My home country ads 
have more emphasis on the products being the best amongst others’ (Respondent 27). 

Similarities 

Yes. Even in my home-town Indonesia, the ads published with less smart-joke or unique-and-funny-puzzle (which are 
common in western countries). Mostly, they send more direct-straight messages, using more popular figures or unrea-
listic fantasy-images to convince viewers. But, due to ‘western’ influential lifestyle, the similar glamorous images have 
become “easily-digested” (Respondent 10). 

‘Yes. The viewers from each of country have strong belief on public figures (like movie and sport stars) as the trusted 
opinion-maker to shape their lifestyle’ (Respondent 10). 

‘It’s almost the same, especially for magazine advertisement. All of those advertisements use man and woman as the 
models with the same character. I think magazine’s advertisement is greatly influenced by the western magazines, but 
it’s a bit different with advertisement in television’ (Respondent 31). 

‘Family context is the common factor used’ (Respondent 2). 

Portrayal of men and women 

‘Portrayal of men and women are different, as the culture is different. In India, more importance is given to family rela-
tionships, so men will be as a good son, husband or father as well as women as daughter, a good housewife, mother. 
But in the UK each are different entities, it is about individuals’ (Respondent 1).  

‘I am not sure. But maybe both of them are shown to be perfect figures as everybody wants to be like them’.  

‘The ads have people with perfect bodies (slim for women and muscular for men). They make us feel bad about our 
bodies and want to buy the products to hopefully make us look better’ (Respondent 6). 

‘Aside from the occasional stereotypical image (e.g. women as the housewives and men as the breadwinner), I do not 
recall any differences’ (Respondent 5).  

‘There is no much difference between men and women but they give much preference to women compared to men as a 
belief of that women can be attractive and eye catching one’ (Respondent 22). 

The portrayal of women or men in my country is more modest (not too much part of body is revealed) (Respondent 25). 

‘Yes. In quantity, the number of women physical body used is still believed as “the stronger weapon”. In quality to 
certain limit, the ads exploit human physical-body used to advertise men products has also being or reaching across the 
line (allowing nudity, sexuality etc)’ (Respondent 31). 

‘Maybe in Mexico some products are directed to women and depict women as the keeper of the household whilst men 
are depicted as the workers in some cases. Not always though’ (Respondent 36). 

‘In Western ad, women are mostly used as a symbol of sex whereas in my country men and women are portrayed more 
traditionally’ (Respondent 37). 

‘Yes sometimes. Usually in the family themed ad where woman = wife and man = husband’ (Respondent 40). 
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