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CHAPTER 1

INTRODUCTION

Throughout the history of mankind, geography, ethnicity, and political boundaries
have contributed to the creation of differences and distinctions among different nations.
Over time, societies have formed their own distinguishable characteristics and values that
set them apart from other human communities. Globalization, however, has brought us
closer than ever to McLuhan’s (1964) vision of a global village. As national boundaries
continue to diminish, international trade is no longer defined by national borders leading
to more businesses seeking opportunities abroad. The diminishing of national boundaries
has increased more than ever the selection of products and brand names from which
customers can choose. One of the most critical questions global marketers face is whether
they can utilize global strategies in the foreign markets. This globalization trend has
caused authors to focus on the trade off between economies of scale resulting from
standardization of advertising and the cultural prerequisites of local adaptation (Solberg,
2001). Although the debate of standardization versus adaptation is not new, globalization
trends fueled the debate and gave the advocates of standardization renewed strength
(Levitt 1983).

This dissertation is organized as follows. An introductory chapter provides a

discussion of the background and review of the literature on the standardization versus
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adaptation of international advertising messages and appeals. The introductory chapter
provides the problem, purpose and contribution of this study. Chapter 2 deals with
culture, the role it plays in international advertising and provides a theoretical foundation
for the study. Chapter three provides a discussion of advertising and details research
questions and hypotheses. Chapter four outlines the research methodology, research
design and research execution. Chapter five provides a summary of the results and

chapter six provides a discussion of the results and implications of findings.

Standardization Versus Adaptation of Advertising
Standardization versus adaptation of advertising has been a subject of great

controversy (Agrawal 1995; Hill & Shao 1994) that has been debated for more than 50
years. There are three schools of thought to international advertising: standardization,
adaptation and contingency perspective (Agrawal 1995). International advertising
standardization refers to using a common approach (i.e. common advertising messages)
to promote the same product across different countries and cultures (Papavassiliou and
Stathakopoulos 1997). Proponents of this approach argue that a single advertising
message with minor or no modifications can be used across different countries and
cultures. Advocates of this approach (Brown 1923; Elinder 1965; Fatt 1967; Levitt 1983;
Roostal 1963) argue that differences between countries are more a matter of degree than
direction and thus advertisers must focus on similarities of consumers around the world.
Brown (1923, p. 190), the manager of Goodyear Tire and Rubber Company, stated:

Just as green is green in Buenos Aires as well as in Batavia,

just as two and two are four in Cape Town as well as in

Copenhagen, just as the main purpose of advertising is to
sell goods, in Singapore as well as in Sydney or Santiago,
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so all the primary purposes of advertising are identical in
all countries, and all fundamentals of good advertising are
essentially the same north and south of the Equator and east
and west of Greenwich.

In addition to Brown’s (1923) argument, proponents of the standardized approach
argue that the needs and desires of consumers around the world are becoming more
homogenized. Levitt (1983, p. 93) stated:

Everywhere everything gets more and more like everything
else as the world’s preference structure is relentlessly
homogenized....... Ancient differences in national tastes or
modes of doing business disappear. The commonality of
preference leads inescapably to the standardization of
products, manufacturing, and the institutions of trade and
commerce.

Advocates of this approach argue that marketers should view the world as one
large market and that regional, national, and international differences should be ignored.
By doing so, standardization will help companies achieve cost reduction through
economies of scale, building of international brand, and development of a global
company image. Standardization will help multinational firms to compete more
effectively by utilizing standardized international advertising (Tansey et al 1990).
Although global firms realize these benefits, relatively few advertising agencies were
found to utilize globally comprehensive campaigns because few companies felt
comfortable with executing such campaigns (Hill & Shao 1994).

In 2003, Harvard Business School held a Globalization of Markets Colloquium to
evaluate Levitt’s article on its 20™ anniversary. The participants of the colloquium
concluded that although the issues raised by Levitt in his article were profound, and still

carry important implications for companies selling products internationally, much of

what he predicted did not come true
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(http://hbsworkingknowledge.hbs.edu/specialReport.jhtm1?id=3540&t=special_reports g
lobalmarkets&noseek=one).
Proponents of the adaptation school (Al-Olayan & Karande 2000; Alsop 1984,

Britt 1974; Dunn 1976; Fournis 1962; Green; Jain 1989; Lenormand 1964; Nielsen 1964;
Vladimir 1950; Wind and Douglas 1986) argue that advertisers must consider differences
among countries such as culture, stage of economic industrial development, stage of
product life cycle, media availability, and legal restrictions. Vladimir (1950, p. 723)
stated:

Despite shrinking distances and better communications,

however, the American manufacturer seeking to capture

foreign markets still meets with many difficult problems.

Every country has its own way of thinking, its own way of

living.....a campaign that succeeds well in Mexico may fail

completely in South Africa.
Although Levitt’s (1983) argument is thought-provoking and appealing, the “global
market” still consists of a large number of nations, each with its own unique culture,
economies, and consumption behavior and marketers are encouraged to take these
differences into account (Al-Olayan & Karande 2000). Advocates of adaptation consider
sharing of advertising messages to be inappropriate in most cases and advertising
messages should be tailored to particular cultures. Jain (1989) argued that standardized
international advertising messages are appropriate only when similarities exist between
two cultures. Kaynak (1989) argued that a successful international advertising strategy
requires:

1. An international brand with wide cross-frontier appeal,

2. Promotion of sufficiently general appeal to attract customers from a variety of

cultures, and
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3. Knowledge of national regulations.

Proponents of the third contingency perspective (Kotler 1986; Walters 1986)
argue that neither complete standardization nor complete adaptation is necessary.
According to these scholars, a more effective strategy would be to use a combination of
the two approaches based on the factors that can influence advertising effectiveness in the
countries involved. International marketers are advised to assess differences across
countries and design their marketing campaign accordingly. For example, Jain (1989)
points out that the choice between adaptation versus standardization is dependent on the
product type while others point to the cultural distance between countries.

The review of the literature indicates that the pros and cons of international
advertising and adaptation versus standardization in particular continue to be debated
(Agrawal 1995; Cervellon and Dube 2000; Hill and Shao 1994; Solberg 2001,
Papavassiliou and Stathakopoulos 1997; Zhou and Belk 2004). The central issue of this
debate has been identifying the situations and extent to which standardization of
international advertising is appropriate and effective when marketing products across
different cultures. The standardization approach seems appealing for four main reasons.
First, standardization enables corporations to maintain a consistent image and identity
throughout the world. Second, it minimizes confusion among buyers who travel
frequently by having product familiarity. Third, standardization allows multinational
corporations to develop a single, coordinated advertising campaign across different
markets. Finally, standardization can result in considerable savings through economies of

scale. A number of leading multinational corporations have taken advantage of these
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benefits and have been successful in using a global advertising approach. Examples
include Phillips, Gillette and Benetton (Alden, Steenkamp and Battra 1999).

In spite of these tempting benefits and success stories of using a standardized
advertising approach, recent studies in international advertising found empirical evidence
demonstrating that there are still formidable cultural barriers which often render its use
impractical and inappropriate (Albers-Miller & Gelb 1996; Al-Olayan & Karande 2000;
Biswas, Olsen & Carlet 1992 ; Boddewyn, Soehl & Picard 1986; De Mooij 1998; Gilly
1988). Several studies have shown that consumers are more inclined to respond to
advertisements that are congruent with their culture (Boddewyn, Soehl & Picard 1986;
Buzzell 1986; & Harris 1984). The understanding of cultural differences is often
considered a prerequisite for successful international advertising (Hong, Muderrisoghi &
Zinkhan 1987; Keegan 1989) because consumers grow up in a particular culture and
become aligned with that culture’s value system, beliefs and perception processes. So
understanding the concept of culture and cultural differences is often considered a

prerequisite for those who wish to market their products across different cultures.

Statement of the Problem

There is a wealth of literature published cross-cultural differences in advertising
content (Abernethy & Franke 1996; Albers-Miller & Gelb 1996; Al-Olayan & Karande
2000; Cutler & Javalgi 1992; Hong, et al 1987; Lin 1993; Gilly 1988; Davis 2003). Some
of these studies focused on similarities and differences in advertising expression between
the United States and other similar cultures (e.g. Dowling 1980; Weinberger and Spotts

1989a), while other studies focused on comparing ad content across dissimilar cultures
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such as the United States and Japan (Hong et al 1987; Javalgi, Cutler & Malhotra 1995;
Mueller 1987). Abernethy and Franke (1996) found 40 out of 59 content analysis studies
dealt with the United States media and concluded, “Much less is known about advertising
information in other countries. For example, no study has examined the advertising
information in any African nation, any part of the Middle East other than Saudi Arabia,
or any of the ‘economies in transition’ associated with the former USSR” (p. 15).
Elbashier & Nicholls (1983, p. 68) stated that, “it is perhaps somewhat surprising that
academics have not gone further and attempted to examine the impact of cultural
differences in Arab countries on Marketing, as there is a considerable field of literature
suggesting that several aspects of “the marketing mix” are culturally sensitive”.

An extensive review of the literature suggests that the situation has not changed
substantially. To the best of my knowledge, there has been only one study (Al-Olayan
and Karande 2000) that compared magazine advertisements of some Arab countries and
the United States. There has also been only one (Kalliny, Dagher & Minor 2004) study
that compared TV advertisements from some Arab countries and the United States. Both
studies were limited in scope dealing with only three variables.

The Arab world offers significant opportunities because it has the potential to
become a significant market for numerous goods and services (Ali 1999). The Arab
world consists of twelve Middle Eastern (Asian) countries (Bahrain, Iraq, Jordan,
Kuwait, Lebanon, Oman, Palestine [the Gaza strip and West Bank], Qatar, Saudi Arabia,
Syria, U.A.E. and Yemen) and ten African countries (Algeria, Egypt, Eritrea, Djibouti,
Libya, Mauritania, Morocco, Somalia, Sudan and Tunisia) with a population of over 466

million people (World Fact Book 2004). However, Eritrea, Djibouti, Mauritania and
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Somalia are typically not considered part of the Arab world because the Arabic language
is not as prevalent in those countries and the general ethnic background is not Arabic.
This is why the author will not attempt to include a sample from these countries.

According to Al-Olayan and Karande (2000), the Arab world’s imports were over
150 billion U.S. dollars in 2000. Many Arab countries such as Saudi Arabia, Kuwait,
United Arab Emirates, Bahrain, and Qatar are considered good markets because of the
high level of national income. During 2002, U.S. exports to Saudi Arabia alone totaled
$5.4 billion (Data Stream 2002). Given the economic significance and potential of the
region, multinational companies are already expanding into the Arab countries to seek
business opportunities beyond the oil sector. Such expansion will create the need to
understand the cultural differences that exist between the United States and the Arab
world in order to better serve Arab markets (Ali 1999).

Lugmani, Yavas and Qureshi (1989) stated that a major tea company alienated
Saudi customers after it aired a commercial that showed a Saudi host serving tea with his
left hand to one of his guests. Moreover, the guest was wearing shoes while seated, which
is considered disrespectful by traditional Saudis. This example points out the crucial role
that local customs and traditions play in the daily life of the Saudi citizens. Therefore,
lack of understanding of these cultural differences can lead to significant losses of
business opportunities. Understanding these cultural differences will allow U.S. and other
foreign firms to design and execute advertising campaigns that are more effective by
taking into consideration the cultural and religious sensitive issues in the Arab World.

Advertising is one of the most common and prominent methods used in the West

to bring a product or a service to the consumer. However, this may not be the case in
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other countries and cultures. For example, Al-Makaty et al. (1996) argue that television
advertising until recently was virtually unknown in the Saudi home, except for about 30
percent of the population in the Eastern Province who were able to receive broadcasts
from neighboring states such as Bahrain and the United Arab Emirates. This is not due to
a lack of television sets in the Saudi homes, but because prior to 1986 the government of
Saudi Arabia did not open its national television system to commercial advertising (Al-
Makaty et al 1996). Commercial advertising in the Arab world is a relatively new
phenomenon that might need to be studied and understood. The literature dealing with
commercial advertising in the Arab world is virtually non-existent.

A basic foundation, therefore, is to understand the cultural and religious values of
the Arab residents that can aid marketers design and execute advertisements which are
effective. It will be demonstrated in the following sections of this dissertation that these
cultural and religious values play a significant role in how information is received and
interpreted. It will be pointed out that the daily activities of Muslims are based mainly on
religious teaching and beliefs and therefore, understanding those cultural and religious

aspects and differences is critical in coming up with a successful advertising campaign.

Purpose of the Research

The extensive literature review indicates that the debate of standardization versus
adaptation of international advertising is ongoing. Therefore, there is an increasing need
for cross-cultural advertising research that can help clarify this controversy. Scholars
(Albernethy and Franke 1996; Al-Olayan and Karande 2000) identified the need for more

studies comparing advertising content across countries, especially the neglected parts of
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the world such as the Arab countries. In response to this suggestion, the primary purpose
of this study is to investigate the similarities and differences of the manifestation of
cultural and religious values in contemporary United States and the Arab television and
newspaper advertisements. We fulfill this objective by comparing television and
newspaper advertisements from the United States and a representative sample of the Arab
world, including Egypt, Lebanon, Kuwait, Saudi Arabia, and United Arab Emirates.

Past studies suggested that cultural value orientations, such as individualism/
collectivism, time orientation, communication styles and human relation with nature
should be studied to provide a better understanding of the relationship between cultural
values and advertising content (Caillat & Mueller 1996). To fill with this need, the
second purpose of this study is to investigate whether advertising practices such as
advertising appeals is in accqrd with cultural value orientations in the U.S. and the Arab
world. We fulfill this objective by identifying and contrasting advertising appeals used in
the United States and the Arab world to see if these appeals reflect the cultural and
religious values held by each society. Choosing the appropriate and most effective
advertising appeal is critical in determining the success and the effectiveness of the
advertising campaign.

Abernethy and Franke (1996) pointed out that the Arab world has been severely
neglected in terms of advertising research. In response to their observation, the third
purpose of this study is to extend the advertising literature to the Arab world. We fulfill
this objective by extending the standardization and adaptation debate to a new territory
that has not received much attention in past studies. The following sections will show that

the Arab world is unique in many ways, particularly in the role religion plays in every
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aspect of a Muslim’s life. Therefore, this study should not only be viewed as just an
extension of the debate to yet another group of countries but rather extending the
advertising debate to a new facet.

Albernethy and Franke (1996) found many more observations of magazine (56)
and television (44) advertising than of newspaper (10) advertising. In response to their
findings, the fourth purpose of this study is to compare U.S. and the Arab world
newspaper advertising. Although newspapers have been the backbone of the Arabic
media (Martin, 1988a), this medium has not received as much attention in the marketing
discipline as other print media such as magazines. Most of the literature done in
international advertising focused on Europe and some parts of Asia such as China, Japan
and Korea. The Arab world clearly has been neglected and it deserves more attention due
to the important role it plays in the global market (Al-Olayan and Karande 2000). To
accomplish these research objectives, a comparative study will be conducted to assess
contemporary U.S. and the Arab world television and newspaper advertisements using

content analysis.

Contribution of the Research

For several decades authors supporting the concept of standardization (Brown
1923; Elinder 1965; Fatt 1967; Levitt 1983; Roostal 1963) offered reasons as to why
standardization should be followed while proponents of adaptation (Al-Olayan &
Karande 2000; Alsop 1984; Britt 1974; Dunn 1976; Fournis 1962; Green, Cunnigham &
Cunningham 1975; Jain 1989; Lenormand 1964; Nielsen 1964; Wind & Douglas 1986)

have offered their own reasons as to why an adaptation process should be followed.
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Many scholars believe that it is difficult to standardize advertising and promotion in
different markets (Geier 1986; Hornik 1980; Mueller 1992) because cultural differences
such language, traditions, beliefs and music dominate communication. Similarly other
scholars have suggested that advertisements should be in accord with the cultural values
and norms of the target market to communicate successfully with the audience and avoid
triggering negative reactions toward a campaign (Boddewyn 1982; Britt 1987).
Proponents of the standardization approach believe the cost of adaptation could be high
such as diminishing the economies of scale, promotion of a global image, etc.

Previous studies have contributed to our understanding of differences between
cultures in terms of informational and emotional (Albers-Miller 1999) content of
advertisements, humor (Sternthal & Craig 1973), comparative ads (Al-Olayan and
Karande 2000) and sex role portrayal (Gilly 1988). All of these studies have contributed
to the standardization versus adaptation debate. This study contributes to this debate by
investigating advertising in a culture that has been seldom studied. While much is known
about advertising in the United States, not much is known about advertising in the Arab
world. Fundamentally two issues that are important to international advertisers wanting to
advertise in Arabic television and newspapers are addressed in this study: (1) the cultural
value differences manifested in advertising content in the U.S. and the Arab world
television and newspaper advertisements, and (2) the more frequently used advertising
appeals and how they confirm or deviate from cultural value orientations in each country.

This study has implications for cross-cultural advertising professionals and for
academic researchers. For practitioners, this study should enable them to identify whether

a standardized or a localized approach is followed in the Arab world. If a localized
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approach is followed, this study will enable advertisers to understand how companies are
currently adapting their advertising strategies to the Arab world. This study will also
enable advertisers to identify commonalities and differences across Arab states and
audiences.

For academic researchers, the current research offers insight into cross-cultural
advertising in Arab countries, in particular Egypt, Lebanon, Kuwait, Saudi Arabia and
United Arab Emirates. The findings of this study will add to the different perspectives
discussed in standardization versus adaptation literature by providing empirical evidence
in determining the feasibility of standardizing advertising appeals across the Arab world.
This study will also provide a much needed insight into the Arab culture and the role
religion plays in the advertising content.

Finally, the contribution of this study extends beyond the Arab world to the
Islamic world. Although the cultural focus is on the Arab culture, the religious focus is on
Islam. Islam has about 1.5 billion adherers (Rice & Al-Mossawi 2002) and Muslim
consumers have enormous and growing purchasing power. Of the “Ten Big Emerging
Markets” targeted by the U.S. Department of Commerce for American export promotion
efforts, two are Muslim nations (Turkey and Indonesia) and two have substantial Muslim
minorities (India and South Africa) (Rice and Al-Mossawi 2002). This study will
provide insight for international marketers that will be applicable to Muslim consumers in

terms of the religious practices and beliefs.
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Table 27
Results of Multiple Regression of Manifested Cultural Values on Advertising
Appeals (TV Sample)

Collectivistic Appeals
USA(a) Egypt(b) Lebanon(c) Kuwait(d) Saudi(e) U.A.E.(f)

B B B B B B

Beauty -0.16 0.02 -0.12 -0.06 -0.04 0.12
Competition 0.08 0.25 -0.31 -0.02 -0.01 -0.02
Diversity of

Human Race 0.16 0.36 NA NA 0.34 -0.06
Economy 0.04 0.07 0.28 -0.04 -0.04 -0.03
Enjoyment -0.01 -0.23 -0.04 0.00 0.00 -0.08
Face-Saving -0.06 NA 0.00 -0.01 NA 0.02
Family integrity 0.55 NA NA 0.47 0.72 -0.15
Filial Piety 0.08 -0.03 NA NA -0.03 NA
Harmony with

others 0.12 0.05 -0.04 NA -0.19 -0.26
Health -0.10 -0.09 -0.07 -0.19 -0.03 0.17
Hedonic -0.02 -0.34 0.02 0.81 0.02 -0.27
Honesty 0.04 NA NA -0.43 -0.05 0.21
Humility NA NA NA NA NA NA
Independence 0.25 NA NA NA 0.30 NA
Interdependence NA NA NA NA -0.02 0.09
Justice and Fairness -0.02 NA NA NA 0.28 0.02
Loyalty 0.05 -0.12 0.39 0.03 0.23 NA
Modesty -0.06 0.00 0.09 0.06 0.00 -0.07
Morality -0.02 NA -0.02 NA -0.19 NA
Natural -0.04 0.05 -0.04 -0.06 0.14 0.03
Perseverance NA NA NA NA NA NA
Sexuality -0.10 0.14 -0.06 0.00 NA 0.00
Social Status 0.09 NA NA NA -0.18 NA
Tradition NA 0.00 -0.05 0.02 -0.09 0.88
Utilitarian NA -0.18 0.17 -0.13 -0.04 -0.20
Veneration for elders 0.13 NA NA NA 0.14 NA
Wealth NA NA 0.02 -0.60 0.16 NA
Wisdom -0.13 NA NA  -0.64 031 NA

NA: The cultural value was excluded in this multiple regression because it was not

manifested.

(a) R2=.48, F=2.99, df =22 (b) R2=.35, F=3.20, df=15
(c) R2=.29,F=2.23,df=15 (d) R2=.96, F =93.70, df =16
(e) R2=.90, F=27.0,df=24 ) R2=.87,F=19.80, df =18
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Table 28 reports the regression results for the individualistic advertising appeals.
In the U.S. sample, independence (Beta = .25), health (Beta = .23), and morality (Beta =
.30) were the major contributors to the value changes of individualistic appeals. In the
sample from Egypt, there were not significant positive strong relationships revealed. In
the Lebanese sample, beauty (Beta = .31) and utilitarian (Beta = .37) were the only values
that had a significant positive relationship with individualistic appeals. In Kuwait
sample, beauty (Beta = .43) and natural (Beta = .24) were the major predictors. In
addition, in the Saudi sample, independence (Beta = .46) was the only cultural value that
had a significant positive relationship with individualistic appeals. Finally, in U.A.E.
sample, there were no positive significant relationships between cultural values and
individualistic appeals; however, there was a significant negative relationship between
family integrity (Beta = -.37) and individualistic appeals. The results of this study reveal
that there was a significant positive relationship between independence, which is a
cultural value that is strongly associated with individualism, and individualistic appeals in
the U.S. and Saudi sample. Therefore, we can conclude that there was only partial
support for the claim that cultural values are in accord with individualistic appeals (see

Table 28 for details).
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Table 28
Results of Multiple Regression of Manifested Cultural Values on Advertising
Appeals (TV Sample)
Individualistic Appeals
USA(a) Egypt(b) Lebanon(c) Kuwait(d) Saudi(e) U.A.E.(f)

B B B B B B

Beauty 0.21 0.13 0.31 0.45 0.08 0.07
Competition 0.16 -0.06 -0.07 0.20 0.04 -0.17
Diversity of

Human Race -0.15 0.11 NA NA -0.10 0.27
Economy 0.13 -0.07 0.09 0.07 0.03 0.16
Enjoyment 0.19 0.00 -0.16 0.00 0.01 0.06
Face-Saving 0.22 NA 0.04 0.04 NA -0.01
Family integrity 0.04 NA NA NA -0.19 -0.37
Filial Piety 0.11 -0.28 NA NA -0.07 NA
Harmony with others 0.12 0.11 0.07 NA 0.49 0.04
Health 0.25 0.15 0.07 0.26 0.04 0.01
Hedonic -0.13 -0.03 0.25 -0.19 -0.26 0.25
Honesty -0.07 NA 0.05 0.45 0.22 -0.07
Humility NA NA NA NA NA NA
Independence 0.23 NA NA NA 0.46 NA
Interdependence NA NA NA NA 0.33 0.09
Justice and Fairness 0.12 NA NA NA 0.02 0.25
Loyalty 0.04 0.17 NA -0.11 0.18 NA
Modesty -0.03 -0.07 -0.10 0.11 -0.11 NA
Morality 0.30 NA -0.15 NA -0.10 NA
Natural 0.09 0.06 0.19 0.24 0.25 -0.52
Perseverance NA NA NA NA NA NA
Sexuality -0.28 0.21 0.29 0.02 NA 0.00
Social Status -0.02 NA NA NA -0.13 NA
Tradition NA -0.11 0.02 0.06 -0.36 -0.06
Utilitarian NA -0.08 0.37 0.31 -0.33 0.21
Veneration for

elders 0.01 NA NA NA 0.36 NA
Wealth NA 0.28 NA 0.19 0.16 NA
Wisdom -0.05 0.02 NA 0.18 -0.36 NA

NA: The cultural value was excluded in this multiple regression because it was not

manifested.

(a) R2=.38,F=1.99, df =22 (b)R2=.22,F=1.72, df=15
(c) R2=45,F=4.41,df=15 (d)R2=47,F=340, df=16
(e) R2=.63, F=4.74,df =24 HR2=.60,F=4.22, df=18
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As reported in Table 29, in the U.S. advertisements, the value change of past-
time-oriented advertising appeal was positively influenced by the cultural values of
harmony with others (Beta = .52) and hedonic (Beta = .23), while competition (Beta =
.28) was the major contributor in the Egyptian sample. In the Lebanese sample, there was
no manifestation of past-time-orientation appeals. In Kuwait, the major contributors were
wealth (Beta = .63) and hedonic (Beta = .28). In addition, in the Saudi sample,
interdependence (Beta = .42) was the major predictor. Finally, in the U.A.E. sample,
sexuality (Beta = .61) and hedonic (Beta = .32) had a significant positive relationship
with past-time-orientation appeal. Although some of these cultural values are associated
with past-time-orientation such as harmony with others, there is not enough evidence to

suggest that the cultural values are in accord with the past-time-orientation appeals.
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Table 29
Results of Multiple Regression of Manifested Cultural Values on Advertising
Appeals (TV Sample)
Past Time Appeals
USA(a) Egypt(b) Lebanon(c) Kuwait(d) Saudi(e) U.A.E.(f)
B B B B B B
Beauty 0.06 -0.10 NA 0.16 0.17 0.00
Competition -0.10 0.28 NA 0.06 -0.20 0.03
Diversity of
Human Race -0.12 -0.05 NA NA -0.40 0.26
Economy 0.09 -0.07 NA 0.11 0.11 -0.18
Enjoyment -0.17 0.00 NA -0.01 0.19 -0.15
Face-Saving 0.07 NA NA 0.04 NA 0.07
Family integrity -0.05 NA NA 0.04 0.02 -0.16
Filial Piety 0.05 -0.02 NA NA 0.05 NA
Harmony with others 0.52 0.01 NA NA -0.27 -0.07
Health -0.18 0.05 NA 0.44 -0.11 0.19
Hedonic 0.23 0.23 NA 0.28 -0.08 0.32
Honesty 0.10 NA NA -0.13 -0.02 0.12
Humility NA NA NA NA NA NA
Independence NA NA NA NA -0.67 NA
Interdependence -0.09 NA NA NA 0.42 -0.18
Justice and Fairness 0.13 NA NA NA -0.17 0.07
Loyalty -0.05 0.01 NA -0.08 0.47 NA
Modesty -0.02 0.18 NA -0.15 0.14 -0.03
Morality -0.13 NA NA NA -0.42 NA
Natural 0.02 0.04 NA 0.14 0.08 0.07
Perseverance NA NA NA NA NA NA
Sexuality -0.23 0.08 NA 0.00 NA 0.61
Social Status 0.00 NA NA NA 0.15 NA
Tradition NA 0.08 NA -0.05 0.10 0.17
Utilitarian NA 0.06 NA 0.31 -0.12 0.27
Veneration for elders -0.09 NA NA NA -0.03 NA
Wealth NA NA NA 0.63 0.30 NA
Wisdom 0.03 NA NA -0.31 0.09 NA
NA: The cultural value was excluded in this multiple regression because it was not
manifested.
(a) R2=.51,F=3.31,df =22 (b)R2=.19, F=1.41, df=15
(c) NA (d)R2=.79, F=14.37,df =16
(e) R2=.63, F=4.96, df =24 () R2=.60,F=4.19, df=18
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As reported in Table 30, in the U.S. sample, there were no significantly positive
relations between cultural values and present time orientation appeals. In the Egyptian
sample, only enjoyment (Beta =.35) had a significantly positive impact on present time
orientation appeals. In the Kuwait sample, honesty (Beta = .71) and health (Beta = .44)
were the major predictors while enjoyment (Beta (.34) was the major predictor in the
Saudi sample. Finally, economy (Beta = .55) and honesty (Beta = .35) were the major
predictors in the U.A.E. sample. Was the only significant relation in the U.A.E. sample.
Stepwise analysis confirmed that enjoyment was the most influential cultural value on
present time oriented appeals. Because enjoyment is highly associated with present-time
orientation, it can be concluded that cultural values and present-time-oriented appeals are

partially in accord with each other (see Table 30 for details).
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Table 30
Results of Multiple Regression of Manifested Cultural Values on Advertising
Appeals (TV Sample)
Present Time Appeals
USA(a) Egypt(b) Lebanon(c) Kuwait(d) Saudi(e) U.A.E.(f)
B B B B B B

Beauty 0.22 -0.01 NA 0.11 -0.33 0.04
Competition 0.21 0.05 NA 0.04 0.18 -0.08
Diversity of

Human Race -0.03 0.02 NA 0.07 -0.13 -0.21
Economy 0.14 -0.07 NA -0.01 -0.05 0.55
Enjoyment 0.32 0.35 NA 0.02 0.34 0.04
Face-Saving -0.15 NA NA NA NA -0.16
Family integrity 0.14 NA NA NA 0.46 0.14
Filial Piety 0.02 -0.01 NA NA -0.08 NA
Harmony with

others 0.09 -0.01 NA NA -0.24 0.19
Health 0.15 -0.07 NA 0.44 -0.13 -0.28
Hedonic -0.04 -0.04 NA 0.56 -0.07 0.47
Honesty -0.10 NA NA 0.71 -0.13 0.35
Humility NA NA NA NA NA NA
Independence 0.32 NA NA NA 0.44 NA
Interdependence NA NA NA NA 0.22 0.54
Justice and Fairness 0.28 NA NA NA -0.15 0.00
Loyalty -0.05 0.05 NA -0.06 0.07 NA
Modesty 0.01 -0.01 NA -0.11 -0.06 0.24
Morality 0.02 NA NA NA -0.13 NA
Natural -0.15 -0.18 NA 0.10 -0.10 -0.20
Perseverance -0.23 NA NA NA NA NA
Sexuality 0.00 -0.07 NA 0.00 NA -0.07
Social Status 0.09 NA NA NA 0.07 NA
Tradition NA 0.08 NA -0.03 -0.12 0.01
Utilitarian NA -0.11 NA 0.22 -0.23 0.42
Veneration for elders 0.11 NA NA NA 0.08 NA
Wealth NA NA NA -0.23 0.05 NA
Wisdom 0.01 NA NA -0.22 0.00 NA

NA: The cultural value was excluded in this multiple regression because it was not

manifested.

(a) R2=.41,F=2.25,df=22 (b) R2=.19, F=1.46,df=15
(c) NA (d) R2=.89, F=32.0,df=16
(e) R2=47,F=2.56,df =24 HR2=.71,F=6.78,df =18
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In addition, the results of linear regression analysis reported in Table 14 indicated
that cultural values of economy (Beta = .36), perseverance (Beta = 31) in the U.S.
sample, morality (Beta = .73) in the Egyptian sample, natural (Beta = .36) in the
Lebanese sample, wisdom (Beta = .50) in the Kuwaiti sample, utilitarian (Beta =.71) in
the Saudi sample, and none in the U.A.E. sample were the major predictors of future time
orientation. Because the majority of these cultural values are not associated with future-
time-orientation, we can conclude that cultural values and future-time-orientation were

not in accord with each other.
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Table 31
Results of Multiple Regression of Manifested Cultural Values on Advertising
Appeals (TV Sample)
Future Time Appeals
USA(a) Egypt(b) Lebanon(c) Kuwait(d) Saudi(e) U.A.E.(f)
B B B B B B

Beauty 0.02 NA NA 0.03 -0.04 NA
Competition -0.12 NA NA 0.02 -0.18 NA
Diversity of

Human Race 0.21 NA NA NA -0.10 NA
Economy 0.09 NA NA 0.02 0.16 NA
Enjoyment -0.25 NA NA 0.05 0.00 NA
Face-Saving -0.05 NA NA 0.02 NA NA
Family integrity 0.16 NA NA NA 0.40 NA
Filial Piety 0.02 NA NA NA -0.10 NA
Harmony with others -0.05 NA NA NA -0.50 NA
Health 0.16 NA NA 0.52 0.00 NA
Hedonic 0.24 NA NA 0.31 -0.01 NA
Honesty 0.03 NA NA 0.49 0.07 NA
Humility NA NA NA NA NA NA
Independence -0.17 NA NA NA 0.31 NA
Interdependence NA NA NA NA -0.49 NA
Justice and Fairness 0.06 NA NA NA -0.26 NA
Loyalty 0.03 NA NA -0.82 -0.46 NA
Modesty 0.09 NA NA -0.05 0.05 NA
Morality -0.04 NA NA NA 0.32 NA
Natural -0.11 NA NA 0.02 -0.08 NA
Perseverance NA NA NA NA NA NA
Sexuality 0.11 NA NA 0.00 NA NA
Social Status -0.01 NA NA NA -0.51 NA
Tradition NA NA NA 026  -0.13 NA
Utilitarian NA NA NA 0.02 0.03 NA
Veneration for

elders 0.14 NA NA NA -0.02 NA
Wealth NA NA NA -0.17 0.44 NA
Wisdom -0.16 NA NA -0.13 0.12 NA

NA: The cultural value was excluded in this multiple regression because it was not

manifested.

(a) R2=.32,F=147,df=22 (b) NA

(c) NA (d) R2 =.88, F=30.04,df = 16
(e) R2=.60,F=4.42, df =24 () NA
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Regarding the linear relationship between mastery over nature advertising appeals
and manifested cultural values, as reported in Table 15, the only cultural value that makes
sense to be associated with mastery over nature was beauty (Beta = .47) found in the
Kuwait sample. Although there were more cultural values that had significant
relationship with mastery over nature appeals, none of them can logically be associated to
this advertising appeal; therefore, cultural values and mastery over nature appeals are not

in accord with each other.
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Table 32
Results of Multiple Regression of Manifested Cultural Values on Advertising
Appeals (TV Sample)

Mastery over Nature Appeals
USA(a) Egypt(b) Lebanon(c) Kuwait(d) Saudi(e) U.A.E.(f)

B B B B B B
Beauty 0.02 -0.04 NA 0.11 NA NA
Competition -0.09 -0.09 NA 0.04 NA NA
Diversity of
Human Race 0.10 -0.05 NA NA NA NA
Economy 0.06 0.19 NA 0.07 NA NA
Enjoyment -0.14 -0.01 NA -0.01 NA NA
Face-Saving 0.04 NA NA 0.02 NA NA
Family integrity 0.32 NA NA NA NA NA
Filial Piety -0.22 -0.07 NA NA NA NA
Harmony with others 0.33 -0.07 NA NA NA NA
Health -0.18 -0.15 NA 0.44 NA NA
Hedonic 0.16 -0.06 NA 0.56 NA NA
Honesty 0.03 NA NA 0.71 NA NA
Humility NA NA NA NA NA NA
Independence 0.12 NA NA NA NA NA
Interdependence NA NA NA NA NA NA
Justice and Fairness 0.02 NA NA NA NA NA
Loyalty -0.10 NA NA NA NA NA
Modesty 0.03 0.04 NA -0.06 NA NA
Morality -0.10 NA NA -0.11 NA NA
Natural 0.09 -0.07 NA 0.10 NA NA
Perseverance NA NA 0.00 NA NA
Sexuality -0.26 0.02 NA 0.00 NA NA
Social Status 0.11 NA NA NA NA NA
Tradition NA 0.04 NA -0.03 NA NA
Utilitarian NA 0.12 NA 0.22 NA NA
Veneration for elders 0.05 NA NA NA NA NA
Wealth NA NA NA -0.23 NA NA
Wisdom 0.01 NA NA -0.22 NA NA
NA: The cultural value was excluded in this multiple regression because it was not
manifested.
(a) R2=.42,F=2.28, df =22 b)R2=.07,F=48, df=15
(c) NA (d) R2 =.89, F=32.08,df =16
(e) NA (f) NA
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Table 16 shows that there was a strong and positive significant relationship
between natural (nature) (Beta =.77) in the U.S. sample and harmony with nature
advertising appeals. There was also a strong and positive significant relationship between
natural (nature) (Beta = .63) and harmony with nature appeals in the Kuwaiti sample. The
results of stepwise regression analysis also confirmed that natural was the major predictor
of harmony with nature advertising appeals. Based on these results, harmony with nature

advertising appeals was in accord with the cultural value that suggested harmony between

man and nature.

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



171

Table 33
Results of Multiple Regression of Manifested Cultural Values on Advertising
Appeals (TV Sample)

Harmony with Nature Appeals
USA(a) Egypt(b) Lebanon(c) Kuwait(d) Saudi(e) U.A.E.(f)

B B B B B B

Beauty -0.21 NA NA 0.16 0.20 NA
Competition -0.14 NA NA 0.06 0.02 NA
Diversity of

Human Race -0.06 NA NA NA -0.17 NA
Economy 0.09 NA NA 0.11 0.00 NA
Enjoyment 0.20 NA NA -0.01 0.03 NA
Face-Saving -0.04 NA NA 0.04 NA NA
Family integrity -0.12 NA NA NA 0.15 NA
Filial Piety 0.00 NA NA NA 0.05 NA
Harmony with others -0.11 NA NA NA 0.49 NA
Health -0.04 NA NA 0.63 0.18 NA
Hedonic -0.03 NA NA 0.79 -0.09 NA
Honesty -0.08 NA NA -0.31 -0.04 NA
Humility NA NA NA NA NA NA
Independence 0.02 NA NA NA 0.74 NA
Interdependence NA NA NA NA 0.11 NA
Justice and Fairness 0.10 NA NA NA 0.05 NA
Loyalty 0.01 NA NA NA -0.15 NA
Modesty 0.10 0.04 NA -0.08 -0.03 NA
Morality 0.04 NA NA -0.15 0.07 NA
Natural 0.30 -0.07 NA 0.16 0.16 NA
Perseverance NA NA NA NA NA NA
Sexuality 0.00 NA NA 0.00 NA NA
Social Status 0.09 NA NA NA -0.31 NA
Tradition NA NA NA -0.05 -0.58 NA
Utilitarian NA NA NA 0.31 -0.08 NA
Veneration for elders -0.07 NA NA NA 0.26 NA
Wealth NA NA NA -0.33 0.11 NA
Wisdom -0.01 NA NA -0.31 -0.33 NA

NA: The cultural value was excluded in this multiple regression because it was not

manifested.

(a) R2=.24, F=1.00, df =22 (b) NA

(c) NA (dR2=.79,F=14.37,df =16
(e) R2=.74, F =8.56,df =24 () NA

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



172

For subjugation to nature appeals, Table 17 indicates that there is a relationship
between enjoyment, interdependence, morality and natural values and subjugation to
nature appeals. Because we did not include cultural values that are associated with

subjugation to nature, these results are not interpretable.

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



173

Table 34
Results of Multiple Regression of Manifested Cultural Values on Advertising
Appeals (TV Sample)

Subjugation to Nature Appeals
USA(a) Egypt(b) Lebanon(c) Kuwait(d) Saudi(e) U.A.E.(f)

B B B B B B

Beauty -0.02 NA NA NA -0.17 NA
Competition -0.10 NA NA NA 0.00 NA
Diversity of Human

Race -0.06 NA NA NA -0.35 NA
Economy -0.02 NA NA NA 0.04 NA
Enjoyment -0.10 NA NA NA 0.24 NA
Face-Saving -0.02 NA NA NA NA NA
Family integrity 0.12 NA NA NA NA NA
Filial Piety -0.03 NA NA NA -0.20 NA
Harmony with others -0.04 NA NA NA -0.12 NA
Health 0.24 NA NA NA -0.05 NA
Hedonic 0.24 NA NA NA -0.05 NA
Honesty -0.07 NA NA NA -0.12 NA
Humility NA NA NA NA NA NA
Independence -0.11 NA NA NA 0.30 NA
Interdependence NA NA NA NA -0.12 NA
Justice and Fairness 0.00 NA NA NA -0.08 NA
Loyalty -0.04 NA NA NA -0.74 NA
Modesty 0.11 NA NA NA 0.00 NA
Morality -0.05 NA NA NA 0.45 NA
Natural -0.15 NA NA NA -0.12 NA
Perseverance NA NA NA NA NA NA
Sexuality 0.06 NA NA NA NA NA
Social Status -0.02 NA NA NA -0.01 NA
Tradition NA NA NA NA 0.03 NA
Utilitarian NA NA NA NA -0.07 NA
Veneration for

elders 0.00 NA NA NA -0.09 NA
Wealth NA NA NA NA 0.01 NA
Wisdom 0.38 NA NA NA -0.27 NA

NA: The cultural value was excluded in this multiple regression because it was not

manifested.

(a) R2=.32,F=149,df=22 (b) NA
(c) NA (d) NA
(e) R2=.40,F=1.96,df =24 () NA
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In the U.S. advertisements, hedonic (Beta = .39), honesty (Beta = .29) and social
status (Beta = .24) were the major predictors of high context appeals while hedonic (Beta
=.50) and honesty (Beta = -.96) were the major predictors in the Egyptian sample. For
the Lebanese sample, enjoyment (Beta = .40), harmony with others (Beta = .40) and
economy (Beta = .31) were the major predictors of high context advertising appeals. In
the Kuwait sample, on the other hand, sexuality (Beta =.76) and tradition (Beta = .43)
were the major predictors. Interdependence (Beta = .50) and family integrity (Beta = .39)
were the major predictors in the Saudi sample. Finally, interdependence (Beta = .29) was
the major predictor in the U.A.E. sample. The stepwise method confirmed these results
and we can conclude that high context appeals are associated with hedonic, enjoyment;

interdependence and sexuality (see Table 18 for details).
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Table 35
Results of Multiple Regression of Manifested Cultural Values on Advertising
Appeals (TV Sample)
High Context Appeals
USA(a) Egypt(b) Lebanon(c) Kuwait(d) Saudi(e) U.A.E.(f)
B B B B B B

Beauty -0.09 -0.02 -0.19 0.05 0.00 0.11
Competition -0.11 0.15 0.02 0.11 0.27 -0.03
Diversity of

Human Race 0.00 0.04 NA NA 0.04 -0.01
Economy -0.10 -0.23 0.05 0.07 -0.22 0.01
Enjoyment 0.32 0.22 0.51 0.23 0.19 0.18
Face-Saving 0.08 NA -0.06 0.01 NA -0.17
Family integrity -0.16 0.00 NA NA 0.40 -0.24
Filial Piety 0.04 NA NA NA 0.07 NA
Harmony with others 0.36 0.22 -0.15 NA -0.12 0.28
Health 0.14 -0.06 0.05 0.14 0.06 0.00
Hedonic 0.26 0.01 0.03 0.15 0.00 0.79
Honesty 0.22 NA NA -0.04 -0.51 0.39
Humility NA NA NA NA NA NA
Independence -0.28 NA NA NA 0.28 0.06
Interdependence NA NA NA NA  -0.18 0.55
Justice and Fairness -0.29 NA NA NA 0.06 0.21
Loyalty 0.20 0.12 0.17 -0.13 -0.21 NA
Modesty 0.12 -0.08 -0.11 0.01 -0.09 0.22
Morality 0.04 NA -0.15 NA 0.07 NA
Natural -0.18 -0.01 0.15 0.07 0.10 -0.14
Perseverance NA NA NA NA NA NA
Sexuality 0.41 0.42 0.20 0.07 NA -0.26
Social Status 0.11 NA NA NA -0.02 NA
Tradition NA -020 022 0.04 -0.09 0.29
Utilitarian NA 0.00 0.17 0.04 -0.06 0.48
Veneration for elders -0.06 NA NA NA -0.02 NA
Wealth NA NA NA -0.13 0.01 NA
Wisdom -0.01 NA NA 0.74 -0.15 NA

NA: The cultural value was excluded in this multiple regression because it was not

manifested.

(a) R2=.51,F=3.37,df =22 (b) R2=.39,F=3.91, df=15
(¢) R2=45,F=4.44,df=15 (dR2=.70,F=9.14, df=16
() R2=.,19, F=.69, df=24 ®H R2=.79,F=10.60,df =18
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Finally, as indicated in Table 19, competition (Beta = .28) had a significant
relationship with low context appeals in the U.S. sample while wealth (Beta =.61) has a
significant relationship with low context appeals in the Egyptian sample. In the Lebanese
sample, enjoyment (Beta = .70) was the cultural value that significantly and positively
predicted the value change of low context advertising appeals while wisdom (Beta = .58)
was the cultural value that significantly and positively predicted low context advertising
appeals in the Kuwaiti sample. Finally, enjoyment (Beta = .44) in the Saudi sample and
economy (Beta =.78) in the U.A.E. sample had a significant relationship with low
context advertising appeals. The results of stepwise regression analysis confirmed that
economy, enjoyment and competition were the major predictors of low context
advertising appeal. Therefore, research results revealed that low context advertising
appeals were highly associated with the cultural values that emphasized rational and

economic rationales for purchasing the advertised products.

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



177

Table 36
Results of Multiple Regression of Manifested Cultural Values on Advertising
Appeals (TV Sample)

Low Context Appeals
USA(a) Egypt(b) Lebanon(c) Kuwait(d) Saudi(e) U.A.E.(f)
B B B B B B
Beauty 0.00 0.21 0.12 0.02 0.14 0.05
Competition 0.39 0.08 0.67 0.15 -0.01 0.02
Diversity of Human
Race -0.13 -0.14 NA NA -0.36 -0.01
Economy 0.60 0.36 0.28 0.11 0.18 0.37
Enjoyment -0.03 -0.25 -0.11 -0.11 -0.09 -0.05
Face-Saving -0.06 -0.17 -0.06 -0.01 NA 0.01
Family integrity 0.07 0.00 NA NA 0.33 0.25
Filial Piety 0.20 NA NA NA -0.25 NA
Harmony with others 0.10 NA 0.04 NA 0.13 0.05
Health -0.02 -0.03 0.10 -0.06 -0.01 0.01
Hedonic -0.03 0.05 0.04 -0.15 0.22 0.91
Honesty 0.15 NA NA 0.14 0.21 0.39
Humility NA NA NA NA NA NA
Independence -0.05 NA NA NA -0.09 NA
Interdependence NA NA NA NA 0.29 -0.21
Justice and Fairness -0.16 NA NA NA -0.06 0.20
Loyalty -0.11 0.17 0.02 0.32 -0.55 NA
Modesty 0.10 0.22 -0.13 -0.13 -0.10 0.11
Morality 0.00 NA 0.03 NA 0.22 NA
Natural 0.00 -0.07 -0.06 -0.01 0.16 -0.61
Perseverance NA NA NA NA NA NA
Sexuality -0.02 0.45 -0.01 -0.20 NA 0.27
Social Status -0.11 NA NA NA 0.24 NA
Tradition NA 0.05 -0.22 -0.24 -0.34 -0.43
Utilitarian NA -0.04 -0.05 0.04 0.01 0.59
Veneration for elders -0.11 NA NA NA 0.22 NA
Wealth NA NA NA 0.59 -0.02 NA
Wisdom -0.05 NA NA 0.30 -0.23 NA
NA: The cultural value was excluded in this multiple regression because it was not
manifested.
(a) R2=.64, F=5.62, df =22 (b)R2=.53, F=6.68, df=15
(c) R2=.58, F=17.74,df =15 d)R2=.52,F=4.18, df=16
(e) R2=.44,F=2.32,df =24 () R2=.85,F=16.35,df=18
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CHAPTER SIX

CONCLUSIONS AND RECOMMENDATIONS

Al-Olayan and Karande (2000) argued that the controversy of standardized versus
specialized international advertising has increased the demand for more cross-cultural
research on advertising content. In response to this increasing demand, this study using a
content analysis investigated the similarities and differences of manifested cultural values
in the U.S. and the Arab world (represented by Egypt, Lebanon, Kuwait, Saudi and
U.A.E.). Moreover, this study examined whether newspaper and TV advertising appeals
and cultural values were in accord with each other. To increase the generalizability of the
study, two media were surveyed, newspaper and television commercials. A sample of
150 newspaper advertisements were taken from each country and 150 TV commercials
were taken from the U.S., 150 from Egypt, 150 from Lebanon, 145 from Kuwait, 144
from Saudi and 127 from U.A.E. The research findings are discussed in the following
section.

Discussion of Results
Cultural Values Manifestation

The findings of this study reveal that there are some similarities and differences of

manifested cultural values between the U.S. and the Arab world. First, the cultural values

that are most frequently manifested in both the U.S. and the Arab countries newspaper
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advertisements included: utilitarianism, enjoyment, and honesty. This study also reveals
that product features and merits were highly used in both the U.S. and the Arab
newspaper advertisements. There was a significant correlation between utilitarian,
enjoyment, and honesty and product features and merits. This finding is in accord with
past studies (Mueller, 1987) that suggested advertising appeals such as product merits are
likely to be used frequently across countries. In the TV sample, enjoyment was also one
of the most frequently manifested cultural values along with economy and beauty. These
cultural values were also significantly correlated with product features and merits.
Therefore, the findings of this study are consistent with the findings of past studies.
Second, the research results indicate that U.S. and the Arab countries’ newspaper
advertisements significantly differed on the manifestation of the cultural values;
competition, economy, justice and fairness, and diversity of human race. Competition,
which highly and significantly correlated with the use of comparative advertisements,
was highly manifested in the U.S. and highly absent in the Arab advertisements. Justice
and fairness was also highly present in the U.S. newspaper advertisements and absent in
the Arab newspaper advertisements. In the TV sample; however, the U.S. and the Arab
countries differed mainly on: diversity of human race, honesty, justice and fairness, and
natural. This study reveals that the U.S. used more competition, justice and fairness and
diversity of human race than the Arab countries in newspaper and TV advertisements,
while the Arab countries use more of economy, natural and loyalty than the U.S. in both
samples. The findings of this study are consistent with previous research that found
competition to be a cultural value that was not manifested much in the Arab world

advertisements (Al-Olayan and Karande, 2000). Previous cross cultural research has also
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indicated that loyalty is highly valued in the Arab culture (Almaney & Alwan, 1982;
Lamb, 1987); therefore, the findings of this study are consistent with previous research.
In addition, previous literature suggested that the Arab culture is prone to encourage
fatalism and the acceptance of things the way they are including the challenges of nature
(Lamb, 1987). Previous literature, on the other hand, point out that the U.S. culture is
prone encourage individuals to challenge and conquer the challenges of nature (De
Mooij, 1998); therefore, the findings of this study are consistent with previous research.

Third, this study found that some cultural values that were manifested in the Arab
advertisements but not in any of the U.S. advertisements. In the newspaper sample, none
of the U.S. advertisements were found to manifest the cultural value interdependence
while this cultural value was manifested in the Arab advertisements. There is a huge body
of literature (Hofstede, 2001) that suggests the individualistic nature of the U.S. culture
and the collectivistic nature of the Arab culture. Interdependence is a cultural value that is
highly associated with collectivistic culture; therefore, this finding is consistent with
previous literature.

Fourth, the findings of this study indicate that the same cultural value could
highly connect to a different cultural value in the U.S. and Arab advertisements.
Consequently, the same cultural value might have different interpretations and
implications in the U.S. and the Arab advertisements because of cultural difference and
uniqueness in each country. To illustrate, consider the following examples. The cultural
value of family integrity was highly connected (correlated) with justice in the U.S.
advertisements and was highly connected to loyalty, harmony and honesty in the Arab

advertisements. This difference exists probably because loyalty and harmony are seen as
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an important part of maintaining the family integrity in the Arab culture because it is a
collectivistic society while being just and fair is an important component of family
integrity in the U.S. Another example is independence where it is highly connected to
the cultural value competition in the Arab advertisements and with enjoyment in the U.S.
advertisements. This can also be attributed to the nature of the Arab culture that
emphasizes interdependence and family ties which is hoped to lead to collaboration and
cooperation and not competition. On the other hand, the U.S. culture emphasizes
independence in that pursing personal gains and enjoying life were often portrayed as a
reflection of individual independence. Finally, harmony was highly connected to
interdependence, tradition and wisdom in the Arab advertisements while highly
connected to diversity of human race, and enjoyment in the U.S. advertisements. These
relationships are revealed probably because interpersonal relationships are very important
in the Arab world and they are constantly emphasized while diversity is encouraged in
the U.S.

In summary, this study revealed that there are some similarities and differences in
the manifestation of cultural values in the U.S. and the Arab world newspaper and
television advertisements. The cultural values that were most frequently manifested in the
U.S. and the Arab newspaper advertisements included; utilitarianism, enjoyment, and
honesty. Although in most cases, cultural values manifestation in both newspaper and TV
advertisements, there were also some differences. For example, honesty was highly
manifested in the Arab newspaper advertisements while it was not one of the most
frequently manifested cultural values in the TV sample. In addition, this study found

some cultural values that were only manifested in U.S. advertisements but not in the Arab
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advertisements and vise versa. Finally, this study found that the same cultural value
could highly connect to different cultural values, which can lead to different

interpretation and implications for the U.S. and the Arab world advertisements.

Advertising Appeals Manifestation

Cross cultural researchers have argued that each country tends to be prone to a
certain set of cultural orientation. For example, it is argued that the U.S. culture tends to
be more individualistic, future time oriented, encourages mastery over nature, and adopts
a low context communication (De Mooij, 1998; Hall, 1976; Hofstede, 2001). On the
other hand, the Arab world is argued to be more collectivistic, past time oriented,
encourages fatalism and subjugation to nature, and adopts a high context communication
(Almaney & Alwan, 1982; Lamb, 1987; Nydell, 1987; Wilson, 1996). This study
investigated whether the use of advertising appeals is in accord with cultural orientation
in each country.

The findings of this study showed that both the U.S. and the Arab world
newspaper advertisements emphasized product benefits to the individual, originality and
uniqueness, contemporary or now, associating a product with a particular situation or life
style, emphasizing the intangible aspects of products, and provide price information.
Uniqueness and originality, product benefits to the individual consumer, emotions and
mood, and product features and merits, were emphasized in the U.S. and the Arab world
TV advertisements. This study also shows that there were some differences between the
U.S. and the Arab world emphasis of advertising appeals. The U.S. advertisements used

more newspaper advertising appeals that emphasized man’s technical achievements than
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the majority of the Arab countries. The U.S. also emphasized comparative newspaper
advertisements more than the Arab countries, while the Arab countries emphasized
family integrity, and originality. Unlike what was predicted, the majority of the Arab
countries emphasized more of the individualistic newspaper advertising appeals, while
the U.S. emphasized more of the collectivistic newspaper advertisements. This is a
surprising finding considering the collectivistic nature of the Arab culture and the
individualistic nature of the U.S. culture. Similar results were also obtained for the TV
sample; therefore, advertising appeals were not consistent with the collectivistic,
individualistic value orientation.

In addition, this study revealed that the Arab newspaper advertisements frequently
emphasized the contemporary or present. Therefore, the advertising appeals in the Arab
world were observed to be more present time oriented than past time or future time
oriented. Although the U.S. also scored high on present time oriented appeals, research
findings showed that the U.S. significantly used more future time oriented appeals than
the Arab countries. Therefore; the results of this study confirmed that U.S. advertising
appeals were more future time oriented than the Arab advertising appeals.

In regard to high context and low context communication, the results of this study
showed that Arab newspaper advertising were observed to include more high context
than the U.S., while the U.S. newspaper advertisements were observed to include more
low context. The U.S. TV advertisements were also observed to be more low context than
the Arab TV advertisements. This finding lends support to the notion that Arab
newspaper and TV advertisements are high context oriented while the U.S. newspaper

and TV are low context oriented.
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In additions, with regard to mastery over nature, research results indicated that
U.S. newspaper advertisements frequently emphasized man’s mastery over nature.
Although this finding is consistent with the U.S. human relationship with nature
orientation, the results did not show that Arab countries newspaper or TV advertising to

be oriented toward subjugation to nature orientation.

Implications for International Advertising

The findings of this study present several implication for international advertising
practices. First, the finding that there are several common cultural values that were
emphasized in the U.S. and the Arab countries indicates the universality of these cultural
values such as product merits or enjoyment. This finding may suggest the possibility of
using a standardized international advertising approach advocated by Levitt (1983). In
spite of these similarities; however, there were also significant difference between the
U.S. and the Arab countries manifestation of cultural values. Therefore, the findings of
this study suggest that there are some cultural values that are unique to each country.
Therefore, it is important for international advertisers to familiarize themselves with these
cultural differences when deciding which cultural value to utilize in cross cultural
advertising content. Consistent with past studies (see Al-Olayan and Karande, 2000;
Gilly, 1988) on cross-cultural advertising, the research findings suggest that
advertisements used in one country cannot simply be directly translated for use in
another, particularly if the cultural differences between these countries are significant.

The findings of this study also reveal that there are some significant differences

among the Arab countries in regard to manifestation of cultural values. Although the
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Arab countries are close to each other in geographical proximity and share many cultural
trades, each country has its own unique history and background that has contributed to
some differences among the Arab nations. Therefore, international advertisers are
encouraged to familiarize themselves with these cultural differences and not treat the
Arab world as one nation but a group of nations that have similarities and differences.

In addition, the findings of this study suggest that the same cultural value might
be connected to different cultural values resulting in different interpretations. Therefore,
it is important for international advertisers to understand the interpretation of these
cultural values while deciding on which cultural values to include in the advertisements.

Although the findings of this study are not conclusive in all cases in regard to
whether advertising appeals are in accord with cultural values, the majority of the
evidence suggests that they are. It is important for international advertisers to
understanding the cultural orientation and align advertising appeals with it. For example,
if being too direct is considerd rude and causes turn-off for the consumer, then
international advertisers need to pay attention to high and low context cultural
orientations. Al-Olayan and Karande (2000) pointed out the price information are usually
not included in Arab advertisements because including it would be consider too direct
and even rude. This study confirmed this notion and international advertisers are
encouraged to pay attention to such differences. This becomes especially important when

international advertisers decide to use some universal cultural values.
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Limitations and Extensions

The results of this study should be interpreted with the following limitations in
mind. First, this study looked at a limited number of cultural values and advertising
appeals; therefore the conclusions reached are based on the limited cultural values and
advertising appeals selected.

Second, as described in the method chapter of this dissertation, content analysis
has some limitations and research results should be interpreted with this in mind. For
example, the results of content analysis alone can not serve as a basis for making
inferences about the effectiveness of advertising content on consumers. In other words,
results of content analysis can not be used to make inferences about how consumers
responded to certain advertisements.

Third, this study only analyzed the advertising content of the U.S. and 5 Arab
countries newspaper and television advertisements. The advertising content in other
media such as magazine, radio and internet was not included. Therefore, the results of
this study may not provide accurate information in regard to differences and similarities
of advertising content in other media.

Fourth, this study only analyzed advertising content from one newspaper and one
television channel in each country. It can be argued that one newspaper and one
television channel may not be representative of this media. For example, whether a
television channel is considered liberal or conservative may have an impact on
advertising content. Therefore, the results of this study may not accurately provide

information in regard to other newspaper and television channels.
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Fifth, this study did not investigate the effect of product category on advertising
appeals and cultural values. In other words, it is possible that the cultural differences may
be due to product category. For example, the cultural value, beauty, may be highly
correlated with the product category, cosmetics. Therefore, if a large number of cosmetic
advertisements are included in one of the countries sampled, it may show some

significant differences.

Future Research

Although this study provides some information about the differences and
similarities of cultural values and advertising appeals between the U.S. and the Arab
counties, it is only a starting point and a lot more needs to be done. First, this study
investigated only a limited number of cultural values and advertising appeals. There are
certainly many other cultural values and advertising appeals that need to be investigated
to increase our understanding of the similarities and differences between the U.S. and the
Arab world.

Second, this study considered a sample from one newspaper and one television
channel in each country. To increase the generalizablity, more newspapers and television
channels should be sampled. This study considered only two media, newspaper and
television, so other media should be looked at.

Third, the potential for a product category effect should be investigated to make
sure that the effect is truly due to cultural and advertising appeals differences and not due
to just product category. For example, it would be helpful to investigate whether there is

a connection between cultural values, advertising appeals and product category.
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Fourth, Arab countries exhibit somewhat unique demographic characteristics
because of a large expatriate population. The findings of this study apply to Arab
audiences and not to the entire population in the Arab world. Therefore, a sample from

some other Arab countries, especially those in Africa, would increase our understanding

of Arab advertising.

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



