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collectedinductively.Thecodingprocessisperformedbasedontheconceptsextractedfromthedata.
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MiracleDoctorbroadcastonFoxTV.
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Foreword



ImuststatethatmyinterestandexcitementhasincreasedsinceIpekKrom,withwhomweworkedasa
graduatestudent,sharedtheideaofpublishingabookwithaglobalperspectiveoninternationaladver-
tisementsandinterculturaladvertising,whichshehasstartedworkingonin2021.

Unfortunately,mostpeopledonotrealizethatadvertisingcanbestudiedscientificallyandfailto
appreciatehoweffectivelysciencecanbeused todebunkmyths.Scientificmethodscanbeused to
investigatethepsychologyofadvertising,thepsychologyofconsumerjudgementanddecisionmaking
sinceconsumersarefrequentlyunabletoexplainhowanadinfluencedthemorwhymadeaparticular
voteorpurchase.Fortunately,scientificmethodscanbeusedtouncovermentalprocessofad’sinflu-
encesthataffectconsumerwithorwithouttheirknowledge.Thiswhatwefindmostfascinatingabout
scientificadvertisingresearch,andthiswhatthisbookisallabout.

Thescientificandglobalperspectiveisusedthroughoutthisbookbecauseresearchhasshownthat
traininginsciences(a)helpsstudentstobecomecriticalthinkers(i.e.,tonotbelieveeverythingthey
readorhear)andimprovetheircreativeproblem-solvingskills,(b)helpsmanagerstodevelopbetter
decision-makingskills,whichareimportanttoanyonewhowantstobeaneffectivemanagerintodays
complexandextremelycompetitivemarketplace,(c)helpsresearchersunderstandandapplytheconcepts
ofmajorapproachtocompaniesandmarketingsituations.Handbook of Research onGlobal Perspectives 
on International Advertisingisfilledwithinterestingexamples,visuals,andpractices.

Thisbookisdesignedtoprovidetheadvertisingprofessions,marketingmanagers,researchersand
studentswithanunderstandingoftheinternationalandinterculturaladvertisingfunctionwiththemodern
businessenvironment.Itdiscussestheprincipalproblemsfacedbyadvertisersandadvertisingagencies
andexaminestheapproaches,policies,andbroadproceduresusedbythemtoarriveatprofitablesolutions.

Manycompaniesmustfocusonforeignmarketstosurvive.MostEuropeannationsarerelatively
smallandwithoutforeignmarketswouldnothavetheeconomiesofascaletocompeteagainstlarger
U.S.andJapanesecompanies.Thedramaticeconomic,social,andpoliticalchangesaroundtheworld
inrecentyearshaveopenedmarketsinAsia,EuropeandChina.ThegrowingmarketsoftheFarEast,
LatinAmericaotherpartsoftheworldpresenttremendousopportunitiestomarketofconsumerprod-
uctsandservicesaswellasbusiness-to-businessmarketeers.Advertisingandpromotionareimportant
partsofthemarketingprogramsoffirmscompetingintheglobalmarketplace.Manycompanieshave
runintodifficultiesdevelopingandimplementingadvertisingprogramsforinternationalmarkets.Just
aswithdomesticmarketing,companiesengagingininternationalmarketingmustcarefullyanalyzethe
majorenvironmentalfactorsofeachmarketinwhichtheycompete,includingeconomic,demographic,
cultural,andpolitical/legalvariables.Anotherimportantaspectoftheinternationalmarketingis the
cultureofeachcountry.
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Inthisconnectionsociologicalandpsychologicalfactorsthatplayaroleinpurchasingdecisionsand
behaviors,cultureandsubculturealsoaffectthedailylivesofindividualslikean“invisiblehand”.In
thisrespect,interculturaladvertisingandmulticulturaladvertisingstudiesarefocusedonculturaldiffer-
encesinparallelwiththerequirementsofthedayarenewglobalandinternationaladvertisingpractices.

While internationaladvertisementscommunicatewithdifferentconsumers indifferentcountries,
multiculturaladvertisementsareadvertisementsforconsumerswithdifferentcultureswithinthesame
country.Forthisreason,culturalcharacteristicsandvaluesaffectthedeterminationofelementssuchas
messagetone,emotionandstyleofglobaladvertisementsandcreativeworks.

InHandbook of Research on Global Perspectives on International Advertisingtheuseofadvertising,
anditscreativepracticeasawayofcommunicationwasdiscussedthroughculturetheory.Forthispurpose,
itwasattemptedtoinvestigatehowaculturewascreatedthroughthewaysadvertisingareusedespecially
invisual-basedmassmedia.Itwasemphasizedthatvisualsstrengthenexpressionandcommunication
andalsoguidestheperspectivesofsocietiesandpeople.Here,whoseliteraturewasreviewed,itwas
pointedoutthattheinterculturaladvertisingaffectstheaudience’smentalworldandisofimportance
intheestablishmentofcommunication,anditwasfocusedontheroleofmassmediainthisprocess.

Eachchapterbeginswithanintroductionintendedtocontextualizethecreativeprojectswithinit.The
projectsarethenexaminedindividuallyingreaterdetailthroughoutofchapter.Italsooffersaglobal
perspectivetotheadvertisingfunction.Recentchangesinagencyownership,andinagencystructures,
thegrowingimportanceofmultinationaladvertising,andtheculturalandethnicnatureoftheglobal
marketarealldiscussedthroughthetext.Itisrarethatcompaniessellinganyproductsorservices,even
thosesoldexclusivelyintheUSAcanbesuccessfulwithoutsomeinterculturalperspective.Someof
themajormarketingdisastersofrecentyearshavebeencausedbyanignoranceandinsensitivitytothe
culturesandcustomsofothergroupswithinoursocietyorinothercountries.

IfyouareconsideringrunninganInternationalAdcampaign,thisbookisanexcellentwaytoimpose
boundariesandformatsontheNetorTelevisionandothermedia,briefly,internationaladvertisingshould
beaboutcreativity,openstandards,andfreedomofform.Itwill teachyou30-secondcommercials,
plannedcampaigns,astudiedapproachtobuyingandselling.

Remember,ingeneral,insteadofseeingonepowerfulglobaleconomicandpoliticalmodel,wenow
seeashiftingmosaicofconcernsfightingforattention,interest,desireandactionofourcustomer,our
voter.TheroleoftechnologyandsocialmediasuchasYouTubeanditsinfluencershasbeensignificant
inthatithasbroughtalltheseissuesclosertous.Henceithasbecomefarmoredifficultforthepowerful
tocontrolthepublic,oritsmanyonline‘friends’aroundtheworld.Forexample,ofinternationaladvertis-
ingexecutionareain2019SouthAfricanElections,Oceania2022FederalelectionperiodandBrexitof
theUnitedKingdomfromtheEuropeanUnionon31January2020andtheArabSpringshowemerging
technologyworkshandinhandwiththeactionsofactivistsandprotesters.Bringingalltheinformation
andimagesbyadsrighttoourkeyboardsortouchscreenscertainlyhelpstostartshiftingthethinking
ofthecollectiveconsciousness.Atthesametime,theexperienceandopinionofusersvoicedtoothers
isacontinuousbackgroundtoallinternationaladvertisingandpromotionalwork.Itissopowerfulthat
itcanmarkedlyaffectthepositionofabrandinthemarketplace.Inotherwords,advertisingresearchis
pervasive-the brain andthebrawn ofanyadvertisingagency.
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Asyouseeallthecasesandreadingsdealingwiththespecialissuesforinstance“howculturaldiffer-
enceareusedinInternationalAdvertising?Whatistheroleofcelebrityusinganditseffectofconsumer
inadifferentculture?”.Forthatreason,analysesthroughdistinctresearchmethodsareusedsuchasan
exploratoryanddescriptiveapproaches,orcontentanalysisaswellassocialandpsychologicalapproaches
tounderstandhowvisualandmessagedesignformarketandconsumersinPoliticalAdvertising,Social
Advertising,andTourismAdvertisingbesidesofInternationalAdvertising.

Inshort,theadvertisingcontainedinthisbookshowthatoverthepastfifteenyearstheemergent
technologieshavebecomeintegraltoimagecapture,imagemakingandimagedissemination.Creative
disciplinesaremergingandtheindividualhasgreaterstrengththroughconnectivity.Atthesametime,
itrecognizesthatadvertisingisbothanartandscience.Theauthorshopethatwehaveofferedyouin-
sightsintotheprofessionandatthesametimeconveyedoursenseofanticipationandenthusiasmover
thiseverchangingbutneverdullbusiness.

Finally,wealwayswelcomecommentsandsuggestionsfromusersofthisedition,asitisthrough
suchfeedbackthatwecancontinuetoprovideanup-to-dateandusefulproduct.

Funda Savaş Gün
Doğuş University, Turkey
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Preface



Internationaladvertisingcanbeexplainedasadvertisingacrossthebordersofahomecountry.Interms
ofculturalaswellasthesocial,political,economicstructureofahomecountry;theadvertisementsec-
torisfamiliarwithquestionslikehowtoaddressthetargetaudience,whatkindofmessagestodeliver,
whichcreativestrategiestouseorhowtoincreasethesalesofthegoods.However,whenaforeign
countryisthesubjectofmatter,allthesefamiliarquestionsbecomeunknown.Soastospeak,without
thenecessaryinformationaboutthecountryprofileandmarketknow-hows,multi-nationalcompanies
canbecomebacktofishoutofwaterinforeignmarkets.AsHofstedestates,someculturesarecollec-
tivelikeJapaneseandChinese,whereasAmericancultureismuchmoreindividualistic.Althoughthe
creativeadvertisementstrategiesthatworksinJapanlikethecelebrityendorsementstrategy,whichis
oftenusedinsoftselladvertisementsportrayanAmericaninfluence,Japaneseadvertisementsarestill
veryspecificallyofJapaneseculturalorigin.Ontheotherhand,sincethecountryisofIslamicorigin,
theIranianpeoplehavethreetypesofculturalidentityincludingthePre-IslamicIraniannationaliden-
tity,Post-IslamicIslamicidentityandthemodernidentityasaresultoftheentryofmodernizationto
Iran.EvenconsideringtheglobaladvertisementcampaignsinIran,themulti-nationalcompaniesneed
toconsiderthegeographicalandculturalcharacteristics,genderroles,religiousrolesandvarioussocial
ritualsliketheeatinghabits.AlthoughAustraliaisanEnglish-speakingcountry,knowingtheadvertise-
mentregulations,knowingtheethicaldimensionsofadvertisingandthecurrentdigitalizationtrends
following theCovid-19pandemic in this country is an importantpartof entering this international
market.EspeciallyintermsofpoliticaladvertisinginAustralia,Governmentcampaigningaswellasthe
truthfactorusedinadvertisingcontinuetobeapartofdebates.Whatismoreintoday’sdigitalization
erafollowingtheinformationeraandCovid-19Pandemic,thestylesofdoingbusinesshavechanged
toagreaterextent.Therisingofmulti-nationalcompanies,globalization,andfreemovementofgoods,
haveraisedinterestinthesubjectmatterofinternationaladvertising.Internationaladvertisingisclosely
relatedwithinternationalmarketing.Internationalmarketingisthemarketingofgoodsininternational
markets.For reasons likeprofit-based interest in foreign countries in searchof alternativemarkets,
internationalcommerceagreementsthateasethecirculationofgoods,lowdemandofgoodsinlocal
marketsandpreventingeconomical turbulences, themulti-nationalcompanieshavebeenshowinga
growinginterestininternationalmarketing.Asaresultofglobalization,theworldhasbecomeasingle
globalmarket.Ontheotherhand,theconsumersofinternationalmarketsarestillverydifferentfrom
eachother.Therefore,theemergingoftheglobalmarketsegments,haveraisedquestionstoconsider
regardingthestandardizationandadaptationprocessesininternationaladvertising.Standardizationstrat-
egyfocusesontransferringstandardizedmessagesthroughadvertising.Meanwhile,adaptationstrategy
considersthedifferentculturalandstructuraldynamicsofacertaincountry.Whilemultinationalcom-
paniesmightneedtousethestandardizationstrategyinadvertisingtosomeextent,itisalsoimportant
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toconsidereachcultureonitsowndynamics.Underestimatingthedifferentcultureandstructureofa
specificinternationalmarket,resultsinthefailureofmulti-nationalcompaniesacrosstheirborders.Al-
thoughsomevaluableresearchhasbeendonebyimportantsociologistslikeHofstedeandSchwartzthat
portraytheculturaldimensionsandvaluesofdifferentculturesinordertoexaminethedifferencesand
similaritiesofdifferentcountriesaswellasresearchesregardinginternationalmarkets,researchinthe
fieldofinternationaladvertisingisstilllimited.Consumersindifferentcountriesareverydifferentfrom
eachother.Theyspeakdifferentlanguages,havedifferentvalues,havedifferentcultures,havedifferent
expectationsandpurchasingintentions.Thesuccessofaninternationaladvertisingcampaign,depends
onresearchonthecultural,geo-political,socio-economical,historicalstructureofacertaincountry,an
internationalmarketinganalysisaswellasathoroughanalysisoftheinternationaladvertisingpractices.
Inordertogainbrandawareness,brandtrustandbrandloyaltyinaninternationalmarket,international
advertisingneedtobelocalized.Consideringtheglobalizationandglocalizationprocesseseachcountry
experiencesinourworld,hasmotivatedustocoverinternationaladvertisingfromaglobalperspective.
Therefore,eachchapter in thisbookstartswithabackgroundinformationaboutadifferentcountry
includingitsgeopolitics,socio-culture,economyandhistory.Next,thechaptergivesinformationabout
theadvertisingindustryinthesecountries.Furthermore,eachchapterinthisbookfocusesonaspecific
advertisingresearchanalysisonthecurrentadvertisingstructureof themarket includingcase-study
analysesofaward-winningcampaigns,providesaninsighttotheinternationaladvertisingpracticesas
wellasadvertisingstrategiesusedindifferentcountries.Thechaptersinthebookcovervarioussubjects
like adaptation strategy, advertising strategies, celebrity endorsement strategyuses, creative revolu-
tioninadvertising,culturalcodes,culturaldimensions,destinationimagebuilding,digitaladvertising,
engineeringofconsentandcoercion,feministadvertising,filmandTVadvertisingproduction,global
advertisingstrategies,globalizationandglocalization,internationaladvertising,negativeadvertising,
politicaladvertising,politicaladvertisinginauthoritativeregimes,politicalpersuasion,postCovid-19
Pandemic period advertisements, postmodern advertisements, post Covid-19 Pandemic influencer
marketing,primetimeadvertisements,rhetoric,socialmediainfluencers,purchasingbehavior,social
advertisements,tourismadvertising,aswellasaward-winningandcultadvertisementcasesincountriesin
fivedifferentcontinentsacrosstheglobeincludingAustralia,China,Croatia,Colombia,Egypt,Hungary,
India,Iran,Japan,Russia,SouthAfrica,Turkey,U.A.E.,U.K.,andtheU.S.Handbook of Research on 
Global Perspectives on International Advertisinghasbeenwrittenbythecontributionsof26valuable
academiciansandindependentresearcherswithmulti-nationalbackgrounds.Thetargetaudienceofthis
bookisacademicresearchers,academicians,instructors,marketingandadvertisingexpertsaswellas
students.ThesectionsofHandbook of Research on Global Perspectives on International Advertising
aredividedintofiveincludingfivedifferentcontinentsandthechaptersarelistedinalphabeticalorder
accordingtocountryname.Ihopethatthereaderswillenjoylearningabouttheinternationalmarketing
practicesfromcountriesacrossfivedifferentcontinents:Africa,America,Asia,EuropeandOceania.In
ordertoportrayaprofileofthebook,letusconsiderthesectionsandthechapterslistedinthesesections
ofHandbook of Research on Global Perspectives on International Advertising:

Inthefirstsectionof“InternationalAdvertisinginAfrica,”thefirstchapterisoninternationalad-
vertisinginEgypt.Thechapteriscalled“PoliticalAdvertisinginEgypt:EngineeringofConsentand
Coercion”and focusesonpoliticaladvertisingpractices inauthoritative regimesunlikemostof the
politicaladvertisingstudiesthatfocusonpoliticaladvertisingpracticesindemocracies.Thechapter
analyzespoliticaladvertisingworksofSisiinEgyptthroughusingthesociologicalanalysismethod
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underthescopeofusesandgratificationstheory.ThegoalofthestudyistoexplorehowtheadsofSisi
trytogainthegratificationofelectoratesbybenefitingfromsociologicalandculturalissues.

ThesecondchapterinthissectionisaboutinternationaladvertisinginSouthAfrica.Thearticleis
called“UsingYouTubeinPoliticalPersuasion:2019SouthAfricanElections.”Thechapterfocuseson
politicaladvertisementsonYouTube.Aftergivingabackgroundinformationregardingthesocialstruc-
tureofthecountryandinformationabouttheadvertisingsector,thearticleinvestigateshowboththe
SouthAfricanpublicandthepoliticalpartiesuseYouTubefordiscussion,debateandopinionformation
infederalelections.ThearticleusessociologicalanalysismethodandfocusesonAristotle’sconceptof
rhetoric,promisesofpoliticalmessagesandpoliticalpersuasioninwrittenform.

Inthe“InternationalAdvertisinginAmerica”sectionofthebook,thethirdchapteroninternational
advertisinginColombiacalled“ColombianAdvertisingIndustry:TheEffectsofSocialContextonAd-
vertisementOutcomes”analyzestheadvertisingindustryinColombiastartingwithanoverviewofthe
countryprofileincludinginternalarmedconflictsandtherelatedillegaldrugproductionaswellasthe
situationoftheadvertisingindustryinthepostCovid-19Pandemicperiod.Itfocusesontheadvertising
industryonColombiaandintheresearchpartitfocusesontheanalysisoftwoCannesLionsAward-
Winningcampaigncasestudiesregardingthedemobilizationofparamilitaryandguerillacombatants.

Thefourthchaptercalled“TheEffectsofDifferentDevelopmentsinAdvertising:AnOverviewof
AmericanAdvertising”portraysanoverviewoftheUSAintermsofgeography,socio-politics,culture
aswellasadvertisingindustry.AsthehistoryofadvertisingintheUSAhashadaremarkableimpact
onthehistoryofadvertising,thechapterfocusesonthedevelopmentofadvertisingintheUSAinclud-
ingthechangingperceptionsandcreativerevolution.Furthermore,itstudiesthelatesttechnological
developmentsinadvertising.Next,itfocusesonthreedifferentAmericanadvertisementcase-studies
thathadanimpactonthedevelopmentofadvertisingintheUSAfrompasttopresentandanalyzesthem
usingcase-studymethodincludingcultadvertisementcampaignsofVolkswagen’s“ThinkSmall”and
Dove’smorerecent“SpeakBeautiful.”

Inthethirdsectionofthebookcalled“InternationalAdvertisinginAsia,”thefifthchapteriscalled
“AdvertisinginChina:AnAnalysisofAdsDuringtheCOVID-19Period”andfocusesonthecountry
profile,internationaladvertisinginChinaaswellasthepostCovid-19pandemicperiodadvertisements
throughalinguisticandvisualanalysisbasedontheaffectdimensionofMartinandWhite’sappraisal
theory.ThearticlestudiesthemostfrequentlyusedelementsinadvertisementsduringtheCovid-19
Pandemicaswellasthemostfrequentlyusedexpressionsandvisualsintheseadvertisementsonthe
linguisticandvisualbaseofappraisaltheory.

Thesixthchapterinthissectioniscalled“ResearchonSocialMediaAdvertisinginChina:Adver-
tisingPerspectiveofSocialMediaInfluencers”isalsooninternationaladvertisinginChina;however,
itportraysaspecialfocusoninfluencermarketingandsocialmediainfluencers.Itdiscussesthesocial
mediainfluencermarketingsectorbeforeandaftertheCovid-19Pandemicperiodandportraysthesocial
mediainfluencers’impactonconsumers’purchasingbehaviorthroughconductingasurveyanalysis.

TheseventhchapterisaboutinternationaladvertisinginIndiaandiscalled“AStudyonthePrime-
TimeTelevisionAdvertorialinIndia.”Thearticlegivesanoverviewofthecountryprofileaswellas
informationaboutadvertisingindustryinIndia.Theresearchfocusesonprime-timezoneadvertisements
oftheABPNewsTVchannel,whichbroadcastsonYouTubeandhasthemostfollowers.Theresearch
carriesacontentanalysisregardingtheadvertisingstrategiesusedinIndianTVadvertorials,thevalues
emphasizedaswellasthesectorsthatfrequentlyadvertisetotheprime-timecommercials.
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TheeighthchapterisaboutinternationaladvertisinginIranandiscalled“AdaptationStrategyin
InternationalBrands:AnExaminationinIranianAdvertising.”Thechapterstartswithabackground
informationonIranincludingthecountry’ssocio-politics,economyandculture.Nextthearticletalks
aboutadvertisingindustryinIran.ThearticlemakesuseofadaptationstrategyandHofstede’sCultural
OnionModelfortheanalysispartandaimstodeterminehowculturaldifferencesareportrayedthrough
globaladvertisingstrategiesandhowthesedifferencesareadaptedinadvertisements.

TheninthchapterofInternationalAdvertisinginAsiaisaboutinternationaladvertisinginJapan.
Inthearticlecalled“TheUseofCelebrityEndorsementStrategyandAmericanImpactinJapanese
Advertising:TheCaseofAmericanCelebrities,”thecountryprofileisgivenwithageopolitical,socio-
culturalandhistoricalperspectivewithaspecialfocusonJapan’srelationshipwiththeUSA.Background
informationisgivenabouttheadvertisingindustryandJapaneseconsumers.Thearticlefocusesonce-
lebrityendorsementstrategyanditsusesinJapanesesoftselladvertisingpractices.Thearticleanalyses
differentJapaneseadvertisementsinwhichworld-famousAmericanpopstarsandHollywoodiconsstar
andstudiestheAmericanimpactonJapaneseadvertising.

Thetenthchapterinthissectioniscalled“TVCommercialSpaceintheUAE:ARegionalHubfor
AdvertisementProduction”andisaboutinternationaladvertisinginUAE.Thearticlegivesabackground
informationaboutthecountryprofileaswellasmediaandadvertisingindustry.Thechapterintroduces
UAEasahotspotforfilmandTVproductionandmakesitaregionalhubforTVadvertisingproduc-
tion.Thearticlemovesonwithadescriptiveinterviewanalysisofprominentheadoftheadvertising
andfilmproductionsector.IntheanalysisparttheresearchfocusesonkeyquestionslikemakingUAE
aregionalcenterforfilm,TVandsocialmedia, theimpactofpandemicontheadvertisingandTV
sectorandchallengesfortheadvertisingsectorlikemediaregulations,culturalsensitivitiesaswellas
transitiontodigitization.

Inthe“InternationalAdvertisinginEurope”section,theeleventhchapterisonCroatia.Inthisarticle
called“TourismAdvertisingandDestinationImageBuildingThroughCulturalHeritageinCroatia:A
ComparativeStudyofDubrovnikandSplit,”aftergivingahistorical,geographical,ethnical,religious,
culturalandlinguisticbackgroundofthecountry,itisaimedtounderstandthehistoricalandcultural
heritageofCroatiancoastalcitiesDubrovnikandSplitaswellashowthesecitiespromote,marketand
advertisetheirheritagethroughtheofficialwebsiteoflocaltourismorganizations.Withaspecialfocus
on tourismadvertising inCroatia, thisarticle studies the roleofeffectiveadvertising indestination
imagebuildingforDubrovnikandSplitthroughconductingacontentanalysisontheofficialtourism
websitesofDubrovnikandSplitandtheweaknessesandstrengthsofthesewebsitesarediscussedin
termsofpromotingthesecities.

The twelfth chapter is called “The Hungarian Advertising Market and an Award-Winning Effie
CaseStudyasGoodPractice”andisaboutinternationaladvertisinginHungary.Thearticlefocuseson
advertisingpracticesinHungaryandespeciallyondigitalmedia,whichhadanimportantimpacton
rebuildingtheHungarianeconomyinthepostCovid-19Pandemicperiod.Nextthearticleintroducesan
EffieHungaryAward-Winningadvertisementcampaignandtalksaboutthekeyinsights,thestrategy,
theactivationoftheideaandthefactorsthatcontributetothesuccessofthecampaign.

ThethirteenthchapterinthissectiononinternationaladvertisinginRussiaiscalled“Researchonthe
March8thWomen’sDay-ThemedAdvertisementinRussia.”Thearticlegivesbackgroundinformation
abouttheeconomy-politicsofthecountry,theadvertisingindustryaswellaswomen’srightsinRussia.
NextthearticlefocusesonaWomen’sDaythemedsocialadvertisementofNikeandanalyseswhether
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theadvertisementwasperceivedasfeministthroughcarryingacontentanalysisandanalyzingtheverbal
expressionsaswellasmainfemalecharactersandexpressionsused.

ThefourteenthchapterintheinternationaladvertisinginEuropesectioniscalled“AScenarioIn-
tegrationStudyinBrandCommunication:‘Let’sTurnofftheTapsAdvertisingCase’.”Thearticleis
aboutinternationaladvertisingpracticesinTurkeyandstartswithanoverviewofthecountyprofileas
wellasbriefinformationaboutadvertisinghistoryandadvertisingindustry.Nextthearticlefocuseson
apostmodernsocialadvertisementoftheinternationalFinishbrand,whichisaSilverCrystalAward
winningadvertisementandanalyzesitthroughcontentanalysismethod.Theadvertisementwasshotin
LakeKuyucukanditdrawsattentionwiththeslogan“TheEndoftheWaterisSeen,”thatbrokeanew
groundinTurkeybybringinganewscopeonsocialadvertisements.

ThefifteenthchapterintheInternationalAdvertisinginEuropesectioniscalled“FromanEmpire
toBrexit:GlobalizationandGlocalizationinBritishAdvertising”andisoninternationaladvertising
intheUK.ThearticlediscussesthecountryprofileofUKandfocusesontheuniqueidentityofBrit-
ishadvertisingthroughstudyingthehistoryanddevelopmentofadvertisinginUK.Intheresearchthe
advertisementcampaigncalled‘HomeToSoMuchMore’withcloseaffinitytotheBrexitphenomenon
isanalyzedusingamultimodaldiscourseanalysisandtheBritishculturalcodesandwhethertheadver-
tisementtypifyBritishadvertisingisstudied.

ThelastsectionofHandbook of Research on Global Perspectives on International Advertising focuses
on“InternationalAdvertisinginOceania.”Thesixteenthchaptercalled“PoliticalAdvertisinginAus-
tralia:Marketingof‘Who/WhattoVoteFor’”isaboutpoliticaladvertisingpracticesinAustraliawitha
specialfocusontheimpactsofnegativeadvertising.Aftergivingabriefcountryprofileandinformation
onpoliticalstructurealongwithmediaandadvertisingindustryandthepoliticaladvertisingregulations,
thearticleconsidersthenatureofpoliticaladvertisinginAustraliatowards2022Federalelections.In
theresearchpartthearticlefocusesonthenatureofAustralianpoliticaladvertisementsusingcontent
analysismethodandexploresthecommonfeatures,distinctivedifferences,subjectsemphasizedand
strategiesusedintheseadvertisements.

ThechaptersofHandbook of Research on Global Perspectives on International Advertisingcover
internationaladvertisingpracticesfromaresearchanalysis-basedperspectivewithaspecialfocuson
internationaladvertisingknow-howsininternationalmarkets.Whenfirmsenteraforeignmarket,with
theintentionofinternationalmarketingaswellasinternationaladvertising,theyneedtoconsiderthis
marketfrommultidimensionalperspectivesincludingthedifferentgeopolitics,socio-culture,econom-
ics,ethnicity,language,history,advertisingindustryandinternationalmarketingdynamics.Although
thereareresearchesininternationaladvertisinginthesocialsciencesliterature;notmanyofthemcover
internationaladvertisingoncountry/regionbase thoroughly.Iexpect thatHandbook of Research on 
Global Perspectives on International Advertisingwilladdresstheneedinacademicliteratureregarding
internationaladvertisingintermsoffollowingcurrenttrendsinthepostdigitalization,globalization,
glocalizationandpostCovid-19Pandemicperiodininternationalmarkets,providingaknow-howto
internationaladvertisingtomulti-nationalcorporations,aswellasresearchersandacademicians.Ihope
thatthisfirsteditionofthebookbecomesalocalguideandinsightintointernationaladvertisingpractices
indifferentculturesacrosstheglobe.

Ipek Krom
Istanbul Esenyurt University, Turkey
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ABSTRACT

This study takes Egypt as a case to understand the dynamics of political advertising in competitive 
authoritarian regimes. The sample universe of the study was formed from the political advertisements 
published in the last two years on the official Facebook accounts of President Abdel Fattah Saeed 
Hussein Khalil el-Sisi and the Nation’s Future Party he supports. Advertisements were examined in the 
axis of 12 criteria determined in the axis of sociological analysis methodology. During the examination 
process, critical theory, which examines the dynamics of authoritarian systems, was also utilized. In the 
study, it is argued that political advertisements in Egypt are designed in a way that can establish both 
consent and coercion.

INTRODUCTION

Academic studies on political advertising mainly focus on countries with a democratic regime. The 
emergence of such a tendency among researchers can be linked to an assumption that only democratic 
regimes provide a fertile ground for the professional development of political advertising since democracy 
is based on free competition which is the equivalence of the commercial market. The role of political 
advertising in authoritarian regimes, on the other hand, is considered within the perspective of propaganda 
and examined mostly by researchers in the field of political communication. The apathy of researchers 
can be tied to the fact that the leaders or parties in authoritarian regimes do not feel a strong necessity to 
convince people and change their preferences. Thus, they do not have much interest in applying marketing 
and advertising techniques in their political campaigns. Sure, this is a questionable argument but there 
is a more important point that should be noticed. Traditional authoritarianism has been replaced by a 
new type of authoritarianism since the end of the Cold War and the collapse of the Soviets. This new 
system, named competitive authoritarianism or electoral authoritarianism, is a hybrid regime between 
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democracy and authoritarianism. Formal democratic institutions exist and are considered the single 
legitimate means of gaining power. However, the incumbents appeal to undemocratic measures like 
abusing the state resources to get an advantage vis-a-vis their opponents (Levitsky & Way, 2010, p. 5).

The enormous transformation in communication technology, especially the development of digital 
media medium, increased the awareness of citizens toward democratic principles, so the weight of de-
mocracy has increased in this mixture. While continuing to use coercive means, authoritarian leaders 
and parties now have to respect the competitive nature of the system and be more willing to win voters’ 
consent. As a natural outcome of this transformation, professional and scientific marketing and advertis-
ing techniques have gained importance in the political field.

Egypt is an important case exemplifying the situation depicted. The country is governed by a semi-
presidential system established following the resignation of President Hosni Mubarak in the Egyptian 
Revolution of 2011. The power period of Abdel Fattah Saeed Hussein Khalil el-Sisi, the current president 
of the country, can be described as competitive authoritarianism. Compatible with the regime type, the 
number of studies on political advertising in Egypt is quite limited. Of course, the fact that the char-
acteristics of the country’s past regimes are closer to authoritarianism also plays a role in this. When 
looked at the literature, it is seen that the researchers are interested most in the role of media in political 
process. They tried to shed light on the ambitions of the incumbents of controlling the press and lack 
the key elements of a democratic regulatory system to ensure and protect the independence, transpar-
ency, and accountability of the media (Elmeshad, 2021; Rozgonyi, 2014; Mendel, 2011; Sakr, 2012; 
Khodair, AboElsoud, & Khalifa, 2019). As a study conducted on political advertising specifically, it is 
possible to mention only the study by Gaweesh (2015, p. 17) in which television advertisements broad-
casted during the parliamentary elections in 2012 were examined. Gaweesh’s findings reveal that the 
political campaigns of Egyptian politicians’ appeal to emotions as much as, sometimes even more than 
rationality. Most preferred emotional appeals are nationalism, identity, religion, nostalgia, enthusiasm, 
and revolution. These findings will be compared with the findings of this study.

In this study, the political advertisements used by Sisi and Nation’s Future Party (NFP), also known 
as Mustaqbal Watan Party, will be analyzed. The methodology of research is determined as the socio-
logical analysis based on the “uses and gratifications” theory formulated by Berger (1991). Besides, in 
order to understand the essence of the relationship between competitive authoritarianism and political 
advertising, works of intellectuals belonging to critical theory current one of whom the main concern is 
authoritarian regimes, are utilized in the analyzing phase. The goal of the study is to explore how adver-
tisements try to gain the gratification of electorates by benefiting from sociological and cultural issues.

COUNTRY PROFILE

Politics is a social fact that is derived from the relationship among humans, and, therefore, almost every-
thing related to politics contains a social aspect. Besides, it is strongly bounded with the history, culture, 
political and socio-economical structure of the country. Therefore, an analysis of political advertisements 
cannot be held in a healthy way without considering the cultural, political, and socio-economic structures 
of the country. In this context, a background will be tried to be presented in the first part of the study.

 EBSCOhost - printed on 2/8/2023 11:26 AM via . All use subject to https://www.ebsco.com/terms-of-use



3

Political Advertising in Egypt
 

Brief History

Egypt is one of the earliest civilizations of human history and, with no doubt, it owes its fame in part 
to its historic influence over other civilizations including ancient Hebrews, Mesopotamians, Syrians, 
classical Greece, and Rome. It has at least 5,000 years of recorded history, and many Egyptians claim 
for it even more.

The civilization was politically united under the rule of the first pharaoh in 3150 BC. This political 
unity lasted for the next 3,000 years. The country was captured by Alexander the Great in 332 BC, then 
became a province of the Roman Empire in 30 BC. After the division of the Roman Empire, stayed in the 
side of the Eastern Roman Empire until the Sassanian invasion in 618. This period lasted short because it 
was recaptured by Byzantine Empire ten years later (Grimal, 1994). The destiny of the country changed 
by the conquest of Arab armies under the leadership of Umar, the second caliph, in 639. This new era 
can be marked by the Arabization and Islamization that was to take several centuries (Marsot, 2007).

Egypt came under the rule of the Ottoman Empire in 1517. In 1798, Napoleon Bonaparte tried to 
occupy the country. Although he managed to defeat the Egyptians on land, he was obliged to leave the 
country after the defeat received in the face of the British Navy. Mehmet Ali Pasha, who was appointed 
as the governor at the beginning of the 19th century, carried out a modernization program that the Ot-
toman sultans would take as an example. After the struggle with the Ottoman Sultan, Egypt gained 
autonomy during his reign (İslami, 2016, pp. 189-193). In 1882, Britain occupied Egypt and brought 
a forceful conclusion to almost a century of Great Power rivalry. While Egypt remained a province of 
the Ottoman Empire, and the dynasty founded by Mehmed Ali continued the throne, the country came 
under the auspices of Britain (Daly, 1998, p. 239). In 1922, Britain granted Egypt formal independence 
and sanctioned the promulgation of a democratic constitution within a year. With Egyptians assuming 
increasing control over their state, the age of liberal politics, spanned between 1923 and 1952, began 
(Botman, 1998, pp. 285-286).

This period featured a political system characterized by western-style constitutionalism and parliamen-
tary government. However, the period between 1923 and 1952 can be marked by political instability due 
to the competition between the monarchy and elected political actors, especially the Wafd Party (Botman, 
1998, pp. 307-308). A new period began for the country with the Egyptian Revolution of 1953. In the 
revolution, King Farouk was toppled by a coup d’etat initiated by the Free Officers Movement and the 
constitutional monarchy was abolished. In 1956, President Nasser announced a new Constitution which 
introduced a presidential system of government. All presidents until 1981 came from the Free Officers 
Movement and they governed the country with authoritarian policies. Secularism and nationalism can 
be defined as the backbone of their ruling period. The Muslim Brotherhood movement was banned and 
reactionary movements were suppressed with rigid measures. The Suez Canal was nationalized and 
Egypt became the standard-bearer of Arab Nationalism, especially during the reign of Gamal Abdel 
Nasser. As a reflection of this policy, the United Arab Republic was established with Syria in 1958. 
Although Syria withdrew from the union after a military coup in 1961, Egypt continued to use the name 
United Arab State until 1971. Another important issue that should be mentioned is the historical rivalry 
between Israel and Egypt. There were four wars between the two countries in 1948, 1956, 1967 and in 
1973 (Marsot, 2007).

After the assassination of Enver Sadat on October 6, 1981, another soldier, Husni Mubarak, became 
the head of state and was elected four times in a row in the elections held in 1987, 1993, 1999 and 2005, 
in which the participation of the opposition was restricted. His period of power can also be classified 
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as authoritarianism. After the Arab world protests that started in Tunisia in 2011 started in Egypt on 
January 25, 2011, he resigned on February 11, 2011, by handing over his duty to the army and the 
constitutional court.

The mass uprising of 2011 is one of the critical turning points in the history of modern Egypt and 
understanding the dynamics of the revolution and aftermath is very crucial for the evaluation of today’s 
Egypt. Firstly, it should be indicated the revolts were, in a sense, the volcanic eruption of political and 
social gradually accumulating discontent stemming from the authoritarian rule of Hosni Mubarak last-
ing thirty years, social end economical inequalities, corruption, and clientelism (El-Mahdi & Marfleet, 
2009; Bakr, 2012). The uprising in Tunisia was just the earthquake that triggered this explosion. Another 
important point that should be underlined is the transformative effect of the media. The spread of mass 
media and the increase in the number of news agencies and international news channels that deliver news 
from all over the world caused the political and social expectations of the masses to change. Especially 
the role played by the Al Jazeera, which broadcasts in Arabic and English, in the change of political 
culture in the Middle East and North Africa has attracted the attention of many researchers (Sultan, 2013; 
Abdelmoula, 2015). On the other hand, the biggest piece can be given to the digital media medium, 
especially the social media platforms such that some observers tend to identify the Arap Spring as the 
Facebook revolution or Twitter uprising (El-Nawawy & Khamis, 2020; Eltantawy & Wiest, 2011). Thanks 
to this new virtual activism, political discontent was fertilized and turned into an organized movement.

Foreshocks of the revolution had begun to be seen in the early 2000s. The protest cycles can be traced 
to the creation of the Egyptian Movement for Change called Kefaya (Enough) which lasted between 2004-
2006. Another protest wave occurred almost simultaneously, but it was much more social and effective. 
People coming from different sectors of Egyptian society, such as workers, teachers and civil servants, 
were expressing demands of an economic and financial nature. The mobilization of labor increased 
dramatically until the 2011 revolution (Abdalla, 2012, p. 86). The slogan (Bread, Freedom and Human 
Dignity) of the 25 January uprising reveals the connection with the early protest cycle. Protesters called 
for Mubarak to step down immediately and for free elections to be held for a democratic regime. As 
stated above, Mubarak could not resist the protests and handed over the duty to the Supreme Council of 
the Armed Forces. Before going to the elections, a temporal constitution that introduced some democ-
ratization measures such as judicial supervision of elections, limitations on the presidency, and easier 
conditions for nomination in presidential elections was presented to the referendum and approximately 
77% of the voters were in favor of the constitution.

The parliamentary elections were held in the most liberal atmosphere in Egyptian political history in 
2012. The victory of the Muslim Brotherhood (MB) in the elections was surprising to some observers, 
but, on the other hand, it was the result of a long-term political struggle. MB was founded by Hasan al-
Banna in 1928 and became one of the largest and most influential organizations of Islamic revivalism 
current. Although the movement spread to other Muslim countries, the largest organization has been in 
Egypt and has left remarkable marks on the political history of the country. Putting a parenthesis here 
and having a glance at these traces will be very beneficial in terms of understanding the transformation 
in the political landscape of the country.

The grand ideal of the organization is the establishment of an Islamic state ruled by Sharia. How-
ever, as many researchers stressed, MB is a modernist movement and should be treated differently from 
Salafi movements in many aspects (Lynch, 2010; Wictorowicz, 2006). For instance, contrary to Salafi’s 
purification of Islamic understanding, MB has shown a more inclusive approach by which the Islamic 
principles can be reconciled with the needs of the time. As a natural outcome of this comprehension of 
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religion, democratic participation is seen as a legitimate way of political struggle. However, this does 
not mean that the MB never resorted to violent activities. The movement was associated with numerous 
bombings and assassinations in the past. The movement, which was banned by the state and tried to be 
suppressed with severe measures, made various attempts since the 1980s to turn into a political move-
ment and to be active in the political arena, so it allied with the Wafd Party in 1984, and the Labor and 
Liberal Party in 1997. The democratic participation strategy, which accelerated with the 17 seats won 
in the 2000 elections, reached its peak five years later with the gain of 20% of the seats in the parlia-
ment. Participating in the elections with independent candidates due to bans, MB had become Egypt’s 
largest opposition group. In order to prevent the development of the movement in the next elections, 
Hosni Mubarak again resorted to severe measures and hundreds of MB members were arrested. The 
failure of the MB candidates to win even a single seat in the first round of the 2010 election brought 
along widespread allegations of irregularities. The organization, together with other opposition parties, 
decided to boycott the second round of the elections. The pressures against the opposition resulted in 
people taking to the streets on 25 January.

MB participated in the parliamentary elections in 2011 and 2012 as the Freedom and Justice Party 
and the Democratic Alliance front led by this party won approximately half of the seats. However, in the 
process that began with the ousting of Mubarak, a number of Salafi political parties were also formed 
and they established the Islamist Alliance led by Al-Nour Party. They won about 25% of the seats in the 
election and became the second-largest group in the Parliament (Ranko & Nedza, 2015). According to 
this composition of the parliament, Islamist forces had taken over 70 percent of the parliament and had 
the majority of the 100-member constituent assembly, which was tasked with preparing the new constitu-
tion. This view of the new political landscape disquieted especially the liberal and secular circles. Despite 
their previous commitments, the MB’s nomination of Mohamed Morsi in the presidential elections in 
2012, reinforced the concerns that the movement would become too strong.

The concerns gradually turned into protests against MB and Morsi was elected as the president by 
getting 51.73% of the votes in the second tour. Despite the boycott by secular, liberals, and Coptic Chris-
tians, the ratification of the constitution by the constituent assembly increased tensions. These groups felt 
that the constitution did not sufficiently guarantee freedom of expression and religion. By the increase of 
turmoil in the country and the number of people lost their lives in the conflicts, the army warned Morsi 
on 1st of July and announced that if he did not accept the people’s demands within 48 hours, it would 
intervene and prepare “its own road map”. This road map was put into force two days later with a coup 
d’état. The country was divided into two. Supporters of Morsi gathered in Nahda Square and protested 
the coup for more than one month, but the demonstrations were suppressed by severe measures of se-
curity forces on 14th of August. Members of MB, which was first banned and then declared a terrorist 
organization by many neighboring countries as well, had to flee to countries such as Qatar.

The current president of the country, Abdel Fattah Saeed Hussein Khalil el-Sisi, got the presidency 
after the 2013 coup d’état. He was the chief of the Egyptian Armed Forces and was involved in the coup. 
On March 26, 2014, in response to calls from supporters to run for the presidency, Sisi retired from his 
military career and announced that he would run as a candidate in the 2014 presidential election. The 
election, held between 26 to 28 May, featured one opponent, Hamdeen Sabahi, saw 47% participation 
by eligible voters, and resulted in Sisi winning in a landslide victory with 97% of the vote.
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Geography, Ethnic and Religious Composition, Culture and Language

The historical and civilizational importance of the country is strongly related to its geographical position. 
Settled in the northeast corner of Africa, it occupies the land between the Red Sea and the Mediterra-
nean Sea. Therefore, it can be said that it is located in the middle of commercial and migration routes. 
With the opening of the Suez Channel, which connects the Mediterranean Sea and the Red Sea, in 1869 
strategic importance of the country increased significantly.

Egypt is 636 miles long (1,024 km) from north to south and 770 miles wide (1,240 km) from east to 
west. With an area of 387,050 sq miles (1,002,450 km2) it takes up a 30th of Africa’s total land and is the 
29th largest country in the world. The fate of the country also depends on the Nile River, which brings 
life with it as it crosses the whole country from south to north. Without the river, almost all the land 
would be desert, and only a few people would live there (Goldschmidt Jr., 2008).

Thanks to the Nile, Egypt is a vibrant country with more than 90 million inhabitants. With this popula-
tion rate measured with 2017 census, it is the second most populous country in the Middle East and the 
second-most populous on the African continent (Population, 2022). Ethnically, Egypt is a homogeneous 
country. Many Egyptians are descended from the Arab settlers who came to the region after the Mus-
lim conquest in the 7th century. While many Egyptians refer to the majority ethnic identity as “Arab”, 
many others prefer the term “Egyptian”. Ethnic minorities include the Berber-speaking community of 
the Siwa Oasis, the Bedouin Arab tribes of the Sinai Peninsula and the eastern desert, and the Nubian 
people clustered along the Nile in the southernmost part of Egypt. There are also sizable minorities of 
Beja and Dom. Religious minorities include Shi’a, Jews, Sufi Muslims, Jehova’s Witnesses, Ahmadis 
and Quranists. Besides, the country hosts around 90,000 refugees and asylum seekers, mostly Palestin-
ians and Sudanese (Egypt, 2022).

For millennia, Egypt has been home to different cultures. After the Pharaonic era, it came under the 
influence of Hellenism and Christianity. After the conquest of Arab armies under the leadership of Umar, 
the Arabization and Islamization period began that was to take several centuries. Today, many aspects 
of Egypt’s ancient culture exist in interaction with newer elements, including the influence of modern 
Western culture, itself with roots in Ancient Egypt. With its ancient history, cosmopolitanism, strong 
Islamic traditions, modern pan-Arab political and intellectual history, and relative freedom, Egypt is the 
cultural capital of the Arab world (Overview of Culture & Arts, 2022).

Islam is one of the prominent cultural components of Egypt. According to article two of the 2014 
constitution, Islam is the religion of the state and Arabic is its official language. Besides, the principles of 
Islamic Sharia are the principal source of legislation (Constitution of the Arab Republic of Egypt, 2014). 
Therefore, some advertising campaigns can be banned according to the Egyptian Standard Specifications 
of Advertising Requirements (Eyada, 2018), however, it is possible to speak of a transformation. For 
instance, gender representation has shown significant change in the stereotype of women particularly 
in digital advertising. Contemporary advertising in Egypt represents women as strong partner in almost 
every field of life. Also, women are represented in untraditional contexts like sports venues and work 
environments rather than domestic traditional contexts. Same contexts are used for women and men that 
reflect equal gender ranking representation (Abboud, 2020, p. 608).
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Political and Economic Structure

In constitutional terms, Egypt is a republic and governed by a semi-presidential system. The executive 
authority is shared between the president and the government, but the large rights given to the president 
like dissolving the parliament turn the system into a semi-presidential system from the parliamentarian 
system. Legislative power is carried out by the bicameral parliament.

Elections are the core component of the system and are held under the audit of National Elections 
Commission. Presidential elections are held every six years with a two-round system and the next elec-
tion should be held in 2024. Parliamentarian elections are held every five years with a direct and secret 
voting system. Women are allocated at least one-fourth of the total number of seats (Constitution of the 
Arab Republic of Egypt, 2014).

Currently, there are over 100 registered political parties in Egypt, yet, the number of the parties which 
managed to get at least one seat in the parliament is only fifteen. The most effective one of these parties, 
also supported by the President, is the Nation’s Future Party has 149 seats in the Senate and 316 seats 
in the House of Representatives. It is not possible to say that any party can have an effective role in the 
system, including the Republicans People’s Party, New Waft Party, and Homeland Defers Party, having 
the highest number of seats after the NFT.

The current president of the country, Abdel Fattah Saeed Hussein Khalil el-Sisi, got the presidency 
after the 2013 Egyptian coup d’état. Sisi administration can be defined as an example of the competitive 
authoritarian regime. Although elections seem to be held regularly, the Sisi administration effectively 
uses state power to suppress its opponents. For instance, many political figures involved in a new coali-
tion to run in 2020, including Zyad Elelaimy, Hisham Fouad, Omar El-Shenety and Hossam Moanis, 
were arrested on June 25, 2019, on charges of “bringing down the state” (Masr, 2019). Similarly, public 
funds are used for strengthening the image of Sisi. For instance, as will be mentioned in the further 
parts, public funds were spent for a documentary video in which president Sisi was portrayed as a savior 
and this video was released from the official Facebook account of the president. In the end, despite the 
competitive nature of the system, president Sisi and the NFP dominate the political system by control-
ling both the execution and legislation.

When we look at the economic structure, we see that Egypt has a developing economy. According 
to the data of the World Bank, the per capita income of the country is around 3500 $ (GDP per capita 
(current US$) - Egypt, Arab Rep., 2022). Besides, it is the 31st largest economy in the world with 365.2 
billion dollars GDP (GDP (current US$), 2022). In the International Monetary Fund’s global economic 
report, the Egyptian economy is expected to achieve a rising growth momentum until 2027. However, 
inflation is expected to rise from 6.4% in 2021 to 7.4% in 2025 with the increase in domestic market 
demand. The economic contraction during the Covid-19 Pandemic period caused the unemployment 
rate to rise to 9.7% (World economic outlook, 2022).

Advertising Industry and Media

Advertising was not an unknown occupation in the mid 19th century in Egypt. However, the advent of 
advertising in the press after 1882 (especially during the 1890s), brought commerce into the public 
sphere in an entirely new way and print journalism grew radically that coinciding with an impressive 
economic boom as Egypt became integrated into the global market of capitalism (Shechter, 2003, p. 44).
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Newspaper and magazine advertisements have been important marketing tools in Egypt until recent 
years. Although total newspaper circulation is relatively small, the print media manage to get a great 
share of high-value advertisers because of the concentration trend of press readership among the high 
class (The Report: Egypt 2013, 2014, p. 277). However, the market share of television advertising has 
risen radically since 2010, well above press advertising (Statista, 2022). The increase in the number of 
private TV channels since 2010 has an important role in this rise. The country has three national and 
more than 20 private TV channels today. Besides, Egyptians can watch also more than six hundred sat-
ellite channels including European, North American, and Turkish. Diversity in the media environment 
has also contributed to the formation of a more competitive market by affecting consumer expectations. 
As a natural consequence of this situation, there are many professional advertising and marketing com-
panies operating in the national and international fields in Egypt; Switch Communication, AZ-Studios, 
Local SEO Search, Yellow Media, FP7 Cairo, Big Move Agency, and New Step Media are some of the 
leading ones to be mentioned.

Internet and social media seem to be the next favorite advertising landscape. The number of inter-
net users increased around 22% between 2019 and 2020 and reached 42 million. The number of active 
Facebook accounts has reached more than 38 million users and Instagram accounts have reached more 
than 11 million users in 2020 (Kemp, 2020) and we can state that the Covid-19 Pandemic period has a 
significant impact on this rise. There have been significant changes in the consumption and trade habits 
of people who had to be confined to their homes. Examining the role of social media platforms in com-
mercial life in Egypt, Eldin at all (2021) showed that social media provides micro, small, and medium 
enterprises with massive opportunities such as becoming more present to the customers or achieving 
multiple forms of growth in the most efficient way.

As seen in Arap Spring periods, digitalization provides an important transformation not only in the 
commercial field but also in the political field (Karagiannopoulos, 2012). It is possible to see that the 
internet and social media have become the main tools used in political communication; the strict mea-
sures applied on the media and press can be considered as the main reason for this situation. Thanks to 
the press law and penal code, the government and presidency are equipped with strong tools to control 
the media (Rozgonyi, 2014; Mendel, 2011). Egypt ranks 168th in the freedom of expression index of the 
Reporters Without Borders (Freedom of expression index, 2022). This appearance of the media can be 
considered an indicator of the competitive authoritarian regime.

POLITICAL ADVERTISING IN EGYPT

Methodology

Politics is a social fact that is derived from the relationship among humans, and, therefore, almost ev-
erything related to politics contains a social aspect. Since politics by its nature is a social phenomenon, 
the products or offerings of political marketing should be compatible with people’s perception of social 
things. Various research on consumer attitudes concerning politics stresses the specificity of human 
reactions to political objects as opposed to consumer goods (Cwalina & Newman, 2015, pp. 8-9). Thus, 
the social structures should be taken into consideration in the analysis of political advertising as well. In 
that regard, the methodology employed in the research is determined as the sociological analysis based 
on the “uses and gratifications” theory.
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The sociological analysis focus on components of social life like culture and gender relations. Yet, it 
is possible to speak of a diversity in the employment of sociological analysis. Researchers can apply to 
different theories or theorists such as Marx, Weber, Giddens, Durkheim, interactionism, structuralism, 
or functionalism while employing sociological analysis. In addition, there is no specified criteria that 
should be followed when employing any of these methodological paths. To come over this diversity, 
John Scott (2011, p. 2) offers eight key principles to be followed in sociological analysis that can be 
applied to all disciplines in social sciences such as culture, nature, system, space-time, structure, action, 
mind, and development. Berger (1991) also provides some criteria similar to Scott’s when formulating 
the sociological method for media analysis. Besides, he combines sociological analysis with the “uses 
and gratifications” theory in order to acquire findings related to advertising techniques like consumer 
attitude, perception of the product and etc. When we look at the studies, it is seen that the sociologi-
cal analysis method offered by Berger is particularly efficient in terms of the analysis of commercial 
advertisements (Krom, 2020). Yet, as stated above, the dynamics of political marketing are different in 
some senses which leads us to consider another mythological construction. In this study, while applying 
Berger’s sociological analysis technique, at the same time, critical theory, which makes the dynamics 
of authoritarian systems one of the main topics of discussion, is utilized. The intellectuals of the criti-
cal current (such as Theodor W. Adorno, Herbert Marcuse, Franz Leopold Neumann, Willhelm Reich, 
Leo Löwenthal, and Erich Fromm) move from conceptualizations of Karl Marx’s alienation and Georg 
Lukács’ reification (Fuchs, 2018, p. 4). Then, they shed light on the instrumentalization of sociological 
issues for the interest of the ruling elites.

The sample universe of the study consists of 55 video advertisements released on the official Facebook 
accounts of President Sisi Abdel Fattah Al-Sisi (The official page of President / Abdel Fattah Al-Sisi, 
2022) and NFP (Mostaqbal Watan Party-the official page, 2022). In determining the sample population, 
the videos published in the last two years were taken into account, since the previous parliamentarian 
election was held in 2020. The transcription of the videos’ content was held through Sonix, a commercial 
software, and they were translated into English with the help of a student of whom Arabic is the native 
language.

The main argument of the study is based on a proposition about the nature of the competitive au-
thoritarian regime. Since the one dimension of the competitive authoritarian regime is acquiring power 
through elections, gaining the consent of the people is crucial for political agents. On the other hand, 
authoritarian policies may cause discontentment among people and this fact leads authoritarian leaders 
to convince people in the way that voting for them is an obligation. Moving from this proposition, this 
study argues that political advertising in such regimes functions for creating both consent and coercion 
at the same time.

This proposition brings along another question. If coercion is one of the components of political ad-
vertising in the competitive authoritarian regime, why are people influenced by these advertisements? As 
a matter of fact, we can say that this question is one of the fundamental issues of uses and gratifications 
theory. Berger (1991) enumerated some answers that help us to understand the psychological patterns 
behind this relationship such as “affirming moral, spiritual and cultural values”. Since the policies of 
politicians directly affect people’s lives, being informed about these policies can be accepted as a central 
motivation that leads people to be interested in political advertisements. However, some other answers 
should be found to understand the psychological patterns that provide gratification from advertisings of 
a political actor whose policies are not compatible with our worldview.

 EBSCOhost - printed on 2/8/2023 11:26 AM via . All use subject to https://www.ebsco.com/terms-of-use



10

Political Advertising in Egypt
 

To examine the validity of the argument stated above and to seek the psychological motivations that 
provide gratification, four research questions are determined. The research questions are as follows:

RQ 1: What are the common features of political ads released by Sisi and NFP?
RQ 2: Which social components come to the fore in the advertisements?
RQ 3: How are the social issues treated to achieve the consent of the people?
RQ 4: How do the advertisements create a coercive effect on people to vote for the authoritarian leader?

ANALYSIS AND FINDINGS

In the analyzing phase, twelve criteria were determined according to the sociological analysis formulation 
of Berger. These criteria are alienation, anomie, minorities, class (socio-economic), leadership, gender, 
culture, lifestyle, race, role, stereotype, and political messages. Advertisements will be analyzed under 
these headlines from the perspective of critical theory.

Alienation

Alienation is one of the key concepts to understanding the arithmetic of advertising in competitive 
authoritarian regimes. It means, literally, no ties and refers to a feeling of estrangement and separation 
from others (Berger, 1991, p. 79). There are different interpretations of the causes and social reflections 
of this state of consciousness. From Marxist interpretation, it refers to separation from one’s genuine or 
essential nature and causes from capitalist production relations. According to Marx, workers’ experi-
ence of alienation begins with alienation from the product of their labor and continues with alienation 
from the process of labor, then from fellow workers. In the end, they alienate themselves and become 
a mere commodity (Marx & Engels, 1970). Adorno and Horkheimer, two important critical theorists, 
took this interpretation of Marx on a more general basis. They argued that popular culture is turned into 
a factory producing standardized cultural goods that are used to manipulate mass society into passivity. 
Thanks to the development of mass communication media, consumption of the pleasures of popular 
culture becomes a daily routine that makes people submissive, no matter how difficult their economic 
circumstances. In their interpretation, this is also a process of alienation of people from themselves 
(Adorno & Horkheimer, 2014).

Political actors’ efforts of alienating people to themselves -in other sense to their real needs- by 
manipulating the social and cultural values and disseminating by media and other ideological apparatus 
have become one of the prominent concerns of critical theorists. They draw attention, especially, to the 
fact that authoritarian and populist leaders try to strengthen their own positions by alienating people 
from values such as freedom of expression and judicial review by using values. Bertell Ollman (2011, p. 
333) argues that the values created on the axis of patriotism and become a daily routine through political 
activities such as carrying a hat and waving the flag, cause individuals to become estranged from their 
human nature and become patriotic comrades who are expected to renounce their basic rights such as life.

The analysis of the political advertising of Sisi and NFP reveals that the most applied tools used in 
that sense are nationalism and patriotism. His campaign slogan is “long live Egypt” and is seen with 
the image of Sisi in almost every advertising video. Another strategy employed is the use of the Egyp-
tian flag as much as possible. The video titled “Part of the reception of President Abdel Fattah El-Sisi 
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upon his arrival to the homeland after his participation in the activities of the United Nations General 
Assembly” is an interesting example illustrating this advertising strategy. Although the content of the 
video has no nationalist message and sense, it begins with a waving Egyptian flag, then shows the 
dialog of the president with people. The use of nationalism and patriotism is a very fertile advertising 
strategy that provides consent and coercion simultaneously. The electorate (political consumer) who 
prefer purchasing the product presented by political actors will feel comfortable themselves though this 
exchange produces uncomfortable results. On the other hand, those who are reluctant to purchase the 
same product may feel uncomfortable themselves because their preference can be interpreted as betrayal 
and, this produces coercion over them.

Another advertising model that should be mentioned from the perspective of alienation is the showing 
of the material aid campaigns. Numerous advertisements are released showing the distribution of aid 
packages, prepared on behalf of Sisi, to low-income people. Another example of this kind of advertising 
is the video of the car granting campaign to needy people. Needless to say, all the videos begin with the 
image of president Sisi on the right and the party emblem that includes the Egyptian flag on the left. 
Also, we meet with these images in every second of the video and the aid packages, trucks, and scenes 
are all covered by the pictures of the president and the Egyptian flag. People are seen in their happiest 
moments and they express their thanks to the president. The masterpiece of this strategy is the advertis-
ing titled “The Future of the Nation Party presents the president’s gift to the Egyptians by distributing 
5,000 electrical appliances to families in need”. In the video, the aid distribution scenes are combined 
with the conflict scenes of troubled years and scenes showing the Sisi period’s giant investments.

This advertising strategy contributes to the alienation of electorates from basic individual rights. It 
instills the idea that whatever the others say about my political path (referring to claims about the au-
thoritarian character of the regime and arguments that this kind of such regimes brings unhappiness and 
they are doomed to fail.), I will bring happiness to every home because I act with patriotic motivations. 
This advertising strategy provides both consent and coercion because it gives the message that if you 
do not vote for the Sisi and NFP you will be deprived of these kinds of gifts.

Anomie

The word anomie, first used by the French sociologist Emile Durkheim, is of Greek origin. It means 
invalidation of laws, instability resulting from a breakdown of standards, and chaos. In Durkheimian 
sociology, the term is used to explain the state of society in which common values and common mean-
ings are no longer valid, and new values and meanings have not developed. This state of society causes 
negative emotions like lack of purpose and despair.

The state of anomie is also a source of anxiety for people -especially those who have authoritarian 
personality traits that Adorno et al (1950) describe- and authoritarian leaders utilize this emotion in their 
political campaigns very effectively. They present authority as the prescription of the anomie and make 
people remember the chaotic days of the past frequently to sustain people’s consent (Heywood, 2017, p. 
114). Actually, this strategy also has a twofold effect that provides consent and coercion simultaneously, 
because not consenting to the authority of the leader means preferring chaos.

The documentary video, named “A homeland’s tale”, can be considered one of the masterpieces of 
this strategy. In the video, Sisi is portrayed as a savior from the chaos that the country dragged into after 
the Egyptian revolution in 2011. The period after the revolution is picturized with the rise of religious 
reactionism, armed turmoil in the streets, bombings, ruins, collapse of the health system, electric cut-outs, 
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and political deadlock. The power period of Sisi, on the other hand, is described as the order, stability, 
and economic flourish with the scenes of new buildings, road constructions, and industrial production. 
This positive image of Sisi’s leadership continues to be strengthened by other videos introducing de-
velopment projects.

Minorities

Egypt presents an ethnically homogeneous structure. In the context of minorities, Christian and Jewish 
minorities come to the fore more. As stated above, Islam is the official religion, and Sharia is consid-
ered the frame for law. However, Christian and Jewish minorities were granted some autonomy in some 
communal and private issues such as regulating their personal status, religious affairs, and selection of 
spiritual leaders (Constitution of the Arab Republic of Egypt, 2014). The granting of relative autonomy 
to the Christian and Jewish communities can be evaluated in terms of preserving the image of ancient 
Egypt. In terms of political communication, minorities are also used as an image of tolerance. We see 
that Sisi also benefited from this communication technique in the video showing the speech he gave at 
the Christmas Mass held at the “Nativity of Christ” cathedral.

Class (socio-economic)

The studies on the political economy of competitive authoritarian systems have not reached a consensus 
in terms of the class politics of the incumbent leaders and their parties. The analysis of the political 
advertising of Sisi and NFP reveals that the lower class is prioritized. Although, Sisi tries to touch 
every segment of the society in his campaign, the lower class -in the economic sense- seems to be the 
backbone of the target electorate. The large number of ads related to aid campaigns can be considered 
an illustration of this fact. On the other hand, the advertising of big infrastructure investments aims to 
give positive messages to the middle and upper class.

Leadership

The most distinctive feature of the examined political advertisements is that they all contribute to build-
ing the image of a strong and capable leader. The leader-centered campaign is a common strategy used 
in established democracies as well. However, the comprehension of the strong leader image seems dif-
ferent in the Egyptian case. Sisi is portrayed not only as a strong leader but also as a savior. This image 
instills the idea that the country will drag into the troubled years back in the absence of Sisi. Sure, this 
belief provides also a strong legitimizing ground for Sisi’s all kinds of policies including suppressive 
measures applied against dissidents and his political rivals.

Four different strategies are determined in the construction of the leader image. The first strategy is to 
make people remember the troubled years and the second, advertising giant investment projects. Third, 
introducing the services provided by government facilities, such as the Covid-19 vaccine, as a gift from 
the president to his people. A video related to vaccination is titled as a gift from the president. Fourth, he 
is presented as a leader who changes people’s lives with a single touch. For example, an advertisement 
describes how he changed the lives of a low-income family he came across on the street by donating a car.
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Gender

Since Sisi came to power after a military coup against the rule of the Muslim brothers, he had to maintain 
a relatively secular stance. However, Islam is one of the strongest components of the cultural structure of 
the Egyptian people. Looking at the gender relations in advertisements, it is seen that a balance is sought 
in this axis. Although women and men appear together in advertisements, the relationship between them 
is as much as cultural dynamics allow. When we look at the advertisements about the aid given to low-
income families, it is seen that women are mostly used. Thus, it is ensured that the emotional reaction 
desired to be obtained with advertising is increased.

Culture

Cultural symbols like pyramids, deserts, and traditional wearing are used in the advertisements to give 
the message that the Sisi is a man of Egyptian culture who respects to values of the people. This image 
serves also for strengthening his nationalist and patriotic image. From the perspective of critical theory, 
such a strategy is used to disassemble the fact that ruling elites prioritize the interest of the high class.

Lifestyle

In the political advertisements examined, a temperate lifestyle that is characterized by conservatism, 
traditionalism, and ordinary income generally comes to the fore. It is noteworthy that the advertisements 
were shot in the neighborhoods where low-income families lived. Considering that the national income 
per capita in Egypt is around three thousand five hundred dollars, we can say that this is a very appropri-
ate choice. Failure to meet people’s rising expectations is a major threat to the political elite. Describing 
the acceptable citizenship model on low-income people, in a sense, lowers people’s life expectancy. In 
terms of critical theory, it makes people easy-to-manage commodities.

Race

It is not possible to speak of an ethnic diversity in the advertisings. It should be kept in mind that Egypt 
acted as the banner bearer of Arab nationalism in the past, especially in the time of Gamal Abdel Nasser. 
Besides, nationalism is one of the strongest components of Sisi’s campaign. As a natural consequence of 
these facts, Arabic race comes to the fore in the advertising, but it is not possible to say that they carry 
racist messages.

Role

The most prominent role defined in political advertisements is acceptable citizenship. The major com-
ponents of this role are having a patriotic conscious, satisfying with ordinary incomes, and having a 
traditional way of life. The role attributed to the woman is also compatible with the acceptable citizen-
ship imagery. The woman generally seen in the role of housewife with traditional clothes. The wearing 
styles generally reflect moderate Islam understanding.
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Stereotype

Stereotypes can be positive, negative, or mixed. Yet, regardless of the kind, they are detrimental to so-
cial relations because they present oversimplified and overgeneralized images coded with some biases. 
What is more, stereotyping can be used as a political strategy, especially by populist leaders, to manage 
the electorate through manipulation (Corbu & Negrea-Busuioc, 2020). It is seen that both positive and 
negative stereotypes are created in the advertisements examined. The people used in the scenes about 
the MB movement are stereotypes that remind political Islam, which is presented as detrimental to the 
future of the country. This stereotype production feeds a negative opinion in terms of the highly religious 
segments of the country. As for the stereotypes used in a positive way, we see ordinary people, especially 
seen in charity distribution videos. Adherence to traditions, satisfaction with the services provided by 
the state, and being low-income are the main characteristics of these people and form a stereotype of 
persona grata.

Political Messages

The political messages are formulated mainly around strong leadership, nationalism, patriotism, devel-
opment, survival, and troubled days of the past. In a sense, each advertisement has both positive and 
negative messages. While positive messages are more aimed at gaining consent, negative messages, on 
the other hand, are constructed on the axis of fear with the goal of coercion.

CONCLUSION

In this study the political advertising in Egypt is examined to obtain some findings related to the dy-
namics of competitive authoritarian regimes. Based on the proposition that although the system based 
on competitive elections, political elites in the competitive authoritarian regime needs some kinds of 
compelling mechanisms, it is tried be illustrated that political advertising in such regimes functions for 
creating both consent and cohesion at the same time. In that regard, political advertisements are exam-
ined around four research questions.

The first two research questions were about the common characteristics of the political advertise-
ments and social components that were covered more. The common characteristic determined as follows: 
All the advertisements are designed for the creation and maintaining of strong leadership image. It is 
interesting that although NFT was competing for the seats in the parliament and Sisi is not an official 
member of the party, all the election campaign designed around Sisi. Another common characteristic is 
that the political advertisement mainly addresses to low-income people. Lastly, cultural issues especially 
Egyptian flag is used as much as possible to stimulate nationalist and patriotic emotions.

The other two research questions were about the ways used for getting the consent of people and 
establishing coercive mechanisms. One of the findings obtain in the research is that the messages and 
strategies used in the advertisements functions to engineering of both consent and coercion simultane-
ously. For instance, the stimulation of nationalist and patriotic emotions through the use of Egyptian flag 
encourages people to vote for the leader and the party. On the other hand, it brings along a cognitive ac-
counting about whether not voting for the leader and the party is a kind of betrayal to the country or not. 
Another instance is the advertisement about material aids given to low-income people. These advertise-
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ments also motivate the electorate to vote in a positive sense. Yet, on the other hand, it threatens people 
subliminally with the missing out from these aids in case of not being elected of the leader again. Lastly, 
making people remember the troubled days of the past and presenting the leader as a savior is another 
strategy employed in the campaign. preferences and a serious threat, so functions as coercive impulse.

From the perspective of uses and gratifications theory, the findings reveal that the use of nationalist 
and religious symbols and messages, directs people with the motivation of “affirming moral, spiritual and 
cultural values” and also “gaining identity”. Sure, “gaining information about the world”, “participating 
in history”, “satisfying curiosity and be informed” are also important motivations that Berger indicated 
and valid for the political advertising. On the other hand, the most interesting finding achieved in the 
sense of uses and gratifications, making people remember the troubled days is one of the most effective 
techniques which stimulates the motivation of “to be purged of unpleasant emotions” and bring along 
the gratification of people even though they are not in favor of the main political path of the leader.

FUTURE RESEARCH DIRECTIONS

Political advertising has an important role in the construction and maintenance of competitive authori-
tarian systems. However, the number of studies in this area is quite limited. It will be very productive 
to compare the findings obtained in this study with the studies to be carried out in Egypt’s different 
economic and political conditions. Similarly, comparative studies in which other countries with competi-
tive authoritarian systems are included in the analysis framework will provide very useful information 
in order to understand the characteristics of these regimes.
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ABSTRACT

Political advertising is a form of campaigning that allows candidates to directly convey their message 
to voters and influence the political debate. South African political parties (African National Congress 
and the Democratic Alliance) also adopted the use of social media networks as an effective tool for po-
litical campaigning purposes and to encourage the public to engage in political discourse. The chapter 
investigates how both the South African public and the political parties are using YouTube for discussion, 
debate, and opinion formation during the 2019 South Africa elections. Sociological analysis method is 
used in the research. The subject is especially about Aristotle’s concept of rhetoric, promises of political 
messages, and political persuasion in written form. The findings part of the study shows that the most 
prevailant issues in the election campaigns were corruption, failure to keep promises, and the effort to 
create a new leader identity in the DA party. By ANC, independence, Mandela’s contributions and past 
actions, and the importance of voting were mentioned.

INTRODUCTION

Political parties or candidates who want to have the vote and support of the voters try to persuade and 
influence them. The parties or candidates manage this through conveying their services, projects and 
political ideas to the voters by using the media (newspaper, television, internet, etc.) or outdoor advertising 
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spaces. “Persuasion” (Jamieson, 1996, p. 4), which necessitates the imagination of a spectrum ranging 
from “influence” at the moderate end to “force” at the other end, plays an active role in ensuring the 
acquisition and maintenance of political power. Again, persuasion is always taken into account in the 
message design phase of all political communication activities.

The development of democracy, the prominence of elections, the appreciation of legitimacy and simi-
lar developments have increased the importance of persuasion in the political communication process. 
Political communication is now seen as the use of methods such as public relations, advertising, social 
media (YouTube & Instagram) and propaganda, which enable the candidates to gain the support and 
trust of individuals (Damlapınar & Balcı, 2014, p. 33; Güven, 2020, pp. 44-45). Political advertising can 
mobilize a person to participate in an election and persuade a person to vote for a particular candidate. 
The ultimate goal of political campaigns is to influence the election (Gordon et al., 2012, pp. 391-403). 
Bailenson et al. compares the relative effects of partisan, issue, gender, physical and facial similarity, as 
well as candidate familiarity, on voters’ assessments of candidates (Bailenson et al., 2008, pp. 935-961). 
He states that he is inclined to choose candidates whose physical characteristics, face and demeanor are 
closer to him. Despite all the professionalization in the production of political messages and the increase 
in the possibility of presenting messages through different media, it should be kept in mind that politics 
is always carried out through political speeches. From the past to the present, rhetoric has managed to 
preserve its existence firmly (Reisigl, 2008, pp. 96-97).

Youtube campaigns are important platforms to persuade voters through facial expressions and speak-
ing manners, making candidates physically visible. Political Youtube videos contain both verbal and 
visual elements. Adding audio elements such as music and sound to this, increases the impressiveness 
and persuasiveness function of the advertisement. With the spread of the internet by removing the limita-
tions on space along with smart mobile phones, individuals are in an open position to messages at any 
time and from anywhere. According to Uztuğ (2004, p.17), the possibility of repeating and broadcasting 
political advertising messages in many channels ensures the retention of the message. You can not only 
reach the voters who are interested in politics and support the political party/candidate, but also the 
voters who are not interested in politics or the opposing side voters. A political candidate can correct 
his/her negative impressions, if any, through the opportunity to express himself/herself by participating 
in the party program, which includes his/her future goals, past practices, tone of voice, gestures, body 
knowledge and clothing selection, and through answering the criticisms and questions directed to him/
her using Youtube videos. In this context, political advertisements on Youtube not only contribute to 
the formation of a positive image, but also provide the political information and political motivation 
that the voters need.

In South Africa, political parties were trying to use Youtube effectively in the 2019 general elections. 
Political advertisements published on Youtube, which is an important source of political information, 
are one of the important components of the political campaign process, as they are one of the factors 
that affect the political choice of the voters. Two of South Africa’s leading parties, the African National 
Congress (ANC) and the Democratic Alliance (DA), were also parties that used Youtube as a political 
advertising tool along with other online platforms in the 2019 elections. Undoubtedly, speeches made 
by political party leaders within the framework of rhetorical principles contain persuasive expressions. 
This study aimed to present a periodic cross-section of the intensities of use of rhetorical persuasion 
components by the ANC and DA parties. In the selected Youtube content, it has been examined how the 
codes of service to Black Africans, especially change, improvement, well-being, ethnic or multiculturalism 
and security are represented and shown in the produced narrative. On the other hand, when the common 
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themes that the leaders mentioned in their speeches were examined, significant relationships were found 
between the persuasion components they used. Accordingly, in the common themes discussed, it was 
seen that the logos (rational attractiveness) component of persuasion was used more intensely by the 
ANC, and the logos and pathos (emotional attractiveness) persuasion components were used more by 
the DA. It is prominent that the component of ethos (credibility of the source) is used in both parties.

BACKGROUND

The Geographical, Cultural, Economical, and Socio-
Political Structure of South Africa

Geography and Culture

Africa is the second largest continent in the world. Her territory covers 471,000 square miles, an area 
slightly larger than that of California, Arizona, Nevada, and Utah together. This great continent is the 
cradle of Human civilization. Africa has a population of more than 700 million in fifty-four countries 
where more than 1,000 languages are spoken. The Republic of South Africa is a country located at the 
southernmost tip of Africa. It has the Atlantic Ocean to the southwest and the Indian Ocean to the south-
east. It is bordered by Namibia, Botswana and Zimbabwe to the north, and Mozambique and Swaziland 
to the northwest. Lesotho, a small kingdom, is located in the Republic of South Africa. South Africa is 
an extraordinary country blessed with natural beauty and a rich cultural heritage. The climate in South 
Africa is transitioning from a temperate to a subtropical climate. The nature, which offers wonderful 
views, has fertile plains and forests. (De Blij & Muller, 1992, pp. 440–42).

Due to the special geographical location of South Africa, the country has become a region where 
states and peoples from both the East and the West live together. The country’s special strategic location, 
rich mines, fertile lands are the main reasons for immigration and occupation from Europe and Asia. 
Thanks to its natural resources and industrial development, South Africa is the most developed country 
in Africa. However, in the historical process, the wealth of the white minority and the poverty of the 
black local people have continued as a serious contradiction and have been an indicator of inequality in 
the country. (De Blij & Muller, 1992, pp. 440–49). Climate, geography and culture vary from region to 
region in South Africa. Africa has different cultures and traditions. Home of approximately 49 million 
people of different ancestry and races, South Africa uses 11 official languages, along with the indigenous 
languages of Xhosa, Sotho, Venda, Tsonga, Pedi, Shangan and Ndebele, as well as English and Afrikaans. 
These indigenous languages are only as similar to each other as German is to Spanish (Davenport & 
Sanders, 2000, pp. 379–396). As a matter of fact, centuries of migration naturally provided a rich influx 
of other cultures into this mix. Around one million people of Asian origin, mostly from India as contract 
workers, are also added to the country’s population. In addition, about three million hybrids, most of 
whom settled in the eastern Eastern Cape region, are also part of this mosaic. Its origins are based on 
relationships, marriages between slave workers and white owners, and even between the indigenous 
Khoikhoi and Xhosa people (Afolayan, p.10-11).

Although Africans take care to preserve their traditional social norms and cultures, the severe im-
pact of globalization is particularly evident on the young population. However, influences from other 
continents are quite strong and globalization is especially affecting the culture of youth. Media is one of 
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the most important tools of this change. Social norms and values are especially effective in male-female 
relations and their roles in society. South African culture has a very patriarchal feature. While women’s 
opinions are not considered important in the family, they are expected to do the heavy work. The multi-
functional work and labor of women in society is ignored. In business life, managerial positions are not 
often provided to women. Moreover women in leadership positions are not taken into account by their 
male colleagues because they are women (Mabokela & Mawila, 2004, pp. 396-416) However, since 1994, 
South African culture, like all soceties, has been going through of transitions. The aim of this effort is 
to erase the ravages of colonialism and apartheid and rebuild the social structure.

Religion is a central aspect of life, culture, and society in South Africa. South Africa has never had 
an official state religion. The country’s constitution explicitly states everyone’s right to freedom of con-
science, religion, thought, belief and opinion. However, the government actively promoted Christianity 
throughout much of the 20th century and it remains the most widely followed faith today. Table 1 shows 
the percentage distribution of beliefs in South Africa.

As mentioned above, this multi-ethnic, multilingual and multi-continental structure constitutes South 
Africa’s cultural mosaic of diverse traditions and lifestyles. Rituals and ceremonies unique to different 
ethnic and religious groups living in the country have an existential meaning and importance. Verbal 
culture is a prominent feature of South Africa’s indigenous society. Literacy became widespread in South 
Africa after the arrival of Europeans, but the paintings found on rocks and caves are examples of artistic 
expressions of local peoples depicting nature and their lives.

Economy in South Africa

South Africa is classified as an upper middle-income country, with real GDP per capita currently at 
US$5,916, up from US$4,652 in 2000. The uneven and, at times, sluggish growth in average income 
levels, however, has meant a moderate decline in poverty, from 40 percent of the population in 1995, to 
26 percent in 2013, using the World Bank’s $2- a- day poverty line (Bhorat et al., 2016, pp. 231-232) 
With a current population of almost 53 million, this equates to about 13.7 million people living in pov-

Table 1. Religion – All South Africans

Religion Number %

Christianity 35 750 641 79.8%

Islam 654 064 1.5%

Hinduism 551 668 1.2%

Judaism 75 549 0.2%

Other beliefs 283 815 0.6%

No religion 6 767 165 15%

Undetermined 610 974 1.4%

Total 44 819 774 100%

Source: (The Arda, 2015)

 EBSCOhost - printed on 2/8/2023 11:26 AM via . All use subject to https://www.ebsco.com/terms-of-use



23

Using YouTube in Political Persuasion
 

erty in South Africa. The per capita poverty rate in South Africa has risen from 31 percent in 1995 to 
53.8 percent today. This headcount ratio was calculated using the upper line of a newly reconstructed 
national poverty line, but the national lower-line working poverty rate of 37 percent, poverty undoubtedly 
remained high. Therefore, despite the optimistic outlook for the South African economy as the country 
transitioned to democracy in 1994, economic growth has been moderate over the past two decades. 
(Bhorat et al., 2016, pp. 231-232). In fact, while the widely implemented social welfare system has suc-
ceeded in reducing inequalities in access to public services and housing, poverty has remained stable 
and unemployment rates remain high.

Socio-Political Structure

The effects of colonialism, discrimination, and the regime of apartheid on local black people have left 
their mark on South African history. Not long but, just 14 years ago, South Africa was the only offi-
cially racist country of the 20th century until it ended its racist policy at the end of 1990. The country 
had brutal laws for blacks. Every two votes cast by black was equal to one white vote. Blacks were not 
allowed in many places. They could not be represented in the parliament, they could not form a party. 
They could not be candidates in the elections. It was a country dominated by a purely white minority.

D. F. Malan, who came to power after the Second World War (1948) and advocated extreme racist 
views, passed some laws to develop apartheid policy, and the scope of racial discrimination was expanded 
to include not only blacks but also other races other than whites in the country. Marriage between whites 
and non-whites was outlawed, and racial segregation was systematically enforced everywhere, from 
schools to workplaces, from trains to movie theaters J. C. Stridjom (1954-1958), who became prime 
minister after Malan, and H. F. Verwoerd, who was killed in 1966, furthered the same policy. However, 
it did not take long for such extreme racist behaviors to meet with strong opposition, and the African 
National Congress of South Africa (ANC) organization of blacks, which was founded in 1912 but could 
not show much presence, started a boycott of non-compliance with the law. Even though the black leader 
Mandela, who would later change the country’s fate, was imprisoned, the freedom struggle that started in 
1982 spread throughout the country and the regime ended as a result of international pressure. (Lodge, 
1987, pp. 2-3). In 1990, the famous black leader Nelson Mandela was released, declaring that blacks 
would be granted the right to vote and that minorities would be protected. On April 27, 1994, it was 
decided to hold the first national elections according to the proportional representation system. While 
the African National Congress of South Africa won the majority in the elections held on this date, a 
black and white government was formed for the first time under the chairmanship of Nelson Mandela, 
after 342 years of power of the white minority. (Lodge, 1987, pp. 2-3).

The ANC’s firm adherence to the principle of anti-racist democracy provided a solid foundation, 
thanks to which all political parties were able to form an interim constitution between 1991 and 1993 
at the World Trade Center near Johannesburg. Mandela at the first free and fair elections in 1994, and 
has been re-elected at every election since, though with a reduced majority every time since 2004. The 
ANC was once seen as a beacon of hope in post-apartheid South Africa. But more than two decades on, 
the party has been mired in countless corruption scandals and infighting (Sander & Govender, 2018). In 
2019, the ANC received 57.5% of the total vote, showing its worst performance in all national elections. 
A struggling economy and corruption have eroded the ANC’s popularity. ANC leader, President Cyril 
Ramaphosa, called on the people to build a united South Africa (Keane, 2019).
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The official opposition to the ruling African National Congress (ANC) is the Democratic Alliance 
party (Afrikaan: Demokratiese Alliansie, DA). The DA is a centre-left party and has both centre-left 
and centre-right policies. The DA, which was founded in 1959 and is against apartheid, has experienced 
many mergers and different names have represented the party. DA generally includes various liberal 
tendencies (Rohanlall, 2014, pp. 9-10). In addition to running several major metropolitan municipali-
ties, the DA administers the Western Cape, one of South Africa’s nine provinces, since the 2009 general 
election, winning a larger majority in the 2014 election but losing some support in the 2019 election. 
As of 2014, the party has support from predominantly Afrikaans and English-speaking people (80% of 
its voters), over 35 (65%) and whites, coloreds and Indians (50%) (Gerber, 2019).

ADVERTISING IN SOUTH AFRICA

According to the writer John Berger, who is also famous for his ideas on advertising, advertising aims 
to create jealousy in the consumer, so that the consumer wants to buy the advertised product. In his 
well-known book, Ways of Seeing, he says that the advertising industry “offers us to transform ourselves 
or our lives by buying more and more of it (Berger, 1990, p. 131).” This definition is controversial for 
Africa, because the desire of the middle class in Africa is to achieve middle class life in more developed 
countries. The African advertising industry offers consumers the possibility of a better and improved 
lifestyle. According to a report by McKinsey, a global research institute, “The most popular business 
sector in Africa in the near future appears to be the emerging consumer market (McKinsey & Company, 
2017).” The report focuses on the five main consumption areas in Africa and growth is expected in these 
areas: clothing, financial services, groceries, internet and telecommunications. Africa is the continent 
with the highest population growth rate in the world and is the second most economically developing 
region in the world after Asia. This makes the continent extremely attractive for consumer-oriented 
companies. On the other hand, there are many issues that encourage this consumption. In the develop-
ment of this global consumption culture; colonization and missionary activities of the British and other 
European superpowers and the programs of channels such as CNN and MTV broadcasting in the country 
with cable network programs are decisive (Oyedele & Minor, 2012, p. 93). In addition to consumption 
culture, especially multiculturalism and nationalist discourses are prominent in the advertisement content 
published in South Africa (Johnson et al, 2010; Oyedele & Minor, 2012). This situation reveals that the 
adaptation strategy, which is the strategy of the slogan of thinking globally and acting locally, is quite 
effective in the country.

Revenue from the advertising industry in South Africa rose notably in 2019, but advertising spend 
in television and video still covers the highest values of the advertising market. However, the online 
advertising industry is growing and it is expected to surpass television advertising in the near future. 
Looking at the distribution of the advertising industry in South Africa, 80% of the advertising agencies are 
international holdings (Shand, 2020). In addition to the adaptation of the advertising agencies operating 
in the country to this change in the field of advertising, these agencies also need to focus on stereotypes, 
linguistic ethnocentrism, empowerment of black people, multicultural advertising communication, 
advertising discourse and strategies for conflicting cultures and green advertising that has come to the 
forefront in recent years (Hugo-Burrows, 2004; Mazirri, 2020). These six items listed can be listed as 
the biggest handicaps of agencies operating in the country, especially international advertising agencies. 
Because the main concept in advertising is that the right message reaches the right target audience and 
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creates a change in attitude and behavior. Advertisers and agencies should always keep the above-listed 
issues in their briefs in South Africa, where there are many cultures and minorities, and especially in a 
sensitive climate in terms of sensual differences at the end of the apartheid period.

It has been seen that the most prominent item in the efforts of companies to reduce their costs during 
the Covid 19 quarantine period is the advertising sector. As television and digital are used more during 
the pandemic, there have been remarkable changes in the way consumers meet with advertising content.

Advertisers tend to use more digital channels while trying to reduce their costs (Shand, 2020). In 
addition to the changes and transformations in the advertising field, there are also changes in the persua-
sion and action of the masses. In advertising activities, it is important for the masses to act behaviorally 
for the desired or expected target as well as convincing the target audience. Here age, gender, social 
class, personality etc. many individual and social characteristics come into play (Krom, 2019, p. 187). A 
key feature of South Africa is the terrific fragmentation of its consumer markets. The apartheid policy, 
which has been implemented for many years, has caused the society to consist of many ethnic layers. 
These groups are also separated by income differences. Each major racial group in turn is divided into 
subgroups. The majority of Bantu tribes enjoy similar living conditions. Among whites, the 60% African-
speaking majority have adopted a lifestyle that differs from the English-speaking minority in details. 
This can be an important feature in some markets (for example, Africans generally prefer to have fun at 
home, while many English-speaking South Africans choose to take their guests to or from a restaurant, 
showing the difference in their spending capacities and consumption habits (Thorelli, 1968, pp. 40-48).

Figure 1. Advertising spending in South Africa from 2018 to 2021 (in million South African rand)
Source: (Guttman, 2021)

 EBSCOhost - printed on 2/8/2023 11:26 AM via . All use subject to https://www.ebsco.com/terms-of-use



26

Using YouTube in Political Persuasion
 

The entire advertising market in South Africa in 2019 is estimated to be worth 30.4 billion South 
African rand (approximately 2.05 billion U.S. dollars), and TV and video advertising spending is pro-
jected to account for the largest share of that amount, around 21 percent. The internet is said to be the 
second largest medium in the country. However, looking at 2018-2023 compound growth rates, TV’s 
1.8 percent CAGR in the period will be exceeded by internet’s 12.4 percent CAGR, which means that 
by the end of 2023 internet advertising will be higher than TV advertising for the first time.

Internet Advertising in South Africa

The influence of internet advertising in South Africa is increasing day by day, it is expected to reach a 
value of over 580 million US dollars by 2023, reaching 25 percent of the total advertising market in the 
country. At the same time, mobile and internet advertising revenue is expected to reach 50 percent. This 
ratio shows how important mobile platforms are for the future of the South African advertising indus-
try. This explains the fact that some of the biggest advertisers in South Africa are telecommunications 
companies such as Vodacom or Mobile Telephone Network (Guttmann, 2021). According to Statista, 
South Africa’s advertising market was just under Rs 40 billion in 2018, with TV and video ad spend-
ing accounting for around 21% of this market and the internet being the second largest media platform.

According to PwC’s Entertainment and Media Outlook Report, 2022 will see a significant change in 
these numbers as internet advertising is predicted to outnumber TV advertising for the first time (PWC, 
2019, p. 72). SA’s internet advertising revenue will also reach R9.4 billion in 2022, with search revenue 
accounting for 75% of that revenue (up from 66% in 2017) (Pygmaconsulting, n.d.).

The PwC report mentions ‘Convergence 3.0’, which involves an emergence of “ever-expanding super-
competitors” within the advertising industry as a whole (PWC, 2019, p.42; p.165). These super-competitors 
will need to build relevance, and at the right scale, in order to remain competitive. More importantly, 
business models will need to be completely reinvented: think new revenue streams and memberships.

According to data from the Global Web Index, every year more South African users access the web, 
especially social media, with one third of the time South Africans spending more than eight and a half 
hours online each day. It should be noted that in the near future, the advertising industry will also change, 
becoming “personalized, automated, comprehensive, experiential and measurable”. Internet advertising 
can get ahead of TV advertising, but it also brings some problems. According to The Media Online, 
mobile usage and internet advertising are growing rapidly, but with South Africa’s demographic and 
the reach of free TV, the gap between mobile and TV is much larger than in developed markets. Mobile 
advertising is on the rise, but South Africa is still somewhat problematic (Bratt, 2019).

Digital will undoubtedly have a big impact in the near future, but we have to take into account that 
South Africa’s internet infrastructure is less developed compared to the rest of the world, it has a lower 
percentage of the population with internet access and lower data costs. Costs are still too high. However, 
South African markets generally follow global patterns, meaning that by 2022 the broadcast advertising 
landscape may look very different than it does now (Bratt, 2019).

Looking specifically at Southern Africa and South Africa, penetration rates are a mix of relatively 
low (51% for internet, and 38% for social media), to comparatively high (162% for mobile over 100% 
due to dual SIMs and multiple connections) (Businesstech, 2019). South Africans spend over 8 hours a 
day online and a third of that time is spent on social media

According to the report, South Africa’s social media activity is also one of the fastest growing in 
the world, where the country ranked 17th for its relative growth (seeing a 28% increase in activity year-
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on-year) and tied for 9th for net growth, having added 5 million new users since January 2018. South 
Africans also spend more time using social media platforms than the global average, with the report 
recording the average time spent at 2 hours 48 minutes each day. South Africans have an average of 8 
social media accounts (Businesstech, 2019).

The Internet, whose content and technology is mainly tied to the United States, is predominantly 
English as a result. It is a transnational public sphere, as internet platforms are one of the lowest-cost 
areas to media today. Internet access in South Africa is very high, the Internet has growth potential and 
the potential impact on its users is much greater. All these reasons show that the influence of the internet 
in political advertising is very strong and will be used even more.

Political Advertising in South Africa

In South Africa, which carries out political advertising activities under a set of rules in local and na-
tional election processes, a set of rules has been introduced for all kinds of promotional content to be 
made by parties during the election process. Here, some issues such as the obligation to have a license 
for the traditional media, the limitation of party election broadcasts to a maximum of 60 seconds, and 
the fact that the content of the advertisements are not illegal, criminal and provocative are particularly 
highlighted (Goverment Gazette, 2014, pp. 6-9). In the periods when TV was not very common, the 
criteria for conducting political advertising activities through newspapers with legal, correct and honest 
content were sought (Pottinger, 1987, p. 38). In studies examining policy advertising in South Africa, 
the party leadership identity is used to a limited extent in TV commercials in the country, advertising 
texts and scenes are used to focus on the country’s main social problems, and it is desired to persuade 
the audience, especially in an emotional context.

It has been explained that the actors played in these advertisements are chosen from among the more 
disadvantaged segments, and the images of children, women and the disabled are kept in the foreground 
in the contents of political advertisements (Sindane, 2010, p. 144). On the other hand, it has been ob-
served that emotional appeals such as uncertainty, anger and fear are used mutually, especially by rival 
parties, so that political discussions in rallies occur in advertisements in this way (Fourie & Froneman, 
2003). From this perspective, it can be said that the findings of this research, which examines the political 
content on the Youtube platform, are in line with the results of political advertising broadcast on South 
African Televisions. It can be stated that they are in a holistic line in line with the messages, strategies 
and targets that will support each other.

The biggest handicap of political advertising was that it brought politics to a liberal line instead of 
pluralistic and controversial democracy (Sindane, 2014, p. 24). Because the budget problem in preparing 
political advertising content for traditional media channels is an important problem that should not be 
ignored for smaller and new parties. For this reason, although political advertising is seen as legitimate 
to use as a means of making political propaganda, over time this situation has turned into a commodifi-
cation tool in the capital order. However, it can be argued that the introduction of social media channels 
into our lives and the fact that not only parties and leaders, but also voters express their opinions through 
these networks, pave the way for the emergence of the idea of   pluralism and participation, which is the 
most important argument of democracy. Of course, the existence of bots and fake accounts on these 
platforms and the existence of channels/pages/personal social media accounts that are forcibly closed 
should not be forgotten.
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Recently, it is possible to see traces of social media political advertising in South Africa, as in every 
country. The two leading parties (ANC and DA) in the country use social media platforms in their political 
advertising activities. Here, it is seen that not only in producing the advertisement content, but even the 
advertisement itself is turned into a propaganda tool by the Youtube users. Here, users to Youtube ads 
of ANC and DA parties; Mandela has been found to react with the belief that change will happen with 
voting, nationalist/racist expressions, and negative and positive rhetoric (Tyali & Mukhudwana, 2020).

ANC and DA parties used radio, newspaper, flyer and TV platforms to convey their political promises 
to the target audience in previous election periods. Among these two parties, the party that allocated 
the most budget to political advertising activities was generally the ANC. While the ANC frequently 
spread the same theme in their political advertisement content through different media outlets, DA gave 
positive advertising messages for change, innovation and a new order with either slogan-like political 
discourses or negative advertisements that criticize the power (ANC) harshly or assertive discourses 
(Teer -Tomaselli, 2006). It can be stated that in developing such a strategy, the DA never came to power 
alone and tried to create a social ground that it was the only party that would come to power in the future.

The most important thing that stands out in political advertisements is to persuade the target audience 
to the political messages expressed. One of the most obvious methods that leaders or parties will resort 
to at this point is undoubtedly Aristotle’s rhetoric. The concept of rhetoric has been used since ancient 
times. Many definitions and technical uses of rhetoric have been proposed throughout history (Covino 
Joliffe, 2014, p. 327). Rhetoric is not only limited to writing or oratory, but has become visible with a 
unique style in almost every medium of communication. Not only in the dimension of communication, 
but the three most well-known concepts of rhetoric, ethos, pathos, and logos, have been defined and 
named with different concepts by many thinkers and writers, especially Plato, unlike those defined by 
Aristotle (Meyer, 2017, p. 17-19). Persuasion is at the forefront in Aristotle’s rhetoric. The components 
that will realize this persuasion are ethos, pathos and logos (Dow, 2015). At the beginning of the usage 
areas of rhetorical persuasion is politics. As a matter of fact, this idea is also seen in the book series 
called Aristotle’s Politics (Fortenbaugh, 1992, p. 222).

Emotions are included in Aristotle’s pathos variable. Aristotle gave more weight to many negative 
emotions such as fear, anxiety, war, phobic situations, pain, hunger, anger, thirst (Nussbaum, 1996). 
Aristotle persistently included the logo in his texts as “logical proof” and in his work called Rhetoric, 
the concept that he discussed the most, as opposed to ethos and pathos, was logos (Braet, 1992, pp. 
309-310). Ethosta, which is another concept and focuses on the believability of the speaker, is made 
dependent on the speaker’s or the author’s understanding of his/her own life and character very well in 
order to convince others (Halloran, 1982, p. 60).

POLITICAL PERSUASION IN YOUTUBE ADS OF ANC AND DA PARTIES

In this study, which is about the 2019 general elections of the Republic of South Africa, the advertise-
ments on the Youtube channels (African National Congress, 2019; Democratic Alliance, 2019) of the 
ruling (ANC) and main opposition (DA) parties were determined based on the homogeneous typology 
of the sample (Etikan et al., 2016, p. 3). Based on the problematic of how the sharing of advertisements 
on the Youtube platform of both parties is practiced in the context of political persuasion, the research 
data has been evaluated.
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In this paper, which aims to reveal the role of advertisements in political persuasion in the Republic of 
South Africa, one of the most developed countries of the African continent, the advertisement contents 
of the ruling and main opposition parties on the Youtube platform in the pre-election period were exam-
ined by sociological analysis method. Sociological analysis is an analysis method that can be applied in 
every field of social sciences and acts on the basic social values that can be seen in almost every field of 
social life. This analysis method was used by thinkers such as Marx, Weber and Durkheim (Bottomore 
& Nisbet, 1978, pp. 7-10). Although the term social science was coined by Auguste Comte, especially 
Durkheim’s studies were decisive in shaping sociological analysis (Tiryakian, 1978, p. 203). Berger 
evaluated the analysis of media contents with the method of socio-scientific analysis under three head-
ings. The first one is an analysis based on 16 concepts from gender to culture, from anomie to lifestyle. 
Second, the evaluation of media content from the perspective of uses and gratifications. The last one 
is the analysis using the content analysis technique (1993, pp. 77-94). In the research, the research data 
were evaluated based on the sociological analysis typology that Berger first put forward.

The data of the research was also examined by using Aristotle’s rhetorical triangle (ethos, pathos 
and logos), which is frequently used in the field of political communication, and how advertisements 
are used in political persuasion. In Aristotle’s rhetorical triangle; ethos includes the speaker’s reliability, 
credibility, and pathos. Pathos is the ability to manage the emotions and logos of the interlocutor, to 
present the arguments put forward by the speaker on a logical basis, including critical, analytical skills, 
good memory and purposeful behavior. (Shabrina, 2016, p.13; Mshvenieradze, 2013, pp. 1939-1940).

Techniques and Strategies Used in Advertising

It has been determined that in the content of Youtube advertisements prepared by the ANC and DA 
party, the advertisements last for a maximum of one minute and 30 seconds, and the places in the adver-
tisements are prepared using street, workplace, home, school and green screen effects. At the point of 
advertisement time, the DA party shared longer-term content. Youtube story feature is only used by the 
ANC party and a new story is shared every day 60 days before the elections. While a simpler narrative 
and scenes were preferred in the Youtube contents of the ruling party, many scenes were used together in 
the main opposition party to keep the audience’s attention constantly alive. In the commercial dubbing, 
ANC directly used the voice of the commercial actors and the female voice-over, while DA included 
the tension music, the male voice-over and the speeches of the party leader. Both parties shared their 
advertisements on Youtube, not only verbally but also by including English subtitles in the videos. In 
the ANC, the event setup was generally built from within the social life, whereas in the DA, the moment 
of voting at the ballot box, news footage of past events in the country and the speeches of party leader 
Mmusi Maimani were used and conveyed to the audience.

When a general evaluation is made, it can be easily stated that while DA follows a more globalist 
approach by including images of many segments in its advertisements, whereas ANC emphasizes more 
nationalist and nationalist discourses in its advertisement content. It has been observed that DA also 
includes images of the party logo in its advertising content. It can be said that DA also gives importance 
to the messages related to corporate identity in Youtube content. It has been determined that subliminal 
and implicit messages are given through some visuals in the advertisements of DA. Such scenes were 
placed to remind the voters of the old issues that came to the agenda in the country. On the other hand, 
the party has targeted the voters under the age of 30, who will cast new votes based on young characters 
in general, in their Youtube content. This premise has been tried to be instilled with implicit messages, 
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with a thoughtful fiction from the style of music used here to the clothes worn. ANC, on the other hand, 
used local motifs more frequently in their advertising content.

There were differences in using the advertising strategy in the advertising content shared on Youtube 
by both parties. The ANC party has conveyed its messages to the voters by positioning almost every 
situation from social peace to employment, from security to social justice over the party identity. Here, 
messages are constructed within the framework of party ideals and ideals rather than messages about the 
party leader. In the DA, on the other hand, it was seen that the fear messages were heavily constructed for 
the ANC party leader. It has been determined that leader identity and discourses are used in advertise-
ments rather than party identity. The DA also brought the rhetoric and gaffes of ANC party leader Cyril 
Ramaphosa to the attention of the electorate with humorous appeal. On the other hand, in the advertise-
ment content, positive or negative political advertisements for political power and political advertisement 
types for class/section and demographic groups were also used (Eroğlu Yalın, 2006, p. 173).

Analysis of Youtube Advertsing Content of ANC and DA 
Parties Within The Framework of Sociological Analysis

There are 16 titles in the analysis content put forward by Arthur Asa Berger for the analysis of media 
contents (Berger, 1991, pp. 79-85). Each title here is evaluated on its own. In the study, the advertisement 
posts of the ANC and DA parties on Youtube channels were evaluated with the method of sociologi-
cal analysis, by adding a title that is thought to be related to the research topic with the nine titles put 
forward by Berger.

Anomie: There was an uprising in all the content shared by the main opposition party. The norms 
that the DA party rejects here refer to the actions taken by the government. In particular, it has tried to 
position the government as the cause of corruption, income inequality and conflicts within the country 
and to present itself as the party that stands against these norms.

Minorities: At first, the whites and Muslims were seen as minorities by both parties. In the advertise-
ment, the Muslim minority was represented by a man in white clothes, a white cap and a beard. Another 
minority consisted of white-skinned people. Especially with the emphasis on living in peace, images 
and discourses that life with this minority is possible and acceptable have been constructed. Despite 
the presence of similar minority groups in the advertisements of both parties, other minority segments 
were given more space in the DA.

Class (Socio-Economic): The ANC party mostly gave messages about the middle class. The seg-
ment played in the advertisement contents is also in this class. In the content prepared by the DA party, 
images of people who are low or not included in any class gained intensity. There is a clear difference in 
the advertisements of both parties in terms of class purchasing power. In ANC, a profile that reaches its 
wishes and ideals and satisfies at this point is presented, while in DA, the portrait of the South African 
people who cannot meet even their most basic vital needs (eating, drinking, shelter, security, etc.) and 
living in chaos is presented to the audience. On the other hand, in a content prepared by the ANC party, 
the influence of the ANC party on young girls and children living freely on the street without their par-
ents was conveyed in the local language by an old woman voter. This situation implied that a positive 
class transition took place in the country along with the government.

Gender: Here, the gender played in Youtube advertisement content is predominantly men, and 
the “…. It has been seen that women are one step ahead in the content named “is voting ANC”. In the 
contents shared by the main opposition party, it has been determined that women are the gender that is 
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frequently oppressed and oppressed, and that the ruling class tries to convey the segment that improves 
welfare and quality of life compared to the past, through the female identity. On the other hand, it has 
been determined that both parties use objects or child extras related to children on their Youtube channels.

Culture: Traces of cultural difference were also seen in advertisements. In addition to the traces of 
village and urban culture, messages within the framework of multiculturalism were consciously reflected 
in the advertising contents of both parties. In addition to multiculturalism, cultural integration was tried 
to be instilled in the audience with elements of national identity (Mandela, Flag, Colors).

Lifestyle: Since the characters in the ANC advertisements belong to a higher class than the advertise-
ment personalities in DA, the western lifestyle is presented to the audience in the images of the lives of 
the individuals here. In DA advertisements, on the other hand, a life style compatible with the African 
continent was prioritized. It has been noted that the setting of the place where the characters in the ANC 
advertisements live is more luxurious and ostentatious than DA.

Race: ANC party advertisements, while black ethnicity is used extensively in advertisement content, 
it is seen that other ethnic (White, Indian and Coloured) origins are included more in DA party besides 
black characters. Both parties belong to non-black ethnicities; war and peace, chaos and peace dilemmas.

Role: In the advertisement content, people with the roles of women, men, children, parents, house-
wives, workers and students have acted. While there are people with more specific roles in ANC ad-
vertisement content, more general characters (such as male and female) in DA are made visible on the 
Youtube channel.

Stereotype: Stereotypes are frequently used in the advertisement content shared by DA on Youtube. 
Here, it has been tried to instill in the audience that Ramaphosa is an opportunistic politician, by reveal-
ing that the leader of the ruling party acts with his own personal interests.

Political Messages: ANC; Security, social assistance, education, employment, minority rights, cor-
ruption, past actions, social peace and tranquility and generally positive message contents were addressed 
to the voters. DA, on the other hand, tried to persuade the electorate with negative message content 
related to change, turmoil, corruption, poverty, empty promises and promises of the government, and 
moments of conflict in the country.

The Rhetoric of The ANC and DA in The Framework of Political Persuasion

The data in the study was also tried to be explained by Aristotle’s rhetoric of persuasion, which is promi-
nent in studies on politics. The rhetorical triangle introduced by Aristotle; It consists of the headings 
ethos, pathos and logos.

Ethos (Credibility): Ethos focuses on the speaker’s character traits (McCormack, 2014, p. 136). When 
the personalities used in the advertisement are evaluated, it can be said that DA preferred to convince the 
voters based on the charisma of the party leader and the ANC based on the image of Mandale and the 
party. On the other hand, the DA often focused on the promises that the ANC party did not keep before, 
giving clear messages to the audience that the rival party did not have any source credibility. ANC, on 
the other hand, tried to maintain its credibility by presenting the promises made in the previous elections 
(such as free education) to the attention of its audience.

Pathos (Emotion): Emotional persuasion was often exercised by the opposition party in advertise-
ments shared on Youtube. It has been found that the party that often reaches its audience through the 
pathos variable in its advertisements is DA, where not only variables such as sadness, fear and anxiety, 
but also nationalist discourse and elements related to national identity are included in the advertisements. 
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Here, he especially emphasized the colors and flag of the country in the emotional scenes he built on 
national values. In addition, the words and images of the relatives of the people who lost their lives in 
the conflicts in the country and the images about corruption were shared on the Youtube channel with 
dramatic music. ANC, on the other hand, shared content that prioritizes the sense of loyalty by making 
use of Mandale’s national identity. Thus, the party tried to keep its ties with Mandele, the country’s 
symbol name and the first president after apartheid, alive in line with national identity values. On the 
other hand, a dramatic discourse was also used that the difficulties experienced by the advertising actors 
disappeared day by day with the ANC party.

Logos (Logic): In the advertisements published by the ANC party, more personal-oriented messages 
were given to the voters. For example, by giving the name of the advertisement character at the beginning, 
with the slogan “Is Voting ANC”, the reasons for voting for the ANC party have been tried to be explained 
by presenting logical reasons in an individual context. What stood out here was stability, prosperity and 
trust. The government has made a logical dialogue with the audience that it actually voted for these three 
things with this election, that what would happen in the opposite case, could be experienced again with 
what the advertising characters conveyed in their past experiences. In the logical proposition presented 
to the audience by the DA, the chaos, economic situation and corruption discourses in the country were 
highlighted and the voters were tried to be persuaded through more generally accepted discourses.

CONCLUSION

Within the framework of the sociological analysis presented by Berger, the advertisements shared by the 
ANC and DA parties on the official Youtube channels in the South African 2019 elections were exam-
ined. In these advertisements; the DA party has positioned itself as the party that stands against these 
norms by citing the corruption, income inequality and conflicts that the opposition party has put forward 
against the government. It has been seen that both parties include minorities, and especially whites and 
Muslims are reflected as minorities. In the advertisements shared by the ANC party, mostly upper-class 
images were found. While both parties are giving their messages in a way to reveal gender differences, 
it has been determined that DA in particular focuses on discourses that women are the oppressed and 
oppressed segment. From a cultural point of view, it was found that the descriptions of village and urban 
culture were included by both parties, ANC built a western style of life in the advertisement content, and 
DA fictionalized the advertisement contents by adhering to the local motifs of the African continent. At 
the race point, it was determined that ANC included black ethnicity and DA included extras from many 
ethnicities in their advertisement posts. While ANC acted from individuals with more specific roles, 
DA, on the contrary, wrote advertisement texts based on more general characters. DA stood out in the 
stereotypes used and tried to match the ruling party leader with an opportunistic politician stereotype. 
In this study, which focuses on the general elections held in the Republic of South Africa in 2019, the 
advertisement contents shared by the ANC and DA parties on Youtube channels were examined. It has 
been determined that both parties prepared professional content for Youtube, these contents prepared 
on Youtube remained at very low viewing figures, and Youtube was used to adopt party propaganda in 
the local elections held in 2019 and 2021.

The apartheid practiced by whites in South Africa was also reflected in the 2019 elections. While 
the DA party associated the dilemma of us and the other with the development of the country, not with 
sensual colors, the ANC constructed its messages by emphasizing the historical experience (apartheid) 
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implicitly. It has been seen that DA positions corruption as the biggest discrimination and presents this 
issue with fear and humorous appeals. Therefore, it can be stated that the view put forward by Dean that 
parties build the pathos more out of fear is confirmed in this study (2010). In the contents shared by the 
ANC, positive political discursive expressions such as stability, prosperity, trust and development are 
positioned with the identity of the party.

In the research, it has been seen that the opposition (DA) constructs its political messages at the 
point of pathos and logos, and the government (ANC) intensively at the point of logos. The research 
has figured that DA constructs the pathos technique intensely with a sense of fear, realizes the logical 
proposition using news images, and ANC tries to impose the discourse. By offering the services it pre-
viously offered to its voters, it is tried to impose the idea that “it has done it before, it will do it again” 
according to the logic of the voters. Although it was seen that the ethos dimension of persuasion was not 
built very intensely by both parties, it was determined that DA used the discourses of the party leader 
and the previous discourses of the ANC party, and the ANC tried to increase its credibility by referring 
to Mandela and his past actions. Therefore, in convincing the voters in the country; It can be stated that 
fear of the future, news reflected in the media, promises that are made (unfulfilled) and a leader-oriented 
attitude are adopted.

It may seem normal to persuade some segments by starting from the personalities who have the role 
of opinion leaders in certain areas. However, in the Republic of South Africa, it has been observed that 
the voters are not only tried to be persuaded in terms of political promises, but also political persuasion 
is tried to be realized at the point of voting behavior. The prominent thing here is the image/identity of 
the leader. As a matter of fact, as a result of the election, it was determined that the participation rate in 
the elections remained at a very low level compared to the elections of previous years, and the election in 
2021 was the election with the lowest participation in the history of the Republic of South Africa (Cele 
& Vecchiatto, 2021). In the elections held in 2019, it was revealed that especially the young people did 
not act to vote (Schulz-Herzenberg, 2020, p. 17). In this context, parties/policy makers in South Africa 
need to focus on advertising content for the act of voting, apart from convincing the voters of political 
promises.

FUTURE RESEARCH DIRECTIONS

In this research, which deals with the elections held in the Republic of South Africa in 2019, the adver-
tisement contents of the Youtube channels of the ANC and DA parties were examined. It is suggested 
by the researchers to examine the other social media applications of the parties in question, other than 
Youtube, and the advertising studies in traditional channels. On the other hand, it is recommended to 
conduct field studies on the effectiveness and (failure) of advertisements not only on the parties with a 
source position, but also on the electorate.
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KEY TERMS AND DEFINITIONS

2019 General Elections of the Republic of South Africa: Fourteen parties participated in the elec-
tion held on 08.05.2019 in South Africa. In the election, ANC became the first party and DA became 
the second party. As a result of the election, the ANC decreased the number of seats in the parliament 
compared to the previous elections, while the DA increased the number of seats.
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African National Congress: The ANC party was founded in 1912, but faced prohibitions in many 
periods of its political life. After the bans, Mandela became the head of the party and he also became 
a national symbol of the country.

Aristotle’s Rhetoric: Aristotle stated that three important elements are dominant in persuading the 
masses. These are the ethos that reveals the credibility of the source, the pathos that activates the emo-
tions of the audience, and the logos that reveals the logical propositions.

Coloured: Coloured, formerly Cape Coloured, a person of mixed European (“white”) and African 
(“black”) or Asian ancestry, as officially defined by the South African government from 1950 to 1991.

Democratic Alliance: The party that changed names many times was renamed the Democratic 
Alliance in 2000. Continuing its political life along the liberal line, the party entered the election with 
Mmusi Maimani in the 2019 election, but at the end of the following year, Jhon Steenhouisen became 
the head of the party.

Political Advertisements: It is a type of advertisement used by policy makers to persuade the elec-
torate, especially during election periods. Here, the ossified, indecisive and opposing voters are tried to 
be persuaded in favor of the party and the leader with political promises and discourses.

Sociological Analysis: The sociological analysis method used in researching sociological issues was 
proposed by Arthur Asa Berger in examining media contents. There are 16 independent titles in this 
analysis method.

YouTube: The US-based company was founded in 2005. Youtube is currently broadcasting in hun-
dreds of countries. One of these countries is the Republic of South Africa. The general logic of this 
social media platform is to create and share video content.
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ABSTRACT

This chapter analyzes how a country context shapes advertising creativity. To do so, the chapter explores 
the situation of the advertising industry in Colombia (South America), a country recognized by the social 
focus of its advertisement. The chapter presents an overview of Colombia’s socioeconomic situation, 
the internal conflict development, and the effects of the evolution of COVID-19. Then, a description of 
the country’s advertising industry, media investments over the last years, and effects of the COVID-19 
pandemic will follow. The chapter comprises a case study analysis employing two Colombian award-
winning advertising campaigns to understand how the country’s context has influenced the advertising 
is developed. The chapter concludes by summarizing the key learnings of the analyzed cases and by 
presenting suggestions on possible academic research in the country’s context.

INTRODUCTION

A key factor in advertising is creativity (Smith and Yang 2004). Previous studies have analysed using a 
micro lens approach how individual factors shapes advertising the creative process (e.g., Hackley and 
Kover 2007; Leung and Hui 2014). This chapter takes a macro lens approach analysing how a country 
context shapes advertising creativity. To do so, the chapter analyses the current situation of the advertising 
industry in Colombia (South America), a country recognized by advertisement social focus. The chapter 
presents an overview of Colombia’s socioeconomic situation, the internal conflict development, and the 
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effects of the evolution of COVID-19. Then, the country’s advertising industry’s composition regarding 
investment and digital advertising development is described. Third, the chapter uses case study analysis 
employing two award-winning advertising campaigns to understand how the country’s context has in-
fluenced the advertising outcomes. Finally, the chapter concludes by summarizing the key learnings of 
the cases analysed and by presenting suggestions on possible academic research in the country’s context.

OVERVIEW OF COLOMBIA

Colombia is a medium-sized country, with 440,831 square miles, located in the northern portion of the 
South American continent. It borders Venezuela, Ecuador, Peru, Panama, and the Pacific and Atlantic 
Oceans. The country’s location on the Ecuadorian line provides tropical weather and grants important 
fauna and flora biodiversity. The country is known for being the second most biodiverse in the world, 
with 51,330 species registered in the country, after Brazil. Colombia is the third-most populous country 
in Latin America, after Mexico and Brazil, with over 50 million inhabitants and about 81.6% living in 
urban areas. The country’s population age average is 31.5, and its literacy is over 95% (DANE, 2020). 
Most of the population follows a Christian-related religion (90%).

The World Bank positions Colombia as an upper-middle-income economy (World Bank, 2020). 
The 2020 GDP reached USD$ 271,547 billion. The primary sector of the economy represented 12.9% 
of GDP. Coffee, bananas, flowers, sugar cane, cattle, and rice make up the main agricultural products, 
while the primary mining and energy resources include coal, oil, natural gas, iron ore, ferronickel, and 
gold. The secondary sector contributed 17.6% of GDP. Textiles, chemicals, metallurgy, cement, cartons, 
plastic resins, and beverages stand out in the industrial sector. The tertiary sector accounted for 69.5% of 
GDP, emphasizing services, especially tourism (Mincomercio, 2021). Before the pandemic, Colombia 
had a stable GDP growth of around 4 to 6% (DANE, 2021). This situation led to an important reduc-
tion in the unemployment rate, decreasing from 18% in 2010 to 9.6% in 2019, as well as a decrease in 
the population below the monetary poverty line (US$ 5.5/day) from 40.7% to 27% in the same period. 
However, economic prosperity did not equally benefit all groups within the population. The GINI index 
has been around 0.5 for the last ten years (World bank, 2021). This situation puts Colombia among the 
Latin American countries with the highest level of inequality.

Colombia has had a protagonist position in the political scenario of its internal armed conflict and 
the related illegal drug production. In 1964, the country entered an armed conflict with guerrillas and 
paramilitary groups. Between the 80s and 90s, the conflict took a drastic turn as violence escalated, 
fuelled by illegal drug production and trafficking (Ballentine and Nitzschke, 2003). Guerrillas entered 
this illicit market, firstly by “taxing” drug producers and then by becoming producers and traders them-
selves. Subsequently, a right-wing paramilitary group -- Autodefensas Unidas de Colombia (United 
Self-defenders of Colombia, known as AUC) -- entered the conflict. Initially envisioned as an alliance 
of legal landowners with private security forces to deter or combat the guerrillas, this group morphed 
into a group of 11,000 mercenaries hired by drug dealers to protect their illegal businesses (ACNUR 
2002). The internal armed conflict directly victimized 8,792,781 people, 22% of the country’s population 
(UARIV, 2019). In 2008, paramilitary groups signed a peace agreement with the Colombian govern-
ment, which resulted in the demobilization of approximately 31,000 members (Colombian Presidency, 
2008). Then, in 2016 the FARC group, the most prominent guerrilla group in the country, reached a 
peace agreement with the government, and 17,500 combatants voluntarily handed over their weapons. 
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Despite these advances, other armed groups took the management of the drug trafficking business, and 
the country remains the second country in terms of narcotics cultivation areas globally (UNODC, 2021).

Colombia is developing its technology infrastructure by increasing the internet penetration rate. Cur-
rently, 40 million people (80% of the country’s population) have internet access, mainly from mobile 
technology, 82% with 4G speed, followed by fixed technology, 18% with 39.4 Mbps speed (Portafolio, 
2021). Among the Colombian population, 34.73 million (68%) have adopted the internet, mainly ac-
cessing (94.8%) from their mobile phones. Colombians spend on average 10 hours a day on the internet. 
The most common activity on the internet is watching TV (4 hours), using social media (3 hours 45 
minutes), reading newspapers (1 hour 44 minutes), listening to music (1 hour 42 minutes), and listening 
to the radio (1 hour and 15 minutes) (Alvino, 2021).

Finally, the Covid-19 crisis hit Colombia in March 2020, and its effect on its society has been nefarious. 
More than five million people have been diagnosed with the virus, and over 128,000 people have died 
(Worldometers, 2021). As of November 2021, Colombia had applied 51 million vaccine doses (WHO, 
2021), and the country decided to reopen all economic sectors. The different restrictions provoked by 
the pandemic severely affected the country’s economy, especially tourism. In this sector, the number 
of non-resident visitors (1.38 million) decreased 69.4% compared to 2019. In 2020, the country’s GDP 
decreased by 6.8%, unemployment reached 15.9%, and people under the poverty line reached 42.5% 
due to the pandemic (DANE, 2021). Despite these adverse effects, the International Monetary Fund 
recognized the dynamism of the Colombian economy and estimated that real GDP would increase by 
5.15% in 2021 (IMF, 2020).

Advertising Industry in Colombia

The Colombian law defines advertisement as “all forms and content of communication intended to 
influence the consumption decisions” (Consumer Protection Law, 2011). Companies that develop such 
content belong to the advertising industry. The Colombian advertising industry involved 1068 companies 
in 2020, and employed 23.380 people (EMIS, 2021). Despite the number of companies, a small group of 
large international companies holds a significant market share (85%), and a large group of small com-
panies aims to increase its share (15%). Some sources attribute this high concentration to Colombian 
companies’ tendency to work with integrated agencies that solve all their communication needs, instead 
of specialized agencies (Scopen, 2021).

The sector’s total investment in 2020 was USD$ 1.18 billion, which places Colombia in third place 
within South America after Argentina and Brazil. This investment was divided into different media channels 
such as TV (66.3%), newspapers (11%) and radio (10.5%), and digital (21%). The sectors with significant 
investment in advertising during 2020 were tourism (11.4%), government (10.8%), telecommunication 
(9.7%), and personal hygiene (8.7%) (EMIS, 2021). According to the Digital Global Overview Report 
(“We Are Social,” 2021), digital advertisement investment in Colombia reached USD$388 million in 
2020. Such investment was divided across the categories of social media (45%), digital search (34.2%), 
banner ads (11.4%), video ads (6.5%), and classified ads (2.9%) (Statista, 2021).

In 2020, the COVID-19 pandemic impacted the advertising industry by decreasing investment and 
changing its composition. Concerning the composition, lockdowns to prevent the spread of the virus 
made companies reduce their “out of home” advertisement investment by 90% (e.g., street and shopping 
mall banners) while increasing digital advertising by 15% during 2020 (Portafolio, 2021b). The shrink-
age of the Colombian economy in 2020 reduced the total advertising investment by 15.15%. Further, 
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the employment generated decreased by 12.6% (EMIS, 2021). Despite this temporary stagnation, the 
Colombian advertising sector remains competitive, and it is expected that investment will rise to 14% 
in 2022 (IAB, 2021).

Advertisement Consumption in Colombia

Colombians consume advertising through television (74.9%), internet (12%), paper (6%), and radio 
(2.13%) (Raddar, 2021). For those who consume advertisements through the internet, social media is 
declared as the first channel to learn about new brands (66,3%), followed by search engines (63%), look-
ing at the brand sites (46.5%), and mobile apps (36.4%) (“We are Social,” 2021). The target group index 
(TGI) shows that 41% of consumers fully agree that advertising influences their purchasing decisions 
(EMIS, 2021). Studies argue that people in developing countries may still be more receptive than those 
in more saturated markets, where the consumers have become less responsive to advertising (Pauwels 
et al., 2013). This consumer openness to advertising suggests great potential for Colombia’s growing 
and dynamic sector.

Digital advertisement consumption comes mainly from social media platforms. There are 39 million 
social media users that spend 3 hours and 45 Minutes daily on these sites. The most used platform in 
the country is YouTube (98%), followed by Facebook (95%), WhatsApp (90%), and Instagram (82%). 
YouTube has a potential audience of 29.9 million users, who use the platform for entertainment (86%). 
Facebook has a potential audience of 36 million users, who use the platform mainly for social interaction 
(60%). WhatsApp has a potential audience of 25 million users, who use the platform mainly for social 
interaction. Instagram has a potential audience of 16 million users, who use the platform mainly for 
looking at products and services (81%). Concerning digital search, the most used browser in Colombia 
is Google Chrome, with 85.1% of users.

Advertisement Outcomes in Colombia

A remarkable outcome of Colombia’s advertising industry has been its success in creative awards at 
festivals. Since 2000, Colombian agencies have successfully participated in major international adver-
tising festivals and received around 556 awards over the last ten years. These awards are mainly related 
to advertising usage for social purposes, by linking a brand or institution to resolving the country’s 
substantial social problems (e.g., violence or poverty). These outcomes posit the following research 
question: How has the Colombian context shaped agencies’ advertising outcomes?

METHODOLOGY

Given that advertising outcomes are heterogeneous, comprising different purposes and scales, we decided 
to use case study as a methodological approach to respond to our research question. A case study is “an 
empirical inquiry that investigates a contemporary phenomenon [the case] in depth and within its real-
world context” (Yin, 2003, p. 16). The selected cases were two award-winning advertising campaigns that 
reveal Colombian usage of advertising for social purposes: “Christmas lights”, awarded with Titanium 
at Cannes Lions 2014, and “La tienda Cerca”, awarded with Creative eCommerce Cannes Lions 2021. 
For the case reconstruction, we gathered data from two complementary sources: interviews with leaders 
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of the campaigns (Jose Miguel Sokoloff - Creative Director of MullenLowe SSP3 and Jorge Velásquez 
- Creative Director of Draftline & Connections Colombia) and archival data related to the campaigns’ 
outcomes. Next, we present each case.

CASE DESCRIPTION

Christmas Lights 

In collaboration with the Colombian Ministry of Defence, this campaign was started in 2011 by the 
MullenLowe agency. The campaign aimed to incite and invite the paramilitary and guerrilla combatants 
to demobilize from their armed groups and enter the government reintegration program, which offered 
them physical and psychological support, educational and labour training according to the participants’ 
interests (e.g., agriculture, construction, etc.), and economic resources to develop an independent life 
project following Colombian laws. The traditional Ministry’s communication strategy to motivate com-
batants’ demobilization was very literal: simply spelling out the benefits of demobilizing and joining 
the reintegration program.

MullenLowe decided to understand combatants’ rationale for staying or leaving the illegal groups 
as a first step. Several interviews with previously demobilized guerrilla members were carried out. The 
interviews probed for their motivations to join the rebel movement, their dreams related to its future 
success, trials and tribulations, and their experience within the insurgency ranks. Interviews revealed 
ex-combatants’ humanity, including their joys, fears, motivations, and desire to return home. This view 
contradicted the typical image of the hardened and fearsome guerrilla individuals present in the Colom-
bian collective consciousness. The interviews’ insights were the basis upon which MullenLowe proposed 
to change the army’s communications approach from a threatening one to a more personal one. The 
communication aim was to show guerrilla members the possibility of a different, better life waiting for 
them. Jose Miguel said, “The game was not about making them too scared to stay. It was about giving 
them the courage to leave.” To accomplish this objective, the agency developed four advertising pieces.

The first advertising piece took place in 2010 and focused on making ex-combatants aware they are 
not alone, providing information about ex-combatants who have been in their situation before and who 
decided to demobilize, living currently in peace. This set of advertisements involved former combat-
ants narrating their personal stories and inviting others to join them. Local radio stations traditionally 
listened to by guerrilla members transmitted the pieces. The campaign had a substantial impact as 188 
guerrilla members, including three commanders, decided to demobilize in a month. This high rate of 
demobilization was an outstanding achievement as high-rank combatants are harder to replace in the 
armed groups, and they could provide critical information about the group’s military strategy. The guer-
rillas prohibited their members from listening to radio stations. As a response, the campaign continued 
by inviting high-rank ex-combatants to participate in the advertisements. Their demobilization became 
a symbol to motivate others to do so, and their stories were broadcasted by infiltrating the communica-
tions of the guerrilla group (Castilo, 2010).

The second advertisement piece focused on using Christmas lights as a symbol of demobilization. 
In December 2011, nine 75-foot trees were picked along jungle paths the insurgents used across the 
country. These trees were decorated with Christmas lights and messages encouraging them to come 
home for the festivities. When a guerrilla member passed nearby, the tree lights activated with a banner 
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next to them that said, “If Christmas can come to the jungle, you can come home too. Demobilize. At 
Christmas, everything is possible.” In December of 2012, the operation “Rivers of Light” took place as 
the third advertising piece. In this campaign, civilians who live close to the conflict areas and relatives 
of guerrilla members were encouraged to write a letter inviting them to spend Christmas together. These 
letters were put into floating LED-illuminated balls and sent through the rivers used by the insurgents. 
Guerrilla groups usually locate nearby rivers as they provide secure escape paths. In December 2013, 
the operation “Bethlehem pathways” took place as the last advertising piece. This campaign used the 
military’s intelligence that guerrillas were shuffling their members around the country to avoid desertion, 
and that guerrilla commanders dictated death as the punishment for those trying to demobilize (Castilo, 
2010). The Colombian military dropped thousands of tiny lights along paths commonly travelled by the 
guerrillas. These lights draw an escape path for deserters toward the nearest town’s plaza, where powerful 
beacon lights with giant glow-in-the-dark billboards with the phrase “Guerrillas, Follow the Light” were 
located. Together, the beacons and the tiny lights were designed to function as a light pathway to guide 
defecting FARC rebels’ escape. A fleeing guerrilla member would walk 10 kilometres to reach a beacon.

Between 2011 and 2013, more than 18.000 combatants were demobilized. According to the Colombian 
government, MullenLowe’s advertising campaigns played a critical part in this accomplishment. These 
demobilization campaigns have been the most awarded in Colombia’s advertising history, receiving more 
than 120 awards in the main festivals of creativity, innovation, strategy, and effectiveness globally. This 
includes the Black Pencil of the decade at D&AD (England) and the Titanium at Cannes Lions (France). 
In addition, the campaigns have been replicated to fight against the LRA (Lord Resistance Army) guer-
rilla group in Uganda and Congo (La República, 2014).

Tienda Cerca

The COVID-19 long lockdown period brought economic difficulties and human suffering to mom-and-
pop shops. There are 450,000 stores in the country, with 11,000 of them in danger of shutting down due 
to COVID; social distancing regulations limited consumers’ visits to these stores (Analitik, 2021). These 
stores are part of neighbourhoods’ social dynamics, becoming socialization points for people who buy 
the everyday household items there. These shops are a key actor for the country’s food system, and their 
activities are embedded in the country’s culture and economy (Serrano & Brooks, 2019).

This situation motivated Bavaria (an InBev company), along with the advertising agency Draftline, 
to start thinking beyond their sales to consider the well-being and sustainability of the mom-and-pop 
stores that are one the most extensive sales channel for the firm’s products (e.g., beer, juices, bottled 
water, etc.) Therefore, Bavaria and Draftline created a digital platform for the mom-and-pop stores within 
neighbourhoods in Colombia called “Tienda Cerca”. The platform enabled stores to sell through digital 
channels during the extended period of lockdown and closure of physical stores. The challenge was to 
create a platform simple enough for owners of these stores, with typically low technology literacy, to 
use. According to Jorge Velasquez, “the platform could be described as a friendly technology that uses 
information to create synergies between customers and stores.”

The platform geo-located the registered mom-and-pop stores across Bogotá and digitalized informa-
tion such as owner photos, contact information, and products for sale. If a customer wants a product for 
delivery, she enters the platform, and based on her location, the app provides information on the three 
closest shops. The customer selects a shop and sends a message through the platform with her request. 
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The message is sent through WhatsApp, a technology widely diffused in the country, to the shop owners 
with the product requirements. The message is received by the shop owner and sent accordingly.

The platform was launched in March 2020, accompanied by an advertising campaign. The advertise-
ment campaign focused on provoking the audience’s nostalgic feelings about the essential role of the 
corner store as a gathering point within Colombian neighbourhoods. It also showed how stores are a 
critical part of the economy and the culture, with a shopkeeper that knows everyone in the neighbour-
hood. It further reminds the audience that those consumers no longer need to make a trade-off among 
savings, time optimization, and the closeness they feel to the corner shop and the shopkeeper. According 
to Jorge Velasquez, “a business model that is simple, personalized, and human. Tienda Cerca: from the 
corner to your door.”

The campaign outcome includes the registration of around 75,000 mom-and-pop shops in Colombia, 
10 million visits from customers, and a sales increase of USD$ 1,200,000 during the first year. Due to its 
success, the e-commerce platform was copied in nine countries in Latin America, with 425,000 stores 
registered. In June of 2021, the campaign won the 2021 Gran Prix Cannes award in the E-commerce 
category.

THE EFFECT OF SOCIAL CONTEXT ON COLOMBIAN 
ADVERTISEMENT OUTCOMES

The literature on the social context effect on advertising has been analysed under a research theme termed 
the ‘place perspective.’ Under this perspective, it has been established that macro-level elements (e.g., 
culture) and meso-level elements (e.g., field composition) interact to facilitate the creative process in 
advertising (Sasser and Koslow 2012, Roca et al. 2017). Using this framework, we identify some of the 
macro and meso-level elements that influenced the exemplar advertising campaigns.

The Colombian macro-level elements that influenced our exemplar cases were: A) Long lasting vio-
lent conflict. Colombians have learnt about war practices; B) Strong link with traditional celebrations. 
Colombian population is mainly Christian and related traditions inspire family gatherings: C) High 
inequality. The high level of inequality has created an informal market system in which mom-and-pop 
stores are the main source for neighbourhoods’ supplies.

The Colombian meso-level elements that influenced our exemplar cases were: A) Mass media 
concentration. The high cost of advertising in traditional media led advertisers to innovate looking for 
alternative or less expensive channels to reach audiences; B) Internet penetration. The country high rates 
on internet penetration became an opportunity for advertisers to reach audiences; C) Social media adop-
tion. Colombian consumers’ high use of social media apps (e.g., WhatsApp) facilitated the translation 
of the physical commercial interaction into a virtual one during the pandemics.

The macro and meso-level variables have influenced advertisement outcomes in terms of using 
non-traditional channels to communicate contents with concrete messages that evoke emotions, such as 
nostalgia, which bring closer the audience to the product/service offered.
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CONCLUSIONS

At the outset, we posit the research question: How has the Colombian context shaped agencies’ adver-
tising outcomes? We respond to this question by analysing the cases of two award-winning advertising 
campaigns. The analysis of these campaigns shows Colombia macro-level variables (e.g., long lasting 
violent conflict. strong link with traditional celebrations, and high inequality), linked with meso-level 
ones (e.g., mass media concentration, internet penetration, and social media adoption) to shape advertising 
local practices. These results provide essential insights for advertisement actors (e.g., agencies, clients, 
governing associations) to identify the specific macro and meso-level characteristics that can contribute 
to the advertising strengths in each country. These strengths are built upon everyday interaction with a 
particular country context making them difficult to imitate.

FUTURE RESEARCH DIRECTIONS

We expect that scholars interested in the topic develop further research. Some alternatives include: to 
develop a more systematic analysis of the advertisement campaigns based on other contextual variables, 
such as legal and organizational incentives. In addition, a comparison between Colombian and similar 
countries of Latin America could be implemented to assess if similar contextual variables have resulted 
in similar advertisement outcomes. Finally, we assessed the outcomes using Cannes awards, a festival 
that focused on creativity, as the key advertisement outcome source. An interesting approach could be 
to include awards of festivals with other approaches such as Effie, which focus on investment effectivity. 
We invite academics to develop further research on this topic.
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ABSTRACT

Advertising has an ancient history in terms of its origins. Advertisements have evolved over time in ac-
cordance with the development of societies, and they directly and indirectly affect the cultural processes 
of communities. This effect of advertising can be seen clearly in different cultures. In this respect, it is 
essential to make sense of the advertising schools in different cultures and to reveal their social effects. 
American advertising is one of the crucial schools that both shape the culture in the national sense and 
shape the world advertising. Almost every technological innovation of humanity has a counterpart in 
American advertising. In this study, all the periodic transformations that American advertising has ex-
perienced over time have been revealed in terms of the meanings they create socially. In addition, three 
advertisement campaigns produced by the most prominent advertisers of the period and their social 
impacts are evaluated.

INTRODUCTION

Developments in technology and different alternatives in the way of using media have an essential role 
in the transformation of advertising. New digital technologies in this field have significantly changed 
the way of communication of the firms and influence the consumers through digital media (Lee & Cho, 
2020, p. 332). Notably, the direct involvement of interactive media platforms such as social media in hu-
man life is decisive in transforming the world into a small global village. However, just as every culture 
has its own dynamics, every country also has characteristic elements that enrich advertising activities 
in connection with their cultural background.
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To define all these issues, it is important to make sense of the concept of international advertising. 
Moriarty, Mitchell, and Wells (2012, p. 566) define global advertising as an advertising effort designed 
to promote the same product in many countries and different cultures. International advertising cam-
paigns have two basic starting points: (1) success in one country and (2) a centrally conceived strategy.

In order to achieve success on behalf of the brand, it is important to have a good understanding of 
international advertising dynamics. At the same time, the stages of development must be accurately 
defined. Regarding this, Taylor (2002) mentions some obstacles. According to him, there are five basic 
problems that have hindered the development of international advertising research:

1.  Too many descriptive studies of advertising content and not enough research on why various ex-
ecutional techniques are effective in specific markets.

2.  A preoccupation with questions of whether campaigns should be standardized to the detriment of 
seeking answers for pragmatic execution across markets.

3.  A lack of rigor in establishing an equivalence in studies comparing data from multiple countries, 
both in terms of study design and data analysis.

4.  A disturbing lack of knowledge about whether and when targeting segments that cut across national 
boundaries (that is, inter-market segmentation) can be effective.

5.  Not enough focus on control of international advertising campaigns, both in terms of who makes 
the decisions and the extent to which they are effectively implemented.

It is possible to talk about the effects of different schools in advertising over the years. Among these 
schools, one of the countries that direct the world advertising is the USA. American advertising has a 
structure that reflects its characteristics from past to present. It is possible to trace the advertisements 
in America to the 17th century. The efforts by English entrepreneurs to attract new settlers to America 
were “one of the first concerted and sustained advertising campaigns in the history of the modern 
world,” according to historian Richard Hofstadter. Throughout the seventeenth and eighteenth centuries, 
enterprising Englishmen printed various books, brochures, and posters to promote America to their 
countrymen (Sivulka, 2012, p. 6).

In the late 19th century and early 1900s, advertisements containing small promotions, similar to 
newspaper columns, gained momentum by increasing the purchase of space and time from the media in 
connection with branding with the development of production systems. When brands had come out in 
the late 1800s in America, advertising started playing a significant role in imbuing commodities with 
specific meanings. Ivory soap was no longer called “white soap” but had its own name. It had a distinctive 
appearance, logo, and package design that hasn’t changed much over the years (O’Barr, 2005). Along 
with these developments, advertising agencies have also become stronger and more active in acting as an 
intermediary between the brand and the media. After the 1920s, the prevalence of the radio increased and 
then, after the invention of television, it created a visual world, plus, advertising evolved into a different 
situation. American advertising has been affected by wars, as well as the entire world advertising, and 
the industry has evolved in connection with economic and social structures. With the effect of the great 
depression in 1929 and after the Second World War, the decline in the purchasing power of people has 
also been a factor in the decrease in advertising activities. Another role that advertising took on during 
the Second World War was promoting patriotism which also supported the war. Some ads which carried 
notices asking the public to buy war bonds and contributed the war (O’Barr, 2005).
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In the post-war period, more creative content seemed to be at the center of the campaigns in order to 
increase the sales and maximized interest in the products. At the same time, the invention of television 
that enabled real-time transmission of visual messages, shaped the advertising of the period. In par-
ticular, it is also necessary to mention the innovations created by the advertisers who shaped American 
advertising. Each of them set an important example for other advertisers with their campaigns. With the 
change of advertising understanding, the campaigns created by these advertisers and their impacts are 
among the important developments in American advertising.

AN OVERVIEW OF THE USA IN A GEOGRAPHICAL, 
SOCIO-POLITICAL, AND CULTURAL CONTEXT

The United States of America is the third-largest country in the world based on population and land 
area. The United States is also the world’s largest economy and one of the most influential nations in 
the world (Briney, 2019). According to the U.S. Census Bureau, the country has a population of more 
than 332 million. In every 9 seconds a child is born and a person dies every 11 seconds (Zimmermann, 
K. A., 2021). Due to the high population rate, the fact that people from different cultures live together 
contributes to the the multi-cultural structure of the US. It is possible to say that the elements that con-
stitute cultural accumulation in the country are in wide variety and variable structures. For most people 
residing in the United States, English is the only language spoken at home. However, many languages 
other than English are spoken in homes across the country. Data on non-natives who speak language other 
than English and their English-speaking ability provide an interesting portrait of the nation. Routinely, 
these data are used in a wide variety of legislative, political legal, and research applications (Census, 
2021). Modernization, has been a leading factor in almost every development. The US economic power 
is not limited to only a single continent, both also has an impact other on other counties’ cultural and 
social contexts in different continents.

The United States has an organic connection with Europe. The majority of the cultural areas of the 
United States are originally European. As a result of European colonists’ immigration with their different 
social structures, this fact has led to the formation of new habitats rich in culture (Britannica, 2022). In 
this context, American culture, which is created and specific to its own dynamics, is directly based on 
the output points in Europe and is reshaped in itself.

The United States has been a significant force in the world for long years and has had an important 
role in each field in creating impact. Especially in the sense of technology and innovation, it has a pio-
neering structure on other states and nations. Advertising is also one of the sectors that is imposed to 
direct impacts depending on the developments in the US and other countries. Understanding American 
advertising and identifying its impacts is especially important in the 20th century. For this, we need to 
look at the evolution of advertising in the US until today. Because the periodical changes and different 
their reflections are closely related to both socio-political developments and technological innovations. 
In this respect, the forms of using the media and the changing daily practices in life are determinants in 
this development process.
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THE DEVELOPMENT OF AMERİCAN ADVERTISING FROM PAST TO PRESENT

American advertising has had a significant impact on the evolution of advertising over time. The social 
changes have also improved advertising. At the same time, advertisements have had a significant impact 
on American society. In this respect, it is important to consider the changes and their effects on advertis-
ing from a periodic point of view. By looking at the history of advertising, it is possible to make sense 
of the social structure of that period.

It is not possible to separate developments in American advertising from social changes. Although 
the foundations of modern advertising were laid in America, it is possible to attribute the beginning of 
advertising as a profession to Europe depending on technological developments and economic structure 
(Geçit, 2014, p. 213). It is known that 19th-century advertisements adhere to informative content and 
are mostly used in newspapers as a news source. The period in which advertising has gained an insti-
tutional status in the US is the middle of the 19th century. In 1841, America’s first advertising agency 
was established by Volney B. Palmer (Holland, 1974, p. 357). Palmer drew his strength from his large 
followers at that time. Developing his own network continuously increased the strength and sustainabil-
ity of his advertising agency. Palmer’s work as a consultant is shown as one of the important elements 
that provide persuasion in the pre-advertising process for brands. The fact that the concept of agency 
was used for the first time in real terms and that it had a different understanding in terms of operation 
created some obstacles for companies to adapt. But Palmer, with his strong communication, carried out 
this process well and became a pioneer in the establishment of subsequent advertising agencies in terms 
of being a source of inspiration.

Although advertising campaigns made themselves feel better after the 1800s, the studies were mostly 
conveyed through newspaper advertisements. However, at the beginning of the 20th century, there was 
a resurgence of American advertising. In order to understand this historical process, it is important to 
understand how the advertising perceptions of the period changed. First of all, it is necessary to talk about 
the trend that continued its influence in the early 1900s and is based on rational advertising practices. 
During this period, advertisers such as Claude Hopkins, Albert Lasker, John E. Kennedy, John E. Pow-
ers, and Ernest E. Calkins have given direction to the advertising understanding. Leading copywriters 
and advertisers of the time, such as John E. Powers, tried to use the news function of advertisements 
by prioritizing information in their advertisements at the beginning of the last century (Beard, 2005, p. 
55). At the same time, a style of expression in which the cause-effect relationship is at the forefront and 
direct narration which shaped the advertisement content is frequently featured in the advertisemenst. In 
the early years of 1890s most of the advertising experts emphasized the basically rational, logical and 
sensible qualities of man without considering whether these abilities were innate or acquired. In other 
words, without giving reference to the “nature-nurture” controversery (Curti, 1967, p. 338).

As a general feature of the period, the fact that people focused on more information against the risk 
of being deceived while purchasing a product enabled the advertisements of that period to be created in 
line with this expectation. The understandings adopted by different advertisers during these years both 
shaped the advertising content and profoundly affected other advertisers. For example, John E. Kennedy 
laid the foundations of the basic sales promise strategy with his cause-effect-based advertising approach 
(Akyol, 2014, p. 7). According to this strategy, it is aimed to create a logical basis over the repetition 
of the advertisement by highlighting a unique feature of the product, unlike its other competitors, and 
convince the consumer in this way.
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On the other hand, Lasker focused on why one brand of product should be purchased over another 
which is called as “reason why” advertising (Morello, 2001, p. 15). Lasker, who defined what the 
advertising agency should do and how its position should be shaped, had a significant impact on the 
emergence of modern advertising. It has transformed agencies from being just a tool that performs jobs 
and prints to a structure that works with and directs brands. The change here has enabled agencies to 
work more effectively and to focus more on scientific data about the campaign. In the early 1900s, Albert 
Davis Lasker used three advertising techniques: ‘reason why,’ ‘celebrity endorsements,’ and ‘preemptive 
claims,’ enabling customers such as Lucky Strike cigarettes, Sunkist oranges, and Van Camp pork and 
beans to create commercial success stories (Morello, 2001, p. 1).

Lasker has shaped his advertising campaigns with supporting arguments in the persuasion process, 
using the ‘reason why’ technique a lot. One of the elements that he highlighted in his campaign espe-
cially for the Lucky Strike brand, is that smoking helps lose weight and stay in shape by reducing ap-
petite. He tried to eliminate the questions that would arise in the minds of consumers by using evidence 
supporting the ideas he put forward with this campaign. The fact that Lasker and other advertisers of 
the period based their campaigns on a specific strategy led to a more comprehensive and coordinated 
implementation of the studies. At this point, an opportunity had arisen for advertising agencies to prove 
themselves. Advertising agencies, which have made their own presence very evident, sought answers 
to the question of how to increase sales in a completely product-oriented manner while producing cam-
paigns independently of brands. At the same time, since this situation brought success in the short and 
long run, this has been a factor in the establishment of other advertising agencies and the tendency of 
brands to turn to independent agencies instead of in-house advertising units.

Another important advertiser of the period was John E. Powers. Powers emphasized reality in his 
advertising campaigns and avoided exaggerated definitions and descriptions. Tungate (2007, p. 15) 
describes Powers’ belief in truth and how he reflects it on his campaigns through the following story:

He was once hired by a Pittsburgh clothing company that was on the verge of bankruptcy. ‘There is 
only one way out,’ Powers told his client, ‘tell the truth. . . The only way to salvation lies in large and 
immediate sales.’ The resulting ad read: ‘We are bankrupt. This announcement will bring our creditors 
down on our necks. But if you come and buy tomorrow, we shall have the money to meet them. If not, we 
will go to the wall.’ Impressed by the directness of the ad, customers rushed to save the store.

John E. Powers defended the idea of constructing advertising messages over reality by focusing on 
consumer interest when advertising was not given much importance. This approach not only made him 
an essential publicist at the beginning of the 20th century but also revealed the importance of copywrit-
ing in the advertising campaign. The success of the advertisements made by Powers has also highlighted 
the need for brands to work more coordinately with advertising organizations. In this respect, John E. 
Powers had an important influence on the emergence of different dynamics in the advertising under-
standing of the period.

Claude Hopkins is one of the important advertisers who left their mark on the period with his cam-
paigns. Hopkins, who both undersigned the most effective campaigns of the period and influenced 
the advertisers came after him in the history of advertising has always kept sales-oriented advertis-
ing activities at the forefront. Hopkins’ approach to advertising is shaped entirely based on scientific 
data. For example, when planning the advertising campaign for the Schiltz brand, the company asked 
its employees why they didn’t talk about all the brewing phases. They also said that the process is the 
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same for all competitors. It was then that Hopkins had the idea, as always, that set the brand apart and 
used the correct arguments. When Hopkins was hired to promote Schlitz, he discovered that the bottles 
were steam cleaned just like any other brewery. However, no other brewery had considered including 
this nugget of information in its advertisements (Tungate, 2007, p. 19). Hopkins’s understanding of 
this approach enabled the consumer to look at the evidence in the persuasion process and perform the 
purchasing behavior accordingly, instead of conveying a direct message. This process, based on logic, 
resulted in a change in the advertising understanding of the period and the use of similar methods by 
different advertisers.

Earnest Elmo Calkins is one of the important advertisers of the period who contributed to the transi-
tion to modern advertising with the works he made by using scientific advertising practices. According 
to Calkins, advertising is the fuel running the engines of industry (Heller, 2017). At the same time, think-
ing that the advertising understanding of the period should be further differentiated, Calkins produced 
studies supporting the transformation of advertisements into art in directing consumer preferences. In 
the 1920s, the fact that American products lagged behind European brands, especially in the clothing 
sector, was an element in doing something different. Although mass production was the foundation on 
which the modern American economy was built, many cultural critics felt that items coming off the as-
sembly line lacked good taste (www.printmag.com, Date of Access: 29.10.2021). This situation has led 
to a change of discourse in advertising and the search for different ways to encourage sales. By focusing 
on the art aspect of the advertisement, Calkins and his friends wanted to improve the typography and 
provide a visual function for the advertisement to attract the consumer.

After 1925, the changes in the nature of the economy, especially the need for product differentiation, 
led to the development of advertising in a more instinctive and non-rational way(Curti, 1967, p. 346). 
The recession experienced in the period from the First World War to the Second World War also gave 
direction to American advertising.

Over time social developments have had a direct impact on American advertising. For example, 
Tungate (2007, p. 35) summarizes the discourses of agencies and brands regarding the war during the 
Second World War as follows:

Advertising went back to war. As well as being deployed for the purposes of boosting morale, advertis-
ing agencies rushed to give the impression that brands were in the thick of the fighting. In a manner 
that seems even more distasteful today than it did at the time, products were linked to the war effort. 
For instance, Cadillac claimed to be ‘in the vanguard of the invasion,’ as Cadillac-built parts could be 
found in the engines of fighter planes. Texaco assured motorists that the gasoline they were forced to do 
without was ‘being turned into war products to speed our forces to victory.’ The tasteful accompanying 
image was the bright flash of a bomb exploding, with Germans running for cover.

Due to the structure of the period, advertisements turned into a communication tool for the government. 
The fact that the agend was entirely war-oriented is one of the factors in creating advertising campaigns 
with more nationalistic content. Because the expectation of the consumer is, in a way, was to provide 
social benefit and to support those who take care of the interests of the people, with the effect of the 
nationalism trend that has spread beyond the person himself. In this respect, it is a highly anticipated 
development that the advertising industry, as a reflection of patriotism, is also a resource that provides 
the support of the state. In a way, in this period of chaos, it has been important for agencies to create 
jobs that will be supported by people and adapt to them to survive and ensure continuity. The Second 
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World War and the spread of television after it changed the dimensions of advertising completely. with 
the spread of television since the middle of the 20th century, advertising has turned into a different 
structure and practice. Wallace (2019) summarizes the evolution of television advertising in the United 
States as follows:

1941: The FCC (Federal Communications Commission) issues commercial licenses to 10 US television 
stations in May. On July 1, the first-ever commercial airs, a spot by the Bulova watch company 
that cost $9.

1951: TV ad spending reaches $128 million, up from $12.5 million in 1949: a 10X increase.
1953: Commercially broadcast color television launches.
1955: TV ad spending reaches the $1 billion threshold.
1963: TV surpasses newspapers as an information source for the first time.

Television has changed the structure of advertising as it enables the transmission of both visual and 
auditory messages together. In particular, the fact that the USA is in a good position in terms of techno-
logical developments has been decisive in the progress of advertising campaigns in parallel with these 
developments. The growing structure of television is also a factor in channeling advertising expenditures 
to this medium. The transition from print advertisements to image-oriented videos over time is also a 
factor in developing different areas in the form of advertisement preparation. This dominance, which 
continued until the 2000s and later, has tended to decrease with the spread of the internet. The fact that 
the internet has an important place in terms of daily usage frequency in American society has brought 
an alternative in terms of advertising.

The rapid spread of this new communication tool among the masses in the USA, which is one of the 
countries that used innovative works for the first time in the spread of television, revealed the necessity 
of rapid change in advertising practices with a focus on harmony. It was seen that television, which 
was the new media of the period, took the place of radio in time. It is also possible that the advertising 
investments spent on television reached high amounts in a very short time. Thanks to US advertising, 
spending on television rose from US $12 million in 1949 to US $158 million just in three years as brands 
firmly established themselves on television (Tungate, 2007, p. 34).

One of the developments shaping American advertising is the basic sales promise strategy developed 
by Rosser Reeves. According to this strategy, it is aimed to differentiate the brand from its competitors by 
highlighting the most important feature of the brand. According to Reeves, the claim or benefit based on 
the USP should be dominant in the advertisement and should be constantly emphasized through repeated 
advertisements (Elden, 2013, p. 345). Today, there are some widely accepted rules in order, a USP proj-
ect to be successful, which are (1) a readiness to sell the product, (2) the popularity of the product for 
the potential customer, and (3) a statement that the product is not just special but truly unique. (Miller 
& Henthorne, 2008, p.50) USP, a creative strategy in advertising, is based on presenting informative 
content combined with creativity in order to establish a stronger communication between the product 
and the consumer. In this respect, this understanding has an important place in American advertising in 
terms of trying different ways and giving a new breath in the transition process to the creative revolution.
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CHANGING PERCEPTIONS AND THE CREATIVE 
REVOLUTION IN AMERICAN ADVERTISING

We must develop our own philosophy and not have the advertising philosophy of others imposed on us. 
Let us blaze new trails. Let us prove to the world that good taste, good art, good writing, can be good 
selling. —Bill Bernbach

Advertisements are a kind of intermediary element that creates the process of re-creating the product 
and brand in the mind of the consumer. People will see your ads more than they will see your product. 
If your ads look like all others, then your product will also too. (Nelson, 2017) Especially the fact that 
all products produced today are close to each other in terms of many variables makes the role of adver-
tisements in influencing consumer preferences more important. Advertising is based on attracting the 
consumer’s attention to the main target product. Especially today, among many information stacks, the 
interest of the consumer in advertisements is very low. In 1970s, it was thought that a person could see 
500 to 1600 advertisements averagely per day. Today, it is known that an average person can see between 
6,000 to 10,000 advertisements everyday (Carr, 2021). At the same time, the acceleration of the speed 
and consumption of digital media day by day reveals the necessity for creative content to create efficiency 
in a more effective way. It has become important for brands to impress consumers in about five seconds 
or less. For this reason, catching attention in advertising is the first step on the way to purchase. One of 
the most important elements in capturing attention is presenting creative content.

Creativity in advertising is one of the factors that make the agency’s job easier in order to differen-
tiate the brand from its competitors and create a positive image in the minds of consumers. The term 
‘creative’ is used to commonly identify a heterogeneous group of advertising professionals-copywriters, 
art directors, producers and even in the age of the internet-computer programmers (Young, 2000, p. 19). 
The creative process includes a comprehensive information sharing that is gathered together with dif-
ferent variables during the ad creation process, rather than just one person finding the idea. American 
advertising, on the other hand, covers a process that has developed since the mid-1900s on producing 
an alternative to the advertising understanding of the period. This process of change not only changed 
the face of American advertising but also had a profound effect on different countries.

The fact that scientific advertising can no longer have the desired effect on the consumer and the 
search for new ways, has been effective in placing creative works in the center of advertising in the USA. 
William Bill Bernbach is considered to have brought creativity to American advertising and changed 
the advertising dynamics of the period with his work. The 1960s, when Bernbach radically changed 
the basic dynamics of advertising, is shown as the golden age of advertising in America. In this period, 
both the general structure of advertisements and the existence of advertisements in life have undergone 
a radical change. Advertising, which has ceased to be just a tool to reach consumers, has been positioned 
as an art form. Beyond the informative function, the advertisements of that period were shaped to change 
lives and become a part of life with small touches. William Bernbach, created creative teams in 1960s. 
These teams were consisted of a copy writer and an art director. These creative teams brought a change 
in the quality of creative work’s revolution which was the most lasting improvements of the organiza-
tional process of ads (Young, 2000 p. 19). This situation, which changed the functioning of advertising 
agencies, has been a factor in maximizing the creativity of the people in the team by focusing more on 
brands and studies.
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Advertising campaigns of the period were created without risk and generally reflected scientific 
understanding. However, advertisers such as Bernbach argued that creativity should be at the center of 
advertising in order to make the work more interesting. Bernbach, who changed all the rules regarding 
advertising and rejected all existing formulas, did not hesitate to spread the ideas he believed in for the 
advertising world he dreamed of and dragged them along as an example to many advertisers (Geçit, 
2014, p. 203). Bernbach’s understanding of advertising was realized not only in the preparation of the 
contents but also in all stages related to the advertising process. Defending that advertising writers and art 
directors should work together, Bernbach brought this innovation to the working principle of his agency.

After the 1950s, the effect of the change in social lifestyles and technology has undoubtedly been 
effective in realizing the creative revolution in American advertising. Among the reasons for the cre-
ative revolution; the efforts of advertisers who went beyond the limits of the period, the widespread 
use of television at home, and the increase in the demand for quality advertisements with the increase 
in the ratio of educated masses in the society can be cited (Nemhauser, 2014). Especially in the 1960s, 
Bernbach and the managers of other big agencies had the opportunity to transfer their changing and 
successful advertising understanding to other countries. By the arrival of some of the leading New York 
advertising agencies in London in 1960s, the modes of transmission were complimented. The techniques 
and idioms of New York advertising arrived in London with the establishment of London subsidiaries 
by agencies as DDB and PKL (Nixon, 2017, p. 150).

According to the Bernbach understanding, the intelligence, provocativeness, imagination and cre-
ativity of the consumer should be based on product knowledge. In order to do this, generate novel and 
innovative adversiting was the key point (Nixon, 2017, p. 151). One of the most important supporting 
factors in Bernbach integrating creativity into advertising content is the revolution he has created in the 
agency system. As mentioned above, when we look at advertising agencies before Bernbach, there is an 
understanding that departments are separated from each other like a company, and everyone is trying to 
complete his/her own work. However, with the change Bernbach wanted to make, agencies have turned 
into art production centers. Bernbach brought writer-art director together and gave them a creative part-
nership which enabled strong synergies to be captured in creative thinking. This was so important that it 
quickly became a general practice through out the advertising world and all creative agency departments 
have developed ideas about advertising (Mallia ve Windel, 2011, p. 31). This change experienced within 
the agency has been a factor in both the relations with the advertiser and the roles in campaign control.

Another important representative of the creative age in advertising is David Ogilvy. Believing in the 
power of in-agency dynamics, Ogilvy talks about the necessity of a creative team to achieve success. 
While defending the importance of advertising’s selling power at the beginning, he believed in the power 
of more comprehensive and long-term studies in his later periods. Ogilvy summarizes this situation as 
follows (Ogilvy, 1955):

I used to deride advertising men who talked about long-term effect. I used to accuse them of hiding behind 
long-term effect. I used to say that they used long-term effect as an alibi-to conceal their inability to make 
any single advertisement profitable. In those intolerant days, I believed that every advertisement must 
stand on its own two feet and sell goods at a profit on the cost of the pace. This short-range philosophy 
was being peddled by agencies which had started out in mail-order advertising. Those mail-order agen-
cies knew how to sell-once. That’s all they cared about. That was their job. But they made a profound 
mistake in applying the principles of one-time mail-order advertising to the creation of campaigns which 
can only be successful if they sell not once, but time after time, year after year.
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David Ogilvy says that while preparing the advertising campaign, a strong link should be created 
between the integrity that creates the idea and the image of the brand. He emphasized that the creative 
elements here should also be part of long-term work. According to Ogilvy, it is possible to find answers 
to many daily creative problems, if the long-term approach is adopted (Ogilvy, 1955). Ogilvy has always 
believed in the importance of consistency in advertising. For this reason, he focused on advertising con-
tent in his campaigns. One of the most important features that Ogilvy added to American advertising is 
that there is meaningfulness between the elements that make up the advertisement, such as visual and 
verbal content, and the promise revealed. The fact that it adopts a long-term understanding of success 
demonstrates the importance of all factors that contribute to the brand image. However, his understanding 
of the big idea also occupies an important place in his advertising system. He argues that there is a deep 
connection between the idea that surrounds the advertisement and creativity and that the way to influ-
ence the consumer is to find this great idea. Here is Ogilvy’s definition of the importance of the big idea: 
“It will pass like a ship in the night, if your advertising is based on a BIG IDEA (Roman, 2009, p. 85).

The fact that Ogilvy’s understanding of the big idea, which he is constantly trying to work out in 
advertising campaigns and brought significant success over time, has been a factor in other advertisers 
and agencies frequently resorting to this path. Ogilvy has concentrated on the main motivations for the 
consumer to focus on one of the two brands that has very clear differences and prefer it over the other. 
According to him, the manufacturers, who dedicate their advertisers to building the most favorable 
image, the most sharply defined personality for their brand, are the ones who will get the largest share 
of these markets at the highest profit in the long run (Ogilvy, 1955). Although it takes a long time to 
achieve results in this respect, creating sharp personalities for brands and spreading this consistently over 
a wide period of time will provide significant returns for the brand. This view revealed a new approach 
to American advertising in the 50s and 60s. The brand image based on a strong personality, rather than 
the benefits of the brand and the features of the product, came to the fore during the period.

Another important representative of creativity in advertising is undoubtedly Leo Burnett. Burnett, 
one of the most important representatives of the movement called the Chicago advertising school, argued 
that advertising campaigns to be created by believing in the power of thought of the consumer should 
have a deep impact on the consumer. His aim was to create an advertisement around the inherent im-
portance or appeal of a product itself, rather than around copy or a catchy slogan. He hated “unnatural” 
commercials which he thought were typical of New York agencies or “opportunistic” copy from as what 
he saw in the U.S. West Coast (Britannica, 2022). His advertising concept is based on originality and 
icons. Believing in the power of indicators, Leo Burnett made determinations about the brand in his 
campaigns and prioritized building an image through images that would ensure permanence in the minds 
of the consumer. At the same time, Leo Burnett says that before starting an advertising campaign, the 
advertiser must have access to sufficient information about a product. According to him, the advertiser 
should put himself in the place of the consumer, know how they use a product, and find new ways to 
persuade the consumer to buy the product (Gürel & Bakır, 2014, p. 180). At this point, visuality focused 
on changing the perception in the foreground.

Leo Burnett’s contributions to post-1950 American advertising were realized in this context. It is 
well accepted that besides the text, the visual elements also have a structure that changes the prefer-
ences. According to Leo Burnett, an effective advertisement must not only be a text-based information 
element but also contain a structure that is engraved in the mind of the consumer. In order to do this and 
achieve success, it is important for the advertiser to think like a consumer and identify the elements that 
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will excite and activate him. The influence of Leo Burnett on the history of advertising is considered 
important not only in the success of the campaigns but also in terms of affecting the behavioral practices 
in daily life. The icons that Burnett created in his campaigns have also found a response in everyday 
life. Marlboro advertisements, which are long-term campaigns, affect social perceptions in the period 
they are published.

THE AGE OF TECHNOLOGY IN AMERICAN ADVERTISING

Increasing the advertising campaigns of the brands has enabled the advertisement to be accepted and to 
grow as a sector. Especially in the eighties, the power of television and cable broadcasting has revealed 
the importance of advertising campaigns in reaching consumers. The addition of solution-oriented de-
partments such as the strategy department to the agency structuring has been instrumental in the trans-
formation of advertising as a whole into a coordinated sector. In addition, the development and power of 
American advertising with each passing day has been a factor in the spread of the American advertising 
movement not only in the continent but also in Europe and other countries. During this period, many 
American-origin agencies established new agencies in different countries and ensured the spread of the 
American school in world advertising.

Among the important impacts of the following technological developments, was the developments 
in advertising. According to Lee and Cho (2020, p. 332), things that used to exist only in analogue form 
(e.g. music, video and photos) have now been converted to digital form, and there has been a transition to 
digital in books, shopping and sensory experiences. The fact that all the human-related elements exist in 
digital form, naturally supported the prominence of advertisements in such media. However, the increase 
in the similarity of the products has necessitated advertisements that try to differentiate themselves from 
their competitors and want to convince their consumers for brands. After the 60s, with the opportunities 
that the TV brings, TV reshaped the advertisements and created a new lifestyle of advertisements. In 
the 80s and 90s, television, as a sector on its own, was an important mass communication tool in keep-
ing the advertisement alive. In addition to this, the American economy’s directing the world has also 
ensured that the developing advertising is accepted worldwide. The US uses advertisements as a means 
of transferring its power, just as it does with Hollywood films.

The rapid inclusion of technology in human life in the 90s and later in the millennium has been a 
factor in the existence of the internet and interactive systems as a part of human life. The concentration 
of people on web-based channels is also determinant in shaping digital-based expenditures for advertis-
ing activities.

As in all other life dynamics, a direct effect of technology can be mentioned in the advertising in-
dustry. In particular, the fact that consumers encounter many similar products in the market has made 
technology-oriented creativity more important. Tracy Wong (Creative Leader Finalish 2007) suggested 
that the Internet made all media vehicles more classified and pointed which increased the emphasis on 
its liability. According to Tracy Wong, in that time of screaming technological advances, what was con-
sidered old and near death would never be replaced by technology. Actually, that is good old-fashioned 
creativity. Creativity in all things, cannot be produced through software, if it is an advertising idea or a 
new product or not. Everyone must think that the future depends on creativity (Ashley & Oliver, 2010, 
pp. 120-125).
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In connection with this view, we can say that the things that are important for the consumer are 
mainly based on abstract values. The fact that the consumer sees the brand as a living organism has 
made it necessary for the brand to build its own existence, especially by using digital media tools. In 
this respect, in order to create a positive brand image, it is important that the brand is constantly active 
and can meet consumer expectations.

The features of the internet have been a harbinger of being the beginning of a new era in advertising. 
Both its cheapness over the years and its rapid spread among the masses have increased the power of the 
internet day by day. The World Wide Web and the increasing reach of the Internet into more American 
homes proved a powerful new medium for advertisers to get closer to consumers (Sivulka, 2012, p. 336).

In the early years of the Internet, online advertising was mostly prohibited. This was due to the poli-
cies of ARPANET and NSFNet, two predecessor networks of the Internet, which stated that the “use 
for commercial activities by for-profit institutions is generally not acceptable.” In the following periods, 
efforts to advertise on the Internet with banner ads were carried out. The rapid spread of the Internet, 
especially in American society, necessitated rapid adaptation to alternative advertising efforts. However, 
the fact that the rate of time spent on interactive digital media platforms such as social media is quite high 
during the day is a factor in the concentration of brands on digital rather than traditional media platforms.

In the digital era, target audience reach has evolved into a more important and demanding point. 
Now, advertising practices are mostly based on reaching the brand when the consumer wants, rather than 
reaching the consumer. Because today’s consumer has the ability to use digital communication tools 
as they wish. At the same time, along with the digital technologies, the consumers have gained a much 
more free identity and therefore they have the power of resisting against advertisement campaigns. In 
this respect, it is a necessity for the brand to prefer more sensitive and effective ways in order to enter 
the field created by the consumer and to establish effective communication. This significant change in 
technology and the differentiation of consumer preferences increase the expenditures on digital adver-
tising exponentially.

According to Statista 2021 data, the United States is the largest digital advertising market in the 
world, with an estimated $137 billion, as it had the highest revenue in the digital advertising market in 
2020. In addition, approximately 40% of the budget allocated for advertising in the country is spent on 
digital advertisements. Advertising spending in the USA is expected to reach approximately $153 billion 
in 2024 (www.statista.com, Access date: 29.11.2021). The increase in investments in digital day by day 
has caused both the necessity of creating a digital-oriented department in advertising agencies and the 
emergence of only digital-based advertising agencies in terms of specialization.

METHODOLOGY

Research Design

In this study, a case study was used as a research design. In the case study methodology, factors related 
to a situation (such as environment, individuals, events, processes) are investigated with a holistic under-
standing, and processes such as how these factors affect the relevant situation and how they are affected 
by this situation are examined (Yıldırım & Şimşek, 2018, p. 73). A case study is one that investigates 
some problems to answer specific research questions (that may be fairly loose, to begin with) and which 
seeks a range of different kinds of evidence, evidence that is there in the case setting and which has to 
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be abstracted and collated to get the best possible answers to the research questions (Gillham, 2000, p. 
2). At the same time, it is not possible to generalize the results obtained because the case study focuses 
on a specific situation or event.

Woodside (2010, p. 6) argues that any combination of purposes such as explanation, understanding, 
prediction, and control in case studies can serve the main purpose due to the nature of the study. Accord-
ing to him, a deep understanding of the factors, interactions, emotions, and behaviors that occur during 
a certain process should be seen as the main goal by the case researcher.

Research Purpose

From the past to the present, American advertising has an important place in shaping advertising as a 
sector in the world and in shaping the basic understanding of the period. At the same time, the fact that 
advertisements contain important codes related to the social structure, beyond being a part of the com-
munication activities of the brands, makes the studies conducted for this situation more meaningful. At 
this point, the main purpose of this study is to focus on the history of American advertising and make 
sense of the effects of the period advertising.

Research Questions

In this study, advertisements that change the functioning and structure of American advertising are ex-
amined visually and textually. In this respect, answers to the following research questions were sought 
through the studies examined.

1.  How are advertisements shaped in terms of expression and text structure?
2.  How are the advertisements designed in terms of visual elements?
3.  For what purpose were advertisement dynamics created?

Research Sample

Purposive sampling was used in this study. The reason for purposive sampling is the better matching of 
the sample to the aims and objectives of the research, thus improving the rigour of the study and trust-
worthiness of the data and results (Campbell et al., 2020, p. 653). The purposive sampling technique, 
also called judgment sampling, is the deliberate choice of a participant due to the qualities the participant 
possesses. It is a nonrandom technique that does not need underlying theories or a set number of partici-
pants (Etikan et al., 2016). In the research, advertisements from three different periods, have been taken 
as sample; that examplify scientific advertising, creative advertising and digital advertising. A total of 
three advertisements, one from each period, were discussed.

Results And Discussion

Advertising Content: This advertisement by Claude Hopkins for the Pepsodent brand was published as 
a series. Hopkins focused on the necessity of tooth brushing in the advertisement. However, instead of 
directly emphasizing tooth decay or a negative effect on health, it brought the argument of the white-
ness of teeth as a part of beauty to the fore. In order to increase attention, he wanted to show how the 
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teeth lost their whiteness by using a film layer that covers the whiteness in the advertisement images. 
By making the consumer feel the reality of the film layer, he aimed to make people feel uncomfortable 
with the yellowing of their teeth. At the same time, highlighting the benefits of the product provides a 
real experience to the consumers, informing them both to identify the problem and how to develop a 
solution for this problem. When we look at the general structure of the period, it seems that the habit 
of brushing teeth was not very common. Realizing this, Hopkins thinks that the way to sell the product 
and increase sales can be achieved by gaining the habit of brushing the teeth of the consumers. In this 
respect, the way to solve the problem is based on informing the consumers and giving them some habits.

Figure 1. Pepsodent advertising
(source: https://buildingpharmabrands.wordpress.com/2013/05/27/the-ad-that-created-a-habit/)
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Message Content: “Film: a dangerous coating that robs teeth of their whiteness” was used as the 
main title in the advertisement. As a subtitle, “A way to remove it that quickly restores brilliance. Film, 
it is agreed, also fosters serious tooth and gum disorders. Please accept free 10-day supply” text. Then, 
similar to the column, the importance of brushing teeth and the degree of health for the person were 
mentioned. In the study in question, informative content is combined with the fear appeal. In addition, 
it conveys to the consumer that the layer formed on the teeth is similar to a film and that the person can 
realize it by experiencing it himself with the text of the advertisement.

Visual Content: In the advertisement, the visual content and the text are used in a way that comple-
ments each other. With the use of a film-like layer in the middle of the image, it is aimed to create a 
perception of the general function of the product. At the same time, informative content supports the 
advertisement image with a heavy text preference. The coupon section in the lower right corner also 
stands out as a part of period advertising. At the bottom of the image, there is the actual image of the 
product and the brand name written in large fonts to draw attention to the product.

Advertising Content: Bernbach’s “Think Small” campaign for the Bettle brand is considered one of 
the most striking advertisements in both American and world history. With this ad series, which was 
shaped with the opposite message of the car ads of that period, Bernbach enabled the brand to gain a 
bold and confident identity.

Bernbach and his agency DDB achieved significant success as a result of this campaign. This radi-
cally changed the advertising and understanding of the period. The importance of creativity supported 
advertising appeals were announced. There were many problems with the brand prior to the campaign. 
How could DDB sell to the American public, a small, ugly and cheap foreign car which Hitler had played 
a role in creating it. (Hamilton, 2015)

Figure 2. “Think Small” Volkswagen Beetle advertising
(source: http://trustmarketing.blogspot.com/2005/10/great-commercials-where-theres-beetle.html)
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With this campaign in 1959, Bernbach and his agency DDB revealed important results about how to 
change the brand perception in the human mind. Namely; the fact that Volkswagen is a brand founded by 
Hitler had built the existence of a negative brand image in America. At the same time, when we look at 
the preferences of the period, it is clear that the market shares of small-sized cars such as the Beetle were 
not very high in America. The dreams of a large, comfortable car, a detached marriage, and a prosperous 
family, which is called the “American Dream” in the country, were frequently marketed to the American 
people by advertisers. Contrary to the purchasing understanding of the period, sales increased by 25% 
after the campaign, an important success that is set as an example not only for that period but also today 
(Eren, 2013). In this particular study, Bernbach succeeded in attracting the attention of young people 
by blending consumer demands and expectations with creative work.

A simple structure was preferred in the advertisement content. The space used increases the interest in 
advertising. At the same time, it is possible to present the advertisement to the consumer in a strong and 
confident manner by avoiding unnecessary information. In this work, where creativity is at the forefront 
in general, it seems to be a very ambitious move for the brand to show itself boldly and emphasize its 
different aspects from its competitors.

Message Content: The advertising message is very short and clear. The slogan “Think small.” is 
designed to activate the consumer. At the bottom of the advertisement image, details about the product 
are indicated in small fonts and presented to the consumer.

Visual Content: As mentioned above, the blank is used extensively in the advertisement image. 
However, it is seen that the photo of the product is placed in the upper left corner of the advertisement 
image. In this example, it is aimed to increase the interest in the advertisement by choosing a different 
understanding from the classical advertisement visual. Editing the advertisement photo in a very small 
size, on the other hand, makes a reference to the basic promise and features of the product. In this re-
spect, the advertisement image is in a close relationship with the brand structure and identity elements.

Figure 3. “Speak Beautiful” Dove advertising
(source: https://www.instagram.com/p/za82aXPIxv/)
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Advertising Content: #speakbeautiful is a campaign created by the brand “Dove” to mobilize consum-
ers through the Instagram platform. Looking at the content of the advertisement, the advertisement was 
created as a work that wanted to initiate collective action. #speakbeautiful hashtag increases engage-
ment by using the power of social media as part of the Real Beauty campaign that Dove started in 2004 
and is still running. It is about actualizing a campaign to provide social benefit by using the power of 
digital. In this respect, social media and similar digital media platforms facilitate the work of the brand 
for interaction-oriented studies.

Message Content: Advertising content is completely based on a hashtag and slogan. In the explana-
tion part of the post, a text with a call was used: “The power is in our hands to change the beauty con-
versation on social media. Join us and #SpeakBeautiful by commenting on one friend’s post right now 
and start the domino effect”. The brand aims to provide a direct incentive with this sharing. A simple 
understanding has been revealed without making too much text crowds in both the advertisement image 
and the description part. It seems to be a basic output not to bore the consumer and focus their attention 
on the content of the campaign.

Visual Content: The advertisement image consists only of the dove logo, hashtag, and a short slogan. 
As with the whole advertisement, it aimed for the user to get general information about the campaign by 
focusing on the content. It is clear that it is intended to create an attraction through simplicity.

CONCLUSION

Advertising is a cultural element that is produced in the social structure and shaped according to the 
structure of the society, rather than conveying the communication messages of the brand to the consum-
ers. The concept of advertising, which is formed and transformed within different countries, has not 
only affected other countries and cultures over time but has also been influenced by other cultures. In 
this respect, American advertising can be shown as one of the most important advertising schools in the 
world. Some transformations in technology and social order have deeply affected American advertising. 
At the same time, American origin advertisements, as a form of media consumption, have important 
effects both in the national and international context.

There is a direct connection in between technological developments and advertising. This relational 
structure is decisive in the reproduction of advertisements. At the same time, it is clear that there has been 
a transformation from a product-oriented structure to a consumer-oriented structure in the advertising 
studies carried out until today. Especially today, brands that want to reach their consumers tend to turn 
to alternative advertising channels in order to differentiate themselves from their competitors and per-
suade their customers to buy. Capturing the difference here is a necessity for brands to survive. Because, 
with the power created by the internet, it is possible for the consumer to reach many brands among the 
alternatives. Therefore, in order for the brand to stand out among the alternatives faced by the consumer 
and to stand out from the others, it is important both shape its work with the right campaigns at the right 
time and to convey the right messages to them by mapping the appropriate channels for each consumer.

American advertising is one of the schools best adapted to technological transformation. It is a well-
known fact that the American media and the advertising industry are pioneers in using the most effective 
mass media in terms of the media’s message transmission forms. It is seen that the USA ranks first in 
the world in digital advertising expenditures, which have developed in connection with the impact of 
the internet, especially in the last 25 years (www.statista.com, Access date: 29.11.2021). At this point, 
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it is important to focus on American advertising in order to map the development of world advertising 
and understand how it has an impact on life.

FUTURE RESEARCH DIRECTIONS

This study is based on understanding the different schools in American advertising. In this context, im-
portant campaigns that have left their mark on American advertising have been examined as examples. 
In order to base the advertising of the period on numerical data and explain it through quantitative data, 
it may be recommended to conduct an archive study in future studies. At the same time, as a result of 
comparing the advertisements published on different media platforms with each other in terms of both 
content and visuality, it can be investigated how the differences between platforms are reflected in 
American advertising.
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ABSTRACT

Advertising is a multi-million-dollar industry in China. China’s progress in production and technology is 
highly important in that regard. COVID-19 first broke out in China and took hold of the entire world by 
the end of 2019, which compelled the attention of every country. In this context, as China is a dominant 
country in the advertising market across the world and is the place where the pandemic broke out, this 
study aims to examine the most striking ads of this period by offering a linguistic and visual analysis 
based on the affect dimension of Martin and White’s appraisal theory. It was found that the three most 
frequently used elements in these ads were security, happiness, and inclination. Employment of these 
three elements in the advertising communication of the brands in the climate of anxiety and fear during 
COVID-19 has been considered an appropriate strategic approach.

INTRODUCTION

One of the oldest civilizations in the world, China is one of the fastest-growing and promising markets 
across the world. China is expected to generate approximately 10.3 billion U.S. dollars of ad spending 
between 2019 and 2022 as the second largest market in the advertising sector after the United States. 
(Thomola, 2021). In that regard, it is argued that the advertising industry in China is a dynamic industry 
that is closely related to China’s economic development (Li, 2017:5).

On January 4, 1979, some local ads appeared on Chinese newspaper Tianjin Daily. An image of a 
woman and an informational toothpaste ad are among those examples. Considering the attractive and 
colorful ads of today, it can be said that the ads of that period did not have the same impact. It was the 
first commercial ad to appear in the country following the process of reform and opening up initiated 
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by Deng Xiaoping at the Third Plenum of the 11th Central Committee of the Chinese Communist Party 
(CCP), held on December 18–22,1978. However, this is not the first example of advertising in China. 
The origins of advertising are commonly dated back to ancient times. Nonetheless, it can be said that the 
history of advertising in China starts with primitive societies in university coursebooks. In connection 
with that, in his study, Zhao Chen refers to the clan and tribal totems as the first ads while Ni Ningîn 
states that these ads dated back to 3000 BCE during the period of slaves and clans. These ads were quite 
different from the modern ads. Therefore, it has been expressed that the ads as we know today began to 
appear in the second half of the 19th century in China (Puppin, 2014:178-179).

It is recorded that in the development of advertising, the foreigners who came to the country for 
spreading these elements for commercial or religious purposes and who employed convincing advertis-
ing techniques while doing so had a significant role. However, it was not easy to sell foreign products to 
Chinese customers during these centuries. The foreign sellers bumped against nationalist boycotts (Puppin, 
2014:179). 1920s and 1930s allowed China to live its golden age of advertising prior to the revolution. 
During this period, the first advertising agencies of the country Carl Crow Inc., Millington’s Advertising 
Co., China Commercial Advertising Agency, and Consolidated National Advertising Co. were born and 
developed. As a medium, advertising thereby began to appear extensively in various mediums such as 
newspapers and outdoor spaces. Shanghai became the city where advertising activities were carried out 
and beautiful Chinese women were put on modern and Western calendar posters. However, this era would 
not last long due to the outbreak of anti-Japanese resistance (1937–45) and the civil war waged between 
the nationalists and communists (1945–1949), during which advertising continued to exist even though 
it gradually lost the crucial role it had played in the previous year (Puppin, 2014:180). When People’s 
Republic of China was founded on October 1, 1949 on the basis of traditional Marxist thought, it led to 
the decline of advertising, which represented contrary views. It is no coincidence that the advertising 
agencies, influenced by the socialist movement, merged and founded Shanghai Advertising Corporation 
(SAC) in 1956 (Hong, 1996:77-78). It is even stated that the advertisements in communist China tried to 
disseminate their messages through unusual mediums such as railways, lunch boxes, travel magazines, 
and poker card boxes until 1958 (Jing, 2008: 7).

During the ‘Cultural Revolution’ that took place between 1966-1976 known as dark years, the adver-
tising sector declined and only political slogans were put on billboards (Hong, 1996:78). During these 
years, it was observed that the term advertising became a taboo since it was the result of capitalism and 
it was condemned to disappear like many products and shops. This process continued till the last stage 
of 1978. With the modernization and reform movements that began after this year, advertising sector 
gradually began to make a comeback. With the permission of Chinese Government, advertising agencies 
like Dentsu, Young & Rubicam, McCann Erickson, and Leo Burnett began to operate, create demand, and 
encourage consumption in the country. During that period, it is not surprising that advertising evolved 
into a form of information from a giant dumpster and began to acquire a good name for itself. Another 
striking issue was that while the socialist advertisements were based on accuracy and had no creativity, 
capitalist advertisements did not require accuracy and included creativity as an important component 
(Puppin, 2014:181-182).

In 1980s, it was observed that the experts struggled to make sure that advertising had a good repu-
tation and China became one of the important countries in the field of advertising with its economic 
and technological developments accompanied by the substantial changes in advertisers, mediums that 
are used, and consumers. By the end of 2019, with the outbreak of COVID-19 in the city of Wuhan in 
China, the eyes were once again drawn to China. The content of the advertisements produced in China 
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during this period both as an important actor in advertising sector and also as the place where the chaos 
began is an issue that is worth examining.

The aim of this study is to first examine the geographical, economic, socio-economic, cultural struc-
tures in China, and provide a linguistic and visual analysis of the advertisements produced during the 
pandemic period in China.

BACKGROUND

China is an established civilization dating back 4000 years in the history of Far East. Throughout its 
history, it reigned in the region under the government of various khanates, at times under a great empire 
and at times under smaller feodal structures consisting of princedoms or sometimes under the government 
of small kingdoms when princedoms united, without ever compromising its civilization. The history of 
China was recorded with the invention of writing, which occurred around 1500 BCE, and it contributed 
to the illumination of the region’s history as well. China has been a source of inspiration for Asia and 
Europe with its technological breathroughs throughout history. Developments such as the invention of 
gunpowder and printing press and being the place where silk was originated enabled China to become 
a commercial center that established commercial ties (Silk Road) with places tens of thousands of ki-
lometers away (SDAM, 2017:1).

China is the largest Asian country and has the largest population across the world. Including 56 dif-
ferent ethnic groups, 93% of Chinese population is composed of the Han and the rest of the 7% is made 
up of other ethnic groups (SDAM, 2017:3). While Beijing is the country’s cultural, economic, and com-
munication capital, Shanghai is the industrial center and Hong Kong is the commercial center as well as 
being port city. China’s climate ranges from extremely dry and desert like conditions in the northwest 
to tropical monsoons in the southeast. With more than 4,000 years of recorded history, China is one of 
the few countries in the world that have the traces of the earliest stages of civilization. A multinational 
country, China has a population composed of diverse ethnic and linguistic groups. Belief systems such 
as Confucianism and Taoism that formed the basis of Chinese governance are also the foundation of the 
country’s belief system. Starting from 1949, atheism has grown stronger in the country. On the other 
hand, since the late 1970s, China’s interaction with the international economy with regard to world trade 
has remarkably increased. Especially since the late 1970s, the country has moved away from a Soviet-
type economic model. China is among the world’s largest producers of industrial and mineral products 
in addition to rice, wheat, soybean, peanut, and cotton. With the accession of China to the World Trade 
Organization in 2001, the first steps for economic liberalization were taken.

China celebrates many national holidays such as New Year’s Day, the Spring Festival (Lunar New 
Year), Youth Day (May 4), and National Day (October 1) and many festivals such as Lantern Festival 
(late winter), Tomb Sweet Day (April 4 or 5), and the Mid-Autumn Festival (October). China has also 
been an important actor in Winter Olympics and Olympic Games since 1980s (Suzuki, 2021). Accus-
tomed to a life closed to the outside world, China closed itself to the world both in terms of governance 
and as a society after the revolution. Historical Confucianism was replaced by atheism and a cultural 
degeneration spread to the society. Undergoing huge technological changes recently, China has tried to 
rise to its feet against the embargo of the West. In recent years, China has drawn attention as a country 
that has made a name for itself with its geo-strategic structure, population, and technological production 
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(SDAM,2017:1-2). However, advertising in the country can be considered as one of the sectors with a 
long history.

The history of Chinese advertising is dated back to the Song dynasty (Wang, 2008). In the 1920s 
and 1930s, advertising in Shanghai was a dynamic industry and foreign advertising agencies and brands 
competed with the local Chinese brands before World War II. During the Cultural Revolution in China, 
advertising was considered a superfluous instrument (Chen, 1991). Following the Third Plenary Session 
of the Eleventh Central Committee of the Chinese Communist Party, the period of Deng Xiaoping -the 
leader of China at the time- turned into a milestone for the resumption of commercial advertising. Since 
then, advertising has gained strategic and symbolic significance in opening up society to the outside 
world and developing the economy in China. Especially with the influx of foreign brands into the country 
in the 1980s, the Chinese consumers began to purchase these brands (like Toshiba, Toyota, and Sony). 
Similarly, it is stated that Chinese advertising agencies and academics collaborated with Dentsu and a 
few Japanese advertising agencies. The activities of American advertising agencies in the country since 
1990s led to the creation of advertisements based on hard sell techniques while Chinese advertisers later 
adapted these to soft sell techniques. While salaries were low in Chinese advertising agencies during 
the first stages, it has been recorded that experts in this field are offered high salaries in 2000s (Li,2017: 
2). Nevertheless, it has been expressed that both foreign and Chinese cultural elements and symbols are 
used heavily in Chinese advertisements, and that the humanitarian values between the East and West 
are frequently encountered in these advertisements. It is also emphasized that Chinese consumers are 
more likely to purchase the products that they encounter in their travels abroad (Li, 2017:4). Advertis-
ing and marketing industries are globally in a dramatic state of flux, and that situation is mirrored in 
China (Forbes, 2011:13). Besides, the country’s technological development, the increase in the use of 
mobile media, and the influence of conscious consumers laid the ground for the reduction experienced 
in traditional marketing channels and the growth observed in outdoor and online ads (https://market-
ingtochina.com/advertising-china/, 03.07.2021). Thus, it can be seen that more funds are allocated to 
digital advertising in response to the increasing cost of TV ads and the decreasing readership of print 
media (Li, 2017: 4). It is also highlighted that digital and mobile will be of critical importance for all the 
brands in their marketing activities (Forbes, 2011: 13). Despite the stagnation caused by the pandemic 
in China, the recorded growth in the digital advertising inverstments during this period is remarkable 
(https://marketingtochina.com/advertisin-china/, 03.07.2021) In accordance with this, with the transi-
tion from socialist to capitalist advertising, the Chinese customers’ demand for foreign products has 
increased and thanks to the developments in the digital field in particular, digital platforms have turned 
into powerful advertisers and unlike many consumers in many countries, Chinese customers have not 
used adblocks when they have liked the ads. The growth in the digital advertising investments during 
the pandemic has been considered important. This study will first provide the general characteristics of 
China, and then address advertising and digital advertising in China, the advertising as a sector during 
COVID-19 pandemic, and it will lastly provide a linguistic and visual analysis through looking at 10 
striking advertisements from China.

Historical Development of Advertising in China

In 1920s and 1930s, advertising was already a dynamic industry in Shanghai. Foreign advertising agen-
cies and brands were competing with their Chinese counterparts before World War II. After the Chinese 
Communist Party took over China in 1949, the government decided to gradually eliminate commercial 
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advertising thinking that a centralised socialist economy did not need advertising. During the Cultural 
Revolution (1966-1976), there was almost no commercial advertisements apart from a few advertise-
ments that presented information about export to foreign countries (Chen, 1991).

The first foreign advertisement of China was aired on Shanghai TV Station in 1979 and it was a 
commercial of Swiss Roda wristwatch. This one-minute commercial providing information about the 
wristwatch in English was broadcast only twice. However, it had a huge impact on Chinese consumers. 
Hundreds of consumers went to local stores in the next few days. Interestingly, the product was not sold 
in China until four years later and it was stated that the advertisers focused more on image advertising 
rather than selling their products as China had not developed a market yet (Li, 2016: 62) Following 
the fall of the Iron Curtain in 1980s, the importance and gross output of advertising increased (Cappo, 
2003:6). State-controlled economy almost completely eliminated the need for advertising and this system 
lasted until the mid-1980s (Chan, Wan and Qu, 2003: 458). However, from 1984 to 1990, the number 
of television stations increased from 93 to 509 (Huang, 1994: 223). By the end of 1995, there were 
2740 stations made up of broadcasters, cable stations, and university television channels (Tu, 1997: 4). 
The World Trade Organization membership had an effect on the internationalization of the advertising 
sector (Tan, 2002). Outdoor advertising has grown considerably while SMS spam has become a direct 
marketing trend (Keana and Spurgeon 2004:7). Much of the growth in Chinese advertising during this 
period has been attributed to transnational foreign companies. In mid-1980s, Ogilvy & Mather adver-
tising agency was established in China (Chang, Wan and Qu, 2003: 466). However, this growth has 
largely been on a local scale. The joint ventures with foreign agencies have facilitated the transfer of the 
knowledge-based technologies that are essential for advertising. It has been even recorded that advertis-
ing is seen as a dynamo supporting export. According to the China Advertising Association, the number 
of the advertising agencies in the country rose to 68.935 by 2002 with the government support (CAA, 
2003). On the other hand, nationalism and cosmopolitanism are among the themes that stand out among 
Chinese advertisements. It is particularly observed that Chinese brands draw more on the attraction of 
nationalism. For instance, Chinese brands such as Li Ning, a sportswear brand, and Haier, a home ap-
pliance brand, have been using national pride heavily in marketing their products. In order to reinforce 
the sense of national pride in nationalistic commercials, the commercials commonly use Chinese rituals, 
symbols, myths, and cultural elements. Besides, one can also observe that Chinese brands try to balance 
nationalism and cosmopolitanism. It is stated that the perception of Westerness is made up of product 
quality and prestige (Li, 2016: 63-64).

Another issue that draws attention in Chinese advertising is the issue of creativity. Advertising 
practitioners regularly celebrate the value of creativity, so much so that one leading Chinese ad man 
is compelled to write ‘If you don’t have creativity, you are dead’ (Ye, 2003:IV). Advertising practices 
are currently reshaped (Keana and Spurgeon, 2004:2). As Gilbert Yang, of the Shanghai Advertising 
Association points out, advertising is a ‘people business’ and ‘one of the fastest-growing service indus-
tries in China’ (Yang, 2004). The most renowned advertising agencies in the country are Ogilvy and 
Mather, J. Walter Thompson, and Saatchi & Saatchi and it is emphasized that first domestic agencies 
have derived a lot of knowledge and experience from these agencies (Wang, 2005). In accordance with 
this, with the arrival of foreign agencies and advertisers in China, the foreign effect on advertising has 
become visible. It has stood out that the concept of creativity has gained weight with the transition from 
socialist commercials to capitalist advertising and that creativity has become one of the building blocks 
in encouraging export after the accession to the WTO. In addition to that, the rapid developments in 
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technology have played a role in the development of digital advertising in China. In this regard, it will 
be beneficial to provide information about digital advertising.

Digital Advertising in China

China is a massive market for every industry. It has transformed Chinese people into the most digitalized 
consumers in the world (GMA Marketing to China, September 4, 2019). However, China’s unique social 
media ecosystem is a compelling challenge for brands in terms of adapting their marketing strategies and 
brand messaging while trying to decipher the local narrative (Ang, 2021). When a Chinese consumer sees 
a product being discussed positively on a social media site, especially by a friend or acquaintance, s/he 
is far more likely to buy the product than its counterpart in other countries. Peer recommendation has a 
huge influence on Chinese culture, as formal institutions are less likely to be trusted (GMA Marketing 
to China, September 4,2019). Advertising and interacting with consumers on social media sites such as 
Instagram, Facebook, Twitter or even TikTok (the international version of Douyin) has now become the 
norm for many international brands. However, Chinese consumers use different social media platforms than 
the Western world such as WeChat, Weibo, Douyin, and QQ (Ang, 2021). In the majority of interactive 
campaigns, marketing through WeChat and Weibo is important (GMA Marketing to China, September 
4, 2019). ‘WeChat is China’s equivalent of WhatsApp, Facebook, and Paypal all combined into one 
app. China’s digital e-commerce landscape is very different from the rest of the world. As Annemarieke 
Kostense, the Managing Director of Greater China at Digital Jungle, an Asia-Pacific digital agency put 
it: “China is fascinating and hard for foreign companies to navigate, because it has no Facebook, no 
Instagram, and no Twitter.” (Kontsevaia and Berger, 2016: 37-38). Besides, WeChat has developed a set 
of applications within its own app since its launch. For example, it added a payments system connected 
to JD.com, one of China’s biggest online stores. In this way, it has ensured that people shop more on 
WeChat’s own platform, which, in turn, hurt China’s e-commerce giant, Alibaba, a dominant actor on 
the e-commerce scene until then (Rein, 2015). In the successful ‘Style Your Life’ campaign carried out 
by Japanese clothing company Uniqlo, consumers were asked to take pictures of the clothes that they 
tried in the store and post them online. Thanks to the campaign, the company increased their WeChat 
followers from 400,000 to 1 million and their sales rose by 30% (Doland, 2015). As can be clearly seen 
from this example, it is possible to accomplish highly positive results without spending any money by 
using WeChat’s advertising platform (Kontsevaia and Berger, 2016: 38).

In their recent China Mobile Internet report, Quest Mobile has illustrated that millennials in China 
spent most of their free time (46 hours a month) on social media. Short-form video content attracts 
them like ‘a moth to light,’ and they thereby find themselves hooked on social media sites for more than 
40 hours a month. In the battle for attention, creating entertaining and short videos on platforms like 
Douyin is an important marketing strategy for businesses in China. In that regard, to many businesses 
and luxury brands invest in social media. The fact that Chinese millennials are active in social media 
platforms, official websites, and search engines, that they share brand information and are not hesitant to 
voice their opinions play an effective role. Generation Z that makes up about 15% of China’s population 
will have a significant role in the growth of consumption in the coming years. Apart from being highly 
familiar with social media and forms of entertainment, this generation is also attracted by gamifica-
tion and exclusive offers. It has been observed that platforms such as Bilibili build brand awareness for 
younger consumers. Another noteworthy issue is that online shopping is considered a way of life for the 
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Chinese and they spend more through online shopping platforms on special days. It is therefore expected 
that the e-commerce market is China will exceed 1.5 billion dollars in 2021 and the annual growth rate 
will be 6.65% by 2025 (Ang, 2021). Key opinion leaders (KOL) also play an important role in Weibo 
and WeChat marketing. The posts and suggestions of KOLs have an enormous effect on many of their 
followers/subscribers in convincing them to buy a certain product and establishing brand loyalty (GMA 
Marketing to China, September 4, 2019). Meanwhile, one can take a look into more specialized platforms 
(Xueqiu (Snowball), Keep, Mafengwo, Xiao Hong Shu (Little Red Book), which cater for unique niches. 
Another powerful strategy is to utilize the large and active user groups on Chinese forums (Baidu Tieba, 
Zhihu, Douban Group etc.). Forums in the West may be outdated but in China they are still significant 
because forums provide valuable insight about targeted consumer groups and create the chance of sharing 
brand experience and image. The search engine market in China is made up of various players and the 
lion share in the market belongs to Baidu (GMA Marketing to China, September 4, 2019). Even though 
it is predicted that digital advertising will balance the gap emerging in the competition between Chinese 
and foreign advertisers and agencies working in the digital field, it is thought that China will have a hard 
time given the networks, knowledge, and experience of the foreign brands and agencies in this field. On 
the other hand, factors such as the fact that closed societal system in China, a remnant from socialist 
system, has turned onto social media platforms that are unique to China thereby presenting a continuity 
and the ban on capitalist social media platforms clearly show that the existing traditional government 
system has not completely disappeared. Although the currently used social media platforms have unique 
characteristics, it is obvious that China is a powerful and active country in terms of benefiting from the 
power of social media platforms, Key Opinion Leaders, gaming and mobile platforms in the functioning 
of digital advertising just like in the rest of the world. In connection with this, it might be worth looking 
into what has happened in the advertising sector in China during COVID-19 period.

Advertising in China During COVID-19 Pandemic

Before coronavirus, the advertising market was expected to reach to $865 billion USD by 2024. Corona-
virus has made it imperative to reconsider this expectation since the pandemic has led to an immediate 
decrease in advertising spending. Publicis data belonging to the first quarter showed that year-on-year 
revenue in China decreased by 15%. Countries in Europe saw an average reduction of 9%; Germany 
and France fell 7% and 12% respectively (Li and Hall, June 8, 2020). Prior to COVID-19, digital ad-
vertising was dominant. While digital advertising accounted for 45% of the e-commerce transactions, 
mobile payment penetration was three times higher than that of the US. COVID-19 has accelerated the 
consumption of digital technology in the country. About 55% of the Chinese customers have used online 
shopping after the crisis reached a peak. In healthcare, interactions among pharmacies, physicians, and 
patients have inreased (Seong et.all, 2021:12-13). Consumers in their 20s and 30s have begun to save 
money like they did in the rest of the world and Chinese consumers have begun to show more interest in 
insurance and purchasing healthier and eco-friendly products in the wake of COVID-19 (Seong et.all, 
2021:14). Therefore, the consumers’ preference of more cautious, eco-friendly, healthier products, and 
the inclination to purchase only their primary needs and not to spend money across the world has also 
been observed in China. Even though a sharp fall has been recorded in Chinese advertising spending, 
the advertising investments have grown, especially in digital advertising, in the following period as it 
did in other countries.
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In the wake of pandemic, it has been emphasized that outdoor advertising has experienced a fall and 
the sectors such as restaurants, entertainment, and travel have been adversely affected by this crisis. On 
the other hand, there have been positive developments in this field as well. For example, the merging of 
the digital with outdoor advertisements and QR code application has reduced its cost and increased its 
effectiveness. Besides, people can enjoy 3D technology without using glasses and the power of LED-
equipped drones in outdoor commercials (Cheung, 2021). It can therefore be stated that although there 
has been a significant fall in the outdoor, film, and travel industries at the beginning of the pandemic, 
a remarkable growth has been recorded in the field of digital advertising in China during the pandemic 
period with the intense use of QR code, drone, and 3D technology in which the boundary among social 
media, digital media, and outdoor platforms has been eliminated in 2021.

China’s digital ecosystem has the most sophisticated structure in the world, with 850 million internet 
users. The constant pursuit of innovation by large technology companies and risky investments in impor-
tant digital technologies have led to a rapid evolution of China’s digital landscape before the COVID-19. 
Meanwhile, the virus outbreak enabled the emergence of new digital solutions necessary for companies 
and consumers that are forced to practice physical distancing, led to the rapid growth of ‘stay-at-home 
economy’, and has transformed the consumer and employee behavior in various ways (Boudet et al., 
2020). For example, Nike hosted workouts for consumers who had to stay at home on its mobile apps, 
rekindling demand and providing 80% increase in engagement, as well as more than 30% increase in 
first-quarter digital sales in China (Bowman, 2020). During the lockdown period, companies employed 
a variety of digital tools to stay connected with customers, even in those sectors that traditionally rely 
on physical interactions. For instance, a leading real estate company launched ‘virtual showrooms’ and 
online consultations through a WeChat mini program. (Mengmeng, 2020). During COVID-19 many 
remote working applications that have fundamentally changed the dynamics of the industry have become 
increasingly important (Analysys Qianfan, 2020). In connection with this, telecom companies in China 
have maintained their goal of developing 5G technology for next generation communication and carried 
on their works in that direction despite the pandemic (Jiwei, 2020).

In a research conducted by the UN revealing the effects of COVID-19, it has been stated that the 
customers who thought that this process would affect online shopping the most were Chinese customers 
(United Nations Conference on Trade and Development, 21) and Chinese customers mostly preferred 
domestic applications for their online shopping, with 92% Alipay and 70% WeChat (United Nations 
Conference on Trade and Development, 29). In the same research, it has been emphasized that the type 
of advertisement that the online consumers in China shared the most was the online video ads that were 
aired on mediums such as YouTube

(United Nations Conference on Trade and Development, 31). Another striking finding from the 
research is that Chinese customers were enthusiastic about using different mediums while shopping on 
digital platforms after COVID-19 outbreak (United Nations Conference on Trade and Development, 
31). As marketers invested in short video, e-commerce, and social media, digital advertising revenue in 
China grew 23% in 2020. This growth was demonstrated in R3’s latest China Media Inflation Trends 
report, which also found out that Chinese digital giants Baidu, Alibaba, and Tencent increased their 
dominance in the market from 65% to 69% in 2020. The following findings were also obtained in the 
research reports (Lim, 2021):
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• Through their commercial activities on social media, key opinion leaders (KOLs) provided en-
gagement and conversion, and they became the fastest-growing media type in terms of media 
investments in 2020.

• Short videos on platforms like Douyin, Kuaisho, and Bilibili served to specific target audiences 
and they showed rapid growth. With regard to digital advertising revenue, short video outper-
formed e-commerce by 39% in 2020.

• It is predicted that mobile internet will grow in 2021.
• It is stated that 2021 will witness a remarkable growth in outdoor advertising with the use of Mega 

LEDs.
• CCTV and the top four satellite TV companies (Hunan Satellite, Jiangsu Satellite, Zhejiang 

Satellite, and Dragon TV) will give similar price offers while local television companies will try 
to attract advertisers with better prices.

On the other hand, it is stated that gaming industry in China has made rapid progress and luxury 
brands in particular have effectively used this field to attract Generations Y and Z. Luxury brands like 
Louis Vuitton, Moschino and Prada made investments in the ACG (Anime, Comic, and Games) subcul-
ture in China and technology, food & beverage, and sports brands also benefited from this field. Video 
games, considered an escape route for Chinese consumers, have been among the digital platforms that 
grew in popularity during the pandemic period. In addition to this, marketing strategies of the brands 
during this period also drew on the power of the virtual influencers just like in the West. For example, in 
Tencent’s game called QQ Dance, Xing Tong -a virtual idol- became the brand ambassador of Li Ting, 
a sportswear brand from Beijing. He appeared in a campaign of Levi’s during Shanghai Fashion Week 
and the brand thereby achieved to have millions of fans in real life. While virtual influencers appeared on 
stage with their first virtual version during Bilibili Macro Link concert in December 2020, in Kuaishou’s 
Spring Festival held in February 2021, real life performance artists like the folk singer Tengger and art-
ists created in computer environment such as AC Niang and digital avatars such as ‘Selu’ were brought 
together. Virtual influencers are also becoming a valuable instrument for brands that are interested in 
drawing advantage from China’s e-commerce livestreaming boom (Booker, 2021). In that regard, even 
though China has experienced a fall in advertising investments in the first phase of COVID-19 process, 
it has had the chance to become stronger in digital advertising particularly thanks to the innovations on 
digital platforms and its powerful digital activities in 2020-2021.

Linguistic and Visual Analysis of the Advertisements 
in China during COVID-19 Period

The Goal, Scope, and Limitations of the Research

In this study, 10 advertisements that were aired and found successful in China during COVID-19 period 
will be analyzed linguistically and visually and what these brands emphasized in terms of their linguistic 
and visual attributes will be evaluated. Within the scope of this study, advertisements that can be ac-
cessed over internet have been addressed.
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The Universe and Sample of the Research

The commercials that were aired and deemed successful in China during the pandemic and that can be 
accessed through internet constitute the universe of the research. 10 advertisements were chosen through 
convenience sampling method and they were analysed.

Research Questions

This study attempts to seek answers to the questions indicated below:

1)  What is the most frequently used element in the commercials that were aired in China during the 
pandemic regarding the affect dimension?

2)  What is most frequently used expression in the commercials that were aired in China during the 
pandemic in the linguistic affect dimension?

3)  What is the most frequently used visual in the commercials that were aired in China during the 
pandemic in the visual affect dimension?

Research Methodology

This research provides a linguistic and visual analysis of commercials in accordance with happy/un-
happy, in/security, dis/satisfaction, and dis/inclination categories within the affect dimension of Martin 
and White’s appraisal theory that they developed in 2005. For this end, a visual and linguistic analysis 
of the commercials has been made in consonant with the goal of this study.

The Analysis of the Research and Its Findings

In the study, linguistic and visual analysis has been carried out in the context of affect dimension. You 
can see these analyses in Table 1 and Table 2.

As can be seen from Table 1, the most frequently used element in linguistic affect dimension is security 
followed by happiness and inclination. The fact that all the advertisements give the message of security 
from beverage to food, sportswear to accommodation demonstrates that the brands have chosen the right 
element for creating linguistic impact against the climate of chaos and incertainty during the pandemic. 
The second most frequently used element is happiness, which can be attributed to the fact that it was 
used to provide orientation to people so that they could cling to life in a country where the pandemic 
started and first great losses were incurred. The third most frequently used element is inclination, which 
demonstrates that consumer-oriented advertisements were given weight to during this period as well. 
Even though the pandemic is a worldwide crisis, the fundamental thing is what the consumer wants. For 
this reason, the positive impact characteristic comes to the fore in the impact dimension.
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As can be seen in Table 2, the most frequently used element in visual affect dimension of these ad-
vertisements is security followed by happiness and inclination. The fact that the security message is also 
delivered visually demonstrates that brands have chosen the right element to use against the climate of 
chaos and uncertainty of the pandemic. The second most frequently used element is happiness, which 
can be attributed to the fact that it was used to provide orientation to people so that they could cling to 
life in a country where the pandemic started and first great losses were incurred. The third most fre-
quently used element is inclination, which demonstrates that consumer-oriented advertisements were 
given weight to during this period as well. The parallelism between the visual and linguistic elements 
is valuable in terms of ensuring the effectiveness of the advertisement communication process in the 
target audience. It can be said that the brands have become successful in advertisement communication 
during this process. In the visual analysis, positive features were used as well. In accordance with these 
findings, the most frequently used element, security, indicates that the brands were aware of the fact that 
the individuals were in pursuit of security during the pandemic.

SOLUTIONS AND RECOMMENDATIONS

Since this study is limited to the pandemic period, it is no coincidence that the most frequently used ele-
ment was found to be ‘security’ in the advertisements. During a time when the negative feelings affecting 
the entire world such as anxiety and fear were intense, the fact that the brands active in China preferred a 
communication language based on positive feelings such as ‘security’ and ‘happiness’ is a proper strat-
egy and it provides an effective communication method. It is thought that it would be a sound strategy 
for brands to use this narrative language in their communication language until the pandemic is over.

FUTURE RESEARCH DIRECTIONS

In this study providing a linguistic and visual analysis of 10 advertisements that were aired and found 
successful during the pandemic period, the sample of this study has remained limited both in terms of 
language and access to advertisements. In the future, a wider selection of advertisements consisting of 
advertisements both from traditional and digital mediums could be used for analysis to examine the 
advertising style of the country. In addition, the attitudes that these advertisements create and the con-
textual properties of these advertisements can be compared.

CONCLUSION

The advertisement sector in China is a professional and dynamic sector that is directly affected by the 
developments in the economy (Li, 2016:64). Having made a name for itself with its historical, cultural, 
and technological developments and its economic power, China has once again made an indelible mark 
in the world history toward the end of 2019, with the outbreak of COVID-19 virus.
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One of the most important dynamos of the country’s economy, advertising sector is not limited to 
Chinese borders. The activities of both local and foreign brands in the country have increased the invest-
ments in advertising communication works in this field. In this regard, China has become the country 
with the greatest share in the advertisement market after the US. Historically, it can be seen that the 
socialist advertising approach that relied on a controlling state governance and Marxist philosophy slowed 
down the development of advertising in the country, and even halted it at times. Back then, advertising 
did not have any positive connotations. With the approval of foreign products in the country after 1970s 
and the accession of China to the World Trade Organisation, the country shifted to a capitalist way of 
advertising. Since then, Western products have appeared in advertisements and been on sale in China. It 
can also be observed that a Westernized language and advertising approach has been gradually embraced 
and advertising has taken on a positive meaning. During COVID-19 period, as it has been observed 
across the world, China has been the first country to experience the greatest loss compared to any other 
country in advertising investments due to being the first country that underwent this process. Although 
China suffered heavy losess in the beginning of the pandemic, it has entered a stage in 2020-2021 when 
its digital advertising investments and practices in particular have become stronger. China has produced 
successful works in many different digital advertisement types such as using e-commerce, artificial 
intelligence, QR code, and game-oriented advertising, and the popularization of Key Opinion Leaders. 
The brands’ messages such as ‘Stay at home’, ‘Practice social distancing’, ‘Wash your hands’ during 
the first stages of the pandemic also appeared in China like the rest of the world. As can be seen in this 
study as well, in the advertisements that have been found successful during the pandemic, the element 
of security has come to the fore both linguistically and visually in the affect dimension.

Consequently, China is one of the biggest advertisers and markets in the world with its population, 
growing economy, and technology. Although it landed huge blows during the first phase of the pandemic, 
it has been continuing to make rapid developments with the implementation of practices that turn the 
crisis at hand to opportunity. We don’t know how long the pandemic will last; however, it is considered 
important that the brands who will give advertisements in this market focus on studies that are respectful 
toward the nationalistic values coming from China’s socialist advertising tradition and reflect the times 
we live in and Western modernity, with a focus on digital communication channels, and advertising 
communication that is based on a reliable and sincere language.
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KEY TERMS AND DEFINITIONS

Capitalist Advertisement: Advertisement based on capitalist philosophy.
China: The world’s most crowded country.
Coronavirus Disease (COVID-19): An infectious disease caused by SARS-CoV-2 virus, that broke 

out in Wuhan, China and rapidly spread to the rest of the world.
Key Opinion Leaders: Institutions or people with powerful social status and whose word is trusted 

and listened to while making an important decision.
Sina Weibo: Combining Facebook and Twitter, Sina Weibo is a microblog used in China.
Socialist Advertisement: Advertisement based on socialist and Marxist philosophies.
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ABSTRACT

This chapter focuses on the development of social media advertising in China, especially influencer 
marketing through social media posts. More specifically, this study examines how the personal traits of 
social media influencers, the characteristics of the content posted by them, the form of advertising, and 
the users’ personal preferences influence the effectiveness of these influencers’ advertising. Through this 
research study, the authors conclude that social media influencers in China act as great assets to adver-
tising and in recent times have gained the attention from many brands. During COVID-19, social media 
usage increased dramatically and helped influencers increase their followership. In an ever-accelerated 
pace of this digital and social era, it is worthy for brands to rethink how to collaborate and partner with 
these influencers. It is also significant for influencers to think about how to maintain long-term relation-
ships and garner meaningful interactions with their fans and fellow influencers.
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INTRODUCTION

The COVID-19 pandemic has bought in many changes in the way humans interact, it has increased the 
social distance and isolation, it has reduced the social interaction. While the physical world was under-
going drastic changes, so did the digital world. Now people spend more time online. This has provided 
opportunities for many online businesses and made traditional businesses reimagine the way they take 
their offering to the customer and promote their products and services. Online shopping and online 
commodity recommendation has attracted the attention of businesses. According to the report released 
by China Internet Network Information Center in April 2020, due to the impact of COVID-19, the time 
spent on the Internet by Chinese individuals has significantly increased. According to the survey of online 
consumers in 19 countries done by United Nations Conference on Trade and Development (2020), over 
3000 consumers form nine countries were asked if they were shopping more often online than before the 
outbreak of the COVID-19 pandemic. Amongst 227 respondents from China 31% strongly agreed that 
their online shopping has increased and 47% of them agreed. That is nearly 8 out of 10 people agree that 
their online buying behavior has changed or increased after the pandemic. It was stated by Influencer 
Marketing Benchmark Report (2021) that despite all the uncertainties caused by COVID-19 in 2020, 
influencer marketing is still a highly popular and effective form of marketing.

Nowadays, most mobile phone users shop online and can be targeted with different formats of online 
advertisements. According to the 49th Statistical Report on Internet Development in China (2022), by 
December 2021, China’s online shopping users had reached 842 million, accounting for 81.6 percent 
of the total number of Internet users in China. There is no doubt that, brands are fighting to capture 
consumers’ attention through online advertising.

According to the Forecast of China’s Media Industry released by GroupM (2021), in the last five 
years, when it comes to expenditure for media in China, Internet ranks over all other media formats 
including TV and radio. Also, the share of Internet advertising spending has reached nearly 90%. 2021 
KOL Marketing White Paper proposed that short videos and promotions by key opinion leader (KOL) 
are the “double focus” of advertisers’ social marketing in 2021. Therefore, when we focus on the ad-
vertising industry in China, we cannot ignore the marketing role of KOLs and social media influencers.

Brands use social media influencers to create appealing content and advertise their products and 
services to the appropriate audience base. The volume of sales they bring can be used to measure the 
effectiveness of the advertisements. According to the return on investment (ROI) of influencer marketing 
infographic released by GRIN which is a website related to influencer marketing and creator management, 
the ROI generated by influencer marketing can be 11 or even more times higher than that of banner ads. 
A worldwide survey by Statista (2020) states that 60% of the marketers involved in the research agreed 
that influencer marketing has a better ROI. Therefore, we need to measure the effectiveness of the said 
advertising campaign by observing consumers’ engagement and reactions to it, especially their purchasing 
behavior. Before we dwell into social media influencers and consumers, attention should be paid to the 
popular social media platform in China. If we were to rank all social media platforms according to daily 
user activity, WeChat, TikTok and Kuaishou will top the list, followed by Weibo, Bilibili and Xiaohongshu 
according to the White Paper by a 2021 KOL Marketing. Different types of brands prefer different kinds 
of social media platforms and formats of advertising. Zhu (2014) claimed that newly emerging social 
e-commerce platforms such as Xiaohongshu, Mogujie, and Meilishuo employ user-generated content as 
a key tool to help online shoppers. This paper will focus on said platforms that are leveraged for online 
advertising and explore their social media influencers and influencer marketing trends.
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With the rise of these social media platforms, social media influencers are now recognized as an ef-
fective via medias for brands to gain attention from the audience and influence their purchasing behavior. 
According to Djafarova and Trofimenko (2018), influencers are social media users who have received 
significant attention from other users and gained a sizable network of followers. Zhu and Chen (2015) 
also pointed out that in addition to being content creators, these influencers can also act as content 
strategists. Since they already possess a good understanding of the needs of the consumer given that 
they are sometimes part of the target audience themselves and also their extensive interactions with their 
followers, they can provide more attractive advertisement and increase the possibility of consumption. 
A social media influencer is also known as a social media influencer (SMI). The content sponsored by 
SMI usually comes in the form of product reviews.

As Evans et al. (2017) reported that a SMI both creates and publishes a post (one that might include 
pictures, video, audio or text), advertising the product or service through various channels such as In-
stagram, YouTube (Vlogs), Twitter and Blogs. Additionally, these posts are sponsored (also known as 
paid-sponsorships) by the brand sponsor, creating a win-win for the brands and influencers. So, more and 
more brands are beginning to seek out social media influencers (SMIs) for marketing promotions. Direct 
comparisons of influencers and celebrities have found that online ads featuring influencers elicited more 
wishful identification, homophily, and trust than celebrities (Schouten, Janssen, & Verspaget, 2020). 
Generation Z who are the newest generation born between 1995 and early 2010s (Priporas et al., 2019), 
consumes content more than any other age groups (Adobe, 2018). Generation Z is the largest generation, 
constituting approximately 32% of the global population (Miller and Lu, 2018) and they appreciate the 
communication of brands on social media (Vitelar, 2019) particularly through SMI as they find them 
more authentic (Wolf, 2020). Recommending products and brands through influential people on social 
media platforms can more effectively convince consumers, rather than using traditional advertising.

On social media platforms, apart from the individualistic influence social media influencers is able to 
achieve, the contribution of algorithms that run on the background cannot be ignored. With the informa-
tion provided by users about their likes, dislikes, tastes and preferences, personalized advertisement has 
become a preferred way for digital advertisers to interact effectively with users (Chung, Wedel, & Rust, 
2016), promoting the growth of social commerce. Howard and Kerin (2004) pointed out that users tend 
to have higher purchase intention for the product recommended in these personalized ads. Researchers 
found that users perceive personalized ad content as more appealing and more connected to their inter-
ests, and have higher purchase intentions for the product recommended in personalized advertisements 
(Howard & Kerin, 2004; Lambrecht & Tucker, 2013).

According to Chung-Wha (Chloe) Ki et al. (2020), few studies have explored the combined impact 
of individual traits and content-driven traits of SMIs on followers. Therefore, this paper focuses on the 
influence of different traits of social media influencers and its impact on consumers’ purchasing behav-
iors. In this paper, hypotheses that are to be tested and the methods of testing are discussed. Through the 
research, we can establish that influencers should continue creating interesting and attractive content as 
this is the most popular advertising channel nowadays. They should ensure to be both interactive and 
considerate when cultivating and growing their network of followers and also exert the same to their 
extended community, in order to have a stable and loyal consumer base.
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ADVERTISEMENT IN CHINA

According to the Annual Insight Report on China’s Online Advertising Market conducted by iResearch, 
the scale of online advertising market in China reached 646.43 billion yuan as of 2019. In the long run, 
based on the continuous optimization of marketing structure by internal enterprises, the widespread popu-
larization of 5G technology and the growing success of new marketing formats such as live-streaming, 
stories and short video, the advertising market will enter a stage of upward growth. According to Xia 
(2020), the advent of social media networking has enabled advertisers to promote their products and 
services on social media platforms.

According to the Forecast of China’s Media Industry released by GroupM (2021), in terms of me-
dia spending, compared with different media, the investment of the Internet is currently the highest. 
Sales and Marketing teams in China regard social media as a critical tool in building relationship with 
their customers (Niedermeier et al., 2016). Figure 1 shows the share of expenditure on different media 
platforms. It is worth noting that compared to other media platforms, the value of connection build on 
social networking platforms will become more important because “trust” plays an increasingly critical 
role in consumer decision-making. The interpersonal network that is behind the success of the growing 
social platforms will become a competitive field for advertisers. Advertising expenditure on social media 
channels is expected to increase by 14.2% year-on-year in 2022.

Moreover, it can be observed from the figure 2 that advertisers intend to increase the budget of on-
line media for their future advertising needs. Live-stream shopping is a new method that helps Chinese 
customers shop online. It has become both a tool for business marketing and a driving force behind the 
growth of e-commerce sales (Ma, 2021). Compared with other online media marketing methods, video, 

Figure 1. Share of media expenditure on different media platforms
Source: (GroupM, 2021)

 EBSCOhost - printed on 2/8/2023 11:26 AM via . All use subject to https://www.ebsco.com/terms-of-use



92

Research on Social Media Advertising in China
 

and live broadcast (live streaming) can not only convey more information in a short time, but also works 
in real-time and has highly interactive capabilities like live chat. Thus, helping enhance the authentic-
ity of the content and cultivate genuine interest from the followers. At the same time, video content 
in short videos formats and live streaming easily capture the users’ attention and helps manage users’ 
divided interests, non-availability of time and shorter attention spans. According to Cao et al. (2021), 
short video platforms are more widely used by people of all ages in China. Platforms like TikTok which 
can target users with topics that they have already expressed an interest in, avoiding advertising abuse. 
While browsing videos on a platform like TikTok the viewers are made to consecutively scroll the feed 
and are exposed to short promotional videos in between their watching of videos in their areas of inter-
est. Thereby making social media influencers into undoubtedly important communicators of the short 
video platforms. These influencers know how to get the viewers’ attention in video formats as short as 
30 seconds, which could be in form of reels, stories, or videos.

However, it is to be noted that targeting users on topics on expressed interests on social media, might 
lead to information cocoon. This can affect consumption of the users by exposing them to the same 
type of content again and again, based on their past impressions and interactions. Information cocoon 
occurs when users hear only what they want to hear, view what they want to view, and what confirms 
their own believes and experiences. But the problem starts to occur when the viewer is not very good at 
expressing their interest area, doesn’t know how to follow and react with the brands and use hashtags and 
other social media markers that starts to establish a user’s interest areas. Thereby they become targeted 
by demographic markers like location, language, gender, age group and so on. This carries forward into 
social media influencer marketing, especially when targeting through ad preference.

According to the research on marketing strategies being adopted by advertisers conducted by iRe-
search, as shown in Figure 3, the top 3 focus areas are on developing a digitized consumer community, 
creating quality content for content marketing and investing in self-owned online platform. A quick 

Figure 2. Different module that Chinese advertisers plan to increase marketing budget to
Source: (iResearch, 2020)
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Google search on the phrase “Content is King” will reveal that it is still popular as ever (Müller and 
Christandl, 2019). The cognition of Chinese Internet companies has gradually moved away from the 
traditional perspective of purely paying attention to data, resources, and price competition. Instead, they 
try to consider marketing operation and content marketing as competitive advantages. It is also worth 
noting that, social media marketing is able to do the above in an effective way, by helping cultivate and 
grow an online community, and in increasing the quality of content created and interactions fostered.

17 years ago, in 2005, YouTube uploaded the first-ever video making video sharing into a viral 
phenomenon. Almost all online and mobile platforms have made way for digital video content sharing. 
From short format recorded videos to live streaming, it is the newest by most lasting trend there is, in 
the visual heavy consumption trend of social media. The Internet world and app world has become a 
common advertising channel for different industries. According to the market insight on China’s internet 
advertising developed by QuestMobile AD INSIGHT (2021) different industries tend to invest differently 
on the online advertising. As seen in Figure 4, the beauty industry is the top spender on Internet based 
advertising, followed by food and beverage companies and e-commerce platforms. The beauty and skin 
care industry in turn spends different amounts on different media platforms. As seen in figure 5, they 
invest heavily on TikTok advertising than any other online media platform. As a short video platform in 
China, TikTok is also one of the most important social media platforms. TikTok attracted 100 million 

Figure 3. The distribution of marketing strategies being adopted by Chinese advertisers in 2020
Source: (iResearch, 2020)
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active users monthly in the US alone as of August 2020 (Sherman, 2020). It is stated by Zhu & Yang 
(2020) that TikTok’s advertisement revenue topped USD 27.2 billion dollars in 2020, thanks to its high 
levels of user traffic.

Figure 4. Share of online advertising spending of top industry in 2020
Source: (QuestMobile, 2021)

Figure 5. Share of Top 10 advertising media of beauty care industry in 2020
Source: (QuestMobile, 2021)
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With the boom of new media, people suffer from information overload on social media and other 
online platforms. Social media advertisements are enabled via page ads, sponsored posts and stories, 
sponsored direct messages, pop-up ads, celebrity endorsements and recommendations from social media 
influencers both online and on the app. For Chinese consumers, social media is an important channel 
to get information of various products. According to Statista Digital Market Outlook (2020), the market 
size of social media advertising was about USD $97.7 billion in 2020 and accounted for 27.5% of the 
total digital advertising market, globally. Meanwhile in China,31.8% of the digital advertising revenue 
comes from social media.

Communicating through social media is now an effective service that most brands use to interact with 
existing and potential consumers (Wajid et al., 2020). It can be observed from the figure 6 that from 2015 
to 2018, China has shown a steady increase in revenue when it comes to social media advertisement, 
and it is started taking a bigger share when compared to the overall online advertising investment and 
will continue to increase in the coming years.

The use of traditional one-way communication to enhance consumer perception and boost favorable 
attitudes towards product value has been dramatically losing its persuasive influence because of the 
overwhelming use of social media like Facebook to connect with peers (Akar and Topcu, 2011; Kim 
and Ko, 2010). It is stated by Mahmud Akhter Shareef et al. (2019) that most of the fastest-growing 
companies are eagerly striving to promote product awareness and exposure to gain a favorable percep-
tion through viral marketing on social networks.

Figure 6. Share of Social Media advertisement in the total online advertising revenue in China from 
2015-2022
Source: (iResearch, 2020)
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THEORETICAL FRAMEWORK

Social Media Influencers

Given the evolution and rapid development of the Internet, social media platforms have become important 
via medias for people to interact and connect with others in daily life. People can not only see a variety 
of posts about the lives and lifestyles of others on social media, but they can also obtain information on 
the different products and services they need and want. Social media can be used to develop one’s own 
circle of friends, at the same time creates an avenue to follow and connect with celebrities and some us-
ers who have attracted a huge followership and fanbase in a specific field. It is reported by Sundermann 
and Raabe (2019) that the SMIs are different from the rest of the social media users. They can develop 
a more substantial network of followers and build high quality, dynamic and intimate relationships with 
their followers. According to Evans et al. (2017), social media influencers become opinion leaders, and 
their social media statuses lie between being celebrities and being friends, and this new form of users 
were made possible as social media opportunities have boomed. Jerslev (2016) stated that SMIs also dif-
fer from traditional celebrities who seek an accentuated distance from consumers. Celebrities are known 
for their non–social media activities (e.g., sports, music), influencers are “born” on social media, where 
they develop the main activity for which they are known for (Schouten, Janssen, & Verspaget, 2019; 
Tafesse & Wood, 2021). Followers and consumers consider SMIs as more approachable, credible, and 
similar to them (Schouten, Janssen, & Verspaget, 2020).

At present, with their wide-spread reach, social media influencers can help many businesses adver-
tise their products and services. MCN (Multi-Channel Network) is a new mode of economic operation 
among social media influencers. It is stated by Jacob and Kevin (2016) that an MCN is any entity or 
organization which either partners with content creators or directly produces a variety of distinctive 
content and works to perform business and marketing functions on the platform in which said content 
is released. This mode combines professionally generated content (PGC) of different types of contents 
and formats like video, audio, blog posts, images and so on to ensure the continuous content generation 
with a strong and continued capital support and the stable realization of business. The growth of MCN, 
as seen in figure 7, shows that the market for social media influencers and the demand for high-quality 
content is growing.

In the previous discussion, KOL was mentioned and will be introduced in detail in the subsequent 
discussion. Although the topic in discussion is related to SMI, KOLs are quite similar to them. As stated 
by the Influencity Blog that the main difference between KOL and SMI is that KOLs do not use blogging 
as their main via media, and don’t identify themselves as bloggers. Some of the products they recom-
mend on the social media are for advertising purposes and some are to share their personal or real-life 
use experience, while SMIs are full-time bloggers. At present, the line between social media influencers 
and KOL is blurring because when KOLs reach a certain followership and fanbase, they also collaborate 
with brands to promote products and become like SMIs. SMI and KOL are actually people of similar 
nature, and one can become both if intended or move from being one to another.

According to the KOL White Paper (2021) jointly released by China Advertising Association and 
Miaozhen System, social media influencers on each platform can be divided into five levels. If we create 
a pyramid structure for influencers, they fall into the super-head level, head level, shoulder level, waist 
level and tail level based on their number of fans. The KOL who are super-head level on Sina Weibo 
(a Chinese microblogging platform) have more than 10 million fans. Different kinds of KOL play dif-
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ferent role in advertising. For example, KOL who have ten million fans will create a topic and make 
it popular quickly, establishing them as trend creators, from trending content to trending hashtags to 
trending online challenges. According to Wang et al. (2020). The KOLs can be categorized into common 
users, miniature KOLs, medium KOLs and top KOLs based on the number of followers they have, and 
they get classified as experts in a particular field by having verified accounts, and the information they 
provide on a homepage. For instance, one can notice words like ‘official account’ or ‘official page’ to 
know if the source of information is authentic. On platforms like Instagram, you will notice a blue color 
icon with a tick mark next ot the username, that indicates that a particular account is verified. On video 
sharing platforms when a paid promotion is occurring, the video gets tagged as one that contains a paid 
promotion, and if the user is promoting a product without any affiliation to the company, they have by 
themselves started declaring that it is not a paid promotion. This also helps us know if the authenticity 
of the information the KOL is providing.

Figure 8. KOL classification
Source: (Miaozhen Systems & China Advertising Association, 2021)

Figure 7. Number of MCN institutions in China from 2015-2019
Source: (iResearch, 2020)
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KOL are not just judged by number of followers but also the activity status of the followers. It is 
proposed by QuestMobile NEW MEDIA in Cross-platform KOL Ecology Research Report (2021) that 
head-level KOL refer to the people who capture the top 5% of active followers on the platform. It is 
pointed out by Wang et al. (2020) that top KOLs tend to register a higher average participation frequency 
and more average interaction when compared to other users. People place higher trust on the information 
provided by the top KOLs. Head-level KOL in Weibo (a microblogging platform) and Xiaohongshu (also 
known as RED, is a social media and e-commerce platform) attract more attention from female users, 
while other platforms have a balanced gender ratio. The majority of active fans of head-level KOL on each 
platform are young people under the age of 30, among which Bilibili (nicknamed B Site in China, is a 
Chinese video sharing website). has a prominent feature of youth, while WeChat (a multi-purpose instant 
messaging and social media platform) public accounts are more attractive to people over the age of 36.

KOL from different social media platforms have different characteristics, thus the content posted by 
them can be different. Music, dance, film and television entertainment and food are popular on TikTok 
(a short-video sharing platform) while content about pet, lifestyle and parent-child is more attractive 
on Kuaishou (video-sharing app). Based on the content system of hot recommendation and forwarding 
mechanism, Weibo has become the base camp of content for entertainment. Celebrities and KOL of film 
and television entertainment are the most active. On the WeChat public account platform, users care 
more about the quality of text. In the fields of education, finance, and economics KOLs are well devel-
oping (Cross-platform KOL Ecology Research Report in 2021). Given the scalability of the internet and 
speed of diffusion, content creators and contributors can rapidly gain an increasing number of engaged 
followers and increase their popularity in specific fields (Tan, 2017). The more this occurs they start 
becoming trusted and credible sources of information to their followers and thereby get scouted by brands 
for partnerships. Social media influencers are becoming more powerful than celebrity endorsements 
and create much better impact for brands. The KOLs are breaking the traditional marketing barriers like 
cost and are challenging the formats: which have primarily been TV, magazines, and billboards. Also, 
KOLs bear higher relatability to the user because they are like the people they are endorsing to; their 
backgrounds, age, socio-economic statuses, sometimes even looks are similar to that of the consumer.

Influencer Marketing

Social media influencers who can help to develop communities of consumers and influence consumers’ 
buying behavior are important for brands to create content and / or promote their products and services. 
Influencer marketing also leverages on the power of word of mouth – wherein an individual working with 
a brand starts to attract other users. If we are to infer from Thomas Smiths book “Successful Advertising” 
we can see that “more frequency equals more effectiveness”, and by using influencer marketing, brands 
can make sure that their products, and its benefits are repeated again and again. When people around us, 
similar to us, are talking about a topic, it draws on our attention. Influencers are a league apart because 
they have heavy followership, drawing even more attention to a message.

It is proposed by InfluencerMarketingHub (2019) that influencer marketing can be defined as marketing 
communications in which influencers promote a brand’s offerings on their own social media pages. It is 
worth mentioning that in addition to social media influencers who can influence consumers’ consump-
tion behaviors, KOC groups can also influence people around them by sharing shopping experiences. 
According to Duan (2019), the so-called KOC, or “Key Opinion Consumer”, expresses true feelings, 
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shares life experiences and communicates with other consumers based on their identity as a consumer 
group. The relationship between consumers and social media influencers is illustrated in the figure 9.

It is pointed out by Kim (2021) that influencer marketing can be viewed as multi-layered relationship 
marketing involving influencer, consumer, influencer-brand, and brand-consumer relationship. According 
to Lubna (2021), as the social media influencer’s (SMI) power increase, consumers and viewers are likely 
to transfer the SMI’s personal characteristics onto the promoted brand(s). In a related topic, consumers, 
and viewers (even if not users) can acquire some of the norms, attitudes, motivations and behaviors of the 
SMI’s and can also act favorably towards the products and services promoted by them, thereby making 
brand affinities. There is a level of blind faith we start developing on the SMIs we follow. So, we can 
observe a growing connection between brands and social media influencers. Moreover, more and more 
people have opportunities to become social media influencers with the rapid growth of social media.

The market size for influencer marketing worldwide has been on a rise from 2016 through 2021. 
According to Statista Research Department, the market size rose from $3 billion to $9.7 billion in just 
three years (please mention year over here or last three years). In a Chinese consumer survey conducted 
by Rakuten Insight in October 2020, 81% of respondents who followed at least one influencer on social 
media said that they have bought products endorsed by influencers. A large number of these respon-
dents were convinced by the promotion of influencers. It can be observed from the research of share of 
consumers who follow social media influencers in Asia Pacific done by Rakuten Group (2020), China 
ranked the first, which can show the popularity of social media influencers in China. It is pointed out by 
Chung-Wha (Chloe) Ki et al. (2020) that influencer marketing has become an integral part of retailers’ 
digital marketing strategies, as they believe that this new marketing method can effectively translate 
into higher profits. According to the Forecast of Advertiser & KOL Marketing Market Inventory and 
Trend (2021), in 2020, the market size of influencers reached 67 billion yuan, up 37% year on year. 
Also, brands use multiple marketing methods to fully stimulate users’ enthusiasm and improve market-
ing efficiency through influencers.

Figure 9. The relationship between different subjects (Authors)
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Fertik (2020) said that influencers have been proved to be effective in marketing. Enterprises tend to 
prefer influencer marketing as their main marketing method on social media. Influencers use the social 
capital accumulated by their high levels of interactions and long term relationship and trust they have 
built with their followers to collaborate with enterprises to endorse products, services and brands thus 
performing influencer marketing in a subtle but effective way.

Yu and Hu (2020) illustrated that in social media marketing, influencer endorsement is a widely used 
strategy. It is said by Zhou et al. (2021) that SMIs are increasingly involving in influencer marketing 
to promote products. People often search for product information on traditional e-commerce platforms. 
They can also gain information through social media, acquaintances’ recommendation and so on.

Figure 10 shows the shopping platforms well known to consumers. Among these platforms, in addi-
tion to China’s largest online shopping platforms like Taobao and JD, social media such as Xiaohongshu, 
which is popular among the younger generation, also provides purchase services (e-commerce) in the app 
in addition to being a social media platform. The influencers can recommend a product, then provide a 
link in the post for consumers to buy with one click.

As seen in figure 11, social media is becoming a popular way for consumers to get information 
about products. A large proportion of influencers of these social media can provide information about 
the products and services they are promoting on the platform. For example, Li Jiaqi also knows as the 
“Lipstick King” is a famous Chinese live-streaming influencer who became legendary for selling 1.7 
billion in goods under 12 hours. A conservative estimate of Li Jiaqi’s livestreaming sales was over one 
billion RMB (Hua et al., 2021). He is a popular influencer on Sina Weibo in China.

Figure 10. The shopping platform well known to consumers
Source: (Miaozhen Systems & China Advertising Association, 2021)
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Many influencers on Xiaohongshu have their own online communities and they regularly publish 
product recommendations based on their use experience, which can help to expand the influence. In this 
case they are acting as consumers themselves, so followers don’t just see a product or service endorse-
ment, but someone using it in real-time and real-life contexts. This increases both the possibility and 
potential of growth for social media marketing.

In China, the marketing value of KOL is different in different industries. For the beauty and makeup 
industry, Li Jiaqi and Wei Ya are very well-known in China. They were not celebrities or popular people 
in the traditional sense, but they were stars born on the social media platform, so they may not be star 
or popular people before social media, but now they hold almost celebrity like fame and popularity. 
Ma (2021) claimed that live-streaming commerce has grown explosively in China, and the extensive 
lockdowns caused by the COVID-19 pandemic propelled its growth further. Li Jiaqi and Weiya bring 
considerable sales to beauty makeup brands through live broadcasting. At present, there are also a lot of 
social media influencers from different fields being seen by beauty brands. From figure 12 we can draw 
a conclusion that the KOL in beauty makeup industry have the highest value. These influencers promote 
products by sharing usage experience and analyzing how it works on different people.

Figure 11. The proportion of consumers getting information from different social e-commerce platforms
Source: (DATA100 Insight; Internet Society of China; Sina.com.cn; Various sources (Chuangqi e-commerce research center), 
2020)

 EBSCOhost - printed on 2/8/2023 11:26 AM via . All use subject to https://www.ebsco.com/terms-of-use



102

Research on Social Media Advertising in China
 

CHARACTERISTICS OF BUSINESS TRANSFORMATION OF CHINESE SOCIAL 
MEDIA INFLUENCERS SECTOR BEFORE AND AFTER THE COVID-19

The COVID-19 pandemic deeply impacted the economy of different countries. Global events tend to 
create long-lasting and widespread impact, both positively and negatively. Being one such event, the 
COVID-19 pandemic could change how we see the world, the ways we think, the way we interact and 
communicate and possibly even our very lifestyles. In addition, the pandemic might have a profound 
impact on Corporate Social Responsivity (CSR), consumer ethics, and basic marketing philosophy (He 
& Lloyd, 2020). There are many critical success factors for a company’s CSR initiative, amongst which 
are companies’ involvement with the local community and local government. Companies aim to not 
only create awareness of their services, but promote responsible and safe consumption, use and disposal 
of their products and services. That means they need to start influencing both their employees and their 
consumers and at times society at large. They want to showcase what they stand for and care for, and 
this is a great premise for engaging social media influencers. This has also significantly changed the 
CSR activities they chose to involve in and the ways in which social media influencers are promoting 
the product. For instance, many brands came forward to showcase how they are performing no contact 
delivery services, how they have vaccinated their employees, how they have sanitized their work envi-
ronment. During this pandemic, many influencers in China helped farmers who have difficulties selling 
products during the epidemic through live-streaming platform, thereby creating new ways of reaching 
the customer, for providers who don’t have a formal brand, product or service. But according to Statista 

Figure 12. Marketing value of KOL in top 10 industries in 2020
Source: (Miaozhen Systems & China Advertising Association, 2021)
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Digital Market Outlook (2020), amongst all digital advertising segments, social media and video sharing 
platforms are least affected by the pandemic. According to the research done by iResearch (2020), in the 
first quarter of 2020, China’s social advertising revenue reached 16.3 billion yuan, down 14.9% from the 
previous quarter and up 30.3% compared with the same period last year, reflecting the increased time 
users spent on social media platforms during the pandemic lockdowns. There was also a sharp increase 
in advertising exposure and the improvement in advertising delivery efficiency.

Many scholars have studied the psychological changes of consumers under COVID-19. According to 
Ngo et al. (2020), in the post-COVID-19 pandemic era, empathy, which is putting yourself in someone 
else’s shoes, and the ability and desire to appreciate others’ emotions and perspectives, was considered 
one of the essential elements of NPD (New Product Development). Customer / User Empathy is con-
sidered as the primary driving force for Integrated Social Media Interaction (ISMI) strategy and is even 
more relevant in highly competitive global marketplace where brands suffer both from direct and indirect 
competition. The research done by He and Lloyd Harris (2020) shows that during the pandemic, there 
has been a positive impact of social media in the new product development phase. This can be attrib-
uted to the rapid online shift that the pandemic has forced many companies to take, pushing even the 
most traditional ones to do so, in order to survive. When moving online you start getting used to newer 
research methods, trends, analytical tools, feedback systems and learning curve is much faster. Accord-
ing to Sandip Rakshit et al. (2021), the use of social media networks as a source of knowledge for new 
ventures (products and services) is a systematic component of the new product development process for 
existing small and medium sized enterprises (SMEs) during the COVID-19 pandemic.

During the pandemic, the use of social media for information browsing and communication has 
undoubtedly become a great choice for people to spend time at home. As seen in figure 13 increasing 
number of people said they have been spending more time on social media during the pandemic.

Figure 13. People in different countries who spending more time on social media during the pandemic
Source: (Miaozhen Systems & China Advertising Association, 2021)
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The outbreak of COVID-19 has forced people to stay at home, leaving them with more time to spend 
on social media due to the prolonged home life and inability to communicate face-to-face during the 
epidemic. People have increased their social media usage during the outbreak of COVID-19 compared to 
before COVID-19 (Luo et al., 2021). The growth of influencer marketing accelerated with the outbreak 
of COVID-19, during which people increasingly turned to social media for entertainment and virtual 
social experiences (Etzkorn, 2021).

According to iResearch advertisers survey, during the pandemic in 2020, businesses used social e-
commerce and other means to better meet consumer needs. The pandemic brought benefits to users by 
the way of live streaming e-commerce (also known as Live Commerce) which is a business model in 
which retailers, influencers, or celebrities sell products and services via online video streaming where 
the broadcaster demonstrates and discusses the offering and answers audience questions in real-time. 
After the outbreak of the pandemic, the platforms with a significant increase in consumer activity are 
live broadcasting platforms, followed by short video platforms, which have become the key marketing 
means adopted by advertisers. It is stated by Ma (2021) that live-stream shopping has witnessed a leap 
in development since the COVID-19 outbreak in 2019. The occurrence of the pandemic has extremely 
limited the offline consumption scenario. After the outbreak of the pandemic, most advertisers in China 
believe that digital marketing upgrades are necessary.

As for followers and consumers, the pandemic had increased the rate of social media exposure. They 
tend to pay closer attention to social media. According to Business Insider, annual business invest-
ment in influencer marketing will reach $15 billion by 2022 (Schomer, 2019). As a supporter of brand 
advertisement, social media influencers need to pay attention to the needs of the consumers, such as 
the increasing need to make online purchases for everyday products like groceries and other household 
supplies during the pandemic. Influencers also need to pay attention to consumers’ worldviews. For 
example, the rise of nationalism in the context of geopolitical tensions caused by the pandemic, made 
it important for influencers to choose the brands they help to promote.

By comparing figure 14 and figure 15, we can conclude that the advertisements in response to CO-
VID-19 gain more approval from consumers than normal advertisement. We can find the data of China 
in the graph which shows that Chinese people have a strong sense of social responsibility. In addition, 
Chinese companies have made considerable efforts to take advantage of the COVID-19 situation for 
cultivating relationships with their consumers as well as the public, and most of their strategies generated 
satisfying results. Meituan app, a popular Chinese food delivery platform, offers contactless delivery and 
payment (Yu et al., 2022). Food delivery personnel on this platform take temperature checks every day 
and present them to the platform to enhance users’ trust. It is not difficult to conclude that in the face of 
major social events, the positive response and reaction by brand towards these events will increase the 
appreciation of consumers.

As content producers and advertising channels favored by advertisers, social media influencers should 
also pay more attention to social responsibilities. In addition, due to COVID-19 pandemic, offline con-
sumption has been limited and people have more time to spend on social media. So influencers need to 
strategize on how to maintain stable update frequency, maintain high-quality content output and attract 
continuous attention from fans. Successful Social Media Fashion Influencers (SMFIs) usually post 
something that their followers wish to have, but do not (Saul, 2016). After the pandemic, with people 
going back to work and school, how social media influencers can retain their followership and viewer-
ship is also a question that needs to be addressed.
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Figure 15. Levels of approval for brand activities: running advertising in response to COVID-19
Source: (GWI, 2020)

Figure 14. Levels of approval for brand activities: running ‘normal’ advertising campaigns
Source: (GWI, 2020)
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DISCUSSION OF SOCIAL MEDIA INFLUENCERS’ 
IMPACTS ON CONSUMERS’ BUYING BEHAVIOR

Social media influencers have now become an important factor affecting consumers’ buying behavior. 
It is stated by Rakuten (2019) that brands can leverage the prior cultivated relationship between con-
sumers and influencers by having the influencer promote their offerings to consumers who already 
embrace their image or views. As seen in the figure 16, most people who engaged in this research said 
that their purchase decisions were influenced by what the influencers recommended and promoted. It is 
also interesting to note that, SMI can become part of the brand identity itself, or some are scouted like 
ambassadors for a brand, so they end up influencing only one type of product from on field. Just like in 
celebrity endorsement they are held accountable for not using or promoting use of any competing brands. 
This is also a cautionary tale as the same SMIs can become negative influence on a brand, when they act 
as critiques, and reviewers. These are presented as product, version, or feature comparison of products in 
the same category and is a popular method used in different industries from cars to electronic products, 
to cosmetics. Even while the influencer seems like a neutral party giving an honest opinion about the 
subject matter, there is always personal preference and interests that come into the picture, therefore 
appealing the user to consume certain product or certain brand.

By literature study, we summarize the factors that will affect consumers’ purchase behavior. They 
are mainly divided into the personal traits of the social media influencers, the content they create or 
promote, their familiarity with the consumers, and the type of community the influencers cultivate. 
Figure 17 shows the factors that influence consumers’ purchasing behavior.

First, let’s discuss the personal characteristics of the influencers. Users tend to be attracted to influenc-
ers who are similar to themselves. According to Zhang et al. (2018), when users identify an influencer 
who is similar and relatable to their own personality, they psychologically establish a potential identity 
foundation. People tend to relate to people who have similar attitude, situation, backgrounds, and context 

Figure 16. Impact of social media influencers on purchasing in China as of October 2020
Source: (Rakuten Insight, 2020)
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as them. Sometimes it can be related to or irrespective of their age, background, status, gender, and other 
demographic indicators. When we find someone of similar taste and preferences and interest area, we 
are more bound to seek them out. This also makes us more predisposed to the content published by these 
influencers. Similarity between influencers and followers and content consumers is thought to promote 
interpersonal relationships and strengthen emotional bonds. It is pointed out by Chung-Wha (Chloe) 
Ki et al. (2020) that a SMI whose persona is similar to the followers will convince the followers to see 
the SMI as a human brand who fulfills their need for relatedness. Similarity is the first step in getting 
consumers to pay attention to influencers.

If you consider the Jobs-to-be-done framework, most consumers use or hire a product or service to 
get a job done. If we are to take being presentable and beautiful as an ultimate goal, then products from 
cosmetic brands may help us accomplish that goal. There are many ways to get a job done, for instance 
if one wants to become beautiful, they can eat healthy, dress better, cultivate more healthy habits and 
so on. So, when there are too many options to get a job done, consumers tend to be confused and over-
whelmed – we call this decision paralysis. This applied for products and services, especially in highly 
competitive industry segments which offers too many choices. This is where influencers make a great 
impact, they are similar to the user, they have similar needs, and goals. So, when consumers see them 
using and benefiting from a product usage it makes the choice easier to make. At present, in China’s 
influencer market, the recommendation of beauty products has attracted wide attention, and many 
consumers tend to choose influencers who have similar skin type and ability of buying that are similar 
to them. Therefore, similarity can be regarded as a positive factor for consumers’ purchasing behavior.

The ability of interacting with fans is important to maintain favorability from users. Regular interaction 
with fans helps foster a stable community. According to Tan (2017), from the perspective of interaction 
between social media influencers and consumers, influencers answer questions and collect feedback 

Figure 17. The factors that will influence consumers’ purchasing behavior (Authors)
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from fans and participate in brand activities with them, which can enhance their connection. Fans will 
also tend to trust influencers more, thus promoting their relationship.

The professionalism of social media influencers also affects consumers’ trust in them. Social media 
influencers who have accumulated knowledge in a particular field are generally more persuasive while 
selling products in that field. At present, social media influencers are divided into beauty bloggers, food 
bloggers, travel bloggers and car bloggers, who can suggest and recommend accurately to their consumer 
base. In order to find out whether the professionalism of influencers will affect consumers’ purchasing 
behavior, we will set the indexes that affect professionalism as “the ability to provide new information” 
and “knowledge reserve” in our survey. Professionalism refers to the ability of the sender to provide ac-
curate information. Ki and Kim (2019) claimed that content created by social media influencers serves 
as an important source of information for their followers and other social media influencers to make 
informed product choices or purchase decisions. More importantly, how to choose a brand is important 
for influencers, which can also show their expertise. Many influencers have become cautious in enter-
ing collaborations with brands and deliberately select partners that are consistent with their personal 
brands (Watson, 2020) to maintain their trustworthiness and coolness in the eyes of their followers. If a 
brand doesn’t deliver what is promises to, it ruins the reputation of the brand as well as everyone who 
identified with it, which makes the influencers a target of consumer criticism.

In addition to the characteristics of social media influencers mentioned above, we were also curious 
to see if the appearance of influencers influenced consumers’ appreciation of them and thus their pur-
chasing behavior. Based on the characteristics of the social media influencers, the following hypotheses 
are proposed:

H1. Social media influencers who are more similar to consumers, more interactive with consumers, more 
concerned about consumers’ needs, more professional and better looking can enhance consumers’ 
trust, thus promoting consumption.

As Liu et al. (2019) pointed out that judging from the content posted by the influencers, the visual 
elements on the Weibo (video over text or pictures) add to the vividness of the experience shared by the 
vlogger. Video dissemination based on daily life scenes enhances the dissemination effect of product 
placement marketing.

In the age of social media, which emphasizes information transparency, users value the intrinsic 
motivation and non-commercial orientation of SMIs. According to Wang (2020), the introduction of 
marketing based on life scenes effectively alleviates the tension caused by commercial content, so that 
influencers can complete brand cooperation while avoiding users’ aversion to direct advertising, and 
finally effectively convert existing followers into actual consumers. Coursaris and Van Osch (2016) 
stated that on social media, beauty brands are increasingly influenced by vloggers. Carolina Stubba and 
Jonas Colliander (2019) concluded that social media influencers communicate their views on products 
and brands through social media posts on a near daily basis. While many of these posts are sponsored 
by a brand, paving ways paid promotions and partnerships, others are personal and sincere suggestions 
from influencers. Influencers may choose to add a disclosure to a post about a non-sponsored product 
to highlight their impartiality. The results showed that fair product posts were less likely to be viewed 
as advertising than posts for sponsored products, and thus generated higher information credibility. It is 
to be noted that, while influencers can appear to promote their favorite brands and personal usage even 
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without formal brand partnerships, there could be a long-term strategy to gain the brand’s attention and 
prove their worth as an influencer, thereby paving way for financially beneficial partnerships in the future.

In addition, the brands selected by social media influencers will also have an impact on consumers. 
The choice of high-quality, cost-effective, and well-known brands by social media influencers can en-
hance consumers’ trust, thus weakening consumers’ resistance and promoting consumption.

Moreover, discounts are a common marketing tool in consumption, so it is reasonable to speculate that 
social media influencers will attract consumers’ attention more when they provide special discounts and 
promocodes. Based on the characteristics of the content published by the above social media influencers, 
we propose the following hypotheses:

H2. Visual effects have an impact on consumers, and content with more design sense can enhance con-
sumers’ goodwill, weaken their resistance, and thus promote purchases.

H3. Based on personal experience, that is, posts without advertising goals can enhance consumers’ trust, 
thus promoting consumption.

H4. The choice of high-quality and well-known brands by social media influencers can enhance consum-
ers’ trust, thus promoting consumption.

H5. Discounts offered by social media influencers have positive impacts on consumers.

Wang et al. (2021) maintained that from the perspective of community, consumers can interact with 
others by responding to other consumers’ posts, which can develop social relations and support each 
other’s purchasing decisions. When they observe that their peers trust a brand, they are more inclined to 
build trust in the brand community. According to Kumar and Reinartz (2016), brands can derive value 
from consumers directly through their purchases, or indirectly through other activities, such as recom-
mendations and goodwill, which will influence others on social media, creating brand identify, and 
product purchase through word of mouth. These are often sighted to be more powerful and long-lasting 
for brands. The customer lifetime value also increases with repeated interactions and purchases made 
with a brand. As the overall trust increases, they become highly likely candidates for cross selling and 
upselling of products and services from the same brand or products and services endorsed by the influ-
encer as they are brands in themselves. It was reported by Samadrita and Indranil (2020) that a higher 
volume of likes on Facebook leads to a higher likelihood of purchasing and recommending a product 
on the linked e-commerce site. However, is it the high number of ‘likes’ on the post or the high praise 
of a social media influencers that develops consumer trust is to be verified.

H6. The higher the number of ‘likes’ of the post and high praise of a social media influencers, the higher 
the consumer’s trust in them, thus increasing the possibility of purchase.

H7. The higher the number of followers a social media blogger has, the larger the number of communi-
ties they can establish, which can enhance the trust of consumers and thus increase the possibility 
of purchase.

In addition, we also believe that different types of social media influencers have different influences 
on each buyer. People are more likely to trust social media influencers they know well. Therefore, we 
also put forward the following hypothesis:

H8. Consumers are more likely to trust influencers they are familiar with.
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Methodology

By means of random sampling, a corresponding questionnaire survey1 was carried out on 224 people 
mainly composed of young people. A total of 224 questionnaires were issued and 224 were returned, of 
which 172 were valid, with an effective rate of 76.79%, meeting the needs of this survey. 118 of them, 
who were used as a reference for the study, said in the questionnaire that their purchasing behavior was 
influenced to some extent by social media influencers. Of the 118 samples, 17 were male and 101 were 
female. According to the research content and research needs, questionnaires were developed, includ-
ing questions related to social media influencers and purchasing behaviors. Table 1 shows the basic 
information of the 118 samples.

At the beginning of the questionnaire, it mainly investigates the social media platforms that can 
influence people’s purchasing behavior, the channels of online consumption, the frequency of online 
purchase and whether social media influencers will influence their consumption. Through the first four 
questions shown in table 2 we have a basic understanding of the current influential social media plat-
forms and online shopping platforms, and those who are not influenced by social media influencers are 
excluded. Therefore, out of 172 people, 118 ended up completing the follow-up questions because they 
were influenced by social media influencers.

Table 1. The sample of the research

Demographic Categories Percentage

Gender Male 
Female

14.41% 
85.59%

Age

Under the age of 18 
18 to 25 years old 
26 to 30 years old 
31 to 40 years old 
41 to 50 years old 
51 to 60 years old 
Over 60 years old

0% 
83.9% 
7.63% 
5.08% 
2.54% 
0.85% 

0%

Job

Full-time student 
Production staff 
Salesman 
Marketing/Public relations personnel 
The personnel of the service 
Administrative/Support staff 
The human resource 
Financial/Audit staff 
Civilian/Clerical staff 
Technical/R&D personnel 
Management personnel 
Teacher 
Consultant 
Professional (e.g., accountant, lawyer, architect, healthcare professional, journalist, etc.) 
Other

77.12% 
2.54% 
3.39% 
3.39% 
0.85% 
1.69% 

0% 
3.39% 
2.54% 
0.85% 
4.24% 

0% 
0% 
0% 
0%
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Results

This questionnaire investigates the influence of social media influencers on consumer trust and recogni-
tion based on a five-level scale. We divided the answers into five levels: “strongly agree,” “somewhat 
agree,” “indifferent,” “disagree,” “strongly disagree.” Those who choose “strongly agree” count one 
point, while those who choose “strongly disagree” count five points. Therefore, the higher the score, the 
negative correlation between this factor and consumers’ purchasing behavior, and the lower the score, 
the promotion of this factor to consumers’ consumption.

We use an intelligent online statistical analysis platform called SPSSAU to analyze the reliability 
of the five-level scale of the questionnaire, and it is concluded that the Cronbach α coefficient is 0.99, 
and the total correlation of each problem correction item is greater than 0.89, indicating high reliability.

As can be seen from the questionnaire results, when it comes to the similarity between consumers 
and bloggers, consumers pay more attention to the influencers who have values and personality consum-
ers agree with. Choosing influencers who are similar to consumers is not so necessary. There are about 
72% people who engage in this survey agreed that the interaction between influencers and consumers 
can increase the likelihood of consumption. Moreover, there are about 85% people who engage in this 
survey agreed that influencers should concern more about consumers’ needs, which can increase the 

Table 2. The daily purchasing behavior of the subjects

Behavior Categories Percent

Social media platforms 
that influence 
consumption

Little Red Book 
Taobao 
Meituan 
Sina microblog 
WeChat 
Other 
The social media platforms don’t influence my consumption

58.14% 
84.88% 
58.72% 
47.67% 
63.37% 
11.05% 
1.16%

The frequency of 
consumption through 

social media platforms

Every day 
At least once a week 
At least once a month 
At least once every three months 
At least once every six months 
At least once a year 
Almost no

9.88% 
34.88% 
42.44% 
7.56% 
1.16% 
1.16% 
2.91%

Products that are often 
purchased on social 

media platforms

Daily necessities 
Beauty makeup products 
Food 
Clothing and footwear 
Electronic products 
Luxury goods 
Other products

77.84% 
59.28% 
74.25% 
76.05% 
25.15% 
6.59% 
1.8%

The impact of social 
media influencers on 

purchases

I pay close attention to influencers’ posts, they can affect my purchase
I only read recommendations from influencers when there is a need to buy
I will pay attention to the daily posts, but I don’t purchase under the recommendation of 
influencers
I don’t pay attention to the influencers’ product recommendations and they have no 
influence on my consumption. 
Other impacts

20.96% 
49.7% 
21.56% 

 
7.78% 

 
0%
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possibility of purchasing. Consumers also pay more attention to an influencer’s professionalism than 
their appearance. Influencers with expertise in a particular field are more likely to attract consumers’ 
attention. So H1 can be supported.

When it comes to the content social media influencers post on social media, consumers prefer video 
more than pictures, about 60% of those surveyed said that the visual aesthetic of an influencer’s post influ-
enced their acceptance of a recommendation. Additionally, consumers prefer products recommended by 
social media bloggers based on user experience rather than advertisement. When an influencer promotes 
a brand consumers know and trust, it increases consumers’ likelihood of consumption. Simultaneously, 
consumers care more about the number of positive comments from the consumer community than the 
number of likes on a post. Discounts also have an incentive for consumers to purchase. More than 60 
percent people surveyed said that they will increase their desire to buy because of discounts. So H2-H6 
can be supported.

It can also be found that the types of social media influencers will influence people’s trust on the 
post. According to the survey, people are more likely to accept products recommended by influencers 
they know well. There are about 51% of people who engage in this survey agreed that the number of 
fans of influencers has impact on their buying behavior. H7 and H8 can be supported.

Although our assumptions are all valid, the degree of influence of each factor on consumers’ pur-
chasing behavior is different. It can be observed that some factors have stronger positive impact on 
consumers, while others not so much. Knowing the factors that can have a strong impact on consumers 
is instructive for businesses.

Table 3. Measurement items of key variables

Construct Mean Standard 
deviation

1. Similarity with Consumers 
The influencers I follow have similarities with me (such as similar life 
attitude, brand pursuit, economic conditions, etc.) 
 
The influencers I follow have personalities and values that I agree with

 
2.31 (A score of 1 is a strong agreement) 
 
 
1.72 (A score of 1 is a strong agreement)

 
0.92 

 
 

0.73

2. Interaction with Consumers 
The interaction between influencers and me can increase the likelihood 
of consumption

 
2.19 (A score of 1 is a strong agreement)

 
0.81

3. Concern for Consumers 
Influencer’s attention to fan’s needs will enhance my trust in bloggers

 
1.95 (A score of 1 is a strong agreement)

 
0.78

4. Expertise 
The influencer’s ability to provide new information (product updates, 
brand recommendations) has an impact on my trust in them 
 
The influence the knowledge of an influencer in their field has on my 
acceptance and trust of their product recommendations

 
3.58 (A score of 5 means a strong agreement) 
 
 
4.04 (A score of 5 means a strong agreement)

 
0.96 

 
 

0.84

5. Appearance 
The influence of the appearance of the influencers on my acceptance of 
their product recommendation

 
3.11 (A score of 5 means a strong agreement)

 
1.10

continues on following page
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OPPORTUNITIES AND CHALLENGES FOR CHINESE 
SOCIAL MEDIA INFLUENCERS IN ADVERTISING

Social media is becoming a highly competitive market space, with businesses vying for attention of 
their users. Most of these platforms are multi-sided, with users, brands, advertisers, sellers, and others 
making up the different kinds of users that leverage them for different purposes. As for the brands their 
ultimate aim is to establish a social media presence, interact with their consumers, promote their prod-
uct and services. This they accomplish by having their own pages and profiles. They also navigate this 
highly competitive space through influencer marketing which is now evolving into long-term partner-
ships between them and influencers (McNutt, 2021). On Twitter, 49% of respondents rely on product 
recommendations from KOLs, and 40% of users purchase products recommended by KOLs. According 
to Eyal (2018), one study reported that 92% of social media users trust influencers more than traditional 
marketing channels. Therefore, social media has become an important channel for consumers. Social 
media advertising, as a form of online advertising with interactive features (Tuten and Solomon, 2017), 
has become the preferred choice for advertisers because it provides a channel through which brands 
and consumers can engage in mutually beneficial interactions. They can have honest conversations and 
dialogues about their like, dislikes, preferences. Also, the level of formality involved in interacting with 

Construct Mean Standard 
deviation

6. Visual Requirement 
Vlogs and other video recommendation posts posted by influencers can 
make me know more about the product and are more attractive than 
picture posts 
 
The visual beauty of the content (Ad photos, Ad language design, etc.) 
has an impact on my acceptance of their recommendations

 
2.06 (A score of 1 is a strong agreement) 
 
 
 
2.40 (A score of 1 is a strong agreement)

 
0.84 

 
 
 

0.97

7. Advertisement or Sincere Recommendations 
Recommendations based on the influencer’s own experience are more 
likely to persuade me to buy than endorsement

 
1.91 (A score of 1 is a strong agreement)

 
0.97

8. Brand 
When an influencer promotes a brand, I know and trust, it increases my 
likelihood of consumption

 
1.87 (A score of 1 is a strong agreement)

 
0.78

9. Discount 
The influence of discount offered by influencers when recommending 
products on my purchasing possibility

 
3.69 (A score of 5 is a strong agreement)

 
1.01

10. Likes 
The impact of the number of thumbs-up on content posted by influencers 
on my purchase likelihood

 
3.26 (A score of 5 is a strong agreement)

 
1.14

11. Positive Review 
The influence of the number of favorable comments on the products on 
my purchase likelihood

 
3.9 (A score of 5 is a strong agreement)

 
1.02

12. The Number of Fans 
The influence of the number of followers of a blogger on my trust in their 
recommendation and purchase

 
3.35 (A score of 5 is a strong agreement)

 
1.02

13. Types of The Influencers 
Influencers I know well affect my spending more than influencers I don’t 
know well

 
1.91 (A score of 1 is a strong agreement)

 
0.84

Table 3. Continued
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KOLs is much lesser and highly relatable. It also gives high freedom of choice, for both sides to choose 
if they want to engage or not, if so to what extend they want to. According to Li et al. (2016), as we 
are flooded with different kinds of information, consumers need to make complex decisions, using the 
greatest range of information accessible to them. This means that in order to optimize the decisions they 
make, consumers must be able to access and collect relevant information from different channels, and 
decide by making repeated comparisons of the information and insights they have gathered and invest-
ing more cognitive resources into their decision making. At present, there are many opportunities for 
social media influencers in the market, and many young people see their advertising on social media as 
the main way to make money.

There are some challenges for influencers to face with. By observing the research released by iResearch 
(2020), with the increasingly saturated development of the first and second-tier cities and the reduction 
of online dividend, the sinking market appears in the commercial market. In February 2020, the scale 
of network users in the sinking cities accounted for 48.6%, which increased by nearly 10% compared 
with that in February 2017. This means that the online catalyst habit of users in the sinking market has 
been deeply formed. How to increase the number of fans and create better content marketing strategies 
are questions for merchants and influencers to answer. It is also important to increase user loyalty and 
prevent user churn. At present, due to the surge of information, people’s time is increasingly occupied 
by various apps, and many people appear to be in a state of information fatigue. How to break through 
the barrier of homogeneous information and how to bring the new information into user’s vision are 
worth thinking about.

CONCLUSION AND RECOMMENDATIONS

The scale of China’s online advertising market is increasing. Social media advertising, with its interactiv-
ity, has become a critical site for brand-consumer relationship building. Social media platforms provide 
challenges as well as opportunities for influencers. It allows ordinary people to gain fans, satisfy their 
emotional needs in the virtual world, and gain the favor of advertisers. Influencers need to improve their 
professional competence, produce high-quality content, undertake social responsibilities while pursuing 
profits, and avoid pan-entertainment.

Moreover, social media influencers’ choices of brands are also important because it also reflects their 
level of professionalism. Advertising based on their own experience is more persuasive than ordinary 
endorsement advertising. More importantly, it is also significant to pay attention to the needs of consum-
ers and enhance the interaction with them.

There is a long way for influencers to go because it is not easy to develop a large group of followers 
and maintain the number of fans. It is claimed by Zhou (2020) that China has entered a silent era from 
the era of advertising disturbance, advertising is content, and content is advertising, good content needs 
to have spontaneous transmission to break out. Online advertisements are booming these years, which 
shows that there are still a lot of opportunities for influencers to pursue.
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FUTURE RESEARCH DIRECTIONS

Though the rapid development of technologies like machine learning, AI and advanced digital marketing 
tools bring efficiency into brand management, it also brings many concerns like privacy-related issues 
where users’ personal information gets disclosed intentionally or unintentionally. According to Holmes 
(2019), as the attention is shifting from familiar public feeds channel to the recent private messaging 
channel on social media brings major challenges for both brands and advertisers. It was stated by John 
et al. (2018) that with growing user awareness of the personalization practice, personalized ads could 
decrease ad performance if it activates concerns about privacy and provokes users’ negative responses. 
In terms of individual privacy, information accuracy, mental health, social media platforms are also 
bringing lot of ways to monitor the interactions we have with each other. We can unfollow uninterested 
topics, reduce suggestions of certain kind, block users, restrict comments and sharing and so on. This is 
beneficial for both influencers and other users. Personalized ad recommendations can help brands reach 
their potential users; cross sell and upsell to current customers, but this sometimes comes at the cost of 
user privacy and is worth looking into.

Digital media has made information access quicker, faster, and highly personalized. Users are very 
keen on selecting the content they want to be shown and recommended. They want their social media 
feeds to be highly personalized and customizable, so much so, no two feeds in the social media universe 
are alike, almost akin to a digital DNA. Sunstein (2006) first proposed the term information cocoon and 
defines it as “communication universes in which we hear only what we choose and only what comforts 
us and pleases us”. However, long-term selective acquisition of specific information may lead to the 
formation of information cocoon (Jiang & Xu, 2021). From the social media service provider side, 
you see personalized information recommendations being made by machine learning algorithms that 
show the user information that are related to their past usage-behavior, search history, location, and 
topic preferences, this causes a narrowing of information field of vision, again exposing the user to the 
information cocoon effect. There are other similar concepts like echo chamber (Jamieson & Cappella, 
2008), filter bubble (Pariser, 2011), where the users are intellectually isolated from alternative point 
of views, and opinions. All of the above are caused by selective exposure to like-minded opinions due 
to personalized content brought by social media. (Borgesius et al., 2016). The user becomes separated 
from information that disagrees with their viewpoints, thus limiting their exposure to diverse content, 
and that would likely play into product and service suggestion and ad recommendations. How to find 
the boundary between personalized information recommendation and concerns like information cocoon 
on social media is worth discussing.

To conclude, while paying attention to the considerable profits brought to brands by social media 
advertising, we should also consider issues related to morality, ethics and laws pertaining to the users 
and their privacy.
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KEY TERMS AND DEFINITIONS

Echo Chamber: An echo chamber comes into being where a group participants choose to preferen-
tially connect with each other, to the exclusion of outsiders. The more fully formed this network is, the 
more isolated from the introduction of the outside views is the group, while the views of its members 
are able to circulate widely within it.

Filter Bubble: A filter bubble emerges when a group of participants, dependent of the underlying 
networks structures of their connections with others, choose to preferentially communicate with each 
other, to the exclusion of outsiders. The more consistently they exercise their choice, the more likely 
it is that participants own views and information will circulate amongst group members, rather than 
information introduce from the outside.

Information Cocoon: An information cocoon occurs due to a user’s active choices and an algorithm 
passive choice. It is what the platforms chooses to expose you to user to based on expressed interests, 
tastes, and preferences. It is related to the idea that people see, hear, and seek what they like, pleases 
and comforts them and are closed to the idea of newness that challenges it. However, the downside of 
this phenomenon is non-exposure to opposing point of views, and non-awareness towards the things that 
exist outside our areas of interests.

ENDNOTE

1  In the research, the consent of the participants has been received.
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ABSTRACT

Because of its dense population and rising economy, many companies in India appeal to their consum-
ers through advertising agencies. In the Indian advertising sector, the agencies that became dominant 
were British agencies until 1947 and local agencies starting from 1947. When the country gained its 
independence in the 1990s, foreign advertising agencies again became dominant in the country with the 
new economic approach adopted. This research aims to explore the advertising practices in the prime-
time zone on Indian television channels with a special focus on the prime-time zone advertisements of 
the ABP News TV channel, which broadcasts continuously on YouTube and has the most followers. In 
the research, it is concluded that health advertisements are broadcasted more frequently on TV than in 
other sectors. Performance and quality are frequently emphasized in the advertisement content, and the 
positioning strategy is more frequently adopted by advertising agencies.

INTRODUCTION

Throughout history, India has had numerous wealthy civilizations, and it continues to host various ethnic, 
religious, and cultural distinctions that are the remnants of these previous civilizations. Pakistan, Ban-
gladesh, and Sri Lanka, all of which gained independence after 1947, were all located on Indian land. 
India remained a British colony until 1947 when it gained freedom. The four nations that make up this 
region speak the same language, eat the same cuisine, have similar traditions, and have similar cultural 
characteristics (Shankar, 2015, p. 74). This richness may be both an opportunity and a stumbling block 
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for advertising. By 2026, the advertising sector in India is expected to grow by 11%. It is thought that 
the course of the COVID-19 pandemic will be a significant determinant in the realization of this rate 
at higher or lower levels (Imarcgroup, 2021). Although the course and duration of the pandemic are 
decisive here, the strategies used by advertising agencies will also play a vital role.

Under British rule, India’s first advertising activity in the modern sense began with newspaper ad-
vertisements. For a long time, newspaper advertising has been the most widely used advertising medium 
in India (Chaudhuri, 2007). Due to the Indian government’s prohibitions on international advertising 
firms, Indian advertising companies dominated the country until the 1990s. However, in just three years, 
the worldwide advertising business acquired eleven of the country’s top twenty advertising companies 
(Ciochetto, 2010, p. 193).

The advertising industry should not be seen as a marketing strategy that only offers certain products 
to the consumer. This industry also instills some role models, messages about looking healthy and living 
in this society (Pradhan, 2021, p. 9). On the other hand, how the agencies, which are the main players 
of this industry, address the consumers on behalf of the brands and how they try to create an impression 
have a decisive role in this installation (Koslow et al., 2003). Based on this framework, it can be stated 
that advertising agencies as a bridge in the creation of a certain attitude or behavior change by transmit-
ting advertising messages to consumers.

Kumar and Gupta (2016, p. 304) emphasize that advertising agencies or companies that produce mes-
sages to meet the demands of the customers in the advertising understanding of the future know where 
to focus, use technology effectively in advertising messages, distribute the advertising messages to the 
consumers themselves, make the right media choice, and fully grasp the place of the consumer and the 
product in the life cycle can be successful in their advertising work. China and India have attracted the 
attention of the world with their economic breakthroughs in recent years. The study aims to bring an 
up-to-date perspective on the Indian advertising industry and its advertisements. This study examines 
all advertorials broadcast for a week in the prime time zone of the Indian ABP News TV channel, which 
broadcasts live on both terrestrial and YouTube channels and aims to reveal the advertising practices of 
India, which is seen as the greatest economic power in the future. These ads, which were coded by the 
Maxqda20 program and were analyzed by the content analysis method.

BACKGROUND

The Geo-Geographical, Socio-Political, Economic, 
and Cultural Structure of India

The name India derives from the Sanskritic language family and is called Bharata or Bharat by the locals 
to name their sub-cultural diversity. On the other hand Greek historian Megasthenes called the country 
Indika. Among the Turkish and Afghan dynasties the country was called Hindustan and the locals living 
there were called Hindu. Throughout history the country has especially been a source of rich advertorial 
routes and has been at the center of commercial activities (Eck, 2012, pp. 45-46).

The mainland of India is grouped under four headings: Great Plains, Himalayan Mountains, Peninsular 
Uplands, and the Indian Coasts and Islands. These four titles are classified into 28 states that make up 
all the mainlands and 192 geographical locations that make up these 28 states (Singh, 1971, pp. 40-44). 
While the number of people living in all of these regions is approximately one billion 400 million, the 
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population density per square kilometer is 468.66. The most populous city in the country is Delhi (World 
Population Review, 2021). India is a country bordering Pakistan, Afghanistan, China, Nepal, Myanmar, 
Bangladesh, Sri Lanka, Bhutan, and the Maldives. It is a neighbor to countries with different political, 
cultural, geographical, and lifestyle characteristics.

Since more than half of the country is suitable for cultivation, today a very dense part of the country 
still lives in rural areas. People living in these regions live in makeshift houses with a few rooms or in 
shelters made of mud called Kacha (Pletcher, 2011, pp. 45-46).

According to the Union Nations report, while there are 4635 ethnic groups living in India, these 
ethnic groups are divided into 80,000 parts. 655 religions or belief systems, 18 educational languages, 
and 6661 mother tongues are spoken. There are still many places in the country that civilization has not 
reached and regions that cannot be accessible even by means of transportation. In addition to different 
age segments, in the country, disadvantaged segments such as the homeless, nomads, and forest/island 
inhabitants are quite numerous (Union Nations, 2015, pp. 4-5). In literacy rates, urban residents (80.9%) 
are also positioned at a higher percentage than rural residents (67.8%). In both urban and rural areas, 
men (80.9%) had a dramatically higher percentage of literacy than women (64.6%). The general literacy 
rate of the country is 73.0% (Katiyar, 2016, p. 52).

India is the second-most densely populated country in the Asia continent with many ethnic, religious, 
and linguistic differences. The social structure in the country has been arranged in a way that will be 
transferred from family members to future generations through the system called caste. An individual 
from a caste only marries within his own caste. This system plays a dominant role in all other social 
life processes of the individual (Beteille, 2020). In ancient sources, it is stated that there are objects like 
clothing, accessories, etc., which distinguish men and women in the upper classes of the Indian continent 
from other lower classes. Therefore it can be noticed at first glance who belongs to which class and that 
such class differences are experienced much more intensely among the lower classes. In addition, it has 
been stated that those living in the northern part of the country adopt such contradictions more than 
those in the south (Ward, 1850, pp. 87-88).

The caste system, which is still practiced in rural settlements in India, can contain different functioning 
mechanisms. For example, a marriage forbidden by one caste can be made free by another caste. Even 
though each caste has its own characteristics, there are also commonalities among the castes. These are 
realized under three headings. In heredity, the children of the individuals in the caste are also subject 
to the castes of their parents from birth. In endogamy, only marriage to members of their own caste is 
allowed. Eating and receiving food, each caste’s rule to eat together and take food from others may be 
subject to certain conditions. Meals will not be eaten together with the castes who do not meet these 
conditions, and it is not welcomed for the upper caste to meet at the same table with the lower caste or 
to receive food from the lower castes (Blunt, 2010, pp. 1-2). Among these three common features, en-
dogamy is studied more intensely than the others (Sekhon, 2000, p. 44). Although the country expresses 
the caste system as illegal, this social division still continues on the basis of five classes. While Brah-
mins (priests and teachers) are at the top of the caste system, they are followed by Kshatriyas (warriors 
and rulers), Vaisyas (farmers, merchants, and artisans), and Sudras (laborers), with Harijansor Dalits at 
the bottom (Rao, 2010, p. 97). The dynamics that determine the political structure of India also cause 
internal political problems in the country. The main characters of this cycle are social, economic, and 
cultural differences (Chakrabarty, 2008, p. 170). Apart from these three issues, it has been observed that 
gatekeeping in India in recent years has been extremely effective in making decisions on political issues, 
especially in rural areas (Pattenden, 2011, p. 193). Although it is very difficult to find metaphors to be 
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used in achieving political unity in countries where many races, religions, and languages live, the idea 
of an independent India can express a common denominator for all segments.

While India adopted the socialist economic model from 1951 until the collapse of Soviet Russia in 
1991, it switched to a free market economy with the dissolution of the Soviet Union in 1990. With this 
new market economy it has adopted, the country has achieved significant increases in annual growth 
rates in a short time. In addition to industry, there is a very significant number of people who make a 
living in agriculture, fisheries, and forestry sectors in the country (Pletcher, 2011, pp. 50-52).

Avery important part of the country, especially the middle-aged population, lives below the poverty 
line in India. In addition, the caste system in the country is still used as a cover for the exploitation of the 
labor of certain classes (especially women) (Mohan, 2016, p. 167). Since gaining independence, India 
initially followed a self-sufficient policy in agricultural activities, and in the following years, this idea 
was abandoned in favor of the idea that agricultural products should be exported. However, in recent 
years, the annual growth in agriculture has developed at a lesser rate compared to other sectors (Siddiqui, 
2020, p. 41). In India, where 50 percent of households earn a living directly or indirectly from agricultural 
activities, economists predicted that not poverty but pandemics would kill people in the COVID-19 era, 
contributing to the country’s dramatic decline (Chaudhary et al., 2020, p. 177). It is thought that India 
and China, the two hugely populated countries on the Asian continent, will carry the world’s industrial 
sector to this continent in the near future (Yusuf et al., 2007, p. 49). As a matter of fact, after the USA, 
China and India take first and second places among the innovation centers of the world (Crescenzi & 
Rodríguez‐Pose, 2017, p. 1016). India’s economic development in recent years has played an active role 
in its interest in renewable energy sources (Kakwani & Kalbar, 2020).

The cultural values of India are expressed by the people living outside the Indian subcontinent, es-
pecially by the western people, with the motto of the land of contrasts and differences. The differences 
are not only limited to appearance, life, or religious values but are also emphasized by the dimension of 
expressing feelings and thoughts (Nussbaum & Sen, 1987, p. 6). The food culture in the country is based 
on agricultural products, which are also economically dominant. The vegetarian food culture, in which 
vegetables and fruits are dominant, is generally dominant in the country (Sen, 2004, p. 37).

It is possible to find local cultural items in almost every region of the country. More than two hundred 
languages are spoken in the country at the same time (Gajrani, 2004, p. 2). In Indian culture, everything 
symbolized by religion and values or personalities belonging to national identity (such as Mahatma 
Gandhi) usually has an important cultural place (Singh & Singh, 2008, pp. 86-87). The fact that the 
values adopted by local or regional peoples are different from each other presents a rich cultural mosaic 
in terms of Indian culture. Although the cultural characteristics in question may appear to be a challenge 
for advertisers or agencies, it can be said that they have an important opportunity to design messages 
specific to the characteristics of specific target audiences and to create the desired attitude or behavior 
patterns in the consumer based on these messages.

The elements of Indian culture, combined with traditional rituals, advertisements, films, and televi-
sion programs aimed at the country’s younger generations, are presented as a modern, cosmopolitan, 
and globalizing value (Favero, 2021, p. 5). So much so that in recent years, traditional cultural elements, 
especially dance and music belonging to Indian culture, especially Bollywood, have been used seriously 
in terms of both adhering to the traditions of the Indian diaspora outside the country and bringing the 
citizens of other countries to India through tourism (Matusitz & Payano, 2012). This soft power element 
also helps to break down misconceptions and prejudices about the country by providing a positive image 
of Indian culture (Athique, 2019, p. 470).
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Advertising Industry in India

An advertising agency can be characterized as an outside eye acting on behalf of a firm in the branding 
of a company in the broadest sense. Advertising agencies carry out their activities by giving various 
recommendations to companies or by conducting advertising activities on behalf of the companies 
(Zednik, 2008). The most basic job of advertising agencies is to carry out advertising activities of 
companies and to convince consumers of the product or service offered by the company (Armstrong, 
2011). The success of advertising agencies depends on the specific goals they set for the campaign and 
the measurability of these goals (Britt, 2000, p. 29). On the other hand, advertising agencies also play 
a significant role in bringing the advertising work done in a country to a global dimension. The top ten 
global advertising companies are located in the capitals of industrialized societies (Ciochetto, 2011). 
This situation has caused the first studies in other countries in the field of advertising to start under the 
guidance of industrialized societies.

The first professional advertising agency in India was established by the British, who occupied 
the region. While the first advertising agency, B. Datramand Company started its activities in 1905, it 
was followed by new ones in the following years (Tandon, 2018, p. 23623). In the 1960s and 1970s, 
advertising agencies that adopted the principle of localization developed (JWT Hindustan Thompson 
Associates) and had a dominant role in the Indian advertising industry for a certain period (Mazzarella, 
2003). Economic reforms and developments in communications in the 1990s led to the growth of the 
Indian advertising industry. Large advertising budgets, increased market competition, and the growth in 
the diversity of communication tools leading to high media penetration have contributed significantly 
to the advertising industry. The entry or re-operation of multinational companies and global advertising 
agencies into the country was also effective in this growth. On the other hand, collaborations of global 
advertising companies with local agencies have resulted in the branding of these agencies or their take-
over by international advertising industries in the coming years. As a matter of fact, the top 20 agencies 
in India today maintain their existence either as a part of this alliance or as a result of strategic global 
partnerships (Patwardhan et al., 2009, p. 108). The developments in the field of advertising in the 90s in 
the country also played an active role in the country’s transition from a socialist state to a free economy. 
On the other hand, although the advertising sector developed relatively later than in western countries, 
the economic progress of the country in recent years has brought both the growth of the advertising 
industry and new opportunities.

In addition to individuals living in urban areas, millions of people also live in rural areas in India. For 
this reason, advertising agencies write advertisement texts in a language where cultural elements are at 
the forefront in order to address the people living in these regions (Gupta, 2005). Even if it turns into an 
international agency, whether it is an advertising agency of Indian or foreign origin, advertising agencies 
serve as a crucial tool in teaching specific cultural elements to the public. Certain products, brands, and 
companies originating from different countries include local cultural elements in their advertisements in 
order to both announce to consumers that they are a local brand and look local. In the transfer of cultural 
elements, this process is operated by campaigns made through advertising agencies (Mazzarella, 2003, 
p. 30). Almost all advertising agencies in India apply the concept of 360-degree branding. Within this 
concept, all advertising agencies implement this branding approach by applying TV advertisements, 
print advertisements, websites, e-mail marketing, direct marketing, radio advertisements, telemarketing, 
using web banners, outdoor advertisements, public relations, rural communication, and designing inputs 
on packaging (Joshi et al., 2010, p. 21).
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The majority of agencies that have managed to position themselves within the Indian advertising 
industry are located in the capital city of India and in densely populated cities (The manifest, 2021). In 
particular, New Delhi and Mumbai are the two most prominent cities in terms of advertising agencies 
in India (Faulconbridge et al., 2011, p. 65). The Indian advertising agencies operating internationally, 
mostly employ men work as well as people with postgraduate degrees as the workforce of these agen-
cies (Patwardhan et al., 2011, p. 677). Media agencies, advertising agencies, the most influential people 
in the advertising industry, and the companies that have advertised the most in India in recent years are 
listed in the table below (Emarketer, 2017; ET Brandequity, 2019; Shah, 2014, p. 215).

Satellite receivers, the increase in the number of television channels after 1960, the rise in income 
level, and the new media tools that emerged with the development of digital technologies have been 
decisive in the transformation of advertising from a local location to a global one (Flew & Smith, 2014, 
Thomas, 2006). Although the advertising industry tried to achieve success in advertising by instilling 
admiration for the west in individuals, in the last 20 years, it has been replaced by appealing to the minds 
and hearts of individuals with a universal or specific cultural value (Ciochetto, 2011).

India, which has the second-largest population in the world, has attracted the attention of both adver-
tisers and advertising agencies in recent years because of its dense population. According to GroupM’s 
mid-year forecast, it is estimated that the global advertising industry will grow by up to 19% and the 
advertising industry in India by at least 20% by the end of 2021. It was stated in the same report that the 
main channel that triggered this development would be digital media, and that television advertising would 
show stable or little development (GroupM, June 14, 2021). In another report by the same institution, 
it was stated that the majority of Indian consumers have experienced a change in what they consider or 
think most important in their lives since the pandemic broke out, and this change is also reflected in their 
purchasing decisions (GroupM, November16, 2020). In 2020, the first year of the pandemic, almost all 
countries tried to stay at home with various restrictions. These restrictions were gradually lifted, with a 

Table 1. Top 10 of the Indian advertising industry

Media Agency Advertising Agency The Most Influential People in Advertising Top Ten Advertisers

1 Mindshare Ogilvy Piyush Pandey (Ogilvy Group) Hindustan Unilever

2 Madison World JWT Prasoon Joshi (McCann Worldgroup) Amazon

3 Lodestar Universal Lowa Lintus Sam Balsara (Madison World) Procter & Gamble

4 Lintas Media Group Mudra India Agnello Dias (Taproot Dentsu) Reckitt Benckiser

5 Percept Media McCann Erickson Shashi Sinha (IPG Mediabrands) Flipkart

6 Starcom DDB Mudra Ashish Bhasin (Dentsu Aegis Network) Maruti Suzuki

7 Carat Le Burnett Rohit Ohri (FCB Group) ITC

8 Dentsu Media Draftfeb Ulka Nandini Dias (Lodestar UM) Bharti Airtel

9 Zenith Optimedia Dentsu Swati Bhattacharya (FCB Ulka) Mondelez

10 MudraMax Taproot CVL Srinivas (WPP Group) Godrej Consumer Products 
Ltd.

Source: (Emarketer, 2017; ET Brandequity, 2019; Shah, 2014, p. 215).
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downward trend in the number of cases of vaccination. Therefore, it can be stated that the TV watching 
practices of households have increased, and this has contributed to a burst in TV advertising.

It is assumed that the Covid-19 pandemic will affect significant changes in the Indian advertising 
industry in the coming years. The most obvious of these changes is undoubtedly seen in advertising. With 
the pandemic, it is thought that along with traditional media, advertising will shift to the media where 
the Internet, Over the top (OTT), video games and e-sports competitions are played. On the other hand, 
it is stated that the percentage of development of the advertising sector by 2025 will gain momentum in 
India (7.6%), which is more than twice the percentage that will be realized on a global scale (GEMO, July, 
2021). In addition to all these changes, the advertisers have continously emphasized the ways to protect 
the target audiences from the virus in their health-themed advertisements since the outbreak of Covid-19 
(Shah & Tomer, 2020, p. 91). It has been found that in Covid-19 themed advertisements, the attitude 
of consumers towards the brand rather than the advertising content is determinant in buying behavior 
(Karamchandani et al, 2021, p. 3). It can be stated that during the pandemic period, Indian consumers 
act by considering which brand offers this product or service instead of the product or service offered.

Advertisements are mostly made for food products in India. Food advertisements are followed by those 
for drugs and cosmetics, soap, automobiles, tobacco, household appliances, and petroleum products, 
respectively (Srinivasan, 2001, p. 150). In this advertisements, consumers are intensively confronted with 
the themes, language, and discourse content that include humor, status/luxury, emotional intimacy, and 
romantic relationships (Srivastava et al., 2017, p. 57). The glocal advertising strategy, which combines 
local and global elements, is used more frequently in TV commercials (Dash, 2012). For example, in 
chocolate advertorials, consumers are confronted with pleasure and happiness, as in Hollywood and 
American commercials. Likewise, in food products targeting especially children, the product is marketed 
with a cartoon character favoured or liked by children or popular at that time (Razdan & Arora, 2021).

In India, which is located within the Eastern culture, advertisers address their consumers in a language 
appropriate to the values of this culture. Presenting unnecessary details about the product and service, 
giving direct messages to the consumer, and displaying character and messages where individuality is 
at the forefront are not much preferred (Mooij, 1998). Indian citizens have a positive attitude towards 
advertisements with local motifs. However, elements of popular culture spread by foreign mass media 
can also influence individual purchasing behavior (Bansal, 2017). At this point, the product sold by the 
advertisers or the service itself plays a distinctive role in the question of whether the consumer will be 
presented with a local or global language. In this context, the question of what strategies have been used 
in Indian advertisements in recent years comes to the fore.

There are differences between different age and gender groups in adopting a negative or positive 
attitude towards advertising in India (Singh & Kaur, 2014). However, with the developments in digital 
advertising, the advertising industry has begun to shape itself according to this medium, and ultimately, 
the informative and entertaining aspects of advertising have been effective in driving the purchase 
intention of Indian youth who encounter advertisements in digital media (Jain et al., 2018, p. 97). In 
addition, the short-term or long-term advertising campaign strategy adopted by the advertisers during 
the advertising campaign also played a decisive role in the positive effect of the advertisement on the 
consumer (Baidya et al., 2012).

Television and print media still have a dominant structure in the Indian advertising industry (Mehta 
et al., 2017). In India, which is the second most populated country in the world, the use of many social 
media applications is in the first place compared to other countries. For this reason, advertising agencies 
in India appeal to their consumers not only with traditional media tools but also with social media plat-
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forms. In India, social media advertising is not limited to products and services in the classical sense. For 
example, in the last elections, Narendra Modi spoke to the electorate through social media by practicing 
many social media applications. His messages through this network were mostly focused on political 
issues, followed by informative, socio-economic, and cultural values, respectively (Moinuddin, 2021). 
Various religious organizations hold fundraising campaigns using local newspapers, regional TV chan-
nels, and flyers, and social media platforms such as Facebook and YouTube can be given as examples 
(Saxena & Saxena, 2021, pp. 191-192).

The gender-based language of the advertisement is also used in India as in every other country. From 
the 1950s until today, words expressing body image, eroticism, and sexual pleasure or desires are fre-
quently used in advertisements (Sur, 2020, pp. 139-140). Although the Indian advertising industry was 
protected by various laws in certain periods, it also carried out sexist campaigns. For example, in the 
1980s, in densely populated cities such as Mumbai (Bombay), Delhi, and Amritsar, gender determination 
tests were publicly advertised, and advertising agencies mediated especially families who learned that 
they had girls to take attitudes towards terminating this pregnancy (John, 2021, p. 359).

The advertising industry in India also faces some challenges. These are competition and declining 
margins, the evolution of new media technologies, expansion in the market regions, advertisers’ fight 
with rate obsession, less consolidation, more fragmentation, and value-added services. Besides these, 
various difficulties are also seen in the titles of market with advanced technologies, growth of social media 
and networking, paradigm shift in rural strategies, match fit of media mix with customers’ expectations, 
advertising associations and laws (Joshi et al., 2010). Apart from these titles, the fact that the country 
has very different cultural characteristics also limits the ability of advertisers to produce messages that 
affect everyone on a national scale.

In India, where there are thousands of channels, there are three leading organizations that protect the 
rights of viewers and the interests of these channels. While the Indian Broadcasting Foundation (IBF) 
plays an important role in protecting the interests of more than 250 broadcasting traditional and electronic 
media members, the Advertising Standards Council of India, which is an independent organization, takes 
an active role in audits related to advertising (Kumar, 2011, p. 33). The most basic rule set for advertising 
is legal, decent, honest, and truthful (Srinivasan, 2001, p. 151). Apart from these two unofficial institu-
tions, the Ministry of Information and Broadcasting also legally operates in various fields such as TV, 
radio, printing, and cinema broadcasting. It is an official government agency responsible for making 
and enforcing rules, laws, and regulations.

TV COMMERCIALS IN INDIA: ABP NEWS TV

Academic studies on the advertising sector in India, which is the world’s second-fastest-growing 
economy and the fastest-growing advertising sector, are quite limited (Patwardhan et al., 2011, p. 668). 
As a matter of fact, as stated above, the studies on India were mostly written on specific technical and 
structural issues. They have been handled more frequently, especially with the culture and the Covid-19 
pandemic, which has affected the whole world in recent times. A weekly ad generation of a TV channel 
broadcasting online 24/7 on both TV and YouTube has been discussed in detail in this study, as well as 
which products and services are most frequently offered to consumers in the advertisement content, and 
which sector is most frequently addressed to consumers under which advertising strategy. In this sense, 
the research differs in terms of revealing the issues and what it emphasizes in these advertisements. 
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On the other hand, this chapter distinguishes itself from other studies, as it reveals the media agencies, 
advertising companies, the most influential personalities, and advertising agencies in the advertising 
industry in India in recent years.

This study, which is suitable for the content analysis case pattern (Yin, 2018), aims to explore the 
advertising practices in the prime time advertorials on Indian televisions. It has attempted to answer 
questions about the advertising industry in India in general, the advertising strategies used in Indian TV 
advertorials, the value emphasized in the advertisement, and which sectors frequently advertise to the 
prime time commercials. A purposive sampling approach was adopted in the research due to its suitability 
for qualitative research designs (Etikan et al., 2016). The prerequisite of uninterrupted live streaming on 
YouTube India was sought for the channel included in the research sample.

The ABP News TV channel, which meets this condition and has the highest number of followers, 
was determined as the research sample. While the related channel has 31 million subscribers on You-
Tube, the content of the channel has been watched over nine billion times (Socialblade, 2021). With this 
aspect, the channel allows Indian citizens living outside India to access and watch TV content for free.

In the study, data was collected by determining the limitations in the titles of time, channel, and 
advertising content. In the research, the advertisement contents of the ABP News TV channel between 
1-7 September were taken as the data pattern. Advertising content published in prime time, which is 
seen as the most-watched TV channel, is only taken. Semiotic analysis was not applied to the received 
advertisement contents. Codings were made about the language, discourse, music, and communication 
style in the advertisement content, as well as the advertised products and services. The code table for 
advertising content was developed based on previous studies (Axinn & Krishna, 1993, Khairullah & 
Khairullah, 2013, Srikandath, 1991, Rodrigues & Singhal, 2017).

Before the coding of the dataset was started, the dataset was translated into English by a master student 
living in India who knew Indian culture and language. The coding process was done in two stages. The 
data set collected in the first stage was coded separately by both authors. After the coding, comparisons 
were made, and the different categories were reviewed. In the second stage, the data set was coded by 
an expert in the field of advertising, and the coding process was completed. Afterward, the index level 
increased from 0.84 to 0.93 with the inter-coder reliability analysis made with the Maxqda program 
(Kassarjian, 1977).

In the research, five questions were determined to explore Indian prime time TV advertising practices.

Research question 1: What are the key findings in the ads in the prime time zone in India?
Research question 2: Are there any similar and divergent aspects in weekday and weekend advertisements?
Research question 3: What characteristics do industries frequently market to consumers in their products 

or services?
Research question 4: Which advertising strategy do advertisers use more in the sectoral context?
Research question 5: What do advertising agencies emphasize more often in their advertising strategies?

Findings and Analysis

A total of 75 brands were advertised in the prime-time advertorial on the Indian ABP NewTV channel 
between September 1 and 7, 2021. The most advertised sector in the relevant date range was health 
(19.09%). Here, herbal medicines, medical supplies, and pharmacy services have been the branches 
that advertise very frequently within the health sector. The health sector was followed by building and 
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building materials, cosmetics, mobile apps, food, vehicles, banking and insurance, clothing, electronics, 
kitchen stuff, education, and baby care sectors, respectively. The fact that the epidemic is still ongoing 
can be said to be effective. Health-related products and services were followed by construction materi-
als. Cement and iron were the most frequently advertised products in this sector. In the cosmetics sector, 
which ranks third, companies producing hair and oral care products were more frequently advertised to 
the prime time advertorial. Indian advertising agencies used 14 advertising strategies in the prime time 
advertorial.

Among these advertising strategies, the most frequently used strategies are as follows: positioning, 
soft sell, celebrity or expert, humor, and utilitarianism/rationality, unique selling proposition/USP, hyper-
bole, hard sell, storytelling, brand image, fear, global, glocal, and sexuality. Advertisements are mostly 
in Indian-English (40.48%), Indian (36.9%) and English (22.62%) languages. Brands that appeal to their 
consumers mostly in terms of emotion (46.46%) have constructed their advertisements with local music 
(73%) and voice-over (46.85%) intensely.

There were also topics that the advertisers emphasized on the products and services that they produced. 
While quality, performance and safety were the aspects that were emphasized very closely within these 
headings, these three were followed by price value, naturalness, status, availability, special offers, com-
fort, taste, beauty, components and contents, family, nutrition, cleanness and hygiene, national identity, 
new ideas, independent research and guarantees (See: Table 2).

According to Figure 1, where the differences and similarities between the advertisements published 
on weekdays and weekends were given, no difference was observed in the language and type of music 
used in the advertisement, nor in emotional and rational intonation. However, there were differences in 
the titles of the sector, the advertising strategy, the form of communication established in the advertise-
ment, and the quality of the product and service (red line).

While almost every advertisement peculiar to each sector was broadcasted in the prime time zone 
both on weekends and weekdays, kitchen supplies and clothing companies broadcasted their advertise-
ment content focused only on weekdays in the prime time zone. In the context of advertising strategies, 
the glocal strategy was used on weekdays, and the global strategy was used only on the weekend. There 
was no difference in all remaining advertising strategies (blue line).

While no difference was observed regarding the weekend in the title of the highlighted quality of the 
product, there was a difference in the emphasis of guarantee and sexuality during the week. On the other 
hand, the situation of asking questions in the communication title constructed within the advertisement 
remained only for a week.

Advertisers marketed the products or services they provide to the consumers by emphasizing dif-
ferent qualities in the sectoral context. The quality of the product and service offered to the consumer 
in the advertisement and the advertising strategy with which this is done are also expressed in figure 2. 
According to the figure 2, price value of vehicles, building materials, electronics, beauty, cosmetics, and 
clothing, clothing and mobile apps, baby care, taste, naturalness, and nutrition, food, comfort, and new 
ideas, electronics, safety, health, and family, building materials, statues, clothing, quality, availability, 
mobile apps, guarantees, kitchen supplies, cleanliness, and hygiene, cosmetics and special offers, pro-
cessed more intensively in the banking and insurance sectors.
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In the sectoral context, each brand implemented different advertising strategies in its advertising 
campaigns. However, there are also advertising strategies that each sector uses more frequently in adver-
tising campaigns. According to Figure 2, where the findings about which sector uses which advertising 
strategy more frequently, vehicles, positioning, soft sell and brand image, banking and insurance, soft 
sell, utilitarian/rational, humorous, health, storytelling, brand image, hard sell, glocal, positioning and 
fear, building materials, hyperbole and positioning, clothing, celebrity/expert has frequently applied 
positioning and sexuality in advertising practices. On the other hand, there were also companies that 
addressed their consumers within the framework of a single strategy in their advertising content. These 
sectors are baby care, global, cosmetics, USP, electronics, soft sell, kitchen stuff and food, celebrity and 
expert, education, positioning and mobile app and they have practiced utilitarian/rational advertising 
strategies more predominantly in advertising campaigns.

Tablo 2. Basic findings

Emphasis % Adv Strategy % Sector %

Quality 9.91 Positioning 16.91 Health 19.09

Performance 9.91 Soft Sell 14.98 Building Materials 16.36

Safety 9.46 Celebrity/Expert 12.08 Cosmetics 10.91

Price Value 7.66 Humor 12.08 Mobile App 10.91

Naturalness 7.66 Utilitarianism/Rationality 11.59 Food 8.18

Status 7.66 Unique Selling Proposition/USP 10.14 Vehicles 7.27

Availability 5.86 Hyperbole 6.28 Banking & Insurance 5.45

Special Offers 5.41 Hard Sell 4.35 Clothing 5.45

Comfort 5.41 Storytelling 3.86 Electronics 5.45

Taste 5.41 Brand image 3.38 Kitchen stuff 5.45

Beauty 5.41 Fear 1.45 Education 2.73

Component & Contents 4.50 Global 1.45 Baby Care 2.73

Family 4.05 Glocal 0.97 Communication %

Nutrition 2.70 Sexuality 0.48 Voice-over 46.85

Cleanness/Hygiene 2.70 Emotional Rational % Dialogue 27.03

National Identity 2.25 Emotional 46.46 Monologue 19.82

New Ideas 1.80 Rational 32.32 Question 6.31

Independent Resarch 1.35 Mixed (E/R) 21.21 Language %

Guarantees 0.90 India-English 40.48

Music % Indian 36.90

Local 73.0 English 22.62

West 27.0
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Figure 1. Differences and similarities in advertising content on weekdays and weekends

Figure 2. Intense relationships between industries, advertising strategy, and emphasis themes
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Firms also emphasized many aspects of their products or services with the advertising strategies they 
use. In the context of advertising strategies, the strategy most frequently used by companies and which 
attributes were used more frequently in these strategies are given in Figure 2. Advertisers emphasized 
themselves more frequently with the advertising strategies they used in the titles of “positioning”, com-
ponent & contents, comfort, availability, clean/hygiene, quality, performance, safety, status and indepen-
dent research, “soft sell”, clean/hygiene, quality, performance, independent research and special offers, 
“utilitarian/rational”, comfort, price value, new ideas and special offers, “celebrity/expert”, taste, clean/
hygiene, status, and independent research, “humor”, comfort, family, price value and special offers. In 
addition, advertising agencies have realized their advertising strategies by emphasizing only one aspect 
of products and services. The intense relationships that take place under a single title are also global, 
status, storytelling, performance, USP, comfort, brand image, national identity, hard sell, price value, 
glocal, safe, sexuality, beauty, fear, component or contents, and hyperbole. They used performance at-
tributes in their prime time advertising strategies.

CONCLUSION

India is the second-most populous country in the world with different geographical, cultural, and 
socio-political structures. In addition to traditional media, social media tools are also experienced by 
individuals in the country. At this point, advertisers who experience many media tools use print media 
and TV more dominantly, especially in advertising campaigns. The advertising sector, which developed 
rapidly in the 90s in the country, carried out their work with advertising campaigns focused on personal 
products under the leadership of national and international advertising companies. In the contents of this 
campaign, target audiences in urban and rural areas were addressed more frequently with local folkloric 
elements (Ciochetto, 2004, p. 157).

TV advertising in India generally follows a western origin with folkloric features. Until 2000s, ad-
vertisements in the country frequently appeared with standardization or localization strategies (Sengupta 
& Frith, 1997). Celebrity advertising with famous faces of Bollywood is very common in India, where 
brand loyalty is tried to be achieved in this way. It is seen that the same situation is also observed with 
various cartoon characters among children (Prakash at el., 2012; Singh & Kaur, 2014). On the other hand, 
advertisement activities in the country are shaped according to the market, culture and environmental 
factors in which the product or service is targeted (Khairullah & Khairullah, 2003). The major financial 
value increase of the best of all time of Indian TV advertising was in 2020 (262 billion Indian rupees), 
and it is expected that 2022 will be completed with 258 billion Indian rupees (Statista, 2022).

In this research, in which the prime time ads of the ABP News TV channel, which broadcasts 24/7 on 
YouTube, between September 1-7, 2021, were examined, important findings were obtained for Indian 
advertising. Advertisers often addressed the target audience in Indian-English and Indian languages in 
the ads they published in the prime time advertorial, while very often they addressed their target audi-
ence accompanied by background music and voice-overs belonging to Indian culture. Apart from the 
voice-overs, the sections in which the actors spoke as a dialogue or monologue in the advertisement 
were also included in the advertisement setups. A strategy has been followed in such a way that appeals 
to the feelings of consumers in the aforementioned fiction.
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The COVID-19 pandemic, which has continued to affect the world, has played a dominant role in all 
advertising campaigns in the Indian advertising industry in recent years. So much so that about a fifth 
of the ads in the prime time created content related to health products. These contents were followed by 
building and construction materials, which had a rate of approximately one-fifth. The remaining three-
fifths were followed by products and services from cosmetics and mobile apps, food and vehicles, and 
other sectors, respectively. On a sectoral basis, the advertisements of companies engaged in product- 
based production took up more space in the lineup.

Positioning, soft sell, celebrity/expert, and humorous strategies were the most used advertising strate-
gies (Total: 56.05%). At the same time, these four strategies were used very frequently together with other 
strategies. While a language is often built on rational criteria in the positioning, soft-sell strategy, the 
audience is intensely emotionally addressed in celebrity/expert and humorous situations. Indicators and 
discourses in which family, national identity and cultural elements are deployed in advertisements play a 
driving force in getting Indian consumers to adopt a positive attitude towards advertisements (Mukherji, 
2005). As a matter of fact, it has been determined in the study that such elements are included in the ad-
vertising content and the consumer is tried to be persuaded by presenting a sub-message of “one of you.”

In a study on pre-millennium prime time Indian advertisements, it was found that advertisements 
were mostly prepared with informative content for the consumer in terms of performance and quality 
(Axinn & Krishna, 1993, p. 171). This result is in line with the findings of the research, but additional 
new dimensions were identified in addition to these variables. In the research, it was found that, apart 
from quality and performance, advertising agencies frequently emphasize the titles of safety, price value, 
naturalness and status in their advertising campaigns and inform consumers. The word “safety” was 
emphasized in products and services for health, price value for banking and insurance, naturalness for 
food, and status for clothing brands.

Marketing of natural products through the use of religious identities in advertisements is frequently 
used to persuade consumers, especially in Asian countries where belief systems such as Buddhism, which 
emphasize the role of herbal medicines in health, are widely adopted (Kala, 2005). In the research, it 
was observed that the emphasis on naturalness in TV advertorial is practiced not only by celebrities or 
experts, but also by making use of religious identities and personalities.

Considering the economic situation of the people in Indian advertisements, TV advertising campaigns 
are generally made at the point of basic needs. Three headings come to the fore here: food, clothing, and 
shelter (Vilanilam, 1989, p. 488). In the study, in addition to the aforementioned titles, health is also 
included. Therefore, it can be stated that the income status of the consumer or the level of development 
of the country and the issues that are unusual on a global scale have a decisive role in the campaigns 
in TV advertisements. On the other hand, in the Indian TV advertorial, the thesis that modern and tra-
ditional elements blend eastern and western values (Khairullah & Khairullah, 2013, pp. 278-279) can 
also be expressed for this research.

In summary, Indian advertising agencies employ many advertising strategies together, and it has 
been found in the research that brands try to convince consumers by concentrating on various messages 
in the fields in which they operate. In addition, Indian advertising practices included more advertising 
differences on weekdays than on weekends. The world’s second-most densely populated country still 
has a market where both local and international advertising agencies can compete. India has many op-
portunities for advertising agencies and brands that are not currently expanding into the Indian market. 
In other words, the biggest problem that will force advertising companies to adapt is cultural diversity. 
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For agencies that assimilate the target audience well and can craft more specific advertising messages, 
this issue may present an opportunity for them to deal with their competitors.

FUTURE RESEARCH DIRECTIONS

Only prime-time television ads were investigated in the research. It is suggested that scholars perform 
research on other TV broadcasting besides this one. Researchers’ investigation of alternative advertis-
ing channels in terms of both content and semiotics is regarded as valuable in comprehending Indian 
advertising practices.
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KEY TERMS AND DEFINITIONS

ABP News TV: It is a Hindi-language television channel owned by the ABP broadcasting group. 
ABP News TV broadcasts 24/7 both on its own website and on YouTube.

Advertising: In the most general terms, it is the promotion, transfer and persuasion of anything to 
the relevant target audience through mass media. The ultimate goal of the advertisement, is to persuade 
the consumer to buy something or to create a positive image or perception about the institution.

Advertising Strategy: It refers to the methods and techniques used in advertising to reach and per-
suade the consumer. The advertising strategy is determined by seeking answers to the questions of how 
the advertised product or service will be presented to the target audience in the most effective way, how 
the content will be shaped, and how the advertisement will be prepared in the general framework. In 
determining the advertising strategy, the product or service itself, whether the institution has a national 
or international structure, and the profile of the target audience has an important place.

India: Located in the Asian continent, it is the second-most populous country in the world. People 
with many ethnic and cultural characteristics live in India, whose official name is the Republic of India.

Prime Time: It is the qualification given to the time period in which the content broadcast on tele-
vision is watched the most. In general, it is used to express the broadcast zone that corresponds to the 
local time range of 19:00 - 23:00 of each country.
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ABSTRACT

In this chapter, the adaptation strategy, which is one of the global advertising strategies, is used in the 
analysis of advertisement. The adaptation approach is based on the fact that nations located in different 
geographies in the world are structurally and culturally separate from each other, and advertising mes-
sages are reshaped according to these differences. The approach aims to cooperate with the country’s 
local agency and adapt the advertisement to the country’s cultural characteristics. The study aims to 
determine how cultural differences are emphasized in global advertising strategies and how these dif-
ferences are adapted in ads. 

INTRODUCTION

Advertisement is a communication idea that alter the way people think and/or behave about a certain 
product, service or organization. Advertisement requires disparate ways of looking at managing. Ad-
vertising management has four broad elements. These elements are the 4Ps of advertisement. These are 
people, process, planning and profit (Kelly & Sheehan, 2021, p.10). Advertisement is outlined as ‘a paid, 
mediated format of communication from a describable resource, designed to convince the target to take 
some action, in the future or now (Richards & Catharine, 2002). Advertising is the most popular and 
most extensively discussed form of marketing communication, undoubtedly because of its prevalence. 
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Advertisement is also a very important integrated marketing communication tool especially for corpora-
tions such as car manufacturers whose products and services are targeted at mass consumer marketplaces, 
as it is very cost-efficient at reaching out large audiences. Advertisement’s other main strength is its 
capacity to create a brand image or identities, speedily and convincingly (Belch et al, 2020, p.40). The 
authors aim to determine how cultural differences are emphasized in global advertising strategies and 
how these differences are adapted in ads.

In this research, the geographic, socio-politic, economic and cultural country profile, media and 
advertising sector in Iran is examined. Next global advertisementing strategies are explored and the 
adaptation strategy for global advertisements is evaluated in the context of Hofstede’s theory of cultural 
dimensions and cultural onion model (Hofsede & Bond, 1984; Hofstede et al, 1990). In the study, Ira-
nian advertisements were determined as the universe of the research and the advertisement produced 
by Lipton for Iran was chosen as the sample of the research by random sampling method. Iran has a 
unique social structure with its historical, cultural, political and socio-economical state. Considering the 
problems Iran has especially with Western countries and the image of the Western world in the country, 
the study becomes significant in in terms of how international companies can overcome the important 
adaptation problems.

Among other studies that use Hofstede’s cultural onion and/or cultural dimensions model in the liter-
ate are Eryiğit’s (2020) study, in which the glocal approaches of BMW, Volkswagen and Mercedes-Benz 
brands that adopt the glocal marketing approach through examining their Instagram posts as well as 
Onurlu & Zulfugarova’s (2016) research, in which they examine five global brands’ television advertise-
ments in Turkey regarding whether global brands take cultural differences into account while applying 
their advertising strategies in local markets.

In this study, it was observed that, Lipton attaches importance to global advertising strategies in 
order to reach target audiences with different characteristics and in different markets. Furthermore, it 
is clear in the study that, Lipton aims to give messages appropriate to Iran’s eating habits, geographical 
and cultural characteristics, gender roles, religious values and various social rituals. On the other hand, 
when Lipton’s advertisement is evaluated in terms of Hofstede’s theory of cultural dimensions and cul-
tural onion model, it can be understood that “collectivism” dimension is intensively at the forefront in 
the advertisement. It is striking that people of different status are in communication in advertising. This 
reflects the low power gap in power distance. Cultural dimensions like femininity and low uncertainty 
avoidance are at the forefront in the advertisement. Although there are many restrictions in Iran, Iran 
has a tolerant society. For this reason, the theme of happiness seems to be the leading advertisement 
theme and this fact reflects tolerance.

IRAN COUNTRY PROFILE

The Islamic Republic of Iran is a Southwest Asian country with deserts and mountains located on an 
area of 1,648,000 km2. Eastern Iran is located on a high plateau with vast sand deserts and wide salt 
plains. The plateau is surrounded by higher mountains such as Elburz to the north and Zagros to the 
west. Afghanistan and Pakistan are its neighbors on the east, Turkmenistan, Azerbaijan and Armenia are 
its neighbors on the north, Turkey and Iraq are its neighbors on the west. Iran’s population is 82 million. 
The capital of the country is Tehran, the country’s largest city and the country’s political, cultural, com-
mercial and industrial center. Iranian Rial is the currency of the country. Ayetullah Seyid Ali Hamaney is 
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the Religious Leader and Hasan Ruhani is the President of the country. The official language is Persian. 
The name of the modern Persian language is sometimes referred to as Persian in English texts. Azeri, 
Turkmen, Halac, Afshar and Kashgai dialects of Turkish, as well as Kurdish, Arabic, Baloch languages 
are also spoken in Iran. Persians and Azeris constitute the ethnic majority, respectively, while Turkmens, 
Kashgais, Afshars, Khalajs, Kurds, Lors, Arabs and Balochs are other important ethnic groups living in 
Iran (Republic of Turkey Ministry of Foreign Affairs, Identification Bracelet of Country, 2021; Islamic 
Republic of Iran Ministry of Foreign Affairs, General Information, 2021).

The literacy rate in the country is 87.6%. Iranian society is divided into two main parts: traditional 
and modern. The classes in the traditional part are those who support the Islamic Government, have fam-
ily businesses in the “bazar” or business. The sections in the modern segment are close to the Western 
lifestyle and culture (Republic of Turkey Tehran Embassy Commercial Consultancy, 2019, p.1).

The Iranian official calendar is arranged according to the solar year and the Iranian months. March 21, 
equal to 1 Ferverdin, is the beginning of the Iranian New Year. Lunar calendar in Iran is also announced 
officially. Lunar year is 10 days less than Solar year. Therefore, the days of religious rites, which are set 
according to the lunar calendar, are different every year from the next and previous years. Especially 
during Ramadan and also in Muharram, Muslim Iranians are fasting. Threfore these rituals influence 
daily and routine life. Some days in these two months are public holidays. Friday is public holiday. Ira-
nian culture has been a dominant culture of the Middle East and Central Asia for many years. Persian 
was considered the language of intellectuals for much of the 2nd millennium BC, and before this period 
Persian was the language of religion and people. Sassanid influence also carried over to the Islamic 
world. Much of what later became known as Islamic sciences, such as literature, philology, philosophy, 
medicine, jurisprudence, architecture and sciences were acquired by the wider Muslim countries from 
the Sassanid Persians. (Islamic Republic of Iran Ministry of Foreign Affairs, General Information, 2021). 
No Ruz is Iran’s most important national celebration of spring Equinox that the origin back into Iran’s 
early history (Bradley, 2007, p.75).

The political structure of Iran in the last century is divided into two separate periods: The “Period of 
the Pahlavi dynasty” and the “Islamic Republic” (Niray & Deniz, 2010, p.2). In Period of the Pahlavi 
dynasty, Iran mainteined policy of modernisation and centralization (Lewis, 2006, p.432). Reza Shah 
focused modernization on education and the army. And he also gave importance to technology. Reza 
Shah aimed to establish thoughts of patriotism and nationalism in the education system. Reza Shah 
wanted to modernize the country, inspired by Turkish leader Mustafa Kemal Atatürk. He aimed to build 
up Western thoughts in the education system as well. Furthermore, he canceled capitulations and sup-
ported statist economy. After the death of Reza Shah, his son Mohammad Reza Pahlavi started to rule 
the country. Reza Pahlavi, gave importance to relations with Western countries. Pahlavi’s focus only on 
economic liberalization caused the democratization process to be incomplete (Çitlioğlu, 2009, p.29-30; 
Bradley, 2007, p.4). Pahlavi favored authoritarian models of modernization and failed to adapt their 
political institutions to the social and economic changes it brought (Arif, 2012, p.5). Pahlavi’s moderni-
sation attempts did not match Iran’s economic growth. During the Pahlavi Period, large portions of the 
population, especially middle class, had no voice in politically. Every opposite thought was supressed 
by state controlled secret police service SAVAK. During mid 1970s, the economy began to deteriorate. 
High inflations, cuts in real wages and falling real income caused major disappointment in the public. 
All these factors laid the basis for the Islamic revolution in 1979 (Clowson & Rubin, 2005, p.69-90).
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Rajaee divided the political structure in Iran into four different generations such as The Politics of 
Revival between 1920s–1960s, The Politics of Revolution between 1963–1991, The Politics of Islamism 
between 1989–1997 and The Politics of Restoration between 1997–2005 (2007).

After a series of events in 1979, Shah was collapsed and his replacement with an Islamic Republic 
under Ayatollah Khomeini. The revolution was highly important for the speed at which a pro-Western 
authoritarian monarchy was replaced with an anti-Western totalitarian theocracy (McCarthy, 2019). 
The success of the 1978–79 revolution was followed by the relatively speedy institutionalization and 
conservatism. Consolidation of political power by an increasingly narrow circle of revolutionaries led 
by Ayatollah Khomeini, not surprisingly, the official discourse became one of Shi‘a traditionalism and 
political conservatism (Kamrava, 2008, p.12). Unlike Rezah Shah, Ayatollah Khomeini denied the secular 
politicians over the Islamic state (Bradley, 2007, p.5). After the 1979 revolution, the concept of the glory 
of Islam gained importance. The glory of Islam meant that people’s dress code should be controlled, men 
and women should not swim together, women should not go to football matches, Iranian should wear 
scarf from the age of nine, music should be censored, card games should be banned. There are serious 
restrictions on the entertainment industry and the media (Bradley, 2007, p.2-67).

Today, Iran is one of the most democratic countries in the Middle East. People select the president 
and Majlis (parliament). Both men and women have the right to vote in president and Majlis elec-
tions. Founded on April 1st 1979, the Islamic Republic of Iran has a unique form of government. The 
Constitution states that sovereignty will be exercised by the legislative, executive and judicial organs 
under the auspices of the Revolution Guide. According to the Constitution, the President is the head 
of the executive. Nonetheless, determining the priorities of the foreign and domestic policy agenda or 
the administration and management of the security forces and armed forces is the responsibility of the 
Revolution Guide. The President is elected by the people for a period of four years and for a maximum 
of two consecutive terms, among candidates who have received the approval of the Guardian Council of 
the Constitution. If any of the candidates does not receive more than 50% of the votes in the first round, 
the two candidates with the most votes compete in the second round (Republic of Turkey Ministry of 
Foreign Affairs, Political Outlook of Iran, 2021; Crane et al, 2008, p.7).

Ayatollah Khomeini wanted to spread his wayof pan-Islamism to the world. He encouraged the Shi’a 
majority in Iraq to establish an Islamic Republic against Saddam. Iraq invaded Iran in September 1980. 
Iran protected its homeland with the support of hundreds of thousands of volunteers. In May 1982, it 
drove the Iraqis from their lands. Khomeini did not accept Saddam Hussein’s offer of a ceasefire and 
thousands of Iranians died on Iraqi soil over the course of 6 years (Bradley, 2007, p.46-47).

Half a million people by connections with Mojahadeen, demonstrated against the regime on June 
20, 1981, thousands were arrested and some were executed instantly. The internal war end by the 1983 
summer with the Khomeini’s victory (Bradley, 2007, p.54-56).

After Homeini’s death in 1989, Ali Akbar Hashemi Rafsanjani became the new president and re-
mained in power until 1997. Rafsanjani, who promised to open Iran to the West, was expected to keep 
the “second republic” alive, but the period of elation lasted in three years. Mohammad Khatami, came 
to power in 1997 elections. The fourth generation, called politics of restoration, refers to the years 1997 
to 2005. In 2005 Mahmoud Ahmadinejad was elected as predident of Iran (Rajaee, 2007, p.151-237).

The last Presidential elections were held on 19 May 2017. President Rouhani was elected President 
for the second time, taking 57.1% in the first round. The Islamic Consultative Assembly is the main 
legislative body of the Islamic Republic of Iran and has 290 elected members. Members of Parliament 
serve for 4 years. Parliament has duties such as making laws and ratifying international documents. 
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The approved bills are submitted to the Guardian Council of the Constitution for approval and become 
law after approval. The last Islamic Consultative Assembly elections were held on 21 February 2020 
(Republic of Turkey Ministry of Foreign Affairs, Political Outlook of Iran, 2021).

The Iranian economy, which was developing in the 1960s and 1970s, began to deteriorate after the 
revolution and the middle class was most affected by this situation. Following the Islamic Revolution 
in 1979, Iran had siginificant problems. The Khomeini controlled the all political and economic power. 
Khomeini regime had significant economic power. The country used at least 20 percent of its income to 
subsidize transportation and food, and to motivate its dark supporters. Especially in the 1980s, significant 
economic problems were experienced. The US has severely restricted Iran’s exports by imposing strict 
sanctions, and has also disrupted the country’s industrial infrastructure, which is dependent on US spare 
parts. Iraq has damaged many of Iran’s economic assets, especially the oil refinery in Abadan. In the 
mid-1880s, the state implemented a normalization regime. The wrong and volatile economic policies 
implemented by the state caused intense inflation in the country. People had serious difficulties in ac-
cessing basic necessities. After the oil crisis of 1998-1999, Iran’s economy grew rapidly. Between 1999 
and 2006, GDP increased by an average of 49 percent annually due to a 13.3% increase in oil production 
and an increase in oil prices in the world market. Data from the World Bank and other sources show 
that inflation fell after the Shah period, but remained at a high of 10.5 percent in 2017. (Bradley, 2007, 
p.57-59; McCarthy, 2019, Crane et al, 2008, p.8).

Because of its large reserves of petroleum and natural gas, Iran holds an important position in world 
economy and security of international energy. GDP is $452 billion (2018). The important industries are 
oil, petrochemical, textile, cement, food derivatives (especially extracting edible oil and refining sugar) and 
other materials for building construction. Country imports machineries, industrial metals, medicines and 
chemical derivatives. Carpet, petrochemical products, oil, fruits, dry fruits (dates, raisins and pistachios), 
caviar, leather, dresses and apparels and foodstuffs are the exports of the country (Islamic Republic of 
Iran Ministry of Foreign Affairs, General Information, 2021). According to the data of the Central Bank 
of Iran, 37% of household expenditures are housing, electricity, water, natural gas and gasoline, 24% 
food and beverage, 11% transportation, 9% other goods and services, 6% health. services, 5% clothing 
and clothing, 4% household appliances, 2% communication, restaurant and hotel, 2% entertainment and 
cultural activities (Republic of Turkey Tehran Embassy Commercial Consultancy, 2019, p.1).

Iranian culture is deep rooted in history. Three types of cultural identities predominate in Iran 
(Karimifard, 2012). The first of these is the National Identity, which comes from the pre-Islamic Iranian 
civilization. The second is the Post-Islamic Islamic Identity. The third is the Modern Identity, which was 
formed after the entry of modernity into Iran. These cultural identities form the basis of Iranian identity. 
On the other hand, it is also claimed that the heterogeneity of these elements led to many social and 
political conflicts in the country, leading to an identity crisis in the country. (Zahed, 2004). The domi-
nant authoritarian discourse in Iran tries to dominate western identity elements by promoting national/
Islamic identity. (Mohammadpur, Karimi, & Mahmoodi, 2013).

Nation state, history and geography mind have always been respected and supported in Iranian culture. 
The folklore and customs, rituals, and works of prose and poetry of many Iranian cultures have been 
presented to the world, all known as Iranian cultural heritage. Iran’s cultural heritage has survived from 
the ancient period of Iranian history and is an integral part of Iran’s national culture and identity. Some 
rituals such as Nowruz are performed not only in Iran but also outside the borders of Iran. This reveals 
that Iranian culture is an ancient civilization. The whole world sees it as a sign of Iranian culture. Some 
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of the Iranian traditions were continued after Islam. Some of these rituals, such as the recently celebrated 
Centennial and Mehregan celebrations, are still part of Iran’s cultural heritage. (Ahmadi, 2004, p.54-55).

in line with the GLOBE (Global Leadership and Organizational Behavior Activity) study (House 
et al., 2004), which conducted a study on 62 countries, including Iran, Iran’s cultural practices can be 
explained as follows:

• High power distance,
• Individualism,
• High performance orientation
• Strong-in group collectivism,
• High male orientation

The most basic distinguishing characteristic of Iranian culture is family and in-group orientation, 
which propounds loyalty and commitment to small groups such as family and close friends (Javidan & 
Dastmalchian, 2003). Javidan and Dastmalchian (2003) state that Iran is not an Arab cultural group but 
a part of the South Asian cultural group consisting of countries such as Thailand, Malaysia and India. 
Corporate collectivism or social is not a strong suit of Iranians. People in positions of power and author-
ity are given extreme privileges and status. The culture of the country is distinguished by a mixture of 
strong family ties and a high level of individuality. Iranian culture is patriarchal, legally and culturally, 
men have more privileges and rights than women. Gender discrimination and gender discrimination 
have created different codes of behavior and roles for both genders. These codes and roles are still valid 
today. There are more restrictions on individual freedoms, dress codes, and relationships with the op-
posite sex for girls than for males.

According to Khajehpour, Namazie and Honari (2013), there are some certain characteristics of 
Iranian culture listed below:

• Friendly and Hospitable (significance of face and honor),
• Dualism in public and private behaviour (dishonesty, survival, indirect communication),
• Proud and nationalistic people with ancient history (Xenophobia and sense of superiority)
• Collectivist / Family orianted (Low level trust for out-group / Nepotism)
• Short term thinkers (Lack of long term planning)
• Negative and conspiracy minded (lack of accountability, not taking responsibility)

ADVERTISING

When it comes to international advertising or multi-country advertising, advertisers need to consider 
the different phases of the two types of advertising strategies; adaptation and standardization. Circu-
lation of the identical advertising messages across various countries without adapting relating to the 
customer group is named International Advertising Standardization. By utlizing this strategy, the same 
advertising message might be used in dissimilar geographical spaces or countries. Due to the idea of 
globalization, nowadays the world is seen as a common market place. As a result, the world market has 
become increasingly homogeneous, making it possible for international companies to offer standardized 
products or services all over the world. Circulation of the well-known advertising messages in different 
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areas or countries on an international base is called as the standardization of international strategy. In 
different countries or geographical areas, standardization of international advertising strategy has become 
probable in consequence of the influences of internet, television and movies. Although the people in 
different countries have different cultures, language, values, religions, rules and regulations their wants 
and needs are almost identical. This logical background lies at the basis of the standardization of in-
ternational advertising strategies. Insomuch as consumers with the same or similar demands and needs 
might be motivated by standardized advertising applications. (Levitt, 1983). In the concept of advertising 
standardization strategy emerges when the execution tactics of advertising components, such as visuals 
and copy, are kept the same across advertisements in several countries (Nelson & Paek, 2007, p.65).

The second key approach to international advertising is adaptation (harmonization). Within the scope 
of advertising industy, adaptation is described as usage of different advertising messages in different 
market places (Wang & Yang, 2011, p.25). Localization or adaptation of an international advertising 
strategy accepts that each market for the advertising campaigns are clearly different from each other 
because of the distinctions in languages, cultures, rules, regulations, religions and foreign media (Pratt, 
1956). Papavassiliou and Stathakopoulos (1997) imply that international advertising determinations 
might be viewed on a continuity with bipolar ends of the continuity being standardization of creative 
advertising tactics and strategy, and adaptation of creative advertising strategy and tactics.

Along with globalization, international market competition has increased. Brands operating in global 
markets emphasize cultural characteristics rather than economic variables in the markets in which they 
operate. For this reason, international brands need to develop advertising strategies following the culture 
and values of the local markets they target. The study aims to determine how cultural differences are 
emphasized in global advertising strategies and how these differences are adapted in ads. Within the 
scope of the study, the advertising film produced by Lipton, a global brand, for Iran was analyzed. Iran 
is a Muslim Middle Eastern country with a population of 82 million. Most of the household expenditures 
in Iran consist of expenditures such as housing, electricity, water, natural gas and gasoline. The food and 
beverage sector, on the other hand, constitutes the second most spent area in the country with a rate of 
24%. Advertising industry in Iran has scientific and professional deficiencies. A limited budget of 750 
million dollars is allocated to the advertising and promotion sector in Iran. Reasons such as the lack 
of advertising discipline in universities and the inadequacy of advertising professionals stand as other 
obstacles to the development of the advertising industry in Iran. In the last 10 years, there has been an 
increase in the number of advertising companies in Iran, but this factor has not yet had a sufficient im-
pact on the advertising sector in terms of creativity. Due to the embargoes applied in Iran, there are not 
many international companies in the country. Embargoes applied to international brands also negatively 
affect the development of the international advertising industry. Advertisements in Iran are generally 
evaluated in two different categories, before and after the 1979 revolution. After the 1979 revolution, 
the rules and restrictions in the advertising industry increased and serious differences were experienced 
in advertisements. Among the most widely used media tools in Iran, TV comes first with a rate of 93%. 
Outdoor advertising is accepted as the most effective advertising medium in the country. In outdoor 
advertising, the most effective tools are roadside billboards, digital billboards and advertising spaces in 
public transportation vehicles (Republic of Turkey Tehran Embassy Commercial Consultancy, 2019, 
p.3). Influencer advertising, which has been applied in the social media environment in the country in 
recent years, has been increasing remarkably. When the distribution of expenditures in TV advertise-
ments is analyzed, it is seen that the food and beverage sector ranks first with 22%.
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Media in Iran

In the Mass Media Communication Article of the Constitution, it is mentioned that the mass media, 
television and radio should follow the requirements of the Islamic Revolution and serve to spread the 
Islamic culture. For this reason, the media should be used as a forum for the healthy expression of dif-
ferent ideas, but the propaganda and spread of anti-Islamic and destructive practices should be strictly 
avoided. (Islamic Republic of Iran Ministry of Foreign Affairs, Constitution, 2021).

The first written press in Iran started in the middle of the seventeenth century and initially rhe news-
papers were published. The beginning of continuous broadcasting found the middle of the nineteenth 
century. Radio broadcasts began in Iran in 1926, and television began to be watched in homes in 1958 
(Shasavandi, 2016, p.41-44).

The major daily newspapers for Iran are printed in Tehran. The top-line newspapers comprise Jumhori-
yı Islami, Resalat, Kayhan, Abrar, and Ettelaat (countrydata.com). There are more than 50 newspapers 
in Iran. Some of dailies are printed in English. For example Tehran Times is one of the most popular 
newspapers printed in English (BBC, 2017).

There are six national channels, six international channels and 30 local channels, all of which are 
state-owned, in the TV sector in Iran. When the main radio stations in Iran are examined, it is seen that 
Sarasari, which makes family programs, Payam, which makes traffic programs, Vaerzesh, which makes 
sports programs, Farhang, which makes cultural programs, are the leading commercial channels. There 
are no private TV channels in Iran. Existing channels broadcast in line with official approaches. Channels 
1, 2, 3 and 4 have a general broadcast. Channel 4 focuses on art and cultural broadcast. News Channel 
“Haber TV”, education channel “Amuzeş TV”, shopping channels “Bazar” and “Borsa TV”, documentary 
channel “Nemayiş TV” and a broadcaster on local issues “Şoma TV” are comprised of the broadcasting 
channels in Iran. Futhermore, each states have their own broadcasting channels (Yegin, 2013, p.75).

In 1993, the Iranian government decided to establish a national data network and introduced the 
internet. This was done by Data Communication of Iran (DCI), which was the representative of the 
Telecommunication Company of Iran (TCI) (Shoraka&Omidi, 2002, p.28). There are 72 million internet 
users in the country and the internet penetration is 89%. Looking at the purposes of internet usage, it 
is seen that the internet is used mostly for content search with 59%, followed by social media use with 
50%. It is stated that 35% of people use the Internet for entertainment, 48% for business purposes, 35% 
for reading news, 30% for online banking, 40% for messaging applications, and 10% for blogs. Instagram 
is the most popular social media tool in the country. Facebook and other social media channels are los-
ing their popularity due to government restrictions. In addition, telegram, a popular instant messaging 
application, is also on the decline in the country (Republic of Turkey Tehran Embassy Commercial 
Consultancy, 2019, p.4).

It is possible to claim that the media and mass media in Iran are under the serious control of the 
state. Serious restrictions are imposed on internet access in Iran. Watching satellite broadcasts and us-
ing satellites are also prohibited. With these prohibitions, the regime aims to prevent access to alleged 
inappropriate content. However, it cannot be said that the regime was very successful in this regard. 
Because almost every home has satellite dishes and people mostly watch television channels broadcasting 
from abroad. Also, filter breakers are very widely used in Iran for internet censorship. Thus, the censor-
ship mechanism can be forced somewhat. Media environments, on the other hand, are more easily and 
strictly controlled. Many newspapers in Iran were sentenced to be closed temporarily or permanently 
for publishing against to regime (Yegin, 2013, p.75).
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Advertising Industry in Iran

In 1980, the new revolutionary government took over ownership of banks, insurance companies, dams 
and irrigation facilities, large-scale manufacturers, radio and television stations, communications and 
transportation companies, and companies in other sectors in Iran under nationalization (Crane et al 
quoted from Alizadeh, 2008, p.79).

The size of the Iranian advertising and promotion sector is 750 million dollars and Iran spends 9 
dollars in advertising expenditure per capita. In Iran’s advertising market, the share of TV and radio is 
60%, the share of outdoor advertisements is 28%, the share of digital advertisements is 9%, and the share 
of newspapers and magazines is 3% (Republic of Turkey Tehran Embassy Commercial Consultancy, 
2019, p.2).

Due to international sanctions against Iran, foreign capital inflows into the country are very low. It is 
seen that the efforts to create a self-sufficient economic model applied in the country make it difficult for 
international companies to take place in the country (Republic of Turkey Tehran Embassy Commercial 
Consultancy, 2019, p.2).

Rules and Regulations

There are some important laws regarding television and radio advertisements, print advertisements and 
social media advertisements in Iran. Atheist publications that are biased against Islamic rules or the 
promotion of topics that appear to harm any aspect of the Islamic Republic are strictly not allowed. Any 
propaganda regarding obscene or prohibited religious acts, inappropriate images or subjects that violate 
public morals are not allowed. It is forbidden to associate with groups or individuals that may be against 
Iran’s interests, dignity or security. It is forbidden to insult the leader of the revolution, the relevant 
religious authorities and the religion of Islam in any way. Both men and women have to abide by the 
Islamic headscarf. Before advertisements, products and services must be formally verified by well-known 
research centers in Iran. E-commerce suppliers should be informed about products and services in an 
accurate, complete and transparent manner. The name of the business should be clearly shared with the 
target audience. Before all advertisements, permission must be obtained from the relevant institutions, 
especially the Ministry of Culture and Islamic Guidance (Zigma8, 2018).

Strict Islamic rules have a deep influence in advertising in Iran and have led to the emergence of 
some rules for international advertising in Iran. Advertising that promotes corruption and superstition 
or goes against the country’s official religions is prohibited. Advertising of a particular good or service 
should in no way threaten another similar product or service. Ads must not offend people with certain 
disabilities or illnesses. It is forbidden to advertise goods and services in religious, scientific and edu-
cational centers. Advertisements should not insult the country’s official religions, customs, traditions, 
ethnicities, accents and dialects. The use of tobacco and similar scenes that are harmful to human health 
or addictive and that explicitly or implicitly encourage their consumption are not allowed. Advertise-
ments that promote the destruction of the human environment, forests, pastures, natural resources and 
natural habitats of animals are prohibited. Advertising should not incite fear or violence. Materials and 
images showing harassment of animals cannot be used in advertisements. Authors in advertisements must 
comply with all laws and relevant regulations regarding the protection of the material and intellectual 
property of authors and artists. There is no place for female abuse in advertisements. The appearance of 
the characters used in the advertisement should be in accordance with the national and religious tradi-
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tions of the society. Advertisements should not be associated with women and men gender preference. 
It is forbidden to promote goods and services that are not suitable for consumption, use or purchase by 
children in advertisements. Foreign language promotion, typos and mispronunciations are not allowed 
in advertisements. If it is necessary to use a foreign text while editing the ads, the size of the Persian text 
should be larger than the size of the foreign language text. If the subject of the advertisement requires it, 
it is necessary to bring the official flag and full map of the country in the advertisement in order to use 
the map and the flag of the Islamic Republic. Advertising should not devalue domestic goods. Advertis-
ing of foreign country goods, services and products is permitted, unless their domestic supply and sale 
is prohibited by law. Advertising on the facilities, walls, buildings and structures of foreign embassies 
and political representatives is prohibited. Advertising on the facilities, walls, buildings and structures 
of official and civil natural and legal persons can be done with the prior permission of their owners and 
officials. In accordance with the Note 4 of Article 6 of the Law on Amending the Laws and Regulations 
of the Iranian Institute of Standards and Industrial Research and Industry, the advertisement of goods 
and products for which the application of the standard is obligatory depends on having a license to use 
Iran’s standard brand and industrial research. Advertisers and advertisers must have the necessary, cred-
ible and legal documents for claims and claims regarding the subject of advertisement (Zigma8, 2021a).

Three institutions are responsible for the publication of advertisements in Iran. The first is Iran’s of-
ficial TV and radio channel, IRIB, and is responsible for TV and radio advertisements. The Ministry of 
Culture and Enlightenment and Municipalities are responsible for outdoor advertisements. Those who 
want to advertise in the country must obtain preliminary permission from these organizations. There is 
no clear legislation regarding the broadcast status of advertisements. Iranian producers have the right to 
advertise free on the state channel, and foreigners who have invested in Iran do not have this right. Ad-
vertising of foreign products on state TV, radio and printed publications is prohibited. Foreign investors 
in the country are expected to advertise on state channels. Ads suggestions have to be in accordance with 
one of the 4 ad formats determined by IRIB, which is a major obstacle to creative advertising (Republic 
of Turkey Tehran Embassy Commercial Consultancy, 2019, p.3). The IRIB has an influential position in 
shaping national identity, ideas, values and gender stereotypes (Ghandeharion & Yazdanjoo, 2017, p.3).

Advertising Tools

Advertising plays a fundamental role in both reflecting and shaping culture (Shasavandi, 2016, p.32). 
Following the 1979 Iranian revolution, Khomeini banned advertisements on the grounds that they led 
the people to Western civilization. However, after a few years, especially after the Iran-Iraq war in 1988, 
the advertising industry became active again (Amouzadeh & Tavangar, 2008, p.133).

In Iran, the department of advertising is only available at the associate degree and undergraduate level 
in scientific and applied universities. There is no advertising department in the country at the masters 
and doctorate level. There are deficiencies in terms of resources, such as advertising models and adver-
tising strategies. Foreign sources have not been translated into Persian and have not been brought into 
the literature. Since there are deficiencies in advertising education, the needs of the market in the field 
of advertising cannot be fully met (Ahmadi, 2016).

When we look at the advertising medium in Iran, it is seen that TV has a share of 93%, internet 85%, 
outdoor advertising 58%, cinema 36%, newspaper 34%, magazines 32% and radio 22%. The most ef-
fective advertisement medium is outdoor advertisements. When the distribution of expenditures in TV 
advertisements is examined, it is seen that 22% of the food and beverage sector, 21% of GSM operators, 
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internet service providers, banks and financial institutions, 11% of cosmetics and personal care products, 
10% of hygiene and detergent products, 8% of kitchen appliances, 6% of governmental institutions, 6% 
of products like computer, 6% of building construction materials, 4% of carpets and furniture, 2% of 
transportation, 2% of office tools and equipment and 1% of jewelry sector. In outdoor advertising, the 
most effective tools are roadside billboards, digital billboards and advertising spaces in public transpor-
tation vehicles (Republic of Turkey Tehran Embassy Commercial Consultancy, 2019, p.3).

When the distribution of advertising expenditures in printed publications is examined, it is seen 
that 28% of the food and beverage sector, 16% of GSM operators, internet service providers, banks 
and financial institutions, 13% of cosmetics and personal care products, 13% of hygiene and detergent 
products, 9% of kitchen appliances, and governmental institutions. 6%, computer etc. products are 5%, 
building construction materials are 5%, carpets and furniture are 2%, transportation is 1%, office tools 
and equipment are 1%, and the jewelery sector is 1%. Due to the problems experienced in money transfer 
in the country, it is not possible to advertise on accounts such as Google, Youtube, Instagram from within 
the country. Banner advertisements are preferred through websites with high number of clicks in the 
country, but it is seen that current applications are not used in banner applications because these sites do 
not make the necessary technological innovation investment. Influencers are preferred for promotion on 
Instagram, and these people can issue invoices through agencies (Republic of Turkey Tehran Embassy 
Commercial Consultancy, 2019, p.4). Influencer marketing is very popular in Iran and is becoming more 
and more viral every day. Anyone with a large following can become a social media influencer, such 
as a prominent fashion photographer, a widely read web development blogger, or a valuable marketing 
executive on LinkedIn (Zigma8, 2021b).

ADAPTATION STRATEGY IN INTERNATIONAL BRANDS: 
AN EXAMINATION IN IRANIAN ADVERTISING

Lipton is a tea brand owned by Unilever which is between six largest international brands in Iran. It was 
founded by Thomas Lipton in 1800s in Glasgow, Scotland. It is now available in over 110 countries. 
Lipton is particularly popular in parts of Europe, North America, the Middle East, Asia and Australia. 
Lipton states that around the world, drinking tea means friendship, hospitality and sharing moments 
together. According to Lipton, tea represents a short break, taking five minutes to yourself, and recharge 
your batteries. Lipton defines nature as its tea factories and positions its brand as a natural brand. It 
emphasizes on its website and in most of its advertisements that teas are grown using natural rain, wind 
and sunlight (Lipton, 2021).

A commercial for Lipton, one of Unilever’s brands, was produced by Kanoon Iran Novin production 
company in 2017. Turkish advertising agency Fikr’et acted as the idea and concept consultant of the 
commercial. For the advertisement Lipton worked with an International agency because of its global 
strategies. The shooting of the Iranian commercial started on January 26, 2017 and was completed in 2 
weeks. The advertisement was shown on the official Iranian TV channel. The agency took care to shoot 
in accordance with the rules of the IRIB. The agency conducted a research on Iran’s local tea drinking 
habits (what they drink next to tea, in which occasions they drink it, with whom they drink) before the 
commercial. Iran, which is in a close geography with Turkey, has cultural similarities with Turkey in 
terms of breakfast habits, tea drinking habits with friends and family. For this reason, Fikr’et, the idea 
and concept agency of the commercial, adapted the commercial film “Lipton - Çayın Yeri Başka”, which 

 EBSCOhost - printed on 2/8/2023 11:26 AM via . All use subject to https://www.ebsco.com/terms-of-use



154

Adaptation Strategy in International Brands
 

was published in Turkey and achieved great success, for the Iranian market. The famous actor did not take 
part in the commercial; however Famous actor Changiz Jalilvand voiced the commercial (Yücel, 2021).

METHODOLOGY

Along with the globalization, the international market competition has increased. Brands operating 
in global markets emphasize cultural characteristics rather than economic variables in the markets in 
which they operate. For this reason, international brands need to develop advertising strategies follow-
ing the culture and values of the local markets they target. The study aims to determine how cultural 
differences are emphasized in global advertising strategies and how these differences are adapted in ads. 
Random sampling method was used in the study. In random sampling, participants are chosen from the 
universe of that each member of the universe has an equal probability for selection to participate in the 
study (Kazdin, 1992). Within the scope of the study, the advertising film prepared by Lipton, a global 
brand, for Iran was analyzed. The adaptattion strategy, which is one of the global advertising strategies, 
was used in the analysis of the advertisement. The adaptation approach is based on the fact that nations 
located in different geographies in the world are structurally and culturally separate from each other, 
and advertising messages are reshaped according to these differences. The approach aims to cooperate 
with the country’s local agency and adapt the advertisements to the country’s cultural characteristics 
(Aktuğlu & Eğinli, 2010, p.169). At the end of the analysis, the results are discussed and suggestions 
for more comprehensive future studies are also made.

Hofstede’s Cultural Onion Model

Geert Hofstede and Gert Jan Hofstede (2010) developed the “Cultural Onion Model” to define and 
compare different cultures. A culture is like an onion with different layers. A viewer of culture from 
the outside must progress slowly, understanding each layer to get to the core of the culture. Cultural 
dissimilarities can be represented in different ways as symbols, rituals, heroes and values. Symbols are 
images, gestures, words or objects that have specific meanings and are recognized only by those who 
share the culture. Elements such as words in a language, clothing and hair style can also be evaluated 
under this category. Heroes, dead or alive, imaginary or real, are people who have extremely important 
characteristics in a culture and are therefore seen as role models for behavior. For instance, Asterix in 
France and Snoopy in the USA. Rituals are collective activities. Rituals are not essentially needed to 
accomplish a goal, but the rituals are considered absolutely essential and necessary by the members of a 
culture. Because of that, they are performed for their own sake. Ways of greeting and paying respect to 
others, social and religious ceremonies are related to rituals. There are various examples which related 
to rituals: It is the way you shake hands, the way you serve tea, how you invite people, how you give a 
present and how you visit those who invited you.

Values form the core of culture. Values are opinions that describes what in life is noted significant, 
and they are among the primary things children learn. Because the values are learned so early in peoples’ 
lives, people are often insensible of their values. Defining or discussing the values could be arduous, 
and outsiders cannot directly see them. They can only see the symbols, heroes and rituals of a culture 
and try to assume what the values – the inner core – are.
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One of the key concepts of Hofstede’s theory is that culture is the influence of society on the thinking 
and acting of individuals, a so-called “mental programming”. This means that the common consciousness 
of individuals living in different cultural ensembles is created by the mental programming of cultures. 
(Kiss Ildikó, 2014, p.305)

Hofstede’s Cultural Dimensions Theory

Many researchers in the second half of the twentieth century have hypothesized about the nature of the 
primary issues of societies that would present distinct dimensions of culture. In the 1970s, Hofstede got 
accession to a grand survey database about related sentiments and values of people in over 50 countries 
around the world (Hofstede, 1980). Since modern cultures are too complicated and subculturally hetero-
geneous, the strategy used in original study was a limited-sample strategy based on syllogism of the alike 
subcultures in distinct countries. The standard of matching limited samples often can only be evidenced 
ex post-facto: If the differentiations we discovered between cultures in one sample set, are approved by 
those found by others in other matched samples, our matching was sufficient (Hofstede, 1980).

As a result of a series of studies, Hofstede claimed that there are 5 different cultural dimensions. The 
five dimensions are classified:

1)  Power Distance, connected to the different resolutions to the basic problem of human inequal-
ity. This dimension measures “the extent to which less powerful members of organizations and 
institutions within a country expect and adopt that power is distributed unequally” (Hofstede, 
2001). Individuals in large power distance countries like Brazil, Venezuela and France etc. admit 
the inequality of power in their society while USA, Austria, Denmark and Scandinavian countries 
symbolize the opposite pole of power distance dimension (Hofstede, 2001)

2)  Uncertainty/Avoidance, connected to the grade of stress in a society in the face of an unknown 
situations. UAI specifies the extent to which a community feels jeopardized by unclear situations 
and the extent to which a community attempts to beware these situations by taking up seriously 
rigid codes of behavior, a belief in the certainty, establishing formal rules, and not withstanding 
abnormal ideas and actions. People with high uncertainty avoidance are perturbed with security 
in life, feel a major need for written rules and consensus, less willing to take risks while people in 
low uncertainty avoidance communities are less perturbed with security, rules and these people 
are more risk indulgent (Hofstede, 1980). Lifetime employment is more widespread in high/strong 
uncertainty avoidance countries such as Greece, Japan and Portugal etc. whereas high job variability 
more commonly emerges in low/weak uncertainty avoidance communities such as Ireland, USA 
and Great Britain. etc. (Hofstede, 2001).

3)  Individualism/Collectivism, connected to the concretion of individuals into basic groups. 
Individualism claims that “a society in which the connections between individuals are unstable – 
everybody is hoped to look after him/herself and his/her close family only”. However, collectivism 
stands for “a society in which people from birth onwards are combined into powerfull, coherent 
in-groups, which throughout people’s lifetime continue to keep them in exchange for absolute 
loyalty” (Hofstede, 2001). Individualists value personal independence, individual expression, 
pleasure, personal time and collectivists value interrelation of favours, a sensation of affinity and 
respect for tradition. Individualistic societies such as Australia, Canada and USA etc. assume that 
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democracy should ideally be shared by everyone, which is difficult to understand in collectivistic 
societies such as Pakistan, Indonesia and Chile etc. (Hofstede, 2001)

4)  Masculinity/Femininity, describes the fourth dimension where masculinity stands for a community 
in which social gender roles are absolutely dissimiliar: men are supposed to be pretentious, rigid and 
focused on material accomplishments; women are supposed to be tender, humble and concerned 
with the quality of life. While femininity stands for a community in which social gender roles 
overlap, both women and men are expected to be tender, humble and concerned with the quality 
of life (Hofstede, 2001). Masculine individuals’ choices are accomplishment, bravery, and material 
achievements in opposition to feminine individuals, who identify success in terms of intimate hu-
man relationships and quality of life. Typical masculine countries are Mexico, Japan and Italy etc. 
On the other hand, there are Scandinavian societies, which are considered as feminine societies, at 
the opposite pole. (Hofstede, 2001).

5)  Indulgence/Restraint, dimension was added to the model in 2010 in order to synchronize with 
the new studies on happiness themes. This dimension was partially embedded in the research led 
by Michael Minkov, a Bulgarian sociologist and the creator of the comprehensive World Values 
Survey. A indulgent community is one that values the pleasure of human needs and desires; A 
measured community regards the value of hiding pleasures and curbing ones’ desires in order to 
regulate more with its social norms.

“Indulgent societies will tend to concentrare more on individual happiness and well-being, leisure time 
is very important, and there is greater personal control and freedom. This is in contrast with restrained 
societies where positive emotions are less freely explained and freedom, happiness and leisure are not 
given the same significance” (Maclachlan, 2013).

In the research, within the scope of the adaptation strategy of global advertisements and Hofstede’s 
theory of cultural dimensions and Cultural Onion model, answers were seeked for the following questions:

1)  Is the advertisement designed according to the cultural characteristics of the target audience? Are 
the given messages in Lipton Iran advertisement appropriate to Iran’s culture, traditions and daily 
life?

2)  In the Lipton Iran advertisement, what are the symbols, heroes, rituels, values observed in the 
Lipton Iran advertisement?

3)  In the Lipton Iran advertisement, what are the key messages and metaphors that make emphasis 
on power distance in the advertisement?

4)  In the Lipton Iran advertisement what are the key messages and metaphors that make emphasis on 
individualism/collectivism?

5)  In the Lipton Iran advertisement what are the key messages and metaphors that make emphasis on 
masculinity/femininty?

6)  In the Lipton Iran advertisement what are the key messages and metaphors that make emphasis on 
indulgence/restraint?

7)  In the Lipton Iran advertisement what are the key messages and metaphors that make emphasis on 
uncertainty avoidance?
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SOLUTIONS AND RECOMMENDATIONS

The Lipton Iran commercial lasts 50 seconds. The commercial begins with “Hi Iran”. At that time, the 
Farça “Hi Iran” lettering in black letters on a yellow background and Lipton’s logo in Persian alphabet are 
on the screen. Selam is used as hello in Iran. It is also used as an abbreviation of “Selamun Aleykum”. 
Among Muslims, “Selamun Aleykum ” is used to mean may Allah’s peace be upon you. The Lipton 
company uses a salutation specific to Iranian culture in this ad. The commercial continues with the 
demonstration of people picking tea in nature. And right behind it, the world map with the Lipton logo 
appears on the countries where the Lipton company is located, and Iran is zoomed in. Then, images from 
the “Spice Bazaar” are displayed on the screen. Meanwhile, the voice-over said, “As Lipton, we have 
been operating in the tea industry for 125 years and we have observed the unique use of the tea you are 
used to in different cultures. We understand that you are the only one. You are at the center of delicious 
tastes.” says. A man sips his tea, then is shown various varieties of dried rose. Then there is a tea serv-
ing tray, and while the tea brewed with lipton is served in the teapot, it is seen that there are dried roses 
in the glass bowl. After the tea is poured into the glasses, rose petals are thrown into the glass. On the 
screen, three hijab dressed women women, chatting over tea, and two men playing chess while drinking 
tea are seen on the screen. Meanwhile, the voice over says “Tea is an important part of your life”. As 
the footage progresses, the voice-over says “Tea is friendship, tea is family, tea is life itself, its color is 
the color of positivity. Its taste is the warm taste of conversations. Its scent is the fresh scent of nature. 
New Lipton Tb range, for you as you wanted.” says. A moment when the extended family drinks tea, 
a birthday celebration with friends and tea is served, a couple watching the sunset on the bench while 
drinking tea, a moment when women chat and drink tea in a restaurant, a moment when mountaineers 
drink tea while relaxing on the mountain appear on the screen in sequence.

Table 1. Analysis of Lipton Iran in context with Hofstede UI Model

COMPONENTS OF UI MODEL LIPTON IRAN

Symbols

*Dried Rose 
*Logo of Lipton with Persian alphabet
*Hijab dressed women
*Casual dressed men 
*Language of the advertising is Persian (Supported by English subtitles).

Heroes -

Rituels
*Saluting at the beginning of the advertising (Salam Iran!)
*Servicing of the tea (Emphasizing of the tea as a part of the rituels of the society) 
*Conversations and tea drinking (Kind of group routine)

Values

*“Tea is family” (emphasizing the importance of the family.) 
*“Tea is friendship (Emphasizing the importance of friendship). 
*No men in womens’ groups and no women in mens’groups. The moments when men and 
women are together are often depicted as family. (There is a construction of social relations in 
accordance with the Islamic regime and Islamic values.) 
*Tea usually served by women
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When the Lipton Iran advertisement is analyzed according to Hofstede’s UI model, it is observed that 
the advertisement contains messages and metaphors which are compatible for Iran’s tradition, culture 
and value elements. From dressing styles to gender roles and religious values, it is clearly observed that 
Lipton Iran advertisement has images and symbols in order to correspond the cultural characteristics 
of the target audience.

When the Lipton Iran advertisement is analysed in the context of Hoftede’s Cultural Dimensions, it 
is possible to say that the advertisement reflects low power gap dimension. Because, groups of people 
take in place in the advertisement frequently and people appear in informal enviroments in a friendly 
manner. Although culture of Iran has both individual and collectivist characteristics, collectivistic char-
acterictics of Iran is foreground in the advertisement. Making emphasis on communities such as friend 
groups and family, reflects collectivism dimension. Femininity is at the forefront in the advertising. A 
reason for this is because femininity is related to equality, solidarity etc. In the advertisement, there are 
various messages and metaphors emphasizing positivity and this is compatible with the femininity dimen-
sion in the advertisement. On the other hand, messages and metaphors which are related to positivity, 
friendship and happy people also reflects dimension of tolerance. Also, it can be stated that indulgence 
is at the forefront in the advertising. The people in the footage use informality in interaction with others. 
Therefore, it is safe to say that low uncertainty avoidance is at the forefront in the advertising. Because 
informality is completely foreground in the advertisement.

In this study, the adaptation strategy of global advertisements is evaluated in the context of Hofst-
ede’s theory of cultural dimensions and cultural onion model, and it will be a guide for studies aiming 
to analyze the advertising strategies of global brands. In addition, a comparative analysis can be made 
by examining the advertising strategies of the Lipton brand in other countries.

Table 2. Analysis of Lipton Iran in context of Hofstede’s Cultural Dimensions

CULTURAL DIMENSIONS LIPTON IRAN

Power Distance The prevalence of interpersonal dialogue indicates a low power gap.

Individualism/Collectivism Collectivism is at the forefront in advertising. Family and friend groups are usually in the 
foreground in the advertisement.

Masculinity/Femininity
Femininity is at the forefront in the advertising. Because femininity is related to equality, 
solidarity etc. In the ad emphasizing the positivity (“Tea is color of positivity”), (“Its color is 
color of positivity”), (“Its scent is the fresh scent of nature).

Indulgence/Restraint
Indulgence is at the forefront in the advertising. The usage of friendship, positivity and family 
themes in the advertisement and the presence of happy people in the images bring the dimension 
of tolerance to the fore.

Uncertainty Avoidance
Relationship models based on mutual trust, consistency and stability, such as family and 
friendship, were highlighted in the advertisement. Thus, low uncertainty avoidance is at the 
forefront in the advertising.
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CONCLUSION

Advertising as a communication process is implemented in an environment that includes different value 
judgments, beliefs, customs and habits. Along with globalization, businesses have begun to use localized 
creative strategies accepting that each culture has different consumption habits and communication styles. 
Therefore, the global businesses implement various advertising strategies in order to reach their target 
audiences. Global brands take into account the cultural structure of the market in which the advertising 
message is transmitted in their advertising practices and try to show sensitivity to the cultural structure 
of the society. Because the cultural structure and value variables of a society affect the perception of the 
message by the target audience and are important in the behavior of the targeted audience. This study 
aims to determine how cultural differences are emphasized in global advertising strategies and how these 
differences are adapted in ads. Within the scope of the study, the advertising film prepared by Lipton, a 
global brand, for Iran was analyzed.

When Lipton’s advertisement is analyzed, it is seen that the brand attaches importance to global ad-
vertising strategies in order to reach target audiences with different characteristics in different markets. 
When the messages given in the analyzed advertisement are analyzed in the context of the adaptation 
strategy, it is determined that Lipton aims to give messages appropriate to Iran’s eating habits, geographi-
cal and cultural characteristics, gender roles, religious values and various social rituals. The inclusion 
of familiar images or expressions in advertisements designed according to the cultural characteristics of 
the target audience facilitates the interpretation of advertising messages and creates a feeling of intimacy 
between the brand and the target audience. The use of images and symbols that correspond to the cultural 
characteristics of the target audience in ads makes it easier for the target audience to make sense of the 
messages given. For this reason, in advertisements where the adaptation strategy is used, close connec-
tions can be established between the target audience and the brand. Thus, the emergence of negative 
consequences such as inability to perceive, misunderstanding, and development of negative reactions 
arising from cultural differences in the country where the advertisement is broadcasted are prevented.

The symbols, rituals and values used in the advertisement reflect the Iranian culture. While it is 
possible to see collectivism and individualism together in Iranian culture, collectivism, which is seen 
more intensely, was preferred in Lipton advertisement. It is striking that people of all levels are in com-
munication in the advertisement. This reflects the low power gap in power distance. Femininity is at the 
forefront in the advertising. And also, low uncertainty avoidance is at the forefront in the advertising. 
Although there are many restrictions in Iran, Iran has a tolerant society. For this reason, the theme of 
happiness seems to be at the forefront in the advertisement and reflects tolerance.
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KEY TERMS AND DEFINITIONS

Adaptation Strategy: Integrated marketing and advertising strategies for global brands based on 
cultural and local dimensions.

Harmonization Strategy: Integrated marketing and advertising strategies for global brands based 
on cultural and local dimensions.

Standardization Strategy: Establishing common strategies for the entire world as a single market 
with little meaningful variation.
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ABSTRACT

This research aims to analyze the American impact on Japanese advertising through the use of celebrity 
endorsement strategy. In order to reach this aim, at first the geo-politics, economy, history, and culture 
of Japan is analyzed. In the research, three soft cell Japanese advertisements are chosen, in which 
American Hollywood and pop music icons are starring. According to the results of the research, the use 
of American celebrities adds popularity, attractiveness, likability, sympathy, and sexual appeal to the 
products as well as humor appeal to the advertisements in order to draw attention. Although Japanese 
cultural elements can be found in the advertisements like the masculine culture, samurai heroism, and 
the appreciation of the Japanese working class, the advertisements are generally under the consumption 
imposition of American culture with higher-status symbols, upward capitalist social comparison, and 
sexual objectification of women.

INTRODUCTION

In the second half of the 20th century, among Western societies, Japan and other regions in Southern 
Eastern Asia, goods and services were becoming more and more available. Together with a consumption 
ideology, the notion of consumption enabled capitalism to gain a valid and reputable position for millions 
of people along with a series of social, cultural and economic practices. Furthermore, the development 
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of structuralism approach by Claude Levi-Strauss, the use of signs and symbols gained importance. In 
such societies, the use of these signs and symbols especially gained extensive use in advertisements and 
became an important part of consumption culture. Consumption was becoming based on desires rather 
than on basic needs more and more (Bocock, 2009, pp. 12-13). On the other hand, today’s postmodernist 
society has a consumption-based perspective over production. The sign economy has gained a global 
dimension and it can be stated that consumption has gained more social importance. Furthermore, since 
the products have similar properties the differences between products can be drawn with their connection 
values or through their images (Odabasi, 2004, p. 40). According to Cashmore (2006):

Consumer culture was originally built on the avarice, envy, and possessiveness that flourished in the 
postwar years. But it became ordinary, common, and everyday so that we eventually came to understand 
ourselves as the kind of creatures that had spending in our DNA. Consuming was, to use Schor’s word, 
naturalized. Some writers have pointed out the ways in which celebrities, perhaps inadvertently, promote 
aspirational consumption by becoming mobile advertisements. In this sense, celebrity culture is at one 
with commodification – the process whereby everything, including public figures, can be converted into 
an article of trade to be exchanged in the marketplace (p. 12).

In order to gain competitively differential advantages, it is vital for the firms to use certain advertis-
ing strategies. These advertising strategies create positive images in the minds of the consumers while 
supporting the remaining elements in the marketing mix such as branding, pricing, product design and 
place decisions. Celebrity endorsement strategy is one of these commonly used creative advertising 
strategies, which help to attain this result (Erdogan, 1999). One of the reasons for the use of celebrity 
endorsement strategy is that we are living in a highly competitive era and the consumers are exposed to 
a large volume of advertisements. Celebrity endorsers enable the brands to stand out from the existing 
media clutter in the process of communicating the advertising messages to the consumers (Tanjung & 
Hudrasyah, 2016). The celebrity endorsement strategy in advertising identifies the brand with celebrities 
and this fact enables the brand to gain fame in a short period (Kocabas & Elden, 1997, p 129).

Japanese soft cell advertising strategy relies on celebrities extensively and is accepted as one of the 
most effective advertising strategies in Japan (Olafsonn, 2014; Park, 2018). The brands consider celeb-
rity image as an important tool to communicate their messages to the public since the celebrities have 
a positive image in the eyes of the public (Olaffson, 2014). Aware of the fact that this trend has become 
phenomenal, other Asian countries have begun to follow the same marketing strategy Armielia, 2018).

In order to examine Japanese advertising from a global perspective, this research includes a litera-
ture review of Japanese country profile, Japanese advertising industry as well as the use of celebrity 
endorsement strategy in Japan. In the article case study method is used to examine American celebrities’ 
appearance in Japanese advertisements, which is one of the signs of the American impact on Japanese 
advertising. Through studying the use of American celebrities in Japanese advertisements, the meanings 
that are transferred to the products and the possible impacts on the Japanese consumers are examined.
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GEOGRAPHY, HISTORY, SOCIO-POLITICS, 
ECONOMY AND CULTURE OF JAPAN

Situated in the east coast of Asia, Japan is an island country starting from northeast stretching towards 
northwest for about 1500 miles (2400 km) towards the Western North Pacific Ocean. Four main islands 
of the country including Hokkaido, Honshu, Shikoku and Kyushu together with many smaller islands 
take up nearly the entire land area of Japan (Hurst, 2021). The total land area of Japan is approximately 
145, 856 square miles (378,000 square kilometers) (Ministry of Foreign Affairs of Japan, Japan act 
Sheet, Geography & Climate).

According to the 2021 estimates, the population of Japan is 125,497.000. On the other hand, the capital 
city Tokyo in east-central Honshu, is one of the most populated cities in the world (Hurst, 2021). When 
we consider Japan in terms of land area and population, Japan is in fact a relatively small country located 
in Far East. Furthermore, many imperative elements that boost the economic development, doesn’t exist 
in Japan such as raw materials like iron, coal, oil and others unlike other Western European Countries 
and North America. Foreign trade is vital for Japanese economy for its economic survival and develop-
ment (Akgun & Calis, 2003). Therefore, through the past century, this basic fact has led the country 
into imperialism, war, devastation and global trade. From this point of view, economic globalization is 
critical in protecting Japanese well-fare (Andressen, 2002, pp. 3-4).

It is during the Heian period that Japanese system of government appeared, in which the emperor 
was the leading figure along with powerful families from behind the scenes. This system also laid the 
foundation of feudalism in Japan, which have endured for almost 700 years. Japan isolated itself from 
the rest of the world for centuries only to appear in the world scene reluctantly in the middle of nine-
teenth century (Andressen, 2002, pp. 40-8) In 1854, Commodore Matthew Perry’s war treats forced 
the country to sign a treaty with the United States. Soon other Western powers forced treaties of their 
own, which opened Japan to Western disruption (Howell, 2008). Meiji Era had begun, with the impe-
rialist signals of Japanese capitulation. However, emperor Meiji appointed a delegation the mission 
of examining Western countries political, commercial, economic and educational systems. After this 
mission the Western- Style modernization of Japan began: the constitution was changed to include an 
appointed parliament; the government was centralized; education system was improved; the country 
was industrialized and a powerful army and navy was formed (Seval, 2017). After 1931, the Japanese 
army had more control over politics. After the coup attempt of the army and in between 1937 and 1945, 
Japan was directed by military governments. The imperialist aims of the military-government first 
lead the county into a multifaceted war with China and then the country entered into the Second World 
War against the United States and its allies. The war ended with devastating results for Japan and the 
country was occupied for the first time in its history (Akkemik, 2019, p. 485). Hiroshima and Nagazaki 
was bombed by the U.S. army and the result was a social, economy-political and cultural devastation. 
However, one result of the post war arrangements was that the U.S. guaranteed Japan’s national security 
for five decades (Akgun & Calis, 2003). Japan rose from its ashes and managed to become the world’s 
third largest economy through industrialization and international trade in the following decades. Until 
1970, it doubled its industrial capital and became one of the main exporters of consumer electronics, 
steel, optical goods and ships (Patrick & Rosovsky, 1976). During the war, there was a general hatred 
in between Japanese and American societies. On the other hand, according to the more recent public 
opinion polls, seventy-four percent of Japanese public and ninety-one percent of the American opinion 
leaders see each country as a reliable ally. Together with the U.S., Japan were the two largest contribu-
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tors to promote economic growth and stability in the postwar era and they funded major institutions 
like World Bank, the International Monetary Fund and the United Nations. After the close alliance of 
the U.S. and Japan Soviet expansion in East Asia was blocked and this fact prepared the end of the Cold 
War (Green, 2007). Another important reason for Japan to build good relations with the U.S. was that 
the U.S. was an important market for Japanese goods and Japan developed its international relations 
with other countries over the U.S. Therefore, after the Cold War period Japan tried to maintain its close 
relationship with the U.S. and European Union (Akgun & Calis, 2003). In 1895 the Bank of Japan pur-
sued an expansionary monetary policy due to the pressure from the U.S. to correct its trade surplus by 
increasing the value of Yen. The result of this was a speculative boom in real estate and equities giving 
rise to a severe competition in banking with reckless lending practices. This situation prepared the era 
of the “bubble economy” and caused a “Great Recession” in the economy. However, with the new mil-
lennium a series of market-oriented reforms were made in commerce and finance through government 
regulations. As these reforms stated to show their result in 2003, the rise of China as a global industrial 
force became a major reason for economic recovery since Japan benefited greatly from China’s economic 
growth. After the millennium the Liberal Democratic Party (LDP) gained political dominance in Japan 
(Tsutsui, n. d.) and this dominance still prevails.

The indigenous religion Shinto has been a part of the lives of the Japanese society starting from the 
foundation of Japan up to the modern times. However, there has been a mutual influence between Shinto 
and Buddhist believes after the introduction of Buddhism to Japanese society in the 6th Century (Ministry 
of Foreign Affairs of Japan, Japan act Sheet, Religion, n.d.). Japanese school year for most elementary, 
junior high and high schools starts in April 1st and ends in March of the following year (Ministry of 
Foreign Affairs of Japan, Japan act Sheet, Education, n.d.). The percentage of Japanese high school 
graduates going to four-year universities was 57.9% in 2018.

Japan’s political system, which dates back to 1947 is constitutional democracy with the principal of 
“separation of powers,” in which the national government is formally divided into legislative, judicial 
and executive organs. The emperor, who acts as the symbol of State as well as the unity of the people, 
appoints the prime minister according to the nomination of the Diet and takes role only in matters of state 
such as declaration of amendments of the constitution, laws, treaties and cabinet orders and convention 
of the Diet (Ministry of Foreign Affairs of Japan, Japan Fact Sheet, Governmental Structure, n.d.). The 
current prime minister of Japan Fumio Kishida, who was elected to the presidency of the LDP acts as 
the head of the government of Japan. He has replaced Yoshihide Suga, who has resigned after one year 
in office. Kishida is now leading the LDP as the prime minister to succeed in the elections that will be 
held in November (BBC, 2021).

Suffering from a widespread deconstruction during World War II, Japan was considered as a “less 
developed country” during the postwar era. Two decades later, averaging an annual growth rate of 8%, 
Japan became the first country to gain the “developed” status during the postwar era. Japan managed 
this through high rates of personal savings & investment in private sector facilities, a labor force with 
high ethical criteria in working, an abundant supply of low-priced oil, innovative technology as well 
as government interference private sector industries. Due to being a major beneficiary of swift growth 
advanced by the International Monetary Fund and General Agreement on Tariffs and Trade based on free 
trade principles, in 1968 Japan became the second largest economy of the world, following the United 
States (Ministry of Foreign Affairs of Japan, Japan act Sheet, Economy, n.d.). During the 1970s and 
80s, exports were a major reason in Japan’s economic growth. Today, Japan is the world’s third largest 
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economy, and it has a considerable role in the international community as a major aid donor, source of 
global capital as well as credit (BBC, 2020).

Due to the fact that Japan does not have a great deal of inhabitable land, living in harmony, has become 
an important characteristic of Japanese culture. The reason to this is because people have had to live in 
close distance within communities. In addition, the climate has had an important role on the collectivist 
nature of Japanese society since people couldn’t grow rice without the help of others in order to achieve 
high production in a limited amount of space. Another characteristic of Japanese culture is that they are 
generally tolerant of ambiguity in order to maintain harmony and increase compromise. For instance, 
people do not refuse each other, or say no directly even if they are in disagreement. Especially after World 
War II and the opening up of Japan in the 19th Century after many years of seclusion, Japanese people 
have become quite Westernized in order to keep up with them and as a result Western Culture lifestyles 
have been accepted and adopted increasingly such as wearing blue jeans, sleeping in a bed, listening to 
rock music and eating with knife and fork. For over a long period the Japanese have regarded silence 
as a virtue similar to “truthfulness.” Silence in Japanese culture means implicit mutual understanding 
or the fact that what is true in Japan will actually exist in silence. Historically, Japan was a matrilineal 
society where men and women seem to have had equal relations in social, political and economic terms 
in their daily lives. During the medieval times, which is known as Kamakura and Muromachi periods 
in Japan, social and political priority was appointed to men. In comparison to most Western countries, 
the position of Japanese women in society is still lower than men although the relationships in between 
the two genders are changing rapidly nowadays since women are working outside the home as well as 
a new consciousness has been formed towards marriage. Following the Meiji Restoration in 1868 and 
after World War II, Japan promptly went through a modernization period and rebuilt the ruined country 
in order to become a powerful economic nation. Still today the Japanese are often regarded as diligent 
or sometimes to the point of workaholic (Davies & Ikeno, 2002, pp. 1-75).

JAPANESE ADVERTISING INDUSTRY AND THE JAPANESE CONSUMER

Japanese advertising market ranks as the third largest advertising market in the world, following United 
States and China (Statista Research Department, 2021). The literacy rate in Japan is %99 and with re-
gard to per capita circulation of newspapers, Japan ranks as the first in the world (Ramanathan, 2011). 
Not long ago, television was traditionally the leading medium considering the advertising expenditures 
in Japan. However, after 2019 internet became the leading medium due to the increasing advertising 
expenditures in online and event advertising. The major reason for the growth of the internet medium 
was due to performance-based advertising. Until the rise in the spread of the coronavirus (COVID-19) 
in 2020, the total advertising expenditures saw a stable growth in Japan. However, after the spread of 
coronavirus the market size shrank by about 780 billion Japanese Yen up to a total of 6.2 trillion Yen. 
However, Japan’s advertising market still accounts for more than one percent of Japan’s nominal gross 
domestic product (GDP), which proves that advertising market holds a strong position in Japan.

The leading advertising agencies in Japan are Dentsu and Hakuhodo, both of which are headquartered 
in Tokyo and are active in television, marketing and promotion and internet medium fields. Dentsu, 
is especially a top shareholder in some television companies and therefore holds a strong position on 
television advertising slots. In the recent years, both agencies have become active in overseas markets 
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along with internet advertising and acquired several foreign companies overseas (Statista Research 
Department, 2021).

Japan is among the few countries in the world where advertising agencies receive their payments 
from the clients through commissions of advertisements placed in the media. Meanwhile, major agencies 
give full service which is comprised of creative production functions, media purchases and marketing 
research. This form of media payments was abandoned at first in UK in the 1980s and later in the US 
in the 90s since it caused a differentiation between creative agencies as well as media buying agencies 
and proliferated the creative agencies in terms of creativity (Nixon, 2003 as cited in Kawashima, 2006).

As a result of the rise of globalization and the dissemination of transnational consumption practices, 
new socio-economic and cultural dynamics have begun to have an impact on different geographies in-
cluding Japan. Global chains are one of the most prominent manifestations of this process. As a result, 
a new urban consumption culture has begun to transform. In Japan global branded chains are viewed 
as flows of commodities, images and cultural representations that connect them to the rest of the world 
(Grinshpun, 2012).

Japanese society is among the most consumption oriented and urbanized societies in the world. 
While image and style are major market commodities, the consumption patterns in Japanese cities are 
shaped through transnational practices and trends, primarily via the transmission of global brands and 
products (Grinshpun, 2012). In 2011 Japanese consumers’ expenditure on the global luxury branded 
goods market accounted for one quarter of worldwide expenditure in this market according to Japan 
Market Resource Network’s estimates. Although a downtown has been recorded in comparison to the 
40 percent expenditure recorded in 2007 by JMRN, this rate is still a quite high number in comparison 
to Europe’s and North America’s 20 percent (JMRN, 2011 as cited in Grinshpun, 2012).

THE USE OF CELEBRITY ENDORSEMENT STRATEGY IN JAPAN

As members of people surrounded with popular culture in a globalized world, we often encounter celeb-
rities in our daily lives in mass media. These celebrities are from any field such as sports, journalism, 
politics, arts and entertainment industry. According to Boorstin (1971, p. 58), who has made one of 
the most widely known definitions of celebrity: “the celebrity is a person who is well-known for their 
well-knownness.” Turner (2013), on the other hand, makes a more role defining and socio-cultural 
description of celebrity:

Celebrity is a genre of representation and a discursive effect; it is a commodity traded by the promotions, 
publicity, and media industries that produce these representations and their effects; and it is a cultural 
formation that has a social function we can better understand (p. 10). 

The use of celebrities in advertisements is called celebrity endorsement strategy and is often encountered 
in advertising industry worldwide. Celebrities add credibility to the endorsed products, which results in 
the increase of brand awareness due to factors such as the attractiveness, trustworthiness, expertise and 
brand-fit of the celebrity (Ugwuanyi et al., 2018). The reason firms use celebrity endorsement and invest 
significant amounts of payments to represent brands and organizations is due to the fact that the endorser 
qualities such as attractiveness, likeability and trustworthiness will be transferred to the represented 
product and generate successful outcomes for the advertisement campaigns. Furthermore, according to 
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researchers, in comparison to advertisements that use non celebrities, advertisements that use celebrity 
endorsers attain more positive attitudes towards advertising and have a greater increase in purchase 
intentions (Atkin & Block, 1983; Petty et al., 1983). However, in order to avoid potential pitfalls, there 
needs to be a brand-fit in between the celebrity and the brand meaning the celebrity qualities should be 
appropriate, relevant and desirable (Erdogan, 1999). According to researchers, if the consumers consider 
that the celebrity is involved in unethical activities, this fact discourages them to purchase the endorsed 
product (Ogunsiji, 2012; Chapman & Leask, 2001).

Celebrity endorsement is a characteristics of Japanese advertisement industry (Olaffson, 2014; Park, 
2018; Armiela, 2018). According to Kilborn (1998, as cited in Praet, 2001) more than %70 percent of 
Japanese TV advertisements make use of celebrity endorsement strategy. One of the most important 
reasons for the frequent use of this strategy is that %90 percent of the consumers find such advertise-
ments more likable, popular or memorable in comparison to other advertisements as stated by Video 
Research. Another reason for the frequent use of celebrity endorsement in Japanese advertising is that 
Japanese consumers find these messages more trustworthy (Melville, 1999). According to Praet (2001)’s 
research findings in Japanese TV advertising celebrities are featured much more often than countries 
like France and U.S. Since most of the Japanese advertisements last for as long as 15 seconds, having a 
strong dynamic in order to draw attention is a critical factor and celebrities are a highly important feature 
to provide this impact (Asahina, 1997, as cited in Yamada, 2005).

Furthermore, foreignness and the use of foreign celebrities is a common strategy for Japanese advertisers. 
According to Yasutake (1983, as cited in Yamada, 2005) foreign elements are used in Japanese advertise-
ments, because this strategy draws interest and enables the marketers to differentiate their products from 
others. According to this research around %46,2 of Japanese advertisements includes foreign elements 
such as celebrities, phrases, scenery and messages. Another important point is that around two thirds 
of these foreign elements employed in these advertisements indicate American or European influence.

THE CASE ANALYSIS OF THE USE OF CELEBRITY 
ENDORSEMENT STRATEGY AND AMERICAN IMPACT 
ON JAPANESE ADVERTISEMENT INDUSTRY

Aim and Methodology

The aim of this study is to research the cultural characteristics of Japanese advertising and to find out 
the impact of American influence on Japanese advertising through use of celebrity endorsement strat-
egy. The methodology of this research is case study analysis. According to Yin case study is a research 
method that is used in order to interpret various situations like phenomena related to individuals, groups, 
organizations, society, politics and others. Yin classifies case studies into three groups including explana-
tory, exploratory and descriptive. Explanatory case studies are preferred when research questions include 
“how” and “why” questions to analyze situations that have operational links over a time period rather 
than frequencies (Yin, 2003, pp. 1-7). In order to reach this aim, the explanatory case study method is 
used in this research. In the study three Japanese advertisement in which well-known American Hol-
lywood and Pop Music Celebrities star in are taken as multiple case studies. The universe of the study 
is Japanese originated products’ advertisements in which American celebrities are used in some way 
such as starring artist, voiceover and etc. In the research the purposive sampling method is used and all 
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selected advertisements are broadcasted in 2021 in order to give a recent perspective. Two of the selected 
advertisements portray the celebrities as unusual characters which is a typical part of Japanese soft sell 
advertising. This fact in fact originates from the notion of “hen na gaijin”, which can be translated as 
strange foreigner. Japanese actors traditionally never engage in such unusual behavior unless they are 
professional comedians. Through this unusual performance of foreign actors, comic relief is tried to be 
achieved in Japanese advertising (Olaffson, 2014, p. 19). The first advertisement chosen is the Laudrin’ 
Home ad of Nature Lab, in which American pop icon Katy Perry is shown fantastically as a Dalmatian 
dog. The second advertisement is the 2021 version of Boss Coffee Alien Jones Investigating Earth series 
in which Tommy Lee Jones acts as an alien. Finally, in other to give a holistic perspective Shiseido 2021 
advertisement in which American pop icon Lady Gaga acts as herself is chosen. In the study the answers 
of the following research questions are explored:

Research Question 1: What are the Japanese cultural characteristics portrayed in the advertisements?
Research Question 2: How is Japanese culture influenced by American subculture as its portrayed in 

the advertisements?
Research Question 3: How is the celebrity endorsement strategy used in the advertisements?

Evaluation of the Research Data

Laudrin’ Home and Katy Perry: Japanese Soft-Cell Advertisement

This Japanese advertisement of Laudrin’ Home brand of Nature Lab is starring Katy Perry and is pro-
duced in 2021 (Katy Perry Fanatics, 2021). Laudrin’ Home is a Japanese home scented products brand 
which includes products like laundry detergents, laundry softeners, fabric refreshers and room diffusers 
(Laudrin’ Home, 2021). The advertisement is produced in a luxury mansion in California, U.S.A. (Ja-
pan News, 2021). In the advertisement as soon as the landlord leaves the house- as we realize this fact 
from the closing of the door from the inside and the male raincoat hanging on the raincoat stand- the 
Dalmatian dog of the house that is inside fantastically transforms into Katy Perry wearing white and 
polka-dot clothes holding a Laudrin’ fabric refresher in her hand. She sprays the refresher towards the 
raincoat and the hat. Immediately the raincoat and the hat come alive and start dancing. Next, we see 
the cuckoo clock bird come out and sing and meanwhile Katy Perry is singing her song ‘Smile’. As she 
continues walking and dancing in the mansion singing her song, she sprays the fabric refresher to the 
armchair. Together with this the armchair comes alive as it starts dancing and moving around the house 
together with her. Later on, we see the room diffuser joining the tempo of the song and the coffee table 
under it starts dancing. Then, the Dalmatian Lady adds Laudrin’ fabric softener to the washing machine 
and later on we see the Dalmatian Lady moving and dancing in the house with Laudrin’ fabric refresher 
in her hand together with the dancing armchair, raincoat hanger and washing machine. In the next scene 
we see Laudrin’ products with the subtitles of “My Sweet Home” and the female voiceover says, “My 
sweet home, Laudrin’ at home.” Then, we hear the sound effect of a car door locking with remote control 
and the Dalmatian Lady looks at the audience in a panic. Then she transforms herself again as the Dal-
matian dog of the house and we see the door opening. As the advertisement is produced in a Californian 
style luxury mansion, we see that the setting that the advertisement takes place is entirely American and 
symbolizes a high status. The furnishing of the house is entirely American style as well. However, the 
painting on the wall showing Napoleon together with a ball-room dressed lady reminds us of French 
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aristocracy origin. The strongest American symbol in the advertisement is the world-famous American 
pop star Katy Perry. However, in the advertisement she is portrayed as a Dalmatian dog. Dalmatian dog 
is also of American Hollywood Culture from the famous film 101 Dalmatians. These symbols portray 
the high-status life pointed in the advertisements and reveal that the product is intended to appear as a 
high-status brand. The Japanese elements presented in the in the advertisement is the fantastic trans-
figuration of the Dalmatian dog into a Dalmatian Lady taking care of the house. The Dalmatian Lady in 
fact symbolizes the Geisha culture with her singing as well as dancing performance and caretaking to 
please the landlord. The fact that Perry is indeed a transfigured dog is also an emotional connection to 
draw the attention of the audience and adds humor appeal to the advertisement. Another important fac-
tor that draws attention, adds popularity as well as likability to the advertisement is the use of celebrity 
endorsement strategy. The fact that fantastic Dalmatian Lady is Katy Perry adds humor to the advertise-
ment and adds a higher status brand image to the Laudrin’ brand. Furthermore, the singing and dancing 
of the Dalmatian Lady to the audience like a geisha makes the target audience feel that the celebrity is 
one of them and they feel sympathy.

Iron Boss Coffee and Tommy Lee Jones: Japanese Soft-Cell Advertisement

The 2021 version of the Iron Boss Coffee advertisement (Yorkie, 2020) is one of the recent advertise-
ments of Alien Jones investigating earth series, in which Tommy Lee Jones stars as an alien examining 
the world disguised as the Hollywood actor Tommy Lee Jones. In the series he undertakes working class 
jobs and enjoys drinking Boss Coffee. In the advertisements he performs in Hollywood action films like 
scenes. He is indeed the humorous version of the Japanese hard-working workers, whose extreme efforts 
had important roles in handling with the economic crisis (Burkett and Hart-Landsberg, 2010). Japanese 
society can be considered as workaholic and extreme pressures and expectations lies on the shoulders of 
the working class According to Ono, in order not to disrupt the group harmony or because their bosses 
do not take holidays, workers refrain from taking holiday leaves. The reason to this is because in com-
parison to the individualistic and non-hierarchical nature of the Western societies, Japanese society is 
collectivist and hierarchical. (Demetriou, 2020). In the advertisement we first see Alien Jones placing 
documents in his briefcase and a colleague warning him not to be late for the meeting with top customers 
and to take a taxi. Jones replies as “Got it” and running towards the skyscraper window he jumps down 
from the window of the skyscraper breaking the glass window. We start hearing the soundtrack of the 
Hollywood film Mission Impossible. Falling down from the skyscraper, he lands on the floor breaking 
the stone tile ground. To the surprise of the people around falling down with the immense power, next 
he jumps on the top of a taxi. He holds on to the taxi’s roof sign and breaks it. Next, he starts sliding on 
the taxi roof sign holding on to the taxi from behind. Both the lady in the taxi and his colleague look-
ing down from the broken skyscraper window looks surprised. His colleague says, “He’s surprisingly 
energetic today”. Then he starts running up the wall of another skyscraper. Talking on the mobile phone, 
Jones says, “I will be there in one minute,” while still running up the wall of the skyscraper. His col-
league looks in a wondering manner at the Iron Boss Coffee can on the copying machine and says, “Is it 
because he drank this?” Next, we see Jones breaking through two walls and entering the meeting room 
with cement wall pieces shattering around. He stands before the people in the room with his briefcase 
in his hand and says, “Sorry to keep you waiting,” while covered in cement wall dust. To the surprise 
of the staff in the meeting room, Jones says, “Here are the documents,” and starts distributing a copy of 
the documents to each person in the meeting room. Then the male voiceover makes the interpretation of 

 EBSCOhost - printed on 2/8/2023 11:26 AM via . All use subject to https://www.ebsco.com/terms-of-use



173

The Use of Celebrity Endorsement Strategy and American Impact in Japanese Advertising
 

Jones saying, “On this planet sometimes one is unusually brimming with energy.” Then we see an Iron 
Boss Coffee can dropping down to the shelf of the beverage vending machine. In the following scene 
we see his colleague holding the Iron Boss Coffee can. He says, “Maybe I will try, too” and as soon 
as he drinks the coffee, he looks amazed as Mission Impossible soundtrack starts playing again. Then, 
it writes “For When Coffee Isn’t Enough,” on the yellow screen and next we see an Iron Boss Coffee 
can with splashing yellow liquid. The voiceover says “Boss Coffee Energy drink,” as we hear another 
voiceover saying, “Iron Boss” in a accentuated tone. The Iron Boss Coffee is a new energy drink from 
Boss Coffee Brand and in the advertisement, we see many scenes similar to Hollywood action films like 
Matrix, Back to the Future and Captain America. For instance, the jumping down from the window scene 
is similar to that of the film Captain America in which Steve jumps down from one building window 
breaking inside from the window of another building. However, this scene is more of original although 
its similar as Alien Jones directly jumps down from the window of the skyscraper towards the floor. His 
landing down scene with scattered cement tile pieces is similar to that of the film Matrix Reloaded in 
which Morpheus jumps from one skyscraper to another breaking the ground. Still in the advertisement 
Jones lands down in an immense power. Neo also jumps from the skyscraper in this film; however he 
falls down to the ground as the ground swallows him and then throws him out. Jones’ sliding on the 
taxi cab roof sign is similar to that of Marty McFly escaping from Biff’s gang riding on a skateboard 
he made out of a child’s soapbox. Running up the wall scene is similar to Trinity running up and across 
two walls and breaking wall scene is similar to that of Steve’s unsuccessful attempt to break the wall in 
Captain America. Although they have similarities the scenes in the advertisement are different than the 
ones in the Hollywood films, are more exaggerated and successful portraying Alien Jones like a super 
hero. Indeed with his super heroic character in the films after drinking Iron Boss Coffee, Jones portrays 
a humor added version of the struggle of the hardworking Japanese working class. In the advertisement 
an appreciation can be examined for the working-class efforts in the Japanese culture. The Hollywood 
action scenes on the other hand represent the extreme conditions due to capitalism. In the advertisement 
Jones is more successful in his action scenes and this represents the Japanese working class victory 
against capitalism from a capitalist Japanese point of view under American influence. The celebrity 
endorsement strategy use in the advertisement with Tommy Lee Jones as an alien imitating Hollywood 
scenes, draws the target audience’s attention to the advertisement making it popular and adds on to the 
humor and likability impact.

Shiseido and Lady Gaga: Japanese Soft-Cell Advertisement

Shiseido is a Japanese originated luxury cosmetics brand which is world widely known. The 2021 ad-
vertisement of Shiseido with Lady Gaga features the popular American pop singer as herself (AngieR-
azzi, 2015). The advertisement starts with the text Shiseido with Lady Gaga introducing the celebrity 
endorsement strategy use of the brand and to create brand awareness. In the first scene Lady Gaga opens 
the white door of a hotel room from the inside with a light make up in an everyday routine. As the door 
opens the song Cheek to Cheek sang by Lady Gaga begins. Next, we see her opening bathroom curtains 
wearing a velvet hair bonnet, funky glasses and hair curler preparing for an occasion. She opens the 
bathroom curtain several times hiding behind it as if starting a performance and then looks behind a 
wall to the target holding a flower. Next, we see Lady Gaga sitting before a dressing table, receiving a 
cup of tea from someone and later putting make up on. Meanwhile the voiceover we hear Lady Gaga 
saying, “Everyone shines in their own unique way. But only you know what your beauty is”. Meanwhile 
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she is playing with her dog, which is wearing the same purple color velvet hook as her bonnet while 
she imitates applying make-up on the dog. Next, we see her dressed in a white night gown lying on the 
bed playing with her dog. Then we see her closing a closet before the eyes of the target audience. In the 
next scene in black and white we see Lady Gaga walking out a premier. She starts giving poses to the 
media walking on the red carpet. As soon as she gets inside her Limousine the scene gains color again. 
Inside the Limousine Lady Gaga takes of her blonde wig and starts dressing up in her own different style. 
Meanwhile the voiceover of Lady Gaga says, “Don’t let anyone tell you what makes you beautiful.” Then 
she attends an after party in a joyful manner and gets excitedly welcomed by her friends. Then she starts 
enjoying the after party and at last as she closes a red velvet curtain the voiceover Lady Gaga says, “Be 
yourself. That is what make you beautiful.” In the final scene we see the red logo of Shiseido and the 
voiceover Lady Gaga says, “Shiseido.” In the entire advertisement we see the opening of the doors, the 
curtains as well as the closing of closets and curtains giving the message that the life of a celebrity is a 
show. The textual and visual argument of the advertisement is that beauty should be defined by personal 
standards, not by expectations. However, there are important conflicts regarding beauty understanding 
in the advertisement. When Lady Gaga opens the door and welcomes the target audience to her daily 
life, although she is wearing a light make up, she is dressed and prepared as if she is going out for an 
occasion in comparison to a normal woman’s standards. The day especially chosen to reveal the life of 
Lady Gaga is not an ordinary day. She is about to attend a premiere and getting ready for it. Furthermore, 
even though half of the advertisement is about her getting ready for the occasion, she looks stylish in 
all the scenes although she should be without make up with wet and tangled hair. The premiere scene 
is intentionally shown in black and white as if to give the message that Shiseido doesn’t define beauty 
from social standards and expectations. The following scenes in which Lady Gaga is dressed up to her 
own personal standards are shown in color and a lively manner to underline this message. However, the 
during the entire advertisement the celebrity is under a beauty imposition, which conflicts with the given 
message since the definition of beauty in the advertisement is made from the outside looks rather than 
giving importance to inner beauty. The advertisement reveals the emphasis Japanese culture imposes 
regarding the beauty of a women, which accordingly is defined from outside looks rather than inside. In 
the advertisement scenes Lady Gaga is constantly is opposed to scopophilia that is male gaze in which 
the female face and body objectified is a source of pleasure. According to this term reversibly being 
looked at is also a source of pleasure (Mulvey, 1975, p. 8), which turns the woman into a sexual object. 
The advertisement also reveals the consumption culture of America under the imposition of beauty. 
According to these masculine standards a woman has to look beautiful in all occasions turning her into 
a sexual object who is gender role is always to arise desire even though she can be famous, well-known, 
working or self-made. On the other hand, the use of celebrity image strategy adds a high status to the 
brand. The star seems to be shown in daily routine to create sympathy and an American pop icon is used 
to give attractiveness and add popularity to the brand.

CONCLUSION

Japan has long been under American political, cultural and economic imperialism and impact throughout 
history. Once economically devastated in the Second World War, the military protection and the trade 
support of America have opened up Japanese economy to the world. On the other hand, through intel-
ligent economic development policies including manufacture of high-technology and process industry 
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trade as well as the existence of a productive working class, Japan has managed to overcome the eco-
nomic turbulences caused by United States like the Second World War and bubble economy becoming 
the third economic power in the world. Consumption and the dissemination of consumption culture are 
the important elements of American capitalism ideology and globalization. Through the adaptation of 
capitalism ideology with the American impact, Japan has also become a culturally materialistic society 
in which status signs and brands play an important role. As we can see from the advertisements status 
symbols play an important role in Japanese society. In all the advertisements analyzed we can see the 
use of brand image strategy through celebrity endorsement strategy. The fact that these celebrities are of 
American origin and world-wide famous add power to the high-status sign image of the products. The use 
of these American celebrities adds popularity, likability and attractiveness to the products. Furthermore, 
as Katy Perry stars as a dog and Tommy Lee Jones stars as an alien add humor appeal to the advertise-
ments, since both Perry and Jones are world famous celebrities. This factor draws the attention of the 
target audience to the advertisements. Using world famous celebrities for all brands, also gives strength 
to the brand identities and positions the products in the target audience’s mind as prominent, popular, 
attractive, likable Japanese originated international brands. Katy Perry’s dancing and singing perfor-
mance like a Geisha and Tommy Lee Jones’ super-heroic performance representing the well appreciated 
working class are among the examined Japanese cultural elements in the advertisements. In this way, 
the target audience can feel sympathy towards the celebrities and this factor enables the target audience 
to develop positive attitude for the products as well as emotional connections. The advertisements also 
reveal a masculine Japanese culture as Japan rates at 95 percent in masculinity being among the most 
masculine societies in the world. Workaholism, excellence and perfectionism in material production, 
hard-working are among the signs of masculine organizational culture (Hofstede Insights, n.d.) we can 
see in Iron Boss Coffee Advertisements. This fact is also an upward social comparison of the capitalist 
Japan and a sign of American impact. Furthermore, Katy Perry’s role as a Dalmatian Dog symbolizing 
the female companion and Lady Gaga’s presentation in sexually objectified terms for the male gaze taking 
pleasure in exhibition through the use of scopophilic terms are also signs of a masculine culture both in 
Japanese culture and American culture. Especially the beauty imposition in Shiseido advertisement is an 
objectification of woman imposed by the American image culture. Although the advertisements preserve 
their Japanese cultural origin, we can state that they are generally under American consumption influence 
with higher-status symbols, upward capitalist social comparison and sexual objectification of women.

FUTURE RESEARCH DIRECTIONS

This research analyses celebrity endorsement strategy used Japanese advertisements from the scope of 
American impact using case study method. Celebrity endorsement strategy is a highly used advertise-
ment strategy in Japanese advertising. On the other hand, this study is a first with its focus on American 
impact. For future research other Japanese advertisements can be analyzed using semiotics, content 
analysis and other methods. Furthermore, the impact of globalization on Japanese advertisements can 
be studied for future directions.
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ABSTRACT

A thriving media ecosystem today requires a vibrant content production ecosystem. The MENA region 
today boasts several established and emerging media ecosystems. Key criteria essential for establishing 
a healthy media production workflow are location, production, infrastructure and support, incentives 
and investment returns, city infrastructure and safety, as well as access to talent. This chapter aims to 
establish UAE as a hotspot for film and TV production, making it a regional hub for television advertis-
ing production. The study includes the new framework of UAE media strategy, looking close into the 
media regulations which have revolutionized the media-free zones in all the emirates of the UAE. The 
research approach is of an exploratory and descriptive nature involving a problem-centered interview 
(PCI) that offers a structured interview procedure investigating individual perspectives on the UAE film 
and TV advertising industry.

INTRODUCTION

The growth of the media ecosystem worldwide since the birth of film and television is unprecedented. 
Content production is at the core of this growth story. It can take any shape, but what remains at the 
center of this progress story is a thriving global media ecosystem. The MENA (Middle East and North 
Africa) region has several established media ecosystems, many competing to be the best in the region.
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UAE has claimed among the top spots, establishing itself as a regional center for film, television, 
and social media. The success can be attributed to UAE’s world-class infrastructure and its ideal geo-
graphical location. It offers excellent incentives to producers seeking to produce films and other content 
in the country.

Dubai shot into prominence with the launch of Dubai Media City in 2001. The city has, over time, 
become a growth story, and so has the media city, attracting talents from all over the world with its foray 
into filmmaking, advertising, and television broadcasting. Abu Dhabi too joined media production with 
the creation of Twofour54 in the year 2008. Since then, it has grown manifold by offering some attrac-
tive ownership possibilities and ease in registration and licensing. The facility houses a campus-like 
collaborative space, including a studio of 300,000 sq km. The area also has an advanced post-production 
facility. Within a decade of its setup, Abu Dhabi announced a new offer of waiving license and registra-
tion for new companies and freelancers for two years. Some of the major blockbusters shot in the UAE 
recently are Star Wars: The Force Awakens, 6 Underground, and Mission Impossible - Ghost Protocol. 
More than 90 productions from the Hollywood and Indian film industry have been shot in the UAE.

Suppose we investigate the essential requirements for creating a healthy media production ecosystem. 
The following areas can be identified as key to its success: location, production support with the proper 
infrastructure, incentives and return to investment, city infrastructure, safety, and access to talent.

The most effective way to create awareness of a brand is through TV Advertising. But that’s chang-
ing as TV AD spending moves towards the digital realm as the TV advertising business model is seeing 
a dramatic shift. This chapter focuses on the TV commercial space in the UAE, which has become a 
regional hub for Television Advertising production. The region’s challenging economic state, mainly 
due to the Covid 19 pandemic, has disrupted the economy, but the shift was already underway. Even 
though ad spending has declined since 2015, UAE is still among the region’s leading advertising markets.

The over-the-top (OTT) media services are forecasted to drive the growth of the reinvented TV ad-
vertising business model. The reason for such a reach and retention offered by OTT services is due to 
its 100% video advertising viewable and non-skippable features. These are included in all the leading 
OTT platforms such as Netflix, Amazon Prime Video, and the newly commissioned Disney Plus. These 
types of advertisements are called Subscription Supported Video-on-Demand Services. As the audience 
views such ads, it reinforces the brand’s image. As per Magna Global (2021), OTT video ad spending 
is expected to reach $5 billion globally in a year. UAE’s own homegrown OTT streaming service, such 
as Starzplay, has added anime content, a Turkish TV channel, and an exclusive sports partnership over 
the last year. The service has seen a sharp growth in its subscription base through sign-ups, conversions, 
and consumption in the TV streaming industry.

Meanwhile, Digital advertising has been appealing to a growing number of advertisers since it creates 
opportunities for smaller budgets, often on a fully automatized ecosystem, for all sorts of ad formats. Ad 
expenditures in the digital environment already surpassed the amounts spent on traditional TV screens in 
the UAE. TV advertising remains by far the most efficient medium in terms of brand image safety and 
viewers’ conversion into actual consumers, the industry seems to have reached a turning point with last 
year’s crisis. However, with new capabilities brought onto TV screens by the deployment of IP based 
receptions and digital OTT services, the growing proportion of households equipped with connected 
screens, and the integration of advanced features in traditional linear broadcast streams, new opportuni-
ties are flourishing for advanced advertising products bridging the gap between TV and digital. This 
study will closely follow the transition and provide an outlook for the future.
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COUNTRY PROFILE OF UAE

UAE is strategically placed on the southern side of the Strait of Hormuz, which overlooks the vital port 
for crude oil. UAE shares a border with Oman and Saudi Arabia and comprises seven self-governed 
states. The seven emirates are Abu Dhabi, Dubai, Sharjah, Ras Al Khaimah, Ajman, Umm Al-Qaiwain, 
and Fujairah. The emirates bring four ecosystems to the country: desert, maritime, freshwater, and 
mountains. On 2nd December 1971, the country was declared a federal state.

Abu Dhabi is believed to have more than one-tenth of the world’s proven oil reserves, making it a key 
contributor to the national budget. Its first ruler and President of the union, Sheikh Zayed Bin Sultan Al 
Nahyan, used the oil reserves to usher in a new era by investing heavily in education, health care, and 
the country’s infrastructure. The commercialization of oil reserves meant an increase in the income level 
of the Emirati population. The government soon adopted a policy for a large influx of expat laborers 
into the country’s infrastructure projects. In the last three decades, the UAE has become a multicultural, 
multiethnic society, with over two-thirds of the population being expats, mainly from India, Pakistan, 
Bangladesh, and the Philippines.

Historically, traditional Emiratis were nomads, called Bedouins, living a lifestyle of a small oasis 
farming. The oil economy made spectacular changes to the country’s desert environment, leading to 
massive forestation projects with the spread of desert farms in Al Ain, then moving to the rest of the 
country. It was broadly a desert economy and sea-oriented culture, including parling and sea trading due 
to the vicinity of operational ports.

UAE’s leadership has embarked on an ambitious plan to diversify the economy from heavy hydrocar-
bon reliance to lead the country into new economic sectors. The power distribution within the country 
was an equitable federal and individual emirate distributed equally between the seven emirates. It was 
the vision of the nation’s founder, Sheikh Zayed Bin Sultan Al Nahyan, to modernize the country. He 
was instrumental in bringing the emirates together into the union, making him the natural choice for the 
inaugural president of the country. He remained president until he died in 2004.

On the other hand, Dubai holds for itself a unique position among the emirates by facilitating inter-
national financial flows. In 1991, Dubai’s oil production peaked at 410,000 barrels per day. Today, It 
can be called a post-oil state, sharing a symbiotic relationship with Abu Dhabi. Over the years, it has 
become a global commercial center, from a regional trading center to a smart global city. Dubai has led 
the country towards economic diversification, driven by construction and real estate. Abu Dhabi soon 
followed suit.

But the economic crises in 2008-09 led by the real estate crash exposed Dubai to more than 120 bil-
lion dollars in debt. Abu Dhabi came in to bail out Dubai, met all its immediate financial obligations, 
and brought the country’s economy towards stability. The federal government and Dubai’s authorities 
have taken concrete steps toward stabilizing the economy and restoring investor confidence after the 
crisis. Despite the enormous financial and social impact of the credit crisis, it is widely seen as having 
been a catalyst for essential sector reforms that will help sustain economic growth in the future. Over the 
years, the local authorities have responded to the economic downturn with various measures to narrow 
the deficit by reining in spending. The creation of free zones is central to Dubai’s development strategy 
as it has become an essential vehicle for the government to attract foreign investments. Today, Dubai 
has significant stakes in several large companies operating in the country as they are often referred to 
as government-related entities (GREs). The government has created an eclectic diversification strategy 
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through the GREs with a portfolio of business and services that includes seaports, real estate, hotels, 
airports, and other companies across the globe.

After the economic crisis and bailout by Abu Dhabi, the rule of Abu Dhabi and the President of the 
UAE, Sheikh Khalifa bin Zayed gradually withdrew from public life due to his ill health. Continuing 
the economic leverage over Dubai, Crown Prince Mohammed Bin Zayed Al Nahyan became the coun-
try’s de-facto leader, starting a new chapter in the country’s history. He also introduced a new foreign 
policy with his unique focus on the country’s internal and external security in response to the 2011 Arab 
Spring. Together with the ruler of Dubai and prime minister of the country, Mohammed Bin Rashid Al 
Maktoum, they are known as the pioneers of the country’s modern development.

In May 2022, the official WAM news agency announced the death of the ailing President Sheikh 
Khalifa bin Zayed. Sheikh Mohammed bin Zayed Al Nahyan was elected as the third president of UAE, 
continuing the unity and stability of the nation.

Post pandemic, the most prominent spectacle of EXPO 2020 Dubai, ran from October 2021 until March 
2022. The theme of Connecting Minds and Creating the future coincided with UAE’s 50th-anniversary 
celebration and defined the country’s economic and geopolitical position in the world. It also helped 
cement the country’s status as a sound financial center despite the regional tension as manifested in the 
conflict in Yemen aided by Iran.

UAE MEDIA LANDSCAPE

Satellite Television and Growth of the Media Industry

In 1969, Abu Dhabi Television became the first TV channel in the UAE. Many more stations and chan-
nels began their operation soon after. Dubai joined ranks in 1972 with a television channel, and in 1977, 
it launched a television exclusively for its expat population: Dubai 33. Between 1972 and 1980, the 
Ministry of Culture rolled out a comprehensive territorial network for TV and Radio. It catered to the 
country’s emerging news outlets until today (UAE’s Media Landscape: An Overview, 2017).

Satellite television revolutionized the industry in the 1990s. The growth spurred Dubai and Abu 
Dhabi broadcasters to air their content to an international audience. The growth in the industry led to 
the launch of the country’s first media-free zone (MFZ) in Dubai. Since its launch in 2002, various 
foreign media outlets have been operating in Dubai. The opportunity to produce content for a foreign 
audience in a tax-free environment appealed to the leading broadcasters from the world and opened 
offices in the media-free zone. They had to still abide by the local laws and MFZ’s guidelines (UAE’s 
Media Landscape: An Overview, 2017). The most popular networks that opened their offices were the 
BBC, CNN, AFP, and Al-Arabiya.

For the Arab region to thrive in the creative business and cater to the entire region, it needs to have an 
integrated capability of local expertise and a stable economy (Dubai SME & An Agency of the Depart-
ment of Economic Development – Government of Dubai, 2010). The report looks into the opportuni-
ties available in the media industry in the region and points toward why the UAE is the best possible 
location to build a world-class content creation zone in the world at large. Noting that the industry has 
been a focus area of development since 2001, with government investment in infrastructure in the form 
of Dubai Media City (DMC), the report highlights:
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Additionally, DMC also paved way for Television broadcasters in the Gulf and multinational advertising 
agencies to cater to the growing base of large companies in free zones like JAFZA1 and DAFZA2”. The 
industry has been completely led by government initiatives like DMC and the new free zones: Interna-
tional Media Production Zone and Dubai Studio City. In the 10 years since its inception the industry 
has grown into a cluster of large and small media companies catering to the media requirements of not 
only the domestic market but the entire Arab world (Mauritania to Oman) (p. 8).

The report further illustrates the benefits of creating a Dubai Media City, a free zone allowing up to 
100% foreign ownership. It also points toward the state-of-the-art infrastructure providing confidence 
to every media organization to come to the emirate and grow alongside the country.

The Dubai Media City has emerged as a region’s most vibrant media community that fashions the most 
prominent global and local media brands in the last two decades. It showcases how freelancers, startups, 
and SMEs can co-exist with large enterprises. Dubai was named ‘The capital of Arab Media’ in 2020’.

According to the Economic and Social Commission for Western Asia (ESCWA) (2015), due to the 
positive growth of the publishing market, the Dubai Production City was launched in July 2003. Initially 
christened as an international media production zone, it has become a specialized media production hub 
for innovators. Today, it offers widespread content production, printing, publishing, and packaging ser-
vices. It has one of the best infrastructures for art production and vast retail and residential complexes. 
Dubai Studio City followed the media production zone in 2005. It uniquely positions itself as a facility 
provider for companies with access to broadcast, film, television, music, and entertainment.

Parallelly, Abu Dhabi was taking giant strides with the launch of Twofour54, named after the geo-
graphic coordinates of Abu Dhabi. It was launched in 2008 and quickly cemented the reputation of Abu 
Dhabi’s media industry. Like its contemporaries, Dubai houses some of the most sophisticated studios 
and world-class facilities and services. It has launched many talent development initiatives to train the 
next generation of content creators and film production professionals.

Media Free Zones

As stated in the Quadrennial Periodic Report United Arab Emirates 2020, “The United Arab Emirates 
has the region’s highest concentration of media free zones, which are business communities for the media 
sector. Each Emirate has a media city/zone where startups, established media enterprises and talented 
professionals can work in close proximity, creating a hub for innovation and creativity” (UNESCO 2020).

In addition to the most developed Emirates, Abu Dhabi and Dubai, free media zones have been 
established in the other five Emirates: Umm Al Quwain, Fujairah, Sharjah, Ras Al Khaimah, Ajman.

The Umm Al Quwain Free Trade Zone (FTZ) was established in 1987. This progressive and investor-
friendly FTZ has been established to favor small and medium-sized enterprises and micro-businesses, 
which will benefit from favorable set-up costs, 100% company ownership along-with zero currency 
restrictions (Umm Al Quwain Free Zone - UAQ, n.d.).

The Emirate of Fujairah has an authority called Creative City Fujairah Free Zone, launched in 2007 
as an alternative to Dubai Media City, which focuses on professional service activities. It does not have 
any trading activities (Ovchinnikov, 2020). This Creative City Free Zone specializes in Media, Events, 
Consulting, Education, Communication, Marketing, Music and Entertainment, Design and Technol-
ogy, complements existing media clusters in the region and facilitates further creativity in these fields 
(Creative City Free Zone Authority, 2021).
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Launched in February 2017 with the goal of being a world-class media hub for innovative facilities 
and services, Sharjah Media City (Shams) covers a broad range of business activities available to those 
wishing to start an entrepreneurial business in the UAE (Business Setup in Sharjah, UAE | Company 
Registration in Free Zone - Sharjah Media City (Shams), 2021).

The RAKEZ Media Zone was established in the Emirate of Ras Al Khaimah (RAK) where there 
is a great demand for inventive media providers in number of areas including Media production, TV 
and Radio Broadcasting, Event Management, Animation, Music, Entertainment, and Publishing. This 
media zone, which is part of the Ras Al Khaimah Economic Zone, was established in April 2017. It has 
a nurturing and synergistic environment intending to encourage the establishment of media firms or the 
expansion of existing media companies in Ras Al Khaimah (RAK). “RAKEZ Media Zone also brings 
media-related businesses close to their peers, creating a neighborhood of media suppliers and vendors that 
embrace B2B collaboration for the growth of their respective businesses” (RAKEZ MEDIA ZONE, n.d.).

Ajman Media City Free Zone, launched in 2018 in the city of Ajman, is the newly established free 
zone in the United Arab Emirates with a focus on creating a reliable, harmonious, and professional busi-
ness environment (Ajman Media City Free Zone. n.d.).

According to the report from UNESCO (2020):

The free zones provide a strong regulatory environment and streamlined services for obtaining permits 
and visas, thereby allowing media startups and established businesses to plan growth and innovation 
strategies. Media companies established in the free zones can be 100% foreign owned, and are exempt 
from personal, income and corporate taxes as well as customs duties for goods and services.

Emphasizing that “free zones offer a variety of office space, as well as production and business 
facilities, talent development initiatives, business training and support services, business training and 
support services”, the report states:

As a result of the protection and freedom offered in the free zones, and the stability, security and infra-
structure in the country, the UAE has attracted media enterprises and talent from across the world. This 
has created an environment where diverse voices and rich media content are produced, consumed, and 
distributed in the country, region, and the world (UNESCO, 2020).

The data below show the enormous potential of the media space in the UAE, as the largest business 
community in the region committed to creating a media space with all the modern conditions for creat-
ing media content.

• Twofour54, Abu Dhabi’s Media Free Zone is home to 600+ media companies, 1000+ freelancers, 
130+ entrepreneurs, and 5000+ media professionals (About Twofour54 Abu Dhabi, 2021).

• Dubai Media City Free Zone is home to 1,500+ companies, 25,000+ professionals from 142+ 
nationalities, (https://dmc.ae/). It produces publications in 5 languages and broadcasting in 11 
languages (UNESCO (2020), including Arabic, English, Chinese, German, Tagalog, Hindi, and 
Urdu (Khaleej Times, 2020).

• Dubai Production City has more than 220 companies and 6,800 professionals (Leading Media 
Production Zone | Dubai Production City. n.d.).
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• Dubai Studio City is the region’s leading business community for film and television production, 
home to more than 275 companies and 2,800+ professionals (About Us | Dubai Studio City, n.d.).

• Over the last five years, Dubai Media City, Dubai Production City and Dubai Studio City have 
offered roughly 55 free workshops to over 2,000 participants. In 2020, they offered 10 virtual ses-
sions tailored to the media, film, and music industry (UNESCO, 2020).

Dubai as “Arabian Hollywood”

Asking the question “Could Dubai also become the Arabian Hollywood?”, John Vivian (2013) points out:

It was California sunshine, after all, that drew the infant U.S. filmmaking industry from the East Coast 
to Hollywood early in the 1900s. The more sunshine, the more days for outdoor shooting. With movie-
making could come a host of related media industries—particularly television. The brainstorming that 
began with a tourist oriented Dubailand complex mushroomed (pp. 411-412).

According to the European Broadcasting Union (EBU), “Dubai Media Incorporated (DMI), one of 
the largest media organizations in the Middle East, houses a group of media channels (press, radio and 
TV) that has achieved remarkable success throughout the Arab world and is renowned for its creativity, 
integrity and professionalism as a media conglomerate” (European Broadcasting Union, 2017). The 
EBU information About Dubai Media Incorporated states:

Through a clear vision that focuses on innovation and quality and working in line with the strategic 
objectives of the Government of Dubai, DMI seeks to lead with the organization’s distinctive Arabic and 
English media resources that represent original content while speaking to the social, cultural, and fam-
ily values of the UAE. DMI has embarked on new forms of media with continuous development of new 
media services that are paralleled with relevant developments in the country and are aimed to create 
dialogue and connections between citizens of the UAE. DMI is committed to create a new Emirati media 
generation able to depict, portray and demonstrate the image of Dubai, and the UAE, by continuing to 
contribute to the formulation of media (European Broadcasting Union, 2017).

This pioneering media organization of the government of Dubai (established in 2003) focused 
on innovation, quality and working in line with the strategic objectives of the Government of Dubai, 
comprises a number of print, radio and TV channels including: Dubai TV, Al Bayan newspaper, Sama 
Dubai, Dubai One, Dubai Sports, Dubai Racing, Noor Dubai Radio & TV, Emarat Al Youm, Emirates 
24|7, and Masar Printing Press (Dubai Media Incorporated, n.d.).

Media Regulation

UAE laws and regulations related to media and media content are clearly stated and explained on the 
official government portal dedicated to media and media regulations in the UAE. From the numerous 
laws and regulations related to the media, we single out those that are related to the topic of this research.
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According to the UAE regulatory framework for media activities:

All media institutions creating audio, visual, print, and digital content in the UAE’s mainland and free 
zones must comply with the standards for media content contained in the Federal Law No. 15 of 1980 
Concerning Press and Publications and other laws and regulations in force (Media Regulation n.d.).

At the federal level, regulator of media in the UAE is the Media Regulatory Office (MRO) that man-
ages and regulates media activities and free media-related zones in the UAE. This office operates under 
the Ministry of Culture and Youth, renamed from Ministry of Culture and Knowledge Development 
after the merger of National Media Council with Federal Youth Authority. Accordingly, the Ministry of 
Culture and Youth takes over the responsibilities of National Media Council (Media Regulation n.d.).

Media Regulatory Office includes two main departments: The Media Regulation Department and 
The Department of Media Licenses and Media Content Follow up. The Media Regulation Department 
“is responsible for preparing research and foresight studies related to the media, formulating legislation, 
regulations, standards, and foundations for organizing and licensing media and media activities” (Media 

Table 1.  

General Framework of the UAE Media Strategy
“In January 2021, the UAE Cabinet approved the general framework of UAE Media Strategy which is overseen by the UAE Government 
Media Office. The approval was done with an aim to strengthen the UAE’s position and reputation at the regional and global levels.
The strategy will:
     • intensify the role of government communication within the federal authorities
     • reinforce the concept of partnership, cooperation and integration between national media authorities
     • establish partnerships with global media entities
     • manage the country’s reputation and its achievements within local and international media coverage
     • create a digital media environment capable of keeping pace with rapid changes and interacting with the world.
The strategy will also focus on several areas of national priority while:
     • relying on the efficient and influential presence of the government in all media outlets
     • promoting national culture and identity through all communication channels
     • utilising modern technologies and digital media to interact with the public”

(Media Regulation n.d.).

Table 2.  

Federal Law No.15 for 1980 Concerning Press and Publications
“Federal Law No.15 for 1980 Concerning Press and Publications regulates printing and publishing licensing and activities in the UAE 
and it applies to traditional media content such as newspapers, magazines and television broadcasting, as well as digital media content.
The law sets outs guidelines on materials which are prohibited from publication and penalties imposed on the publishing company and 
associated staff if found in violation of the Publications Law.
This law covers provisions for:
     • publishing houses and publications
     • circulation of publications
     • newspapers, periodic publications and new agencies
     • importing and exporting publications, newspapers and newsletters
     • films and other related work
     • content prohibited from publication
     • penalties
     • others”

(Media Regulation n.d.).
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Regulatory Office, n.d.). The Department of Media Licenses and Media Content Follow up “is responsible 
for issuing licenses and following up on media content. It also implements legislations, regulations, and 
standards related to media services and media content” (Media Regulatory Office, n.d.).

In 2018, the UAE National Media Council implements a new system for managing all electronic and 
digital media activities on land and in free zones, covering all means of expression: writing, painting, 
music, photography, or others that are transferable to individuals in any form whether print, audio, visual, 
electronic, and digital or any other technological means. Under the new system, as highlighted by the 
Media regulation, prior approval is required for the following media activities:

• “trading, showcasing, selling, and printing video and audio materials on websites and social media,
• electronic publishing and on-call printing,
• electronic advertisements,
• publishing news,
• any electronic activity that the council deems appropriate to be added” (Media Regulation n.d.).

In the direction of this research, particular attention is paid to the advertising content policies and 
the official guide for advertisers. Namely, in October 2018, the National Media Council (NMC) issued 
an Official Advertising Guide in order to clarify the standards for the advertising industry in the UAE 
and at the same time protect the public from marketing promotions that do not comply with applicable 
standards. The document specifies the terms of licensing for advertising activities for individuals, com-
panies, and institutions (Media Regulation n.d.).

The provisions of the Advertising Guide (2018) apply to the advertising content of any media activity 
practiced within the UAE, including the media activities of the printed, audio and visual media and 
organizations that print, publish, broadcast, circulate or distribute advertising content; institutions, 
companies and persons licensed to engage in advertising activities; any person who prints advertising 
content within the UAE or trading advertising content, including from the one that is imported from 
abroad; any person, company, institution or entity that publishes paid or for any financial consideration 
or otherwise on websites and social media; and any other persons or entities that the Council deems 
appropriate to be added (Advertising Guide, 2018, p.5).

The following definition of Advertisement is outlined in the Advertising Guide: Any means intended 
to inform all people about a certain commodity or purpose, whether by presentation or publication in 
writing, drawing, image, symbol, sound, or other means of expression. The definition of an Advertiser, 
according to this guide is: Any individual, organization or company that publishes advertisements on 
various media, whether tangible or intangible (Advertising Guide, 2018, p.4).

The Advertising Guide in separate sections covers the laws and decisions that regulate advertising; 
advertising content standards (Table 1); conditions for advertisements for all print, audio and visual me-
dia organizations (Table 2); conditions for electronic advertising on social media; advertising activities 
on social media exempt from licensing; the terms of licensing for advertising activities for individuals, 
companies and institutions; advertising activities licensing, advertising activities fees, as well as the 
penalties for violating the stated rules for advertising content.
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Media Production

Due to the robust media infrastructure, the emirate of Dubai and Abu Dhabi has been able to provide 
an ecosystem that is home to leading content creators in the region and globally. “Since 2005, Dubai 
Studio City, alongside Dubai Media City and Dubai Production City, has been home to 3,000 companies, 

Table 3.  

Advertising Content Standards:
     1. “Refrain from offending God and Islamic beliefs and show respect for other heavenly religions.
     2. Show respect for the United Arab Emirates government and its emblems and political institutions.
     3. Show respect for the cultural and cultural heritage of the State.
     4. Avoid harming national unity and social cohesion, and provoking sectarian, doctrinal and tribal strife.
     5. Show respect the UAE’s systems and policies at the internal level and its relations with other countries.
     6. Refrain from harming the economic system in the UAE and spreading rumors and misleading news.
     7. Show respect for the UAE’s policies to promote its national identity.
     8. Avoid disseminating information that harms or abuses children and women, or any other social groups, or incites hatred and 
violence. 
     9. Avoid publishing images or words that could violate public morality.
     10. Any advertising for witchcraft, sorcery and astrology shall not be allowed.
     11. Respect the intellectual property rights.
     12. Comply with codes of conduct and standards of honesty, including compliance with the rules governing business, especially in 
regard to consumer protection and fair competition controls, prohibition of commercial fraud and illegal monopoly. 
     13. Advertising for alcoholic beverages or narcotics is not permitted in any form, whether directly or indirectly.
     14. Tobacco advertising, smoking of all kinds and methods of using them, or any other services or products that are prohibited from 
advertising, shall not be permitted. 
     15. Comply with the rules of health advertisements contained in Cabinet Resolution No. 4 of 2007 and its amendments, on health 
advertisements. 
     16. Avoid publishing advertisements that contain false, malicious, and misleading information.
     17. Respect the national identity of the UAE.
     18. Observe the conditions and terms concerning the use of the flag, emblem and national anthem of the UAE.
     19. Obtain the prior approval of the concerned authorities for advertisements requiring prior approvals, such as those related to health, 
education, real estate, Hajj and Umrah campaigns and others”

(Part 5, Advertising Guide 2018).

Table 4.  

Conditions for Advertisements:
     1. “The advertisement should not be vague, ambiguous, or not clear.
     2. The advertisement should not include or contain false or misleading claims, or is intended to exaggerate, claim exclusiveness, 
despise competitors and all that involve fraud and deception. 
     3. The advertisement should not include any false, fake or unrightfully formulated mark, sign or image.
     4. The advertisement should be real and unexaggerated and must not create any confusion by any means with any other brand names, 
products or activities. 
     5. Obtain the prior approval of the competent authorities in regard to specialized advertisements, such as those related to medicine, 
medicine, energy drinks, promotions and special offers, as well as real estate, universities, educational institutions, nurseries, Hajj and 
Umrah promotion campaigns and the like. 
     6. The media should not publish any advertisement that involves a crime or violates the principles and standards of the media content 
and the age rating applicable in this regard, or it may harm the public interest directly or indirectly. 
     7. The advertisement must be clearly identified, appear distinct and independent from other editorial and information materials, and 
set boundaries that separate advertising from any other material, and intervals in broadcast situations. 
     8. In the case of advertisements that contain, directly or indirectly, the promotion, advertising or endorsement of the person or 
the advertiser of a particular product or service, the advertiser must clearly disclose whether there is any financial gain in a business 
relationship with the person or the owner of the advertised product or service”

(Part 6, Advertising Guide 2018).
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including StarzPlay, MBC, Dubai Media Incorporated, Discovery Networks Central & Eastern Europe, 
Middle East, and Africa – employing 34,000 professionals” (Anupa Kurian-Murshed, 2018).

Dubai Studio City has been instrumental in realizing more than 4,000 productions between 2017 and 
2020. The total worth of the projects is up to AED 400 million.

Some of the renowned global productions include “Star Trek Beyond”, Tom Cruise’s “Mission Im-
possible”, Jackie Chan’s “Vanguard” and “Kung Fu Yoga”, and several popular TV productions such 
as “Master Chef Arabia” and “The Cube”. The result of filmmaking activity is beneficial to various 
components of the media industry and ancillary industries such as food and hospitality.

Star Trek spend a little over Dh 110 million in Dubai within three months of the production. 

The crew hired more than 1,500 staff which included 150 overseas workers from Canada and the US. 
The team discovered new working personnel in the country, and by the time the production wrapped up, 
the producers registered three new companies in the country (Business, 2020). 

The industry also needs to provide specialized infrastructure for such a big scale Hollywood produc-
tion. The production house Kemps Film TV Video shipped a special camera, available only in the US 
to Dubai. The infrastructure allows the producers to be in their comfort zones. Flying in the crew from 
all over the world was easy due to Dubai’s air connectivity. Today, the country is well connected, with 
multiple flights available from South Africa, India, Australia, the USA, and Canada. Coupled with the 
ease of good transportation, major productions like Star Trek moved their set designs from Canada to 
Dubai with efficient coordination with the Dubai Customs.

Dubai’s success story holds many lessons. Over the years, Abu Dhabi’s media sector has emulated 
many such successes. As per the Oxford Business Group (2021), Abu Dhabi has emerged as a regional 
center for film and television production in the last decade. Abu Dhabi has come up with some attrac-
tive offers, such as a 30% rebate that adds up to 5 million dollars on expenses paid for international 
production. Some of the recent major film productions in Abu Dhabi are box office hits like “Sonic The 
Hedgehog” and “Bunty Aur Babli 2.”

As demonstrated with the Star Trek example, the local production industry profits and benefits em-
ployment and business for ancillary entrepreneurs and SMEs. These include catering, transport, storage, 
and shipping companies. Abu Dhabi’s economy has benefited from such overtures toward the production 
companies. It is estimated that for every Dh1 ($.027) spent by ADFC on incentives, Dh 31.0 ($0.84) is 
returned to Abu Dhabi’s economy due to such economic measures. As mentioned before, Twofour54 
finds itself in the heart of the infrastructure and the project base.

As per James Hartt, director of business development and strategy at Twofour54, waiving the fees 
has added a significant impetus to the strategy,

By waiving these fees, we have significantly reduced the financial barrier for some businesses. We have 
since seen twice as many small businesses set themselves up at twofour54. Any company with its paperwork 
in order can set itself up here in twofour54’s media zone in less than 24 hours (Digital Studio ME, 2019).

Today, the Abu Dhabi media zone is favored by more than 550 media firms and 700 freelancers. Some 
of the prominent international names based on the site are National Geographic, Cable News Network 
(CNNN), Sky News Arabia, and Fox International Channels Middle East.
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Fostering the Local Talent

To meet the demands of media firms, a steady flow of qualified media professionals is a critical ele-
ment of this success. The industry draws on a growing pool of graduates from media and film programs 
offered by media programs in Abu Dhabi and Dubai. CNN is committed to encouraging the country’s 
youth to take up journalism by offering educational and training programs. The programs aim to equip 
the youth with the latest skillset used in journalism and broadcast.

Since the day CNN began its broadcast from Abu Dhabi, the network has worked continually to ex-
pand its multilingual content for greater audience outreach. It has changed its programming to fuel the 
expanse. A team of experienced journalists led the CNN Academy to train content creators and production 
specialists with essential industry skills, including broadcast technologies, field production, and inter-
view techniques. The participants get a closer view of how CNN gathers information, verifies sources, 
and creates content across all platforms (WAM, 2021). The program’s syllabus also includes insights 
from the local media industry and new media courses such as digital storytelling and mobile journalism.

Twofour54 has a training hub, which houses the creative lab and Image Nation’s film studios. Both 
the initiatives have provided facilities and infrastructure for training and learning.

Since 2017, Abu Dhabi has invested more than AED 30 billion into the creative and cultural indus-
tries. As the pandemic nears its end, the emirate is back in strength with the vibrancy of its cultural 
ecosystem. The emirate has worked towards revitalizing heritage architecture such as Qasr Al Hosn, 
creating awareness among the local population. The city now hosts the renowned Louvre Abu Dhabi 
(Mubarak, 2021). As the latest installment of the Dune Franchise hits the theatre, the CGI investment by 
Abu Dhabi is bearing fruits. The Creative Media Authority is entrusted with overseeing the Yas Creative 
space launched in 2020. The new area will be home to new businesses and is expected to encourage 
entrepreneurs to bring their businesses to the island.

Since 2016, the ADFZ has invested over Dh 1.5 bn ($408.3m), which has resulted in significant job 
creation and upskilling. Until the end of 2018, the zone has created over 4000 jobs playing a pivotal role 
in creating the local talent, which is integral to the media zone’s success.

The investment and development of the local talent have led to the latest local blockbuster film release 
titled “Al Kameen” (The Ambush) in November 2021. The film was produced by Image Nation Abu 
Dhabi and AGC International. AGC is a subsidiary of AGC Studio, US (BroadcastPro ME, 2021). The 
movie was screened across the country, and Vox Cinemas distributed it. The film is one of the largest 
Arabic language film production ever produced in the Gulf Region. The film production team had over 
400 casts and crew, out of which a majority were Emiratis led by an all-Emirati cast. As pointed out by 
Hana Kazim, it was a proud moment for the talented local team. Hana Kazim, Manager – Film produc-
tion, Image Nation Abu Dhabi says:

Demonstrating the epic bravery of a group of Emirati soldiers, Al Kameen is a unique production for the 
UAE. As the largest ever Arabic-language production in the GCC regarding cast and crew numbers, we 
are incredibly proud of this inspirational film. It is a true testament to the talented crew in Abu Dhabi 
and the Emirates’ ability to draw in world-renowned industry names (BroadcastPro ME, 2021).

Abu Dhabi University (ADU) joined hands with Twofour54 in December 2020 to develop talents 
through programs supported by gaming giant Unity Technologies (WAM, 2021b). The partnership will 
use gaming to drive the youngster’s imagination and creativity. The objective is to provide the students 
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with technical know-how in the training course material. It will help students grapple with the most 
complex issues providing a space for conversation and social integration. The topics covered in the course 
include climate change and the future economy.

Another educational platform created by Image Nation Abu Dhabi is the Arab Film Studio. It aims 
to position the emirate of Abu Dhabi to be a creative hotspot and help make the next generation of Arab 
filmmakers empowered to tell their stories. Image Nation has successfully enabled the trainees to upskill 
their film production workflow. Today’s film school has four streams - documentary filmmaking, fiction 
narrative, scriptwriting, and a summer program for high school students. So far, the studio has celebrated 
screenings of 200 films produced by its graduates in film festivals across the world and has helped the 
professional careers of its students.

An example of students working in a live production was Image Nation courtroom drama titled 
‘Justice.’ It became the first local Netflix drama series, shot in Abu Dhabi. The Arabic show bought 
together Emmy award-winning writer and Academy award-winning producer, and it went on to become 
the region’s most expensive TV show.

The country certainly needs more TV programming, and Image Nation Abu Dhabi is slated to fill 
that gap. Traditionally the middle east broadcasters have focused primarily on producing shows for the 
Ramadan period. Most of the program is telecasted during the holy month, without investing in original 
programming for the rest of the year. This needs to change to make the industry sustainable. So, it is 
clear Image Nation needs to produce for television as well. Image Nation turned broadcaster with the 
launch of its Pan-Arabic TV channel Quest Arabiya in 2015 (BroadcastPro ME, 2015). It partnered with 
the Discovery Network to offer 22 countries its channel broadcast and is on its way to becoming a true 
pan-Arabic market in the middle east.

TV Commercial and Advertising Agencies

The advertising industry in the middle east was in a nascent stage until the 1980s. Small, independently 
owned agencies dominated the industry. Everything changed in the 1990s as the countries saw a sharp 
rise in investment, leading to large multinational agencies joining the fray.

According to Hiorns (2014) “today’s advertising industry is rolled up into five major holding com-
panies, mainly WPP, Omnicom, IPG, Dentsu, and Publicis.”

The global network Publicis Group is structured around four hubs, with headquarters in Dubai: Publicis 
Health, Publicis Sapient (for digital solutions), Publicis Media (includes Starcom, Zenith, and Digitas 
among others), and Publicis Communications (includes Publicis Worldwide, Leo Burnett and Saatchi 
& Saatchi among others). In 2002, Publicis bought Leo Burnett Group of Companies Middle East and 
North Africa. The latter first opened its doors in 1981 as the first multinational agency based in the 
region (Hiorns, 2014). 

Similar examples and patterns of restructuring materialized in other global networks, including WPP, 
Young & Rubicam, JWT, and Omnicom.

The early development of media has impacted the emergence and development of advertising. Toward 
the mid-to-late-1990s, an additional factor accelerated this development further. A wave of media liber-
alization through the region changed media consumption patterns and rendered television the medium 
of choice for viewers and advertisers alike.

 EBSCOhost - printed on 2/8/2023 11:26 AM via . All use subject to https://www.ebsco.com/terms-of-use



192

TV Commercial Space in the UAE
 

The Arab Media Outlook report (2009–2013) defines the pan-Arab market as follows: “Pan-regional 
advertising expenditure refers to advertising spend by regional media outlets that cover multiple coun-
tries in the Arab region” (Dubai Press Club, 2010). In a footnote, the definition continues and identifies 
the countries as follows, “Pan-Arab refers to advertising across Bahrain, Jordan, Kuwait, Oman, Qatar, 
Saudi Arabia, UAE, Lebanon, Syria, and North Africa” (Dubai Press Club, 2010). As mentioned in the 
Introduction, the authors will focus primarily on the landscape of UAE Television Advertising.

The Arab media market, in terms of television viewership, was a flourishing side of the business 
(Hamilton, 2007). Among advertisements, the placement rate was high in entertainment and leisure 
programming. The report concluded with the forecast much higher in the middle east than in developed 
countries for TV consumption. Due to the proliferation of TV stations in the country, advertisement 
opportunities grew.

A limited news bulletin was introduced in 1992 by the MBC Group in the region. As the US-led inva-
sion of Iraq began in 1991, the climate for satellite news and distribution got a shot in the arm. As per a 
report by AME Info (2006), the total number of free to air satellite channels rose by 163 percent since 
January 2004, reaching 263 channels. The free-to-air channels were broadcasting on Arabsat and Nilesat.

As internet advertisement was introduced into the market, the middle east proved to be a significant 
draw. Studies from 2000 until 2007 show that the increase in Internet usage in the middle east has eclipsed 
the world average over the same period (Internet World Stats, 2008).

UAE is home today to the leading international advertising firms such as Viola, M&C Saatchi, and 
JCDecaux. Even local companies make a decent advertising expenditure.

Media zones like Twofour54 are home to dozens of local and international advertising firms, such as 
Viola, M&C Saatchi, and JCDecaux. Local companies, too, make considerable advertising expenditure. 
For example, UAE flagship carrier, Etihad Airways, spends around $ 30 million a year on marketing 
and advertising.

Focusing on the television sector, the GCC video industry, including free TV, pay-TV, and online 
video, was estimated to generate revenue of $1.6 bn in 2020. The data shows a depression of 13% year 
on year, particularly in the TV advertisement & subscriptions. The growth in online video spending 
offset it (Advanced Television, 2020). The COVID crisis was going to make it worse. And it did across 
the TV sector. But a rebound is expected in 2022, while the TV industry still faces new challenges. As 
per the same report, Pay-TV and Free TV will decline by 2025. The trend of pre-covid will continue 
in the same direction, with online video surpassing TV to account for more than 60% of the market by 
2025. The cost prospects will be driven by low-cost pricing and partnership bringing in premium local 
and global content online. This opens the space for the OTT platforms to come in.

METHODOLOGY

The research is based on descriptive interview method and secondary data collection, in an effort to 
obtain an appropriate evaluation of the social dimensions of the covered issue.

A methodological triangulation was performed through the review of literature related to the changing 
TV commercial and advertising landscape, its move towards digital and the creation of new synergies 
in the industry.
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Interviews, as a qualitative method of research, were a useful mechanism in this study in order to 
obtain primary data through the perceptions and attitudes of selected media experts and to gain a more 
in-depth insight.

Media organization working in the sector of advertising & film production were identified and the 
researchers got in touch with media professionals over 15 years of experience in the UAE industry. An 
intentional purposive sample was chosen, incorporating three experts from the field of advertising, film 
& TV production houses.

According to the Annual Economic Report 2019, the total labor force in the UAE in 2018 was 7.384 
million. The UAE’s workforce’s wages during 2017 and 2018 in the Arts, Entertainment, and Creative 
sciences sector stood at 1.1%. A report by PwC expects entertainment and media revenues to increase 
by 3% in the region between 2019 and 2024, exceeding the 2% rise forecast. According to Mena Cin-
ema Forum, the UAE is set to join the world’s top 10 leading markets for global box office revenues by 
2030. The UAE makes up 25% of the total OTT subscriptions in the MENA region, the second highest 
percentage. The growth of the media industry relies heavily on its experienced leadership. The creative 
personnel employed in the UAE media industry has a wide gamut of sectors: advertising, media produc-
tion, community arts, design, event management, filmmaking and animation, and others. For the purpose 
of this study, the focus remained on advertising agencies and media production houses.

These experts were heads of relevant associations in the sector and companies that stand out for 
their work with TV commercials in the field of advertising, as well as experts linked to film production 
services in the UAE:

1.  Mark Fiddes, International Creative Director - Advertising, PR, Digital Media & Marketing 
(Date of the Interview: 12 October, 2021)

Figure 1. 
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International creative director Mark Fiddes has worked across the globe to grow some of the world’s 
most successful brands. From the Reckitt Benckiser portfolio – including Durex, Finish, Dettol and Van-
ish – to Nivea, Jaguar and Bel Cheeses – he has pioneered integration of digital marketing, social media 
and traditional advertising through all channels to build consumer and stakeholder engagement. He has 
over 100 international awards and has been a judge twice at the Cannes Festival. Over several decades, 
he has worked for the Havas and FCB networks to achieve some of their most significant new business 
wins and awards. Most recently, he has helped double the size of Havas in MENA winning over 50% 
of pitches. He currently works from Dubai directly with clients and agencies on brand breakthroughs

2.  Ashish Varghese, Filmmaker (Date of the Interview: 12 October, 2021)

Ashish Varghese is a filmmaker based out of Dubai, UAE, known for his short films “Aram Ghar” 
(2014), “L’attente: The Wait” (2016) and “Aai: Mother” (2018). He is the Head of Production for DDB 
Dubai and also Executive producer and Director at a Boutique Production House “The Farm”. Ash-
ish has produced commercials for various brands and has been a director for projects associated with 
Lipton, Neutrogena, Jonshson’s Baby, Johnson’s Handwash, Arial, Tide, Porsche etc. His real passion 
lies in directing and producing fiction films. His work entails short films such as “Aram Ghar” (2014), 
“L’attente: The Wait” (2016) and “Aai: Mother” (2018). His short films have won multiple awards 
locally and globally. In 2013, he was also Local assistant director to Farah Khan in her successful Bol-
lywood movie “Happy New Year” shot in Dubai. He won Best Director Award in 2017 at UAE Short 
Film Festival (UAESFF) for his work on “L’attente: The Wait”.

3.  Guy Sinclair, Executive Producer, Phoenix Film (Date of the Interview: 10 October, 2021)

Figure 2. 

 EBSCOhost - printed on 2/8/2023 11:26 AM via . All use subject to https://www.ebsco.com/terms-of-use



195

TV Commercial Space in the UAE
 

Guy started his career at Elstree studios in the UK and is one of the most respected, multi-awarded 
producers in the Middle East, with over 30 years in film and television industry. Guy has worked on 
many memorable and ground-breaking brands and government campaigns across the MENA region 
(Brands Emirates airlines, Etihad airways, Caltex, Shell, Bentley, Ford, Honda, Toyota, Mercedes, 
HSBC, Cadbury’s, Kiri fromage Kraft, GSK, Pepsi, P&G Reckette Benkiser, Unilever, Dubai Tourism, 
Saudi Tourism) and with celebrities such as Nicole Kidman, Kylie Minogue, Robbie Williams, Roger 
Federer, Cristiano Ronaldo, Tiger Woods, Son Heung Min, Sebastian Vettel, Charles Leclerc, Grant 
Imahara, Amr Diab, Myriam Fares.

Structured interview questions were drafted specific to the industry, the experts belonged to. The key 
structure of the interview included:

• Impact of Pandemic to their industry
• Transition to digitalization
• Changes in the business model due to new media technologies
• Influence of the demography to the media industry in the UAE
• Information on the key clientele from the industry they represent
• Growth of the local market and the key influences
• Censorship or Self-Censorship
• Relationship between the Advertising agencies and the film production houses
• Crew and Talent requirement and availability in the UAE
• Future trends in the industry

Given the complexity of the UAE media landscape, descriptive analysis of interviews provided a 
tropical guide, focusing on expert knowledge, which is widely characterized as specific knowledge in 
a particular field of action, wherever the expert’s hails from be it advertising specific or broadly televi-
sion broadcasting.

Figure 3. 
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The expert interview has helped to emphasize the importance of investigating experiences and per-
spectives of the interviewees for developing a better understanding of the industry.

The study was collecting secondary data through search on the history, growth, and regulatory mecha-
nism of the UAE media industry. For this purpose, the authors were using government publications, 
as well as available information on the websites of individual Emirates. Also, industry newsletters and 
magazines were used as secondary sources for industry updates related to the field of advertising and 
media production. Analytical and descriptive approach were employed based on primary and secondary 
data collection.

Key Research Questions

The study aims to investigate vibrant content production ecosystem in the UAE media sector making it 
a regional center for film, television, and social media. The key research questions include:

1.  Establish UAE as a hotspot for Film and TV production, making it a regional hub for television 
advertising production

2.  Transformations in the TV Commercials and advertising sector as a knock-on effect due to the 
pandemic

3.  Challenges for the advertising agencies which includes media regulation, cultural sensitivities, and 
transition to digitization.

FINDINGS

The influence of streaming on Television and video has been phenomenal. The industry requires a new 
ecosystem to fix the inefficiencies inherent in its market practices. As a headline in a report noted, ‘TV 
isn’t going anywhere – it’s going everywhere.’

TV advertising used to be a traditional bastion of large brands with big budgets, but the digital plat-
forms are changing the game. Now, the industry is faced with millions of advertisers, big and small, using 
sophisticated digital advertising and social media to reach out to their customer base. Media production 
also has seen an influx of small production houses, stiffening the competition further.

The researchers began the interview with the experts by focusing on some of the fundamental changes 
the TV commercial advertising industry in the UAE has seen over the last decade, particularly addressing 
the pandemic’s impact on the sector and nuances of the local industry.

Impact of the Pandemic on Advertising Expenditure

Surprisingly, viewership was not a problem during the pandemic; millions of homebound people had 
limited entertainment options. But the economic fallout of the pandemic has caused companies to slash 
TV ad budgets. As global data come in, more than 40 percent cut in budgets by leading brands, and at 
the same time, networks offered commercial time at double-digit discounts. Providing a local perspec-
tive, Asish Verghese says the lockdowns were particularly difficult for freelancers in Dubai, as no shoots 
were taking place. The pandemic introduced a new mode of working from home. Ashish was one of the 
three producers globally who did the first shoot in a lockdown in Australia. The crew from two countries 
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used the latest communication technologies, with a 12 men crew supervising the shoot from home using 
their laptops while the live feed was coming in through zoom. Although the technology can get better, 
streaming technology has evolved and improved with every update over the last few months.

Guy Sinclair, a film producer, provides a broad perspective of the UAE TV commercial industry. 
According to him, UAE has emerged to be a very competitive location for international feature film 
production & local television production, comparable to Eastern Europe and South Africa. He feels the 
technology has become cheaper, and he expects the production cost also to go down, which he feels is 
a problem.

We will still need to respect the creative process to create a good quality product in whatever genre we 
work in - film, TV content or social media. Consumers are getting very sophisticated and as an industry 
we must maintain traditional standards of production although be mindful and competitive in deliver-
ing entertainment that is engaging. So there lies the challenge for the production industry in the UAE 
- Post-Covid-19 to increase production volume, while maintaining creative excellence at a competitive 
but correct price. (Guy Sinclair)

Post-Pandemic, the industry has slowly adapted to the new normal. Big studios have the scale and 
budget efficiencies to accommodate the evolving landscape. However, many industry standards for health 
and safety will likely remain permanent, and shoots will continue to take more time and cost more money 
than before the pandemic. However, due to the market pressure, the production houses need to keep 
the cost down, putting more pressure on their bottom line. We are entering the new future of television 
advertising: fast, cheap, and minimalist.

Social media has cut into the TV expenditure. The pandemic has boosted digital literacy by six years 
in its first six months. But it is also the e-commerce platform that has found its way into social media 
and made it the first and the nearest platform for advertisers.

When I arrived in MENA to head up Havas creativity five years ago, the split of work streams in the 
agencies was around 70% TV to 30% social media. I can safely say that has turned around to 70% social 
to 30% TV. (Mark Fiddes)

Changes in the Business Model

The agency model is struggling for a whole number of reasons. The traditional process of months and 
months of planning and research followed by months in production is sped up to a week by digitization. 
Indeed, clients are going direct to production houses for their content instead of waiting for the agency 
to catch up. As Mark puts it, in 2021 alone, 70% of clients have also looked at bringing projects in-
house to creative departments run internally. He provides the example of the Oliver model that actively 
insources creative services to giants like P&G and Unilever. Talking about challenges, Mark further 
elaborates how the critical challenge for agency holding companies like WPP and Omnicom is to find a 
new operating model that allows them to attract and retain top strategic and creative talent while being 
able to deliver fast.

Many clients have woken up to the new choices enabled by digital working and digital distribution. 
Whether this is insourcing talent or going straight to production companies or working with small social 
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media start-ups and then repurposing that content for advertising, the range of options for clients is much 
greater than ever before. Add to this the availability to clients of senior advertising talent that has been 
cost cut from agencies in the past few years – in order that they can preserve their very slim margins – 
and the future looks very challenging. One option is that the media arms of the holding companies will 
simply sweep the creative parts into their own remit. (Mark Fiddes)

The trends show that the traditional processes of creating and getting advertising to market didn’t 
translate well with the modern social media sphere. It was expensive and slow. The modes for finding 
content have multiplied, and marketers have to meet consumers where they are. Is Mobile the medium 
of today? A question posed by Ashish, who feels, the transition to digitization is a challenging evolution 
for everyone, for marketeers and for content creators,

During the days of TV and as all the legends state it “The golden era” of advertising, films could be shot 
in cinemascope 23:9 and still play on TV. With the digital era we are lucky if we get to frame for a 16:9 
because, unlike yesterday, the director now needs to think about how the film would look on a 1:1 & a 
9:16 ratio and how well will it be consumed by the mobile audience. This limits creativity and freedom 
on what we can do with actors, but then these formats have created a new generation of communication, 
which is successful and absorbed well. (Ashish Verghese)

The shift from film format (analog) to digital has been relentless in the last decade. Film format 
has remained a novelty to be used for a TV commercial shoot. It used to be a norm, but today we see a 
relentless drip-feed of new digital film formats. The 35 mm reel is no longer the standard today. Yes-
teryear giant Technicolor shut down its last film lab; Fujifilm is no longer in the business of producing 
the film. Kodak, the last remaining producer, filed for bankruptcy protection in 2012, exited legacy 
businesses, and sold off its patents before re-emerging as a sharply smaller company later. Historically 
UAE was never keen on shooting in film format due to a lack of available resources. Guy describes that 
the emergence of digital has done good for the local film industry, and with the setup of media zones, 
locally grown companies have mushroomed,

The production industry of shooting local and international productions has grown exponentially and 
that was helped by the creation of Dubai Studio City and Twofour54, Abu Dhabi. Many international and 
local grown production companies have seen an opportunity to invest and develop their business locally 
in the UAE. So, although we are not comparable to Europe or the USA in terms of volume of companies, 
we do have every facility available to us here in the UAE, from sound stages, camera equipment, grip 
equipment, lighting equipment, generators, trucks, tracking vehicles, helicopters, drones, mobile vanity, 
and green caravans. There is every production support facility available in the UAE. (Guy Sinclair)

Media Regulation in the UAE

The visuals that naturally come to mind when one thinks of the middle east and TV commercials are:

• Beautiful desert landscape sequences.
• Off-road automotive advertisements.
• Luxurious tourism pieces in some of the world’s most iconic resorts.
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But the process that leads to such a shoot may seem arduous for a newcomer to the industry. How-
ever, achieving it as desired by visual directors and TV commercial producers isn’t as tricky. Guy runs 
a production house in Dubai, and he outlines the process of filming permission.

Filming permissions are easy to source through the Dubai Film & TV Commission and the Abu Dhabi 
Film Commission, open for all registered local production houses. They can apply online for the per-
mit, which usually takes three to five days to be authorized. International production companies need 
to contract with a local registered production house to film in the UAE, and sometimes they can obtain 
rebates from the commissions on serviced productions. (Guy Sinclair)

The permissions on a production level begin from Cast permits, Government permits for the shoot 
(DFTC) until private location permits. Getting approval is one thing, but one of the significant aspects 
of location permits for international production could be scripts or visual portrayals, which can conflict 
with the country’s laws. All the media councils within the region take this as a serious note. However, 
unlike the question of media censorship often raised about the region, there is nothing exceptional to 
observe that you would not apply in any other progressive Western society. Guy feels very strongly that 
production houses should respect the culture of the local indigenous community, respect the religious 
beliefs, and respect the laws of the country.

Mark echoes the same sentiment and adds that ‘one size fits all’ has never, as some global brands 
may insist on it vehemently. One has to remember,

They are your market, and the best ideas will be ones that springboard from deep insights into society 
and its beliefs and behaviors. For example, how did we manage to make Durex the most talked about 
brand on Saudi Twitter during the last World Cup – we listened to what Saudi men (and women) were 
saying. We did not force the global solution upon them. There was no need. (Mark Fiddes)

Kingdom of Saudi Arabia (KSA) has been a massive market for all the brands leading Guy’s produc-
tion house to shoot two versions of the commercial or print, one which caters specifically to the KSA 
market and the second generic to all the other regions. The content coming out of GCC is brand specific. 
It communicates mechanics very clearly, leaving the creative with a challenge to put this together cre-
atively with limited room due to the multiple nationalities they need to address. The commercials and 
communication that pop out regardless are the best and set a standard globally.

Collaboration between Production House and Advertising Agency

The traditional relationship between production companies and advertising agencies is that they manage 
a client’s marketing strategy, develop the creatives, and collaborate with a director and the production 
house they represent. However, with the expansion and fragmentation of the market with digital content 
and social media, the relationship has changed. Today, some producers work alongside agency creatives, 
while others are often directly commissioned by the client. Guy Sinclair outlines the process as such: AD 
agencies create the concepts aligned with the client and then brief production houses to propose directors 
and budgets for the project. The best director, budget, and the production house execute the job. The 
selection is made based on a treatment note written by directors on how they envision the script written 
by the creative department in an agency. If they align with the creative vision and the brand guideline, 
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they catapult to the top position to win the job. With the agency’s help, the production house then sets 
a schedule to which they adhere and have the films delivered in their desired formats for the media.

Guy explains further how big agencies operate in Dubai. Guy further describes a scenario where some 
clients approach production companies directly with projects outside of agency contracts that would be 
anything below the line. This means anything that is not positioned on traditional above-the-line media 
such as TV, Print & Outdoor.

To maintain the lion’s share of a client’s business, big agencies have set up their own in-house Pro-
duction departments to service clients’ production needs, thus cutting out the traditional production 
service & facility companies. In Dubai, large advertising agencies such as Hogarth (WPP), Prodigious 
(Publicis), The farm (DDB), The Village (Havas), Hug (AKQA), Media Monks, and Tag follow such 
practices. (Guy Sinclair)

Mark Fiddes feels that the relationship is changing. Due to budgetary constraints, most big agencies 
have set up their own production companies internally, primarily to handle the low-budget social media 
content they don’t want to see going elsewhere. At the same time, several production companies work 
directly with clients – like Prime Productions, on the new Emirates Burj Khalifa film. Indeed, Emirates 
SVP Brand Marketing Richard Billington has made a point of not working with agencies. Mark also 
adds that Drugs, sex, and alcohol shouldn’t make it to any communication in this region,

These are the three elements that generally spice up mediums and keep audiences entertained. They also 
expand your horizon of creativity, but in this region, we also avoid wardrobes that are above knees and 
elbows. KSA commercials initially and strictly had Veils, but with the recent developments the veils are 
either not there or are loose. (Mark Fiddes)

The changes in UAE’s freedom of expression are fueling many international production companies 
to set up satellite offices here in the UAE. The freelance production talent from Europe, Asia, and South 
Africa started to trickle in and has grown to a healthy level of skill available to producers. These, in 
turn, have been a catalyst for bringing on and teaching local talent to join the industry. Key film-making 
talents come from worldwide on a contract basis, but now they come to live and work here in the UAE, 
a testament to the growing opportunities. As a new fledging industry, we will always need to grow the 
talent pool, and with new media and digital content, we should start to give more opportunities for the 
talent pool to grow faster.

SOLUTIONS AND RECOMMENDATIONS

The evolution of the tight-knit TV industry meant a limited selection of production houses were producing 
content for TV or movie theatres. The media industry in the UAE follows a simple windowing process 
that usually involves movie theatres followed by pay-TV and then free TV. As discussed previously, the 
month of Ramadan was the only month of the significant monetization cycle. Whatever content would 
end up in YouTube would be for residual revenues, a cheat, and a convenient catch-up solution. This 
content flow lasted until late 2017. That’s when the OTT platforms started appearing in the MENA 
region at almost the same rate way it seemed for Linear TV back in 1997.
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A sharp rise followed this in demand from new buyers coming to the Arabic content marketplace. 
However, the industry is almost entirely funded by ad spend rather than subscriber-based revenues. The 
budget was too small for new digital newcomers to ramp up production value leaving the monetization 
life cycle in a predicament. A quick-based solution offered by content distributors was to split the rights 
of video assets by catering to the small budgets of the OTT platforms. Still, YouTube had a sharp decline 
of 92% in video assets uploaded, witnessed in Ramadan 2019.

This marks the beginning of the OTTs in the MENA region, a race for services for the linear chan-
nels and a slightly more money-making device than YouTube. But again, this lasted for only another 
year, as OTT platforms struggled to make enough money from a region used to receiving free Arabic 
content. So, the only way forward was for the OTT coming forward by getting into productions them-
selves with Originals. Netflix announced its expansion in the MENA region back in 2016. It was great 
news for regional production houses, as it meant new content commissioning. The first Emirati Drama 
on Netflix, ‘Justice,’ went on the floor in 2017. It should be noted that the first regional OTT platform 
ICFlix released its own original production in 2014 with Egyptian movies.

Both International and regional OTTs are setting aside budget now for exclusive Arabic Originals. 
This is very encouraging for every producer in the region as it means originals will be privately funded 
to increase the valuation of the OTT Platforms, if not for immediate profitability.

Netflix being a solid competitor in the region, all OTT providers in the market need to focus on 
originals and work towards creating a delicate balance between subscription video on demand (SVOD) 
models and ad-supported monetization, whether digital or linear. Knowing that Drama always does well 
in the MENA region, OTT’s new releases are 56% drama series while 40% focus on societal stories/
relationships. The OTT platforms have chosen a safer ground for now when it comes to selecting the 
genres of their productions. However, looking at the global success of thrillers, suspense, crime, and 
mystery genres globally, it would be interesting to see if new genres are introduced for the Arabic view-
ers in the region.

For the production houses, the transition to digitization was a difficult but necessary change for the 
industry. Today, the smartphone is the medium of choice for the majority. The ‘golden era’ of advertising 
saw productions shot on cinemascope ratio of 23:9, and it would still play on Linear TV. As the digital era 
began, the requirement was not limited to shooting for 16:9. Still, the client also demands a 1:1 & 9:16 
aspect ratio due to the popularity of social media platforms such as Instagram, Snapchat, and TikTok. 
This limits the creativity and freedom of the content creators, but in return, these new formats have cre-
ated a whole new generation of communicators with a broad appeal and followers. Digitization has also 
speed things up beyond control. The production timelines and budgets are squeezed because the cameras 
are getting smaller & accessible. Today, it is difficult to convince a client to ramp up the production cost 
when freelancers can execute it in a fraction of a fee with cheap consumer-grade recording equipment.

FUTURE RESEARCH DIRECTIONS

In the future, after the end of the Covid 19 pandemic, it is desirable that this study continue in the direc-
tion of a comparative study of the circumstances in which TV production and advertising activity will 
take place in the Emirates and other countries in the MENA region.
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It will be especially challenging and useful for media researchers to conduct a broader comparative 
study of the forecasts of Global Entertainment & Media Outlook 2021–2025 (PricewaterhouseCoopers, 
n.d.), according to which in the coming period there will be an exceptional increase in digital formats 
- virtual reality, according to which in the coming period there will be an exceptional rise of digital 
formats - virtual reality, Cinema, Data consumption, Out-of-home advertising and OTT video.

CONCLUSION

The media sphere in the Emirates is full of challenges for local and international workers in the film, 
TV, and advertising industry. Rarely in any country globally, the UAE simultaneously corresponds to 
the essential prerequisites for one of the most creative and demanding professions related to television, 
film, and advertising production. The media production houses and advertising agencies operating from 
the UAE have great potential in the Saudi market. The kingdom is going ahead with its plan to open 
around 350 cinemas by 2030. The big media players in the UAE are already seizing on the opportunity 
to invest in quality productions but also developing skills and talent in a region to meet the increasing 
demands from Saudi Arabia.

The country offers an excellent infrastructure with all the necessary settings (external and internal), 
with significant spatial locations for the specific media activity related to production and advertising.

What deserves special mention is the country’s safety - the UAE achieved first place in the roaming 
of the population at night alone, and second in the world for the safest countries according to the results 
of the Gallup Report for Security and Order 2021 (Ray, 2021), as well as the clear unequivocal govern-
ment regulations and procedures for the media business.

Government support is seen through the various types of licenses available to locals and foreigners, 
especially creative activities. The Media Zones opened in the Free Economic Zones in the UAE provide 
all the necessary support for starting a business, with the constant availability of their contact services 
(by phone or online). The creation of media zones by the UAE Government and the emirates of Abu 
Dhabi, Dubai & Sharjah has created their own niche when it comes to media and film production push-
ing the country to the global map.

The sensitivity of culture deserves attention, especially by foreigners who get involved in the media 
business in the UAE, but this is not something new for film, television, and advertising representatives. 
Market research and culture in a country is a common practice followed by experienced professionals 
in this field.

The pandemic has expedited the industry changes that were in the offing for the next decade. For 
example, the split of workstreams between social media and television has dramatically shifted towards 
the former. It also has accelerated solutions that today allow productions to work simultaneously on one 
project across the continent.

The spurred introduction of Out-of-Home digital content & social media has changed the landscape 
of media production. Media professionals feel that even though technology has progressed at breakneck 
speed, film shoots supervised entirely in-person augur better for the end-product. The pandemic has not 
dented UAE’s position as a destination for an international film production site. The critical challenge 
for the industry is to increase production volume while maintaining creative expression and excellence.
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ABSTRACT

Through this research, an attempt is made to understand how Croatian coastal cities Dubrovnik and 
Split, with rich historical and cultural heritage, promote, market, and advertise this heritage through the 
official websites of local tourism organizations. In this context, after examining the general discourses 
on the homepage of the official websites of these cities, the discourses they adopt to promote their his-
torical and cultural wealth in order to create a destination image are analyzed using content analysis. 
To do this, key concepts are discovered, and themes are determined, under which these concepts are 
collected inductively. The coding process is performed based on the concepts extracted from the data. 
Then, the two destinations, the official sites, and the sites to which they link are analyzed on the basis 
of the themes and concepts, discussing their weaknesses and strengths, identifying gaps, and making 
improvement proposals.
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INTRODUCTION

In this chapter, Croatia is evaluated historically, geographically, ethnically, religiously, culturally and 
linguistically by way of introduction. Then, the importance of tourism for Croatia is discussed, looking 
at the reasons for its popularity as a tourist destination throughout its history characterized by wars and 
conflicts that resulted in several changes of government, due to its strategic position at the intersection 
of cultures and centers of power between the Near East and the West. According to the reports of the 
European Commission, the Croatian Ministry of Tourism and other researchers, the importance and con-
tribution of tourism phenomena to the Croatian economy are evaluated quantitatively and qualitatively. 
Focusing on the cities of Dubrovnik and Split, information such as the number of visitors and overnight 
stays, etc. is provided. The strengths and weaknesses of Croatia as a tourist destination are discussed 
and proposals are made to attract the target tourist profile.

Next, the general structure of the advertising industry in Croatia is presented. The market share of 
different media and their relative effectiveness in reaching audiences are analyzed, with a focus on in-
ternet advertising. Since the main focus of the study is to examine the discourse on the official websites 
of Croatia’s tourist destinations, the following part of the study focused on advertising, promotional 
and marketing content on the official website of the Croatian Tourism Board and the official websites 
of Dubrovnik and Split.

Since the pros of Croatia’s focus on cultural tourism as an alternative to mass tourism are emphasized, 
it is aimed to examine the elements on the websites of Dubrovnik and Split in the context of cultural 
tourism and briefly inform about cultural heritage tourism in Croatia in the next section. Subsequently, 
the importance of running effective advertising campaigns and promotions in creating the image of a 
destination is mentioned and the possible current and future consequences for Dubrovnik and Split of 
adopting such strategies are discussed.

In the following section, the reader is introduced to the main objective and structure of the research, 
i.e. the form in which it is constructed and executed. The data obtained from the content analysis applied 
to the discourses discovered by examining the official websites of the cities of Dubrovnik and Split have 
been subjected to analysis, the results have been shared, the deficiencies and strengths have been discussed 
and the emphasis has been placed on the aspects that need to be improved in the discussion section.

In the last part of the study, solutions are developed that would allow Dubrovnik and Split to appeal 
more to the target tourist profile by paying attention to certain points in the discourses on their websites 
and to generate more tourism revenue by putting less effort and resources into it. After making recom-
mendations for future research on the same topic, the concluding section mentions the importance of 
effectively managing all media on the web, especially with a holistic approach to building, protecting 
and enhancing a tourism destination’s reputation in this day and age. Furthermore, it states that a destina-
tion’s advertising and marketing strategies should be based on an effective image and reputation analysis 
on internet platforms. The chapter ends by mentioning the importance for Croatia, as a tourist country, 
to use the possibilities offered by the web as effectively as possible in the creation and development of 
advertising and marketing strategies for the country’s economy and its future.
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BACKGROUND

Brief History, Geography, Ethnic and Religious 
Composition, Culture and Language

Thanks to its particular geographical position, Croatia is like a bridge uniting East and West, i.e. Central 
Europe and the Southern Mediterranean. Through its history, a vast artistic, literary and musical tradi-
tion has been built up in the country. The cultural heritage is certainly not limited to those recognized 
by UNESCO (whc.unesco.org) and goes beyond museums, monuments, churches, synagogues, mosques 
and cathedrals (croatia,hr, n.d.). Located at the north-west of the Balkan Peninsula, Croatia is a small 
country with an area of 56,594 km2, but its geography is diverse with high mountains, islands and islets 
numbering up to a thousand, a long coastline, caves, lakes, rivers and waterfalls. Accordingly, the country 
is characterized by different types of climate, including continental, Mediterranean and mountainous 
in different regions (David-Barrett et al., 2022). Croatia is mainly composed of three regions, namely 
Slavonia (in the northeast), Istria (on the northern Adriatic coast) and Dalmatia (covering the coastal 
strip). Croatia’s cultural orientation could be defined as Western because of the Roman impact in law, 
literature, and its adoption of European institutions and economic system for a long time. 89.6% of the 
population is Croatian, with about 20 minorities, the largest of which are Serbs (4.5%), while the others 
(Bosniaks, Slovenes, Hungarians, Italians, Austrians, Bulgarians, Albanians, Czechs, Germans, etc.) have 
less than 0.5% each. Catholicism (87.8%) is the main religion in the country. Orthodox Christians make 
up 4.4% and Muslims 1.3% of the total population. The official language is Croatian, a South Slavic 
language, which uses the Latin alphabet extended by some diacritical marks, while Serbian is written 
in the Cyrillic. Although they are generally considered to be the same language, in terms of grammar, 
pronunciation and vocabulary, there are some differences between Serbian and Croatian. This is due to 
the different periods of foreign domination: While the Croatian language is influenced by German, Ital-
ian and Hungarian, the Serbian language bears traces of Turkish and Russian, regardless of the dialects 
for both languages (David-Barrett et al., 2022; larousse.fr, n.d.).

Croatia, which has shared the fate of any country with natural wealth, favorable climate, long coast-
lines and an important strategic position, has lived under many governments throughout its turbulent 
history, full of wars, regime and power changes, conquests and reconquests. If we are to proceed in 
chronological order, the Croatian people were subjected to the Byzantine Empire during the 7th century 
A.D., to the Duchy of Croatia from 7th century to 925, to the Kingdom of Croatia from 925 to 1102, to 
the Kingdom of Croatia and Dalmatia (united with Hungary) from 1102 to 1526, to the Kingdom of 
Croatia (Habsburg) from 1526 to 1868, to the Kingdom of Croatia and Slavonia from 1868 to 1918, to 
the State of Slovenes, Croats and Serbs from 29 October 1918 to 1 December 1918, to the Kingdom of 
Slovenes, Croats and Serbs from 1918 to 1929, to the Kingdom of Yugoslavia from 1929 to 1941, to the 
Independent State of Croatia from 1941 to 1945, to the Federal People’s Republic of Croatia from 1945 
to 1963, to the Socialist Federal Republic of Yugoslavia (SFRJ) from 1963 to 1991, and to the Republic 
of Croatia from 1991 to the present (larousse.fr, n.d.).

The cultural and historical heritage of the country has been forged by the strong influences of European 
Catholicism, Orthodox Christianity, Ottoman culture and especially Venetian culture. The proof is that 
Croatian cuisine is strongly influenced by Turkish, Central European and Italian cuisine. The Adriatic 
coast of the country was long under Venetian rule and the influence of Venetian architecture and art 
on the architectural heritage is remarkable. On the territory of Croatia, there are numerous remains of 
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ancient Greek and Roman civilizations. Among them are the palace of the Roman emperor Diocletian 
(4th century) in Split, the ancient city of Salona in the vicinity Split, the ancient city of Narona around 
Metković, and the arena in Pula (1st century). A very characteristic remnant of Byzantine art in Croatia 
is the Euphrasius Basilica in Porec (6th century). The country is characterized by numerous traces of 
much older civilizations spread throughout its territory. In particular, the Vučedol culture from the Early 
Bronze Age, 3000-2200 BC, discovered in the Vukovar region, is a source of curiosity and enchantment. 
It is considered to be contemporary with Ancient Egypt (the Old Kingdom), the Sumerian civilization 
and ancient Troy. Another prominent archaeological site is “Bribirska Glavica” located in the vicinity 
of the town of Skradin, where the Croatian dignitaries Šubić-Bribirski had their seat. Also, archaeologi-
cal excavations have been undertaken in this place known as Varvaria, a municipality that had already 
been settled by Illyrians, in the early Roman period. In the 14th century it was a fortress of strategic 
importance. Among the oldest Croatian cultural heritages, the baptismal font of Prince Višeslav of Nin 
(around 800) could be mentioned. In Croatia, there are about 150 pre-Romanesque churches, mainly on 
the coast, built between the 9th and 11th centuries. About fifteen of them are well preserved, including 
the church of St. Donat in Zadar, built in the 9th century, one of the most impressive monuments of pre-
Romanesque architecture in whole Europe. The construction of the Church of St. Krševan in Zadar, which 
is recognized as the predecessor of all great Roman and Gothic cathedrals built in Europe, began in the 
early 10th century and was completed in 975. Monolithic stone funerary monuments, called stechak, are 
another type of characteristic monument of the region and some of them weigh about 30 tons. The oldest 
of these monuments date from the 13th century. Similarly, in present-day Bosnia and Herzegovina and on 
the Croatian island of Brač, there are stone inscriptions that are believed to be the first documents writ-
ten in the Croatian Cyrillic alphabet, dating from the 10th to 12th centuries. The researchers discovered 
that these documents also contain Glagolitic letters. In general, it is said that a good number of written 
documents from medieval Croatia contain three types of writing at the same time: Glagolitic, Cyrillic 
and Latin in particular, which shows the non-exclusivity and coexistence, which is quite unique in the 
history of European culture. Besides the simultaneous use of three scripts, the use of three languages at 
the same time - Croatian, Latin and Church Slavonic - is also exceptional (Zubrinić, 1995).

Under the SFRJ, the country underwent significant cultural changes following the Western modernism 
and post-modernism movements, which had effects on the architecture, arts and lifestyle of the popula-
tion, affecting the formation and accumulation of tangible and intangible cultural heritage (David-Barrett 
et al., 2022; Graham, 2021, Katunarić, 2007; Kordej-De Villa, & Šulc, 2021; larousse.fr, n.d., Matan, 
2020). At the time of SFRJ, it can be claimed that Yugoslavia invented another “version of communism” 
after throwing away its ties with the Soviet Union and Cominform in 1948 and following the league of 
“non-aligned movement”, which allowed it freedom of expression and a certain autonomy in the cultural, 
economic and other spheres of life, if compared to other socialist countries. This resulted in the flower-
ing of Croatian culture along the lines of the Western heritage (David-Barrett et al., 2022). It can be said 
that modernism took off in Yugoslavia with the arrival of artists from European countries, especially 
from Berlin, Prague and Vienna, following the independence of the South Slavic state. These artists, 
who brought a new breath of fresh air by interpreting traditionalism in a different way, had a particular 
influence on the trends and lifestyles in the largest cities of the Kingdom, namely Belgrade, Zagreb and 
Ljubljana. After World War II, with the foundation of SFRJ, Tito adopted the movement of realistic 
socialism during his alliance with Stalin, from 1945 to 1948. This movement essentially diverged from 
the modernism of Western countries, and aimed primarily to integrate art and revolution. In the works 
of art, revolutionary heroes were chosen as main figures: Revolution, soldier figures and working class 

 EBSCOhost - printed on 2/8/2023 11:26 AM via . All use subject to https://www.ebsco.com/terms-of-use



212

Tourism Advertising and Destination Image Building Through Cultural Heritage in Croatia
 

were given a special emphasis. The Batina monument, an expression of the importance attached to the 
alliance with Stalin, is considered the most representative symbol of this period, as is the use of posters 
and signs with communist iconography as a means of propaganda in public places. The tendency of 
socialist realism was to integrate historical and folkloric elements into art, but many Yugoslav architects 
opposed this phenomenon and continued their work following the modernist approach adopted after the 
First World War. After breaking ties with the Soviet Union in 1948 due to general dissatisfaction with 
the centralized system established by Stalin, Tito created his own socialist regime, following the non-
aligned, totally independent of both the Western and Eastern blocs. Under this regime, he considered it 
important to preserve the ethnic harmony of the country composed of several peoples. These economic 
and political changes led to the creation and interpretation of an art and architecture characteristic of 
Yugoslavia (Kerkezi, 2018, p.29).

After 1948, the links between the Yugoslav identity and modern architecture are visibly established 
and under the effort of industrialization and modernization of the country devastated during World War 
II, the modernist movement is extended beyond the borders of the large cities to the four corners of the 
country. Tito aimed to establish his ideal of “brotherhood, equality, unity” in the ideology of governance 
and local and regional equilibrium (Kerkezi, 2018, pp.29-30). The detachment of Yugoslavia from the 
Soviet Union resulted in an opening to the West and exhibitions were held in the capitals of the repub-
lics constituting the Yugoslav federation. With the arrival of the 1950’s, one encounters buildings that 
resemble the works of Le Corbusier, as well as cubic buildings with whitewashed facades, adopting a 
simple and uncluttered style, expressionist and sometimes crude structures that make up the large glazed 
office buildings, representative of this post-war era in Yugoslavia. During this period, it could be advanced 
that the construction of villas and individual residences decelerated at the expense of the construction of 
common and public buildings with an accentuated approach of expressionism and grotesque. Between 
the two periods that Yugoslavia went through, we must mention that the industry, the educational system, 
the social and cultural relations and the economy of the country underwent major transformations as well 
as the policies adopted. A certain form of freedom was established through self-management and the 
unity of the working class, which had its consequences on the field of art as well (Kerkezi, 2018, p.30), 
that had visible consequences on Croatian art and cultural heritage accumulation too.

Croatian artists have given numerous works of art in the field of photography, painting as well as tra-
ditional arts like fine textiles, embroidery and lace. In the mid to late 20th century, Croatian naive painting 
became famous beyond the country’s borders. Cinema and music have a special place in contemporary 
Croatian culture. Since 1972, Zagreb, known worldwide with its school of animation and which won 
an Oscar in 1961, periodically hosts an international festival of animated films. As for music, Croatia 
reflects its rich culture through many forms such as folklore, opera, jazz, rock among others. Traditional 
music is characterized by the tamburitza, a stringed instrument similar to a mandolin, also known by 
its Turkish name “tanbur”. The traditional dance is called Kolo, played at weddings and festivals and 
also appreciated in other countries of the former Yugoslavia such as Montenegro, Kosovo, Northern 
Macedonia and Serbia (David-Barrett et al., 2022).

World heritage sites designated by UNESCO in Croatia are Diocletan Palace and medieval Split, 
Dubrovnik old town, early-Christian Euphrasius basilica complex in Poreč, historical core of Trogir, na-
tional park Plitvice lakes, St. James cathedral in Šibenik, Stari Grad plain, Stećci - mediaeval tombstones, 
the Venetian works of defence between the 16th and 17th centuries, and the ancient and primeval beech 
forests of the Carpathians and other regions of Europe. UNESCO also named the Croatian intangible 
cultural heritage items as Ojkanje singing, two-part singing and playing in the Istrian scale, Klapa mul-
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tipart singing of Dalmatia, southern Croatia, Bećarac singing and playing from Eastern Croatia, annual 
carnival bell ringers’ pageant from the Kastav area, Nijemo Kolo, silent circle dance of the Dalmatian 
hinterland, The Sinjska Alka, a knights’ tournament in Sinj, lacemaking in Croatia, traditional manufac-
turing of children’s wooden toys in Hrvatsko Zagorje, procession “Za Križen” (following the cross) on 
the island of Hvar, festivity of St. Blaise, patron saint of Dubrovnik, spring procession of Ljelje/Kraljice 
(Queens) from Gorjani, gingerbread craft from Northern Croatia, Mediterranean diet, the Batana eco-
museum, Međimurska popevka, a folksong from Međimurje, and art of dry stone walling, knowledge 
and techniques (croatia.hr, n.d.)

Importance of Tourism to Croatia

According to the report of the European Commission (Orsini & Ostojić, 2018, p. 4), Croatia has always 
been a very popular tourist destination due to its geographical position connecting the West and the East 
and the beauty of its nature with a very special character. This popularity increased with the acceleration 
of international tourist activities in the region after the collapse of the Eastern bloc. Despite significant 
losses due to the unfortunate war in the 1990s, it has recovered significantly. Since 2002, tourism activity 
has been following an increasing trend in Croatia and its share in GDP increased between 2012- 2016 
from 3.8% to 4.7%. In 2017, 80 million foreign tourists stayed overnight in the country, and the total 
registered overnight stays were 86.2 million. As 19.4% of GDP, tourism brought in EUR 9.5 billion to the 
country and the sector employed 99,467 people, representing the 7.2% of total employment in Croatia. 
In terms of total exports, the share of tourism was 38%. Thus, the contribution of the tourism sector to 
the Croatian economy cannot be underestimated (Kordej-De Villa & Šulc, 2021, pp. 346-347). Certainly, 
the coronavirus outbreak caused a drop in tourist arrivals to hotels and other accommodation facilities 
in Croatia but it can be stated that this drop remained limited to 7 million of tourist arrivals in 2020. In 
the pre-pandemic period, tourism had peaked at 19.6 million arrivals in 2019 (including residents and 
non-residents) (Luty, 2021). About one fifth of the Croatian economy is driven by the tourism sector. 
Even in 2020, tourist arrivals in the country were 40 percent of 2019, the period before the Covid-19 
pandemic. Ilić (2021) predicted that in 2021, Croatia expected five percent economic growth with the 
surge in the tourism sector. Recently, the Croatian Ministry of Tourism announced in a press release via 
the state agency Hina that in August 2021, the country received 46 percent more tourists than in August 
2020, making a total of 30.7 million. If this figure is compared to August 2019, when the number of 
tourists peaked, it is only 7% lower. In August 2021, the percentage of tourist visits increased by 59% 
compared to August 2020 with a total of 4.3 million and decreased only by 14% compared to August 
2019. It was also announced that domestic tourists generated 4 million bed nights, while foreign tourists 
generated 26.7 million bed nights. Istria County recorded 8.6 million, Split-Dalmatia County 5.8 million, 
Primorje-Gorski Kotar County 5.7 million, Zadar County 4.8 million, Šibenik-Knin County 2.8 million, 
and Dubrovnik-Neretva County 1.9 million overnight stays respectively. However, it is important to note 
that all of these counties are located on the Adriatic coast of Croatia. Not surprisingly, Dubrovnik and 
Split were the two most popular cities with 164,000 and 160,000 visitors staying overnight. Dubrovnik 
and Split have a particular importance in Croatian tourism since Dubrovnik is the most prestigious tour-
ist destination in Croatia, which is also a UNESCO World Heritage Site, and Split, the second largest 
city in the country after Zagreb, founded within the monumental ancient Roman walls of the famous 
Diocletian’s Palace. By country of origin, 1.1 million German, 338,000 Pole, 317,000 Austrian, 250,000 
Czech, 239,000 Slovenian and 205,000 Italian tourists have visited Croatia in August 2021 (HINA, 2021).
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It is also important to note that of the more than 5.5 million international tourists who visited Croatia 
in 2020, 1,081,000 were under 14 years of age, 682,710 were 15-24 years of age, 945,580 were 25-34 
years of age, 1,131,000 were 35-44 years of age, 939,940 were 45-54 years of age, 522,240 were 55-64 
years of age, and 242,510 were 65 years of age (and older) (Luty, 2021).

Regarding the two destinations that will be analyzed in this text, in August 2021, Dubrovnik wel-
comed 159,066 tourists and 638,601 overnight stays were recorded. The numbers have reached again 
those of the period before the pandemic and during August 2021 it was almost impossible to find a free 
bed, and restaurants and bars were full. Compared to last August, the number of visitors has increased 
by 120% in Dubrovnik according to the figures provided by the eVisitor system. It is also noted that in 
August 2021, Dubrovnik has seen 67% (about 2/3) of the numbers of 2019, when the number of tourists 
had broken records. For the most part, tourists from the United Kingdom, France, Germany, the United 
States, Croatia, Russia, Poland, the Netherlands, Spain and Italy preferred to stay in Dubrovnik in August 
2021. The number of overnight stays in hotels and in private villas, apartments and rooms in Dubrovnik 
in August was about the same, which shows that private accommodation is as popular as hotels. Hotels 
recorded 275,619 overnight stays and 64,680 arrivals and private accommodation recorded 279,873 
overnight stays and 72,480 arrivals. Thomas (2021) who provided the above information added that in 
September 2021, when he wrote this article, 14,174 visitors were still staying in Dubrovnik, most of 
them being English, German, American, French and Russian and he announced that soon Dubrovnik 
would be linked to 50 destinations if the circumstances of the pandemic allowed it.

As for Split, Rogulj (2021) reports that in July 2021, more than 14,000 tourists were staying here, 
according to the eVisitor system. Since the beginning of July, 254,000 overnight stays and 67,600 tourist 
arrivals have been recorded and she notes that arrivals have increased by 94% and overnight stays, 80% 
compared to July 2020. Tina Ćurković, from the Split Tourist Board, reported that most tourists came 
from Poland, Germany, France, the United States, and Croatia itself (Rogulj, 2021).

Although Croatia is the most important country in the European Union in terms of international 
tourism spending, which accounts for almost 20% of GDP, the adoption of a 3S model (sun, sea, sand) 
that is limited to coastal tourism activities in the high season, rather than diversifying the tourism prod-
uct with special interest types of tourism and extending it to all seasons, leads to an underutilization 
of the country’s valuable assets (Kordej-De Villa & Šulc, 2021, pp. 344-345; Krstinić Nižić & Drpić, 
2013, pp. 160-161; L. Christou, 2012, pp. 21-23). Another important problem is the low spending of 
tourists compared to other tourist destinations in Europe (Ivanović, Bogdan, & Bareša, 2018, pp. 152-
153; Jelušić, 2017, p. 89). It is observed that cheap types of accommodation are offered and therefore 
preferred by most visitors, which may well be a habit dating back to the socialist era. The researchers 
state that income elasticity is a more significant determinant than other Mediterranean tourist destina-
tions in Croatia, although tourists visiting Croatia are less price sensitive compared to other countries 
the researchers examined. No increase is observed in the average tourist expenditure while there is a 
considerable increase in international tourist arrivals and overnight stays, which should increase the 
country’s tourism revenues (Bellulo & Križman, 2000, pp. 91-92). Apparently, the engine of the Croa-
tian economy is the tourism sector, but the model that the country adopted after the disintegration of 
Yugoslavia, namely mass tourism, is not proving to be sustainable in the long run. The establishment of 
a tourism strategy based on sustainability by differentiating the tourism product (e.g. with special inter-
est tourism) and spreading it over all seasons could revive tourism in Croatia (Gamberožić & Tonković, 
2015, pp. 85-87; Jelinčić & Žuvela, 2012, pp. 80-81; Urošević, 2012, pp. 69-70). The spillover effect on 
other sectors could be strengthened, and the damage to the environment as well as the congestion and 
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crowding of people in certain places could be avoided. Despite the awareness of Croatian authorities on 
the issue, the practice does not always seem to be easy because of the difficulty of breaking the habits 
once established. Without the coordinated effort and determination of those responsible for the sector 
and politicians, the hoped-for development in terms of scope and quality could be difficult to achieve 
(Logar, 2010, p. 134).

General Structure of Advertising Sector in Croatia

In terms of advertising, television remains the most important medium in Croatia, reaching about 90% 
of the market. Another flourishing medium is outdoor advertising. In terms of market share, television 
carries 60% of advertising, newspapers 15%, magazines 10% and outdoor billboards 5%. Radio, which 
is growing rapidly, receives 10% of total advertising expenditure. There are 4 public and 5 private TV 
channels in Croatia. In addition, there are 6 local and 5 regional channels. Cable and satellite TV give 
access to dozens more channels. The largest number of advertisements are on telecommunications, 
financial institutions, soft drinks, newspapers and transport vehicles. However, advertising of tobacco 
products, alcoholic beverages and spirits are prohibited on TV according to regulations. The three main 
channels are Croatian Radio-TV (public) and RTL and Nova TV (private). 60% of advertising expenses 
are related to print advertisements in the 6 national daily newspapers. There are also 6,000 billboards 
with prices ranging from USD 140 to USD 265 per month. Optima, Iskon, A1 and T-Com are the main 
internet service providers. Apart from that, there are offices of several international advertising agencies 
in Croatia, as well as offices of Croatian agencies and several public relations agencies (U.S. International 
Trade Administration, n.d.).

Bilić and Primorac (2018) argue that internet advertising increased up to eight times between 2008 and 
2017. They report that in 2015, the total net investment in internet advertising was 168 million Croatian 
kuna and the gross commercial revenue of about 261 registered websites was about 109.94 Croatian kuna. 
(1 Croatian kuna (HRK) = 0.15 USD in Jan. 2022). They estimate that Facebook and Google got 52% 
of internet advertising in the country in 2015. Due to the social, political, legal and economic problems 
faced by journalist, they argue that citizens evaluate the main disadvantages of digital news in “advertising 
overload, sensationalist reporting, substantial news without deep analysis and unreliable information.”

Tourism Advertising in Croatia on Tourist Board’s Official Websites

The different types of advertising activities conducted in the tourism sector are considered a crucial 
factor nowadays to attract targeted visitor groups to a particular destination that would best meet their 
expectations. Kronenberg et al. (2016, pp. 353; 369-370) argue that advertising is a much more important 
factor shaping international tourism demand than income levels or price levels of tourism products in a 
destination. Another important issue is the need for an effective “online customer orientation”, which 
involves good market segmentation, raising awareness of the target visitors to the products and services 
using online channels, and customizing the tourism product according to the personal attributes of the 
visitor using online sales promotions, considering that online communication is a key success factor in 
destination marketing (E. Christou, 2011, p. 818; Inversini et al., 2011, p. 10). The success of a destination 
in being competitive and attracting more tourists is increasingly linked to the image it provides to users on 
the Internet. The official websites of a tourist destination play an indispensable role nowadays to achieve 
this objective. As part of her research, El Maazouzi (2020) highlights the value-added strategy used by 
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Morocco’s official tourist sites, which consists of an effective combination of services and products in 
the creation of diversified and extensive service packages to better meet the demands of tourists. To be 
more attractive, this strategy aims to provide accurate information and high-quality content to impress 
potential tourists in the decision phase to buy products and services. El Maazouzi (2020) refers to Wang 
and Strong’s (1996) “information quality’s conceptual framework” in the context of tourism websites. 
According to them, five factors, namely “relevancy, amount of information, completeness, value-added, 
and timeliness” constitute the backbone of a high quality destination official website that would shape 
the buying behavior of a potential visitor in the searching and decision-making process. Although dif-
ferent social media platforms play a crucial role in the decision-making process of the contemporary 
visitors (Liu et al., 2020), the official tourism websites of destinations are still important, being a source 
of reliable information and reference for various review sites like TripAdvisor or OTAs.

One could also establish some complementarity between the different advertising channels and claim 
that they generally work together to achieve communication-related goals (Morosan, 2015, p. 49). The 
digital and online promotion, advertising, and marketing activities of HTZ, the Croatian Tourist Board, 
involve advertising on search engines, advertising on online portals, and using social networks for com-
munication and advertising. It has a website (www.croatia.hr) available in 16 languages and updated 
regularly with new content and media (Turkalj, Biloš, & Deželjin, 2019, p. 724). Indeed, the working 
plan of HTZ shows that significant amounts of money were allocated to internet advertising under the 
heading of online communication (Lekić, Franjić, & Mencer Salluzzo, 2015, p. 155).

Accordingly, HTZ selected on January 2021 five marketing and PR agencies operating in interna-
tional markets for advertising Croatia’s tourism destinations and products on ten selected markets and 
promised to launch in February 2021 safety labels to guarantee safe stay in Croatia. Nikolina Brnjac, 
Minister of Tourism and Sports and President of HTZ, claimed that their main goal was to create a 
good image of Croatia as a popular tourist destination through an effective promotional campaign on 
international markets. HTZ director Kristjan Staničić added that choosing the right agencies to conduct 
marketing and PR campaigns abroad is crucial for the success of Croatian tourism policies and building 
an image of Croatia as a safe destination that sets high standards, fully prepared to welcome guests with 
a wide range of diversified services and products. The marketing agencies MediaCom, Real Group, Pro 
Media Group, Check-in PR and Aviareps have been chosen by HTZ to develop a media plan and shape 
the advertising strategy as well as to carry out the marketing activities for Croatia in the ten selected 
markets. In this context, media relations will be established by Aviareps, while activities concerning 
social media and communication on online and digital channels will be under the responsibility of Hills 
Balfour. Considering the importance of advertising on social networks to attract and retain visitors, HTZ 
has made important decisions to exist effectively on platforms such as Instagram, YouTube, the search 
engine Google and Facebook and has chosen some strategic partners to promote the Croatian tourism 
product on international markets. For 2021, they decided to cooperate with 43 partners legally, including 
32 tour operators and tourist agencies and 11 carriers (CroatiaWeek, 2021a; HTZ, 2020).

Additionally, during the Covid-19 pandemic, for the summer of 2021, in order to convince foreign 
tourists to spend their vacations in Croatia, the Croatian National Tourist Board has prepared an ad-
vertising campaign aimed at Central and Western European countries as well as Russia. The slogan for 
this campaign, which is scheduled to be actively implemented through the end of July, was designed as 
follows: “Trust me, I’ve been there” (CroatiaWeek, 2021b). It is intended to gain the trust of potential 
visitors and is accompanied by beautiful photos of Croatia.
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Another important detail for the effectiveness of this campaign is the diversity of media types that 
are used in its execution. In addition to the most popular TV channels, social networks, the most visited 
internet portals, billboards, digital panels and public transport were widely used in the campaign. The 
effort to promote Croatia as a safe and attractive destination, which has taken all the necessary measures 
to fight against Covid-19 (“Safe Stay in Croatia” campaign launched by the government), is an aspect 
that is highlighted in these advertisements, beyond the efforts to attract tourists here for vacation. Using 
the “safe stay label” in Croatia, the Croatian Tourist Board has designed a new, highly customized cam-
paign, different from previous ones in that it is shaped - and then adjusted - according to the expectations 
and tastes of each market it focuses on. In order to succeed, they use satisfied customers from different 
countries who have already visited Croatia as campaign figures and try to attract new customers from 
these countries through their positive feedback and word of mouth (CroatiaWeek, 2021b; Ilić, 2021). 
An important point of criticism is that the campaign again emphasizes “summer vacations”.

The diversification of tourism products and the promotion of particular types of tourism (such as 
cultural heritage, wine and food, nature, water sports, etc.) is achieved through twelve specially prepared 
videos of fifteen to thirty seconds, for different tourist profiles. These ads are used frequently on digital 
platforms and television channels (CroatiaWeek, 2021b).

Likewise, HTZ launched a new and very striking advertising spot, namely “Croatia Full of Life” 
(youtube.com). Supported by an interesting promotional video filmed in world famous places of Croatia 
and available on the official YouTube channel of HTZ (released in 2017) and in which features famous 
Croatian sportsman and artists, HTZ aims to position Croatia as an important sporting events destina-
tion as well as an enology, gastronomy, boating and sailing, nature, cultural heritage tourism, and other 
diverse types of special interest tourism (Denor Travel, n.d.).

CULTURAL HERITAGE TOURISM IN CROATIA

Willis (2014) defines cultural heritage as “the legacy of physical artifacts and intangible attributes of 
society inherited from past generations”. According to him, “physical artifacts include works of art, 
literature, music, archaeological and historical artifacts, as well as buildings, monuments, and historic 
places, whilst intangible attributes comprise social customs, traditions, and practices often grounded 
in aesthetic and spiritual beliefs and oral traditions”. He adds “intangible attributes along with physi-
cal artifacts characterize and identify the distinctiveness of a society”. In its turn, historical heritage is 
defined in IGI Global’s dictionary (n. d.) as “consisting of buildings having historic and artistic values, 
usually with a high seismic vulnerability”. Although these two terms seem to refer to different things 
at first glance, it can be maintained that cultural heritage is rather a generic and inclusive term that also 
covers historical heritage. For this purpose, the term “cultural heritage” is used in this text as an umbrella 
term covering also the historical heritage.

In a common way, many scholars admit the existence of a “complex, intricate and symbiotic” rela-
tionship between the terms tourism and heritage (Light, 2014, p. 472). Reisinger (1994) defines cultural 
tourism as “the specific interest based on seeking and participating in new and meaningful cultural 
experiences, whether aesthetic, intellectual, emotional or psychological” (p. 25), where the primary 
motive for visiting a given destination is a cultural attraction. Similarly, the National Trust for Historic 
Preservation defines cultural heritage tourism as “travel to experience the places, artifacts and activities 
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that authentically represent the stories and people of the past and present, including cultural, historic 
and natural resources” (Partners for Livable Communities, 2014).

Cultural heritage, as a driving force for tourism development, offers at the same time many oppor-
tunities for cultural, social and economic reconstruction. As an important asset of cities and regions, 
cultural and heritage objects bring benefits and contribute to economic development. They also serve to 
improve the social conditions of a country by solving the problems of seasonality of tourist movements 
and carrying capacity due to the density created by visitors in certain tourist hotspots or regions and by 
creating new jobs. Similarly, local cultural values are revived, national creativity is strengthened and 
traditions are preserved, giving the local population pride in having such valuable and unique assets to 
offer as a differentiated tourism product. It cannot be denied that knowledge of cultural heritage is a strong 
motivation for visitors and that it contributes to the building of a brand image for the city or region by 
allowing the valorization of these heritage-related assets and by offering a competitive advantage over 
other tourist destinations (Ismagilova, Safiullin & Gafurov, 2015, p. 158).

In the case of Croatia, there is a great potential of cultural heritage tourism for the optimization of 
the tourist offer. 84% of foreign tourists believe that Croatia is a country with a rich cultural heritage and 
the majority (71%) link it to the rich Croatian museums and art galleries. Similarly, Croatia is defined 
as a land of festivals and cultural events by 50-60% of visitors. With the interaction of all stakehold-
ers, it would be possible to adopt a precise policy of heritage protection in order to exploit such a large 
cultural capital that still remains under the surface. For instance, although Dubrovnik and Split are the 
most visited cities on the Croatian coast, the historical monuments are not visited as frequently as other 
attractions in Split. Thus, in order to establish a sustainable cultural tourism strategy, local people and 
tourism coordinators need to be trained and educated in the management of cultural and historical assets, 
and government agencies and policy makers need to be agile during the planning and implementation 
processes (Kordej-De Villa & Šulc, 2021, pp. 355-356). Croatia has adopted the hybrid model for the 
protection of cultural heritage, using public funds and monument rental for financing, which leads to 
disadvantages in this area compared to countries with a long-established tradition of heritage preserva-
tion, all with the lack of sufficient promotion of cultural resources in the supply of tourism products and 
the near inaccessibility of some localities for visitors (Poljanec-Borić, 2017, pp. 18-21).

THE ROLE OF EFFECTIVE ADVERTISING IN DESTINATION IMAGE 
BUILDING AND ITS IMPLICATIONS FOR DUBROVNIK AND SPLIT

The image of a destination plays a crucial role in the selection process of tourists and it goes without 
saying that a destination with a positive and solid image convinces them much more easily. Due to the 
intangible nature of the tourism product, the destination image is the only way to help potential tourists 
evaluate the pros and cons of a destination, as they mostly decide based on their perceptions rather than 
objective facts. Since destination image has a significant effect on the level of satisfaction during and 
after a visit, it becomes an imperative factor in gaining a competitive advantage in international markets 
(Puh, 2014: 543). In particular, cognitive (knowledge and beliefs) and affective (feelings) evaluations of 
a destination directly affect the building of the image in the tourism field (Baloğlu & McCleary, 1999; 
Stern & Krakover, 1993 in Llodrà-Riera et al., 2015, pp. 320-321).

The findings of the research conducted by Kronenberg et al. (2016, pp. 352; 369-370) point that ad-
vertising is a significant factor in shaping international tourism demand at the destination level. While 
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Inversini et al. (2011, p. 10) contend that technology provided by internet infrastructure and an effec-
tive use of online communication means are strong marketing tools and key to success of a destination 
marketing organization’s communication strategy, Lai and Vinh (2013, pp. 18-25) establish a sound 
relationship between effective online promotion and destination loyalty of visitors. Similarly, E. Chris-
tou (2011, pp. 821-825) highlights the importance of online customer awareness in tourism marketing 
activities. Effective promotional activity including marketing and advertising campaigns at the national, 
regional, and local levels designed to build destination identity as an important element of the destina-
tion image (Hunt, 1975, pp. 1-2) is key to success and is important to the sustainability of a long-term 
destination management policy.

Hence, HTZ launches a major tourism advertising campaign four times a year, two of them taking 
place before and after the high tourist season in order to increase demand in the low season, and the other 
two, which are brand campaigns designed to boost the country’s image, create a brand, and increase 
brand awareness (Turkalj, Biloš, & Deželjin, 2019, p. 718). In the case of Dubrovnik and Split, it is 
clear that a good image is a crucial factor for the competitiveness of the destination, especially in terms 
of cultural heritage tourism, which must be promoted in order to overcome the problem of seasonality 
and to allow a substantial increase in tourist spending while reducing the duration of overnight stays. 
According to the SEM results obtained by Puh’s (2014, pp. 540-543) research, the quality of the natural 
environment, the availability of leisure and recreational activities, the existence of favorable economic 
and social conditions and the friendly atmosphere of the place have a positive impact on the image of the 
destination, which in turn has a significant positive effect on tourist satisfaction. She argues that taking 
these results into account could serve as a guide for the design of marketing and advertising policies to 
improve the image of the destination. To this end, cultural heritage must be managed both as part of the 
natural environment and as a leisure element in the image-building process. Since advertising messages 
tend to attract tourists mainly during the high season, the discourse needs to be reconstructed in order to 
attract tourists motivated by special interest tourism who would visit these destinations during the low 
season as well. In this case, the perception of the advertising messages of tourists and readers in general 
should be explored to build a more accurate identity and undertake more targeted promotional efforts in 
the advertising campaigns of Dubrovnik and Split (Bait, Baldigara, & Komšić, 2019, pp. 32-33).

RESEARCH’S OBJECTIVES, STRUCTURE, 
ANALYSIS, FINDINGS AND DISCUSSION

The principal aim of this research could be defined as exploring the main themes that surge in tourism 
advertising and marketing in two of the most popular touristic destinations of the Dalmatian coast of 
Croatia, namely Dubrovnik and Split, carrying out a detailed analysis of terms frequently used in of-
ficial websites of tourist boards of these cities. Through this analysis, the author will attempt to present 
the strengths and weaknesses of the discourse adopted and make recommendations for improving the 
content of the web pages in question and the sub-pages to which they link.

Within the framework of this research, after examining the general discourses on the homepage of 
the official websites of Dubrovnik and Split Tourist Boards, the discourses they adopt to promote their 
historical and cultural wealth to create a destination image, and the elements that emerge from these 
discourses were analyzed. Official tourism boards’ websites are preferable to other sources because they 
are easy to access, provide reliable, legal, and up-to-date information, and do not involve direct advertis-
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ing for the products or services of a particular establishment or business. In addition, they are a better 
source for researching elements of cultural heritage and reflect the institutional viewpoint of the state.

Since it is considered the most suitable method for the structure of this research among the qualitative 
methods, it was decided to use content analysis. To do this, key concepts were first discovered through 
the content analysis method, and themes were determined under which these concepts were collected 
inductively after being edited logically (Bengtsson, 2016, pp. 8-17; Dinçer, 2018, pp. 178-179; Erlings-
son & Brysiewicz, 2017, pp. 93-99; Luo, 2019). The coding process were carried out according to the 
concepts extracted from the data. Then, the two destinations, the official websites and the websites they 
link to (subpages) were analyzed based on the themes and concepts, discussing their weaknesses and 
strengths, identifying the gaps, and making development proposals. The concepts are collected from 
the English version of the websites concerned. The umbrella (or main) terms are created by using an 
inductive method, identifying open codes and combining them with other open codes including same 
contents to create some sub-concepts, categories and themes that are organized in their turn as main 
concepts, categories and themes as described by Kyngäs (2020). The main themes are named according 
to the connotations that the group of concepts gathered brings out in the author.

In this context, the concepts and the umbrella themes under which they are gathered under two separate 
tables for Dubrovnik and Split (Due to the space restrictions in this book section, the author cannot pub-
lish these voluminous tables here. However, upon request, the author can send them to those interested). 
For this analysis, the websites of Dubrovnik and Neretva County Tourist Board (visitdubrovnik.hr) and 
Tourist Board of Split (visitsplit.com), as well as the websites they give a link were used.

Za sva vremena, Dubrovnik1 (For all time, Dubrovnik)

After a detailed analysis of the web page “visitdubrovnik.hr> explore>attractions>culture” (Dubrovnik 
and Neretva County Tourist Board, n.d.) and the websites it links to, the important concepts encountered 
were noted according to the purpose for which they are used in the sentence and gathered under the main 
themes determined. In the tables prepared by the author, the frequency of use of each specified concept 
in all the texts examined is numerically stated in the column to the right of the concepts. According 
to their intended use, some concepts are included under multiple themes. These concepts are written 
in italic characters. Superlatives and adjectives used to emphasize the importance of a concept or the 
intensity of a feeling or experience are also included in this analysis. The research was conducted by the 
induction method. Concepts used at least five or more times are given special attention in the analysis.

According to the data, the most frequently used concepts under the “Religion & Mysticism” term are 
monastery(ies) (27), Franciscan (8), cathedral (6), church(es) (6) and symbol(s) (6). In the case of Du-
brovnik, it is observed that the element of religion is mostly referred to in cultural heritage tourism using 
religious architecture and subsequently, religious sects and abstract concepts in the history of religion.

Under the heading of “War, Independence, Heroism, Patriotism, Disasters & History”, concepts like 
earthquake (17), Dubrovnik Republic (16), for centuries (15), 15th century (14), historical (13), fort (13), 
church(es) (12), fortress (12), history (12), defence (11), 14th century (11), old (10), 16th century, councils 
(8), freedom (8), great (8), legend/s/ary (8), Venetian(s) (8), destroyed (7), port (5) and protected (5) are 
often encountered. Thus, it can be stated that the devastation of the city and its historical heritage by 
earthquakes and its reconstruction efforts, the battles fought especially against the Venetians, the destruc-
tion and reconstruction of the city after the wars and periods of occupation, the main defense points such 
as forts, fortresses and harbors, the supernatural and heroic strength of the defenders, the importance of 
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an independent state, democracy and republic for the people living there and the important periods in 
time (centuries) as well as the long history of the city are highlighted.

Under the term “Architecture”, the most often used concepts reveal to be city (74), palace (53), built 
(27), building(s) (17), constructed (17), tower (16), construction (14), gate (city gate) (12), Gothic (12), 
stone (12), bell (11), structure (11), works (11), adapted (10), architecture (10), city wall (10), column(s) 
(10), great (10), house (10), master(s) (10), most (10), Renaissance (10), fountain (9), town (9), beauti-
ful/ly (8), large/st (8), monumental (8), old (8), ambient (7), Baroque (7), builder(s) (7), church(es) (7), 
fortress (7), lovely (7), cloister (6), erected (6), appearance (5), beauty (5), build (5), convent (5), gold 
(5), luxurious (5), magnificent (5), and material(s) (5). Accordingly, it is observed that by focusing on 
settlements such as cities and towns, the level of development in the region is emphasized within the 
historical flow. In this context, special buildings like palaces, towers, fountains, churches, fortresses etc. 
are widely mentioned and depicted in detail. By using nouns and adjectives relative to the construction, 
re-construction and adaptation processes of these buildings, the works done by the local and foreign 
builders and architects are reminded. Correspondingly, different architectural styles which marked the 
buildings like Gothic, Baroque and Renaissance are mentioned. The materials used like stone, gold etc. 
are equally noted. Finally, many adjectives, superlatives and adverbs such as “great”, “large/st”, “monu-
mental”, “beautiful/ly”, “magnificent”, “luxurious”, etc. are frequently used to reinforce the feeling of 
preciousness and uniqueness of Dubrovnik’s architectural assets.

Concepts like archive(s) (13), cultural (13), great (13), church(es) (11), collection (11), old (10), 
master(s) (9), most (9), statue (9), summer festival (8), valuable (8), work(s) (8), item(s) (7), painter 
(7), painting(s) (7), exceptional/ly (6), art(s) (5), artistic (5), heritage (5), library (5), manuscript(s) (5), 
museum (5), preserved (5), treasure (5), and wealth (5) are classified under the term “Science, Arts & 
Cultural Wealth”. When talking about science, art and cultural life in Dubrovnik, sculpture art, painting, 
poetry and literature, valuable archives, collections, objects, paintings, libraries, sculptures and manu-
scripts are often mentioned. In this context, buildings such as churches and museums were cited, the 
importance of the Dubrovnik Summer Festival was evoked, various adjectives, superlatives, adverbs and 
nouns such as “precious, exceptional/perfect, treasure, wealth” were used to emphasize the importance 
of the works and cultural elements found there, references were made to masters and painters, and efforts 
to preserve the cultural heritage were emphasized.

Nima Splita do Splita2 (There is no other place like Split)

The research for Split is conducted in the same way as for Dubrovnik, by undertaking a detailed analy-
sis of the web page “visitsplit.com>experiences>city of culture” (Tourist Board of Split, n.d.) and the 
websites it links to.

According to the data, “dedicated” (5) is the most widely used concept under the theme “Religion & 
Mysticism” in expressions like “dedicated to the chief deity of the Roman pantheon, Jupiter”, “dedicated 
to the Assumption of Mary”, “dedicated to St. Lucia of Syracuse”, “dedicated to St. John the Baptist” 
and “dedicated to St. Theodor”. Considering this, it may have been thought that identifying historic 
monuments and structures with Roman gods and important clerics in the history of Christianity would 
further increase their value to visitors and attract more attention.

Under the heading of “War, Independence, Heroism, Patriotism, & History”, fortress (19), Middle 
Ages (10), Military (9), Ivan Meštrović (8), 19th Century (7), 20th Century (7), Venetian(s) (7), Emperor 
(6), Roman (6), and Illyrian (5) are the most frequently used concepts. The detailed description of the 
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life, works and philosophy of Ivan Meštrović, a great architect, sculptor and painter who lived in Split 
and an artist of national value for the whole of Yugoslavia, is important in order to emphasize the city’s 
deep ties with architecture, art and culture. Accordingly, the references to the developments of certain 
periods such as the Middle Ages, the nineteenth and twentieth centuries, and the years when the city 
was ruled by the Illyrians, the Romans and the Venetians, are intended to certify that the multicultural 
structure and the rich historical heritage of the city rest on the foundations of great civilizations. The 
frequent use of concepts such as fortress and military is perhaps intended to salute the spirit of initiative 
and sacrifice of its inhabitants by recalling that this rich city located on the most attractive coasts of 
Europe was constantly threatened with attack and was forced to develop a defense mechanism, and that 
it managed to protect all these historical and cultural assets under these harsh conditions.

Under the theme of “Architecture”, the most commonly used concepts are: building (43), palace (34), 
construction (31), church (29), city (24), monument(s) (24), architectural (19), stone (14), fortress (11), 
monumental (11), cathedral (9), walls (9), Adriatic (8), atrium (8), marble (8), architecture (7), bronze 
(7), courtyard (7), original/ly (7), preserved (7), villa (7), erected (6), Ivan Meštrović (6), architect (5), 
reconstruction (5), and representative/ness (5).

Numerous references have been made to buildings such as palaces, churches, castles, cathedrals, and 
the components of these structures such as the atrium, courtyard, wall, which form the rich and diverse 
architectural structure of Split shaped under different administrations and cultures. In order to draw atten-
tion to the importance of the conservation and sustainability of the city’s architectural tradition, concepts 
such as “preserved”, “re/construction”, “architect/ure” are frequently used and emphasis is placed on the 
mental strength and artistic abilities of the human resources qualified in this field as well as the effort 
they have put into building this city. The frequency of use of these words allows to understand that ma-
terials such as stone, marble and bronze occupy an important place in these structures. There have also 
been numerous references to Meštrović, the great master of architecture. Monumental” is often used to 
describe the grandeur of Split’s buildings, “representative/ness” to show the spirit of the era they repre-
sent, the internalized values, the love of art and culture, and “original/ly” to emphasize the originality.

The most widely used terms under the heading of “Science, Arts, & Cultural Wealth” are: museum 
(163), exhibition (44), collection (38), remains (22), archaeological (22), sculpture (21), gallery/ies (19), 
illusions (19), exhibited (17), permanent exhibition (14), special/ly (e-) (13), experience(s) (13), display/
ed (12), heritage (12), maritime (12), exhibit(s) (11), Ivan Meštrović (10), valuable (10), present (to) 
(10), cultural/ly (10), ship(s) (10), historic/al –pre (9), oldest (8), Adriatic (8), geological (8), objects 
(8), wooden (8), unique (7), drawings (7), institutional (7), media (7), relief(s) (7), studio (7), dedicated 
(7), character (6), tradition(s)/al (6), events (6), painter (6), theme (6), works of art (6), medieval (6), 
preserved (5), artefacts (5), collect/ing/ed (5), furniture (5), independent (5), plaster (5), portraits (5), 
research (5), sculptor (5), stylistic (5), and zoological (5).

Reflecting the support for all types of fine arts and the desire to protect, develop and maintain them, 
concepts such as “museum”, “exhibition”, “collection”, “sculpture”, “gallery/systems”, “drawings”, 
“reliefs” are frequently used and detailed information about them is provided, trying to make the art 
assets and the arrangements for their management in the city the focus of the visitors’ attention. It is 
emphasized that the originality of art and culture in Split originates from the element of independence, 
and that original and comprehensive studies in all fields of science are produced as a result of the great 
effort, dedication and conscious research of scientists. A particular language and style is used that draws 
attention to the institutional and traditional structure of this city that makes all these features unique, 
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where institutions such as the Museum of Natural Sciences and the Museum of Marine Sciences have 
been created, difficult to find elsewhere in the region and in the world.

When talking about the Museum of Illusion in Split, one of the most successful examples of con-
temporary museality, which attracts visitors from all over the world, one cannot but notice the use of the 
“figure of speech” and the presentation of the institution with the help of successful advertising language. 
What is crucial is to be able to use this style to promote other historical and cultural facilities and attrac-
tions and to adapt them accordingly. Adverbs, adjectives and superlatives such as “unique”, “special”, 
“valuable”, “oldest” emphasize the uniqueness of the cultural heritage in the city. It is understood that 
materials such as wood and plaster are used in the works of art, and many references are made to the 
painters and sculptors who contributed to the creation of the unique tangible artistic assets of the city, 
such as the great master Mestrovic, and the qualities of the works they created.

SOLUTIONS AND RECOMMENDATIONS: AN OVERALL ASSESSMENT ABOUT 
DUBROVNIK’S AND SPLIT’S TOURIST BOARDS’ OFFICIAL WEBSITES

Welcome messages, slogans, images and videos on official websites of the tourist boards of both cities 
(visitdubrovnik.hr; visitsplit.com) are of high quality and engaging nature. In particular, the official 
website of the Croatian National Tourist Board (croatia.hr), with its welcome message “Trust me, I’ve 
been there” and its slogan “Croatia full of life”, serves the purpose of destination advertising perfectly 
in terms of high quality visuals and videos, which constitute a successful example of advertising with 
short and concise, yet striking and engaging descriptions of destinations. With the section “Full of world 
heritage”, it provides the visitors with valuable information about events and cultural heritage assets in 
Croatia too. However, some of the pages to which Dubrovnik and Split Tourist Board’s official web-
sites link (subpages) do not have an English version. In some, partial English is also used. For example, 
although English is used on the homepage, the subtitles and descriptions are not in English. This is es-
pecially the case for some pages to which the official Split website links. It is also observed that linked 
pages contain long stories about the institution or facility in question. It is important to shorten them 
and make them easy to understand.

Therefore, the pages of the institutions and organizations that the official websites of these destina-
tions link to should be organized with a more professional understanding. In this context, consistency 
and integrity should be ensured in the discourses between the homepage and the linked page, and they 
should be designed and processed in a coordinated manner. It is therefore necessary to eliminate this 
discontinuity between the web pages of the two tourist cities and the pages to which they refer, as well 
as the confusion of linked pages, and to write summary texts in English, enriched with significant and 
striking titles that will immediately inform the tourist, as on the official website of the Croatian Tourist 
Board.

Whatever is intended to be emphasized at the regional or national level, those elements should be 
determined and agreed upon by a committee formed with the contributions of lexicists, rhetoricians, 
literary figures, communicators, sociologists, psychologists, advertisers, political scientists, economists 
and academics from many branches, and catchy, memorable, powerful discourses and slogans should 
be developed. For example, when a particular museum is mentioned, three keywords depicting that 
museum should come to mind. In doing so, the web pages of other destinations around the world, which 
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are successful in cultural heritage tourism and attract a significant number of tourists, can be examined 
and retraced.

Briefly, it can be maintained that the official websites of the two tourist cities and the web pages to 
which they link are inadequate to promote and advertise tourism effectively and remain weak for the 
promotion of such historically and culturally important destination assets. Since there are many valuable 
academics in Croatian universities who are experts in tourism, it is believed that the inclusion of their 
opinions in the design of these websites would make a valuable contribution.

In addition, instead of bringing the religious element to the forefront, it is needed to develop a more 
scientific and impartial discourse that embraces all civilizations. This should pave the way for appeal-
ing to groups of high-income tourists who are not of the same religion as Croats (in the Far East, etc.). 
A tourism policy that focuses too much on European tourists, arguing that they are geographically, 
traditionally and religiously close, has had a limiting effect on the development of Croatian tourism in 
some respects. It is understood that Croatia wants to attract high-income tourist groups, but it needs to 
diversify the countries it targets to ensure the long-term sustainability of tourism. It must always be kept 
in mind that emphasizing religious elements to attract some will deter others, and the potential dangers 
of such rhetoric should not be ignored. Emphasis on the religiosity of the population should not out-
weigh the region’s tourism product and expressions that that have no place in professional advertising 
and marketing should be avoided.

Another important deficiency identified in terms of cultural tourism promotion is that the nature, 
characteristics and quality of the existing human resources of the region are not adequately mentioned. 
The people of Croatia are highly educated and composed of individuals with different skills, but the 
emphasis on these characteristics is inadequate in both destination’s websites. Links to the websites of 
contemporary Croatian artists should be provided, and contemporary professionals working on cultural 
heritage should be introduced. In a common framework with universities and research organizations, all 
these pages should be reviewed and integrated into the discourses of official tourist boards’ websites. For 
those who want to learn more in depth, English versions of scientific articles and books written about 
cultural heritage should be created and reached from tourist boards’ official websites with a single click. 
In this context, Krajnović, Bosna and Jasić (2012) propose the development of a “4-D brand model” for 
Dalmatian tourist destinations, which would involve “a unique set of fundamental characteristics that 
cannot be copied” (pp. 4-7), from the region’s rich UNESCO-protected historical monuments and cultural 
phenomena, as well as the region’s lifestyle, including art and artists. They claim that by integrating 
these properties into an attractive tourist product that would be effectively promoted, the demands of 
contemporary tourists would be fully met.

Pages about festivals and events should be more interactive, comprehensive and impressive. The 
history of all these festivals and events must be presented in simple but effective language in a com-
prehensive manner. For most events, only dates and frequency of occurrences are mentioned, and the 
information provided is not satisfactory all the time. In fact, Wu (2018) argues that an effective tourism 
website “should establish common ground with readers by inviting them into the text” (p. 170) by using 
more persuasive phrases to engage in an efficient dialogue with the reader. Furthermore, he argues that 
in order to shape the perceived image of a destination in the minds of tourists, organizations should give 
primacy to the affective and evaluative dimensions of the destination image.

The language used on the official websites of Tourist Boards should be more advertorial and attrac-
tive, and those who wish to do so should be able to read in-depth didactic text by clicking on the links 
provided, but long and complex information should be avoided on the home pages. Therefore, the texts 
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to be included in these sites should be short, clear and intriguing, and figures of speech should be used 
at times. These texts, which should also be supported by high resolution and quality images and videos, 
should be prepared with the care they deserve as they will serve as a golden key to show the world the 
importance of these unique cities on the Croatian Riviera in terms of history and culture and to develop 
these important types of tourism. In fact, the growing interest of foreign visitors in Croatian tourism 
products could be related to HTZ’s increased promotional efforts, especially on digital platforms, and it 
can be observed that online advertising efforts are the most substantial part of HTZ’s activities. In the 
meantime, the latest forms of digital advertising and promotion have the capacity to make potential visi-
tors more aware of the various tourist offers in Croatian destinations and should be used on a widespread 
basis (Turkalj, Biloš, & Deželjin, 2019, pp. 726-727).

CONCLUSION

It is a fact that destination managers are sacrificing considerable time, money and resources to make 
their destinations more visible on the web and to make it up to compete for a larger share of the global 
tourism market by using various online marketing techniques and strategies. Also, it should be noted 
that search engines index all kinds of websites such as reviews, blogs, wikis, evaluation sites as well 
as official websites. As Inversini et al. (2009) have mentioned, the organization of the official website 
of a destination is very important to build a decent image and reputation. However, one should not 
underestimate the role played by unofficial information sources that contribute to the construction of a 
destination’s image in a dramatic way. As a result, destinations need to manage and organize their online 
reputation and brand image in a holistic way, i.e. by gathering and coordinating all actors and providers 
of information and services about the destination on any kind of platform intended to create tourism 
experiences, what Croatia needs the most. Inversini and Cantoni (2011) and Inversini et al. (2010) also 
found that managing a destination’s online reputation in a holistic way requires leveraging users’ online 
contributions to reshape marketing strategies and the destination’s image reputation.

Similarly, Micera and Crispino (2017) point out that the systematic use of web reputation analysis 
of a certain destination would greatly help in developing effective promotional strategies to persuade 
the targeted type of tourist to visit that destination. In this way, it would be easier to co-create tourism 
products and services with local providers and to shape these products and services according to the 
needs and demands of the targeted clientele, which proves to be a wise formula for Croatian destinations.

While confirming that reputation is an essential component of a destination’s competitiveness, 
Minghetti and Celotto (2015) point out that the analysis of user-generated content, which turns out to 
be explicit popularity, and the resulting engagement, called implicit popularity, is conducted separately 
from each other. However, they argue that monitoring the online performance of a destination deserves 
a more comprehensive and holistic approach with the ability to encourage tourists to comment while 
improving the engagement of potential tourists. To this end, the authors propose the prototype of an 
integrated tracking system called PlaceRank, designed to analyze the explicit and implicit reputation of 
a destination at the same time. The authors confirm the validity of the methodology, showing that the 
most popular cities are those about which a good number of people share their opinions on the web. They 
also found that the contents of less popular or less appreciated cities did not manage to go viral on the 
web, which is one more reason for Croatian destinations to effectively manage their websites and find 
ways to insert interactive platforms to encourage visitors to make more comments.
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Furthermore, Iglesias-Sánchez et al. (2019) tried to find out the influence of the conversations that take 
place on web 2.0 on the reputation of tourism destinations, especially in different social media platforms 
and also investigated the role of co-creation practices in this process. Their research findings show that 
while social media monitoring is a challenge for tourism, it can also be used as a strategic tool in the 
decision-making process and in creating a sustainable destination brand. In particular, they emphasize 
the central role played by tourists in reinvigorating a destination’s competitiveness with respect to others 
through their support of online posts about their experiences and opinions. With this in mind, Croatia 
needs to adopt some key strategies to effectively manage social media throughout the destinations’ of-
ficial web pages, such as monitoring online conversations on their own web 2.0 and other platforms, or 
using an “innovative social listening method” to facilitate the potential visitor’s decision process and as 
a strategic tool for building the destination’s image and reputation in a sustainable way.

Although Croatia has a plethora of cultural, historical, and natural resources, research findings show 
that some elements of the tourism offer should be improved, with particular emphasis on advertising 
and marketing activities with the help of advanced technologies and the power of the web to build a 
profile for Croatia as a high-quality destination with widely diversified tourism products (Alkier, Stilin, 
& Milojica, 2015, pp. 204-205). In this context, reviewing and reshaping the discourse on Croatia’s 
official tourism websites plays a key role in achieving the goal of the country’s marketing strategies. 
Considering the digitized world and changing tourist profiles, it is obvious that all these initiatives, which 
are vital for achieving sustainability goals in the long term, will be repaid in the next decade. Therefore, 
the calculation of the labor, overtime, resources to be allocated and budget to be spent for this purpose 
should be made with all these elements in mind. It should be noted that in a country like Croatia, where 
the tourism industry is the engine power in the development of the country, investing in the future of 
the tourism industry is equivalent to investing in the country’s future.

FUTURE RESEARCH DIRECTIONS

One of the most important weaknesses of this research is that its sample is limited. The sample can 
include more cities and tourist regions, the same research model can be repeated not only in terms of 
cultural tourism, but also in terms of gastronomy, nature tourism, urban tourism, etc. Furthermore, this 
research can be enriched by using a quantitative research method such as survey. Employees of govern-
mental institutions, locals and tourists can be interviewed to find out their opinions about the content of 
websites of certain destinations and the obtained data can be analyzed by quantitative methods. Relation-
ships between specified arguments and dependent variables can be revealed. In addition, with different 
qualitative analysis techniques such as interviews, focus group interviews, phenomenology, ethnography, 
situational study (embedded theory), action research, new dimensions can be added to the research and 
the cultural, psychological and sociological dimensions underlying the discourses in the messages on 
the websites can be investigated. This research model can be repeated by examining the official websites 
of different countries and the findings can be compared with those of this research.
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ABSTRACT

The advertising industry is an essential part of the Hungarian economy, which had an important role 
in rebuilding it after the COVID-19 pandemic. The industry is quick to adopt online and technologi-
cal innovations. Digital media spend was the highest in 2020, and global partners such as Google and 
Facebook took the biggest slice. The case study introduces a recent EFFIE Hungary award-winning 
campaign with an unusual consumer review driving idea that relied on digital channels. The chapter 
fills gaps in the literature as well as provides essential information for global advertising teams.

INTRODUCTION

Advertising is a profitable business tool (Ebiquity, 2018). It belongs under the Promotion activities in 
the marketing mix by McCarthy (1960). Promotion, or marketing communication, includes advertising, 
public relations, sales, and direct marketing. According to the American Marketing Association (n.d.), 
advertising “is a business practice where a company pays to place its messaging or branding in a par-
ticular location”. A study estimated that on average Americans are exposed to 4,000 - 10,000 ads a day, 
and although there is no report to support it, the number in Hungary is likely similarly in the thousands 
(Simpson, 2017). Therefore, to be noticed by customers, brands need to stand out (Godin, 2020).
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However, standing out is not enough. Campaigns with multiple channels are more effective than those 
that only use one channel, because channels amplify each other’s effectiveness, thus creating a whole 
that is greater than the sum of its parts (Cox, Crowther, Hubbard & Turner, 2011). Ideally, the different 
channels have different roles in a campaign. Two distinct roles are differentiated: brand building and 
activation. Brand building works primarily on an emotional level and aims to build a relationship with 
the customer. In contrast, activation works on a rational level and aims to nudge customers to take action. 
Sales activation activities should be targeted, but brand building campaigns should have a wide reach to 
communicate with as many prospective customers are possible (Binet & Field, 2012).

The number of channels that are available for advertisers has grown significantly since the release of 
the first iPhone in 2007. Hungarians are tethered to their screens, the majority of them cannot spend an 
hour without them, and 38 percent of respondents check their phone at least every 10 minutes (Birkás, 
2018). Likewise, during the Covid-19 pandemic (from now on referred to as “the pandemic”) people 
spent even more time in front of screens. Sports events, including the Olympics, did not allow viewers 
in the stadium, everyone had to follow these events from home. Instead of in-person office time, work 
meetings happened online. Social interactions also moved online to a wide range of platforms from social 
media to emerging gaming communities. Moreover, Facebook’s recent announcement on their metaverse 
predicts that this phenomenon will persist, even after the pandemic ends (BBC, 2021). Advertising is 
following changing customer behaviour.

Advertisers like to use digital media channels for multiple reasons, these channels generate a huge 
amount of data that fuels personalisation, as well as enabling a new level of communication between the 
brand and the customer. Digital media allows for highly precise targeting and measurement practices, 
thanks to the vast amount of data in the system (Katz, 2019). Furthermore, The Economist (2017) claimed 
that the most valuable resource is no longer oil, but data. Data allows brands to adjust their advertising 
dynamically, to test and learn in real-time, to identify the most effective activities (Katz, 2019). Digital 
media also brought a revolution to communication models. Before digital media, brands communicated 
with customers as a one-way method, however, now brands can also receive communication from cus-
tomers, thus creating a feedback loop (McKinsey, 2016). Instead of brands trying to convince custom-
ers, brands can now include customers in the decision making, for example, Lego fans can share their 
ideas and interact on a dedicated website, and these ideas may even be launched as actual Lego sets 
(Fagerstrøm, Bendheim Sigurdsson, Foxall, & Pawar, 2020). This is a new decentralised and agile way 
of working, one that encourages active listening and gives more power to the customers. This in turn 
results in a better response to customer needs, increased trust, and brand loyalty (Shrivastava, 2016).

Media planning has also evolved in the 2010s, from the classic paid, owned, and earned (POE) 
model to adding an extra element, shared content, and to creating the PESO model. Within this model 
by Dietrich (2014), paid media is everything that the advertiser pays to promote (for example, advertis-
ing on TV, radio, digital, or social media), owned media is all the content on the brand’s own platforms 
(for example, content on the brand website or social media pages). The model differentiates earned 
and shared media. Earned media in this model encompasses the classic public relations activities (for 
example, relationship building with investors or news outlets), in contrast, shared media includes all 
the content that is shared by the customer. Shared media includes all the likes, shares, comments, and 
reviews created by the customers. Customer reviews are crucial for brands because these are one of 
the top places for brand research online. Only using search engines and looking on social networks 
are more popular ways to research brands online (Hootsuite, 2021a). Consequently, when customers 
seek information, the sources they trust are shifting. According to Kartajaya, Kotler, and Hooi (2019), 
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people are much more likely to believe in the “f-factor” that is the opinion of other people, for example, 
what their friends, families, other fans, or followers are saying, rather than the message in traditional 
marketing communications. This gave rise to rating platforms such as Google Reviews and Tripadvisor. 
Therefore, the traditional purchase funnel shifted, which ended at the moment of purchase and added 
an additional step of recommendations, thus creating a step where fans advocate the brand to potential 
customers. Trustpilot (2020) reported that people often need a little nudge to write a review, however, 
the key reasons to write one are to help the decision making of others, to share their experience, and to 
reward the company. Online reviews are important in tourism, these help tourists make informed deci-
sions about their plans (Filieri & McLeay, 2014).

This book chapter aims to present an award-winning case study and the latest advertising context. This 
case study with its high level of detail cannot be found publicly anywhere else. Additionally, there is no 
other publicly available academic paper that compares advertising and its context in Hungary before and 
after the pandemic. The chapter starts a little broader, establishing the essential big picture factors that 
affect Hungarian advertising, including social, economic, political, and technological factors. Then after 
a brief summary of the history of advertising in Hungary, the second part of the chapter draws attention 
to the economic impact of the industry and the latest media spend data of 2020. The third and final part 
of the chapter introduces the Effie Awards Hungary award-winning case study, called the Double Shot 
Coffee Review Boost campaign. This final part begins with an overview of the Effie Awards Hungary 
but focuses on the in-depth details of the campaign and its success factors.

THE BIG PICTURE FACTORS AFFECTING ADVERTISING IN 
HUNGARY: A DISCUSSION ABOUT SOCIAL, ECONOMIC, 
POLITICAL, AND TECHNOLOGICAL FACTORS

This section begins with a general overview of the Hungarian society and economy, with a particular 
focus on the pandemic and its impact on people’s lifestyles and the wider economy. Then the country’s 
unique foreign relationships are discussed as well as the state of tourism in the country. Finally, the sec-
tion analyses Hungarian’s online presence, technology adoption, and online shopping behaviour, again 
while highlighting key changes since the pandemic began.

The Hungarian Society is Battling Some Challenges

Hungary is situated in Central Europe, along with Poland, the Czech Republic, Slovakia, and Austria, etc. 
Slightly less than 10 million people live here (Eurostat, 2021a). Hungary’s population is slowly declin-
ing (KSH, 2021a). 14.5 percent of the population is under 14 years old, 65.6 percent of the population 
is 15-64 years old, and 19.9 percent are over 65 (Eurostat, 2021b). In other words, Hungary is an aging 
society, just like most of the European countries (Eurostat, 2021b). Furthermore, according to KSH (n.d.), 
in 2018 Hungarians were less likely to experience happiness than the EU-27 (i.e. the 27 countries that 
are part of the European Union as of 2021) average.

Although these are the latest statistics, it is likely that this happiness index only decreased in 2020 
because of the lifestyle changes concerning the pandemic. These changes impacted most of the world: 
home education and home office became the norm, People fulfilled their entertainment needs at home 
and practiced living in smaller quarters. They had limited social connections that had a particularly 
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significant effect on the elderly. As a result, Hungarians battled with psychological stress, anxiety, or 
depression (Osváth, 2021). As difficult as these lifestyle changes were in 2020, a non-representative study 
of internet users found that more than three-quarters of those working with computers would prefer not 
to go back to the office full-time, instead, they would like to work in some form of hybrid arrangement 
(Telenor, 2021). This makes people’s reliance on digital solutions even greater than before.

The Economy is Developing but the Pandemic 
Set the Country Back Temporarily

After the overview of the society, the economic overview will be discussed next. Recently, the coun-
try’s economy has been developing dynamically, and EU funds have also helped it to gain momentum. 
Overall, however, GDP per capita in 2020 was far from the EU-27 average, with less than 13 thousand 
Euros in Hungary versus over 26 thousand Euros in the EU and especially far from Western Europe 
(Eurostat, 2021c). In terms of the Hungarian people’s financial status in 2019, the adjusted gross dispos-
able household income per capita in Hungary (over 16 thousand Euros) was again far from the EU-27 
average (over 23 thousand Euros) (Eurostat, 2021d). In 2020 the employment rate was 69.7 percent 
with an unemployment rate of 4.3 percent, this is better than the EU-27 average of 67.6 percent and 7.1 
percent (Eurostat, 2021d; Eurostat, 2021f). Additionally, these statistics reveal a year-on-year decline 
between 2019 and 2020, corresponding with the time of the pandemic and the above-mentioned lock-
downs (Eurostat, 2021c; Eurostat, 2021e; Eurostat, 2021f). For several months, the Hungarian borders 
were closed and non-essential retail outlets (for example, fashion, furniture, electronics stores, shopping 
malls, and restaurants) were operating with limited store hours or had to stay completely closed, only 
offering pick-up services. As a result, several companies went bust (Pénzcentrum, 2020a).

An Appealing Meeting Point between the East and West

Before discussing further, the chapter will briefly describe the historical context of the country concern-
ing its ties to the East and West. After the First World War, Hungary lost two-thirds of its territory in the 
Treaty of Trianon in 1920. Then, after losing in the Second World War, it was occupied by the Soviet 
Union until its collapse. Although Hungary was never part of the Soviet Union, like Estonia or Ukraine 
was, it belonged to the so-called Eastern bloc with Poland and Bulgaria. Soviet troops began to withdraw 
in 1989, and after 40 years of socialism, the first free elections took place in 1990. Symbolising divorce 
from the Soviet past, on 16 March 1999 Hungary joined NATO. Then on 1 May 2004, along with the 
other Visegrád countries and altogether 10 formerly Eastern bloc countries, Hungary joined the EU. This 
was a clear attempt to strengthen its ties with Western Europe. During the 2010s, Viktor Orbán achieved 
much stronger relationships with emerging BRICs and MINT countries, Russia, China, and Turkey.

When discussing the international relations of Hungary it is essential to discuss more in-depth the 
capital city of Budapest and in particular tourism in Budapest next as the Hungarian political and eco-
nomic power is disproportionately located here (KSH, 2021c). In terms of the population, 1.7 million 
people and almost half of the immigrants (45 percent) out of the 200 thousand in Hungary live here 
(KSH, 2021b; KSH, 2021d; KSH, 2021e). Compared to the population of the city, Budapest is a popular 
tourist destination, over 4.6 million tourists visited Budapest in 2019 (Statista, 2021a). Tourism is very 
important in Hungary, according to the National Tourism Development Strategy (“Nemzeti Turizmus-
fejlesztési Stratégia”), it generates 12.1 percent of the nation’s GDP, and the plan is to increase this to 
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16 percent by 2030 (Magyar Turisztikai Ügynökség, 2021). Interestingly, Budapest provides favour-
able economic conditions for the film industry, therefore it has appeared in many Hollywood movies. 
Sometimes Budapest appeared as itself, for example, in the Gemini Man (2019), Dune (2021), and Black 
Widow (2021) movies. However, most often Budapest plays the role of another city, like Paris, Lon-
don, and Rome in the movie Munich (2005). During the filming of these movies, celebrities often post 
about Hungary, e.g., when Will Smith did the ‘Shiggy Challenge’ from the Chain Bridge (Papp-Váry & 
Tóth, 2021) it was covered by the biggest news outlets. Budapest is famous for many things, its baths, 
Danube panorama, and architecture, as well as its coffee culture. This inspired the “Some Like it Hot” 
Hungarian country branding advert in which Tony Curtis is sipping coffee in the famous Café Gerbeaud. 
Hungarian tourism, like in all countries, was severely hit by the pandemic, yet tourism still exceeded 
expectations in 2021, the summer delivered 25 percent more guest nights than in 2020. Guest nights 
from foreign tourists also increased by 40 percent year-on-year (Marketing & Media, 2021a). However, 
the total number of guest nights was still 57 percent lower than in the same month of the pre-pandemic 
year of 2019 (Marketing & Media, 2021b).

This uplift in tourism was supported by the Hungarian Tourism Agency (“Magyar Turisztikai Üg-
ynökség) that, besides organising several international events, maintained a strong online presence on key 
social platforms (including Facebook, Instagram, Twitter, YouTube, and even a podcast on SoundCloud).

Online Presence is Growing Quickly, and Technology Adoption is also Healthy

Next, to discuss the Hungarian people’s online presence the paper analysed the state of technology and 
internet usage in Hungary. First, the number of mobile connections, internet users, and social media users 
is established. These numbers are compared to the global numbers and Hungary is above average on all 
three metrics. Then Hungarian technology adoption is discussed, both before and after the pandemic. 
Multiscreening, an important technology adoption phenomenon completes this section.

In terms of the number of mobile connections in Hungary, Hootsuite (2021b) reported that for a total 
population of 9.65 million, there are 11.35 million mobile connections, which is 117.7 percent of the 
total population. This is slightly higher than the global 102.4 percent. As mentioned above, Hungary 
also has a healthy number of internet users. There are 8.1 million internet users, which is 83 percent 
of the population (Hootsuite, 2021b). This is significantly higher than the global 59.5 percent results 
(Hootsuite, 2021a). If the Hungarian internet usage data is broken down per device, 51.6 percent of 
internet access came from a laptop or desktop, 46.3 percent from a mobile, 2 percent from a tablet, and 
0.15 percent from other devices, for example, from video game consoles (Hootsuite, 2021b). Finally, 
there are 7.09 million active social media users, which is 73.5 percent of the population, this is a year-
on-year growth of 8.3 percent (Hootsuite, 2021b). This is again significantly higher than the global 53.6 
percent results (Hootsuite, 2021a). Almost every social media usage is done on a mobile device (94.7 
percent) (Hootsuite, 2021b).

In terms of technology adoption before the pandemic, research by Gemius Hungary (2019) found 
that three-quarters of the 15+ years old owned a smartphone, almost all (95 percent) of these people 
connected to the internet on their smartphones, and on average spent 13.5 hours weekly with mobile 
browsing. In terms of Internet of Things (IoT) products penetration, smart TVs were becoming more 
popular, over one-third of the respondents owned one. Smartwatch penetration was also slowly growing, 
reaching 10 percent of the internet population. Smartwatches are most attractive to the younger target 
audience (15-20 years old) as well as to those with higher education (Gemius, 2019). In 2020, during the 
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pandemic and its above-mentioned lifestyle changes, one of the leading electronics retail stores, Extreme 
Digital, reported that TVs, WiFi routers, tablets, headphones, gamer products, and laptops were very 
popular (Pénzcentrum, 2020b). These were often necessary because the home became the main location 
for entertainment, education, as well as for remote working.

An important phenomenon to highlight when talking about technology adoption is multiscreening. 
Multiscreening is prevalent in Hungary as well. According to Kurucz (2019), more than 80 percent of 
internet users with a smartphone have been on their smartphones while watching TV. When analysing a 
specific TV program, they spend approximately 20 percent of their time on a second screen, while this 
increases to almost 50 percent during the ad break. In terms of content on the second screen, audiovisual 
content is uncommon, they are most likely to be on social media, looking for information on the internet, 
or communicating with others. More than half of the respondents said that they immediately followed 
it up online after seeing a brand on TV (for example, they searched for more information or visited the 
brand’s website), and 27 percent even purchased online as a result of seeing an ad on TV.

The Rise of E-Commerce and Cashless Payment

After analysing the state of technology and internet usage in Hungary, this final section of the environ-
mental context will discuss another topic that is related to online presence: the evolution of commerce 
and payment methods, particularly the difference before and after the pandemic. Before the pandemic, 
the in-store experience was an essential part of the customer experience, this offered extra services (for 
example, highly visual “instagrammable” environment and products), it was an opportunity to collect 
valuable customer information, as well as these carefully composed retail outlets motivated customers 
to share the experience. For example, at the time of writing this book chapter on the global scale of In-
stagram, there were over 270 million posts with the hashtag #foodporn and over 140 million posts with 
the hashtag #coffee. However, in Hungary, the closure of retail outlets due to the pandemic accelerated 
the rise of e-commerce, 96 percent of the adult population that owns a credit card have now shopped 
online (Szepesi, 2021). This makes the online shopping journey important, considering that the number 
of retail stores per capita is only half of Poland’s and a fifth of Western European countries (Portfolio, 
2021). In terms of the total Hungarian population, 4.86 million people purchased a product on the internet 
in 2020 that is a 35.6 percent year-on-year increase (Hootsuite, 2021b). This is faster growth than the 
global average that is a 25.7 percent increase (Hootsuite, 2021a). However, the average annual spend on 
consumer goods online per person is more than double globally (703 US Dollars or 603 Euros) than the 
301 US Dollars (258 Euros) in Hungary (Hootsuite, 2021a; Hootsuite, 2021b). Hungarians also increased 
their spending on online food delivery with a 37.7 percent year-on-year increase with an average annual 
spend of 36 US Dollars (31 euros) (Hootsuite, 2021b). This is again faster growth than the global 27 
percent year-on-year growth, however average annual spent lags behind the global 112 US Dollars (96 
Euros) (Hootsuite, 2021a). The pandemic made a big impact on payment methods as well. While before 
the pandemic Hungarians’ preferred payment method for online shopping was an even spread between 
cash, card or they did not have a preference, after the pandemic cash purchasing fell and contactless 
payment became popular (Molnár, 2021). A study by Ipsos (2021) found that Hungarians are shopping 
online in multiple contexts such as while lying in bed (57 percent), while watching TV (52 percent), even 
during working hours (45 percent). Other online shopping environments include on public transport, in 
the bathroom, in-store, and some even during dangerous situations like driving or cycling.
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ADVERTISING IN HUNGARY

After the analysis of the big picture factors impacting advertising in Hungary, the second part of the 
chapter presents the Hungarian advertising industry itself. Looking at the advertising industry, many 
tend to believe that advertising only existed after the break with socialism, in the 1990s. This is, in a 
sense, logical, since before that, during the socialist era the market was centrally planned without true 
market competition. Even if brands existed, there was much more advertising for the product categories 
themselves. In this chapter, however, the authors will focus on the recent past. The section will study 
the economic impact of the industry as well as the latest media spend data. As digital, similarly to other 
countries, is the leading media in terms of media spend, the section will deep-dive into this further.

The Brief History of the Hungarian Advertising Sector since 
the 1920s, through the Socialist Era to the Present

Hungarian advertising existed a long time ago, its history is more than a hundred years old. Hungarian 
advertising and Hungarian advertising science were already hot topics in the 1910s and 1920s. Several 
writings were published that laid the foundations of advertising, although these works later were forgotten 
(Szabó-Kákonyi & Papp-Váry, 2013). The first definition of admen was published in 1922, by Blockner 
Izidor: “They find their reasons to exist in the financial growth of their client. […] They have many 
years of experience, they have economic qualifications, know the business market, and especially the 
psychology of the audience, […] They lay down their advertising plan with certainty and determination 
[…], they take into account all possible options, so […] they cannot be surprised […] they complete their 
paths with great precision and careful foresight.” What is even more interesting, the notion of brands, 
segmentation, or integrated marketing communication already appeared in works almost a hundred years 
ago, even if the professional terminology was different at the time (Szabó-Kákonyi & Papp-Váry, 2013).

In the next main chapter in the history of advertising in Hungary, i.e. during the socialist era, adver-
tising was quite different as there was no market economy. The market was under state control. As there 
was no real market competition, the role of advertising was to improve a company’s general image and 
to inform consumers about its latest products. As a result of this environment, advertisement content was 
often cheerful or funny (Bettina, 2020). Understandably, these ads have a notable fan base, for example, 
at the time of writing this book chapter, the video called “Retro advertisements” (“Retró reklámok”) 
had 800 thousand views on YouTube (2014). The pioneer of this socialist era was István Sas, who won 
several awards at the Cannes Advertising Festival in the 1970s and 1980s. He was the subject matter 
expert on advertising psychology that is an interdisciplinary between social sciences and marketing. 
He popularised theories in cognitive processing, the impact of psychological factors, and motivation 
theories in Hungary (Sas, 2007).

Since 1989, the country has had both international and national brand advertising, and multinational 
agencies have also established themselves in the country, for example, Young and Rubicam or DDB. 
Additionally, many international brands choose to develop and produce their advertising locally. For 
example, Coca-Cola produced a bespoke spot featuring Lake Balaton, the largest lake in Central Europe 
that is also nicknamed “The Hungarian Sea”.
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The Marketing Sector Contributed to the Production of 
Over One Billion Euros Gross Value Added (GVA)

After the brief recount of advertising history, this section will discuss the economic impact of the sec-
tor. An important organisation, the Hungarian Marketing Association (“Magyar Marketing Szövetség” 
or “MMSZ”), carried out comprehensive research in 2020, based on their findings, „Marketing and the 
creative industry are the driving forces of the economy” (MMSZ, 2020). Marketing Indikátor presents 
the economic role and weight of the marketing sector, including GVA, jobs, and the tax generated by 
the sector. The results are compared to the other countries within the EU. This section then ends with 
an outlook into the role of marketing in the future and a note about the potential admen of the future.

The marketing sector is characteristically dominated by small- and medium-enterprises (SMEs). The 
research found that in 2019 there were 17.3 thousand companies in the sector and out of this number 
only 61.4 percent showed economic activity in the past, additionally, there is no big corporate with over 
250 employees in the sector (MMSZ, 2020).

The impact of marketing is relevant for advertising because marketing is often thought of inter-
changeably with advertising, even though marketing encompasses a broader sector, including market 
research, PR and communication, direct marketing, and of course, advertising (MMSZ, 2020). Taking 
into account the spill-over effects, the study found that the marketing sector contributed to the produc-
tion of 402.4 billion Forints (1,113.7 million Euros) GVA in 2018 that is 1.1 percent of the total GVA 
of Hungary. Every 1,000 Forints (2.77 Euros) GVA in the sector contributed an additional 860 Forints 
(2.38 Euros) to the total Hungarian economy (MMSZ, 2020). In 2019, the sector provided 27,800 jobs 
and the work of every 100 workers in the sector created further 111 job opportunities (MMSZ, 2020). In 
terms of indirect effects, the marketing sector contributed 137.4 billion Forints (380.4 million Euros) to 
the national income in terms of tax revenue. This is a higher amount than the tax revenue generated from 
small businesses or the duty tax of alcoholic beverages and other products (MMSZ, 2020). The Market-
ing Indikátor also compared these results on an international scale. In terms of GVA per employee, the 
effectiveness of the marketing sector in Hungary is in line with the European Union (EU-28, including 
the United Kingdom). In comparison with other countries in the region, GVA per employee is lower in 
Slovakia but significantly higher in Poland and the Czech Republic. Marketing has an important role 
in innovation, however, in 2016, only 12,9 percent of Hungarian companies had marketing innovation 
initiatives. This is below the EU-28 average. Out of the EU countries, only Romania, Poland, and Bul-
garia had a lower number of companies that carried out marketing innovation than those in Hungary 
(MMSZ, 2020).

The marketing sector predicts a strong future. First, MMSZ (2020) in the Marketing Indikátor high-
lighted four areas in which the marketing industry can be of particular help in re-energising the Hungar-
ian post-pandemic economy. The following will stimulate the growth and development of a sustainable, 
circular economy: 1) Build strong Hungarian brands on the international market, promote them, drive 
sales, and develop brand loyalty, for example, through the Hungarian Multi Programme (“Magyar Multi 
Program”). 2) Development of locked down sectors, for example in terms of digital services, and as 
a specific area, support the relaunch of tourism and the development of product tourism. 3) Develop 
customer awareness through specific programmes from school age. 4) Encourage innovation through 
developing training programmes for businesses. Second, the talent pool to support these plans is grow-
ing, as marketing is very popular among prospective university students. It is consistently one of the top 
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university subjects to apply for, for example, in 2021 it was the second BSc programme, only preceded 
by business and management (Eduline, 2019).

The Biggest Budget within the Total Media Spend 
was Allocated to Digital Channels

The total communications spending of Hungary in 2020 was 401.9 billion Forints (1,112.8 million Euros), 
this is a year-on-year decrease of 15.8 percent that is likely due to the pandemic. The biggest portion of 
this was spent on media (59.6 percent), the second-biggest portion was the cost of the creative and media 
services (MRSZ, 2021a). Next, the chapter analyses media spend and in particular digital media spend.

According to The Hungarian Advertising Association (“Magyar Marketing Szövetség” or MRSZ), 
total media spending in 2020 was 240 billion Forints (664.6 million Euros). It is important to note, 
however, that 2020 is the first year of the Covid-19 pandemic and its associated restrictions, therefore 
spending on media declined by 2.8 percent. Industry experts are forecasting that it will take until 2024 
for the industry to exceed the results of 2019 (MRSZ, 2021b). The only exception to the declining trend 
was seen in digital channels that were able to grow by 5.5 percent (MRSZ, 2021a). Additionally, digital 
was also the media that received the highest spend of 44.7 percent (with Facebook and Google as the 
leading digital media owners), followed by television with 26.7 percent, and press with 15.4 percent. 
Outdoor media spend significantly decreased to 8.5 percent and radio media spend decreased to 4.2 
percent. The mandatory closure of cinemas meant that they were the hardest hit media: in 2020 it only 
received 0.5 percent of the total media spend. Similar to the global trends, digital spending is growing 
year on year MRSZ, 2021c; Jandó, 2020). However, if this is compared with the international data of 
Statista.com, then Hungary is still lagging behind, it has not reached the international average of over 
60 percent (Statista, 2021b).

In terms of top companies, over-the-counter medicine companies Sanofi-Aventis and GlaxoSmithKline 
and FMCG companies Procter & Gamble and Ferrero continued to dominate media spend charts (Mar-
keting & Media, 2021c). Media spend on tourism was not as drastically cut, as it was earlier expected, 
there was only 29 percent spend difference year-on-year (Marketing & Media, 2021d)

Within Digital Spend, Global Partners are Taking the Biggest Volume of Spend

As digital was the only media that grew in 2020, the chapter deep-dived into it further. The year 2020 
ended on a more positive note than industry experts predicted in Q2, there was a small growth in digital, 
in contrast to the decline seen in other media. Industry experts are even forecasting a 6 percent growth 
in digital advertising spending for 2021 (IAB Hungary, 2021a). This section first discusses the reasons 
why global online platforms are popular in Hungary. Afterward, it discusses the key future challenges, 
adblocking, and Google’s decision to stop supporting third party cookies.

Despite concerns about brand safety and the platforms’ negative impact on people’s mental health 
media, spending on global online platforms increased. The Hungarian department of the Interactive 
Advertising Bureau (IAB Hungary) (2021b), the European industry body for digital marketing and 
advertising, reported a 59 percent spend out of the total digital spend. This number is so high because 
target audiences are on these platforms at scale and brands follow them (Kreatív, 2021). Google and 
Facebook own the most popular websites by traffic in Hungary and these platforms allow for exceptional 
targeting and measuring capabilities (Hootsuite, 2021b; Fülöp, 2021). These global online platforms 
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are particularly interesting for SMEs because it is possible to advertise with a few thousand Forints, 
compared to local online media owners, where the minimum budget threshold could be around 100,000 
Forints (around 280 Euros) (KPMG, 2021). Perhaps due to this, Facebook is the most popular advertising 
platform choice for SMEs since 2016 (KPMG, 2021). Although there is no lower limit to the amount a 
brand can spend on Facebook, experts agree that this budget needs to be big enough to make an impact 
on business and not just communications objectives (Fülöp, 2021).

In terms of the future of digital advertising, adblocking is a good predictor as it provides a good mea-
sure of the level of online ad dislike on the market. The top reasons globally for using an ad blocker are 
that they see too many ads (22.3 percent), that they are irrelevant (22.3 percent), or that the ads they see 
are intrusive (19.9 percent) (Hootsuite, 2021a). There are different statistics for the state of adblocking 
in Hungary (see PageFair, 2017; IAB Hungary, 2017; Hootsuite, 2021a). However, it is certain that in 
response to ad blocking and the rising number of browsers with built-in ad blockers on offer, Google 
announced in 2020 that they will stop supporting third party cookies from 2022 onwards (Google Blog, 
2020). This is important for Hungary because the majority (70.1 percent) of Hungarians access the internet 
via a Google Chrome browser (Hootsuite, 2021b). Since then, the original 2022 deadline has been pushed 
back until 2023 but this will make a significant impact on advertising in Hungary (Google Blog, 2021).

THE CASE STUDY OF THE LATEST PLATINA EFFIE HUNGARY WINNER: 
THE DOUBLE SHOT COFFEE REVIEW BOOST CAMPAIGN

The final part of this book chapter will discuss the Double Shot Coffee Review Boost campaign, includ-
ing an overview of the award, followed by a thorough introduction of the campaign itself. This includes 
first a brief summary, background, target audience, objectives. Afterward, this will be followed by the 
key insights, the strategy, the activation of the idea, and the section finishes with the discussion of the 
results and any other factors that may have contributed to the success.

Judging of the Prestigious Effie Awards Hungary Awards

This section gives a brief overview of the award. Double Shot Coffee, the coffee shop, and its agency, 
DOT Creative’s campaign won the famous Platina Effie at the Effie Awards Hungary 2020 as well as 
the „low budget economic campaigns” category. The organisers of Effie Awards Hungary awarded 
this year’s effectiveness awards based on the evaluation of a jury of 120 people (Effie, 2021b). They 
highlighted the „exemplary and creative approach that used simple but excellent tools that were able to 
achieve and even exceed the goals of the small business run by young people in an integrated way, and 
at the same time achieving long-term effectiveness” (Effie, 2021b). The campaign, which cost less than 
5 million Forints (approx. 14 thousand Euros) and ran between 1st April – 28th June 2019, quadrupled 
the business’ revenue with a ~1000 percent growth in online reviews. The Effie Awards Hungary is one 
of the prestigious local advertising awards, this has been awarded for 20 years and it is judged based 
on the proven effectiveness of marketing communications activities. In particular, scoring is based on 
weighted criteria of 1) challenge, background, and objectives (23.3 percent), 2) insight, strategy, and idea 
(23.3 percent), 3) activation (23.3 percent), 4) results (30 percent) (Effie, 2021a). Ipsos analysed what 
made a campaign more likely to be successful on this award than the rest. The Effie Awards Hungary 
Analysis by Ipsos (Takó, 2020) claimed that the best practice recommendations to win an award are the 
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following: 1) Focus the objectives 2) Do research upfront 3) Campaigns with lower budgets (less than 
500k Forints or 1.4 thousand Euros) are more likely to win 4) Measure hard business metric (e.g. revenue 
gain or new customer acquisition) rather than communications objectives (e.g. awareness).

Summary of the Double Shot Coffee Campaign

To briefly summarise the campaign, Double Shot opened a new location in one of Budapest’s most 
popular touristic areas. However, this was not enough for success, the shop struggled to make a profit. 
Instead of launching a simple awareness campaign, the team focused all its efforts on maximising positive 
online reviews. They conducted primary research, developed staff training, upgraded the brand’s online 
presence, then spent the limited paid media budget on ads that were asking customers to submit reviews. 
In just 3 months the campaign delivered ten times growth in positive reviews, the business revenue has 
tripled, and the campaign had to end much sooner than the planned end date.

The rest of this section will go through the background to the campaign, the target audience, and the 
objectives, followed by the key insights, the strategy, the activation of the idea, and it will finish with 
the discussion of the results and any other factors that may have contributed to the success.

Background

The coffee shop opened a new unit in 2019 in one of the busier areas of Budapest. The owner initially 
believed that the excellent location, the quality of the service, and the expected growth of the category 
were going to be enough to achieve success. However, the coffee shop ended up operating at approxi-
mately only 35 percent capacity. Competition was fierce from a constant flow of new coffee shops 
and bistros, in an area that was already full of gastronomic offerings. The year 2019 was a particularly 
competitive one in the gastronomy sector in Budapest. The biggest challenge, however, was that people 
had very little knowledge about truly quality coffee. Recently, McDonald’s, Costa Coffee, Starbucks, 
and MOL, one of the biggest gas stations in Hungary, – with their large distribution capabilities and 
marketing budgets – have achieved the perception that they sell quality coffee. Small brands could only 
break through this existing perception by getting people to try their products and experience the differ-
ence themselves. After these initial challenges, the owner of the shop realised that his business could 
only grow with the help of communication.

The Target Audience

The team working on the campaign needed to find a more sophisticated target audience than the classic 
socio-demographic targeting. The strategy defined and simplified the targeting: in addition to an inter-
est in ‘coffee’, the team specifically targeted foreign tourists as well as local foreigners. The rationale 
behind putting a foreign audience in focus is two-fold: 1) the aim is to influence the decision making of 
foreigners 2) the category of specialty coffee is less developed in Hungary, so the team wanted to also 
validate the quality of the coffee shop towards the locals. In addition, foreigners are much more likely to 
rate places than locals. This is due to A) they have more time as they are visiting during their holidays 
or travels B) they are happy to provide information that will help other tourists C) they use this infor-
mation as a reminder that – if they visit again – can be used as a guide D) they are in the right mindset, 
tourists read plenty of information ahead of their trip, so it is more likely that they will remember to 
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share their opinion; this behaviour is lost in everyday life. In addition, those interested in quality coffee 
and foreigners are considered to be the most homogenous target group, which has also made effective 
targeting much easier.

Objectives

The primary objective was a business objective, to achieve a minimum 50 percent traffic increase to 
ensure the future of the coffee shop. This amount was essential to cover the basic costs of operating the 
coffee shop, to make a profit and also generate some savings. However, long-term growth required more 
to be done, so the agency instead aimed to double the traffic. Behaviour change is the basis of deliver-
ing the desired business results. The goal was to get more online reviews, however, the exact number 
of reviews required was not quantified in the brief. The agency estimated that they needed hundreds of 
online reviews to succeed, at a conversion rate of 15 percent. This means that they had to reach existing 
and previous customers as efficiently as possible.

Insight

Online reviews have a significant impact on purchase decisions. Research shows that 93 percent of cus-
tomers say that reviews make an impact on their decision making, as well as these reviews contribute to 
every part of the customer journey, so reviews have longer-term effects (Podium, 2017).

There were supporting insights that refined the strategy. First, the fact that if you do not ask, you will 
not get much feedback. Second, all touchpoints need to be optimised (from server to end customer) for 
the campaign to be a success. Smaller budgets are common in the SME sector. And if a campaign has 
a smaller budget, cost effectiveness is key. Therefore, thirdly, the key insight for the strategy was that 
foreigners are more likely to post reviews, they are a more cost-effective audience to target.

Strategy in a Sentence

Maximise the number of customer reviews achieved instead of spending the available budget on classic 
ads; thus creating and validating the quality perception of the coffee shop and positively influencing 
customer decision making.

Activating the Idea

Restaurants, coffee shops, and other gastronomic service providers need to have an appropriate visual 
presence and adequate information online to be successful. Customers consider recommendations and 
reviews as essential sources of information online. Besides the brand’s online pages, these recommenda-
tions and reviews on independent platforms are seen to be the most reliable information.

Therefore, the team’s hypothesis was that if the communication touchpoints of Double Shot coffee 
shop (including the website, social pages, Tripadvisor page, 4quare, Google Business page) are made 
visually appealing and informative and the customers are reached on these independent social platforms, 
then the coffee shop will be successful despite the limited media budget.

The task started with research, every guest in the shop was asked to complete a brief survey. This was 
rewarded with a coffee voucher. Additionally, the agency conducted in-depth interviews with their most 
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loyal fans and foreign customers that were willing to participate. Materials were placed in-store and the 
staff were trained to encourage participation in the research. The staff training included a protocol of 
conversation specifically to reassure foreign customers that their honest opinion matters. The owner set 
out to try to incorporate all the feedback into the future of the coffee shop. As a result of this feedback, 
the website was adjusted, and the team was ready to launch the advertising campaign.

Additionally, the survey results indicated that the majority of foreigners came to the coffee shop 
using Google or Tripadvisor. Therefore, the team chose Google as their primary advertising platform 
because of its superior targeting capabilities. The ads targeted foreigners (both tourists and locals), in 
English. In terms of the landing page, some drove to the Double Shot website, some drove to the review 
platforms. Customers in-store were also encouraged visit the coffee shop’s website, this resulted in a 
sizeable remarketing list. This list was then used to create look-a-like audiences, people who are simi-
lar to those who have visited the website. The messaging of the campaign included three phases. The 
initial messages in programmatic, Google Display Network (GDN), and Facebook did not claim that 
Double Shot makes the best coffee, neither did it include a discount or a prize. Instead, these ads asked 
people to try and then review the place because Double Shot’s aim is to serve the best coffee in town. In 
the second phase the message became more confident and claimed that if people tried the coffee, they 
would definitely give it a five stars review. The third phase of the campaign expanded its focus to other 
products besides coffee to include breakfast and lunch menu items.

Shortly after the start of the campaign, the team’s insights were confirmed. First, until they did not ask 
for a review, they barely received any. However, during the campaign, the number of reviews increased 
by several hundred percent. Second, foreigners were really more willing to give feedback, and also when 
they did, this feedback tended to be more objective. Traffic also increased in-store.

In terms of media strategy, the team spent less than 1 million Forints (less than 2,800 Euros) on paid 
media, this is lower than what was spent by their competitors, and it is roughly the same budget year-on-
year. This budget was spent on geolocated advertising on programmatic platforms, GDN, and Facebook. 
Additionally, the campaign used two owned media touchpoints: 1) the brand website that was designed 
by the agency (https://doubleshot.hu/) and the Facebook page (https://www.facebook.com/doubleshot-
budapest). The campaign also used PR outreach to coffee blogs but what truly cemented their success 
is their focus on customers and getting them to share their honest reviews on independent platforms.

Results

The ultimate indicator of success was that the campaign had to end prematurely. The campaign was set 
to run for half a year (between 1st April – 30th September 2019) but instead it was stopped after three 
months (1st April – 28th June 2019) as per the client’s request. This is because the coffee shop has 
reached an average of 90 percent capacity and any further increase would have endangered the quality 
of service. As a result, the business objective was fulfilled ahead of time. The average gross monthly 
sales in Q1 2019 were 3.4 million Dorints (9.4 thousand Euros) and in Q2 2019, when the campaign was 
live, the average gross monthly sales increased to 8.7 million Forints (24 thousand Euros). Furthermore, 
record sales were reported in June 2019 with a gross monthly sale of 12.1 million Forints (33.5 thousand 
Euros). At the same time, the unquestionable success of the campaign is best demonstrated by the fact 
that after the campaign ended, the level of revenue did not decline. Therefore, the campaign managed 
to achieve longer-term results with a modest budget.
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Other Factors

Other factors besides the campaign contributed to the success of the campaign, for example, the brand 
identity, the design and interior of the store, and the brand website. In addition, the staff training ahead 
of the research and the incorporation of the feedback from the research into the service were also im-
portant factors. The coffee shop appeared in some international coffee blogs with non-paid content. The 
location and growth of the gastronomic market and solvent customer base also supported the success of 
the campaign. However, these factors – as seen in the past –on their own would not have been enough 
to achieve success.

CONCLUSION

The book chapter opens with an introduction that establishes the necessary theory for the paper, includ-
ing the definition of advertising, rules of success, the trend of digital and its impact on advertising, and 
the latest rise in how important customer reviews became. The core of the chapter is split into three 
parts. First, the big picture factors that affect advertising are discussed. Second, it is established that the 
industry plays an important role in the Hungarian economy. Additionally, media spend in 2020 year-on-
year declined, however, digital spend still managed to increase a little. Within digital, global partners 
(such as Facebook and Google) received the biggest portion of this spend. The third and final part of 
the chapter introduced the Platina Effie winner Double Shot Coffee Review Boost campaign. The Effie 
Awards Hungary was chosen as this local award is one of the most prestigious awards in Hungary and 
it is single-mindedly focused on delivering business results. As an exceptional example of this rigorous 
criteria, the campaign from Double Shot Coffee and DOT Creative Agency achieved a 10 times growth 
in positive reviews and tripled the business revenue. The campaign was such a success that they had to 
stop it before the scheduled end date.

LIMITATIONS AND FUTURE RESEARCH

As any other paper, this chapter also has its limitations. First, the analysis only focused on one campaign. 
Even though it was the single Platina Effie award-winning campaign from the latest awards, it would 
still be useful to add to the analysis case studies from other categories. Additionally, several books and 
articles have been written about advertising in Hungary, therefore this chapter only included topics that 
were deemed the most relevant for the case study. The addition of more case studies would mean that 
further advertising context could be added. Second, in terms of the selection of another award-winning 
campaign, it is recommended that one with a bigger budget and/or one that uses a different channel mix 
is encouraged. Last but not least, although this campaign was from the final awards of the Effie Awards 
Hungary, it was still about a campaign that ran before the pandemic. Therefore, a follow-up interview 
would be beneficial with the winning team to discuss the latest developments following the end of the 
campaign.

This chapter has both theoretical and practical applications. It fills some literature gaps about the 
latest developments in advertising in Hungary and it provides a framework for further analysis. In terms 
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of practical applications, this book chapter will act as an essential guide for global advertising teams 
that are looking for the latest insight on the Hungarian advertising market.
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KEY TERMS AND DEFINITIONS
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Case Study: In this book chapter a case study is an in-depth analysis of a real-life advertising campaign.
Customer Review: An opinion about a company/brand/product/service shared by the customer.
Digital Media: It includes all online media channels, for example, display, search, or social media.
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Effie Hungary: The Hungarian sister award of the global Effie Awards, it is one of the most presti-
gious advertising awards in Hungary, it judges campaigns based on their effectiveness results.

European Union (EU): An economic and political union of 27 member states as of 2021, including 
Austria, Belgium, Bulgaria, Croatia, Republic of Cyprus, Czech Republic, Denmark, Estonia, Finland, 
France, Germany, Greece, Hungary, Ireland, Italy, Latvia, Lithuania, Luxembourg, Malta, Netherlands, 
Poland, Portugal, Romania, Slovakia, Slovenia, Spain and Sweden. Statistics that refer to 28 member 
states were created before the United Kingdom left the European Union.

Hungary: A country in Central Europe that is part of the European Union.
Interactive Advertising Bureau (IAB) Hungary: The Hungarian department of IAB that is the 

European industry body for digital marketing and advertising,
Magyar Marketing Szövetség (MMSZ): The Hungarian Marketing Association or MMSZ is the 

Hungarian industry body for marketing.
Magyar Reklámszövetség (MRSZ): The Hungarian Advertising Association or MRSZ is the Hun-

garian industry body for advertising.
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ABSTRACT

Social advertising is an important element that influences attitudes, beliefs, and behaviors. It also aims 
to make an impact by drawing attention to the fundamental social problems of different countries. In 
international digital marketing campaigns, International Women’s Day is one of the contents used in 
advertisements with the corporate support of brands. The present research aims to examine what expres-
sions were used to describe the admiration for the March 8th Women’s Day-themed social advertisement 
in the Russian advertisement of Nike and whether the advertisement was perceived as feminist in the 
audience’s verbal expressions. Considering the resource and time constraints, a YouTube sample was 
included. In the study, the content analysis technique was used and the main female characters as well 
as the expressions expressing admiration for the advertisement were analyzed.

INTRODUCTION

Russia is a country that has spread to Europe and Asia in the historical process. Due to this spread, it has 
lived together with Eastern cultures and civilizations and Western culture along with value judgments. 
After accepting the orthodoxy of Christianity, Russia has shaped its domestic and foreign policy accord-
ingly (Yılmaz, 2015: 113). Russia, which surrounds the Arctic Ocean in the north of Asia, stretches from 
Europe to the North Pacific Ocean and spreads over an area of 17,098,242 km2. Russia is surrounded by 
four geopolitical regions: Northern Europe, Western Asia, Central Asia, and the Far East. According to 
the 2010 census, the languages spoken in Russia are Russian (85.7%), Tatar (3.2%), and Chechen (1%). 
The other languages spoken in Russia make up 10.1%. The officially recognized religions in Russia are 
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Orthodox Christianity, Judaism, Islam, and Buddhism (Eser, 2017, 5). Since the geopolitical split in the 
Union of Soviet Socialist Republics (USSR), Russia has regarded organizational mechanisms aimed at 
keeping the countries in the region together under its leadership as a solution (Alım&Aksu, 2019: 2). 
After the dissolution of the USSR, Russia’s regional policy was shaped by determining the former Soviet 
geography as the country’s area of interest. After the close relations with the West between 1991-1993, 
the Yeltsin administration in Russia began to give more weight to developments in its region (Sakwa, 
2008: 369). For Russia, thinking that the center of gravity of global politics is moving away from the 
West and that different power centers are being formed, compared to the 1990s, the center of gravity of 
its foreign policy is no longer limited to the country’s western side, oriented toward NATO and the EU, 
but also the whole of Eurasia, especially with the rise of China (Alım&Aksu, 2019: 16). After Vladimir 
Putin came to power, he has continued Yeltsin’s foreign policy in recent years. In the first decade of the 
21st century, Russia has again shown itself as a strong player. Russia’s presidency of the UN Security 
Council and the G-8 in 2006 further increased its role in the international arena (Kemaloğlu, 2016: 8-10). 
In line with the Eurasian Union’s policy, in which Putin set priorities, the Presidents of Russia, Belarus, 
and Kazakhstan signed an agreement on November 18, 2011, to establish the Eurasian Union by 2015. 
With the agreement, the Eurasian Commission and Eurasian Economic Area were established within 
the scope of the European Union Commission model (Yılmaz, 2015: 118).

Russia continues to hold the title of the country with the largest territory in the world. Russia has 
borders with 16 countries (Kemaloğlu, 2016: 3). With a population of 146 million, the Russian Federa-
tion is the most populous country on the European continent and the largest country in the world in 
terms of surface area. It has the 9th largest economy in the world in terms of nominal GDP and the 6th 
largest economy in terms of purchasing power parity. Nowadays, while private enterprises carry out a 
significant part of commercial and economic activities and production, the public sector assumes effec-
tive control over natural resources (especially oil and natural gas) and financial markets (Bulut, 2018: 
346). Russia, which has ranked fifth in the world with its population and land size, has also become the 
country with the largest economic potential among the former Soviet Republics with its rich natural 
resources (Güler, 2012: 100). Russia has experienced significant economic transformations since the 
early 1990s. During the relevant period, the country became open to the outside world by switching to 
a free market economy (Yüksel, 2016: 44).

The Russian Federation, which had a fluctuating economic structure until 2000 under the effect of 
the transition to a market economy, has caught a good economic trend with the formation of political 
stability after the 2000s (İşcan and Hatipoğlu, 2010: 28). The currency of Russia is the Russian ruble. 
While 1 dollar was 34 rubles in 2014, the Russian ruble depreciated due to the embargo imposed on 
Russia and the decrease in energy prices and rose to around 1 dollar being equal to 60 rubles as of the 
beginning of 2017. According to the gross domestic product per capita in 2014, Russia ranks 49th in the 
world with $24,805 (Kemaloğlu, 2016: 3).

Russia has the largest advertising market in Central and Eastern Europe. It is projected to have the 
13th highest-ranking ad spend worldwide, with US$ eight billion in 2022. More than 473 billion Russian 
rubles were spent on advertising in 2020. Due to the coronavirus (COVID-19) pandemic, there was a 
decrease compared to 2019. However, digital advertising has increased in Russia, with the online adver-
tising budget increasing more than nine times between 2010 and 2020. Internet advertising surpassed 
television in 2018, the first year it had the highest spending (Elegina, 2021).

Every country has to develop its foreign policy to be effective on international platforms and protect 
its own interests. In the years following the disintegration in Russia, especially in 1993, it entered a re-
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covery process and adopted a new strategy in its foreign policy in order to establish new relations with 
the countries that left the Soviet Union and gained their independence (Hacıtahiroğlu, 2014: 270-271). 
Central Asia is important for Russia. Therefore, it has taken steps to become the dominant power in 
Central Asia with the impact of the cultural bond inherited from the Soviet Union, and it is clear that 
it will continue to do so. The transportation and control of energy resources take an important place 
for Russia. In the global struggle, it has always been trying to ensure stability in Central Asia, increase 
border security, and sign common policies with regional states (Aydın, 2015: 7).

Before the Russian Revolution, women’s lives were diverse. Rich women were educated from the 
opening of higher education courses in the 1870s, while peasant women were mostly illiterate. In the 
patriarchal society, until 1917, women did not have the right to vote and could not hold public office 
(British Library, 2021). Women who held a demonstration demanding suffrage in St. Petersburg in 1913 
staged another demonstration on March 8th, 1917 (Timeanddate, 2021). The present research aims to 
examine the female characters in the March 8 Women’s Day-themed advertisement of the Nike brand in 
Russia and determine the harmony and effectiveness between the advertisement theme and the advertise-
ment. To this end, the audience comments for the brand’s advertisement on YouTube and the comments 
used to express admiration for the Nike advertisement in Russia were examined.

To achieve this goal, the study will be carried out by discussing the following topics: Russian Economy 
and Politics, History of the Russian Advertising Industry, March 8 Women’s Day-themed Advertisement 
in Russia, Methodology, and Conclusions.

BACKGROUND

Russian Economy and Politics

The Union of Soviet Socialist Republics (USSR) was formed in December 1922 as a union of sovereign 
republics to give political form to the diversity of peoples and nations of the new republic, which later 
took legal form when the Soviet Union was adopted in the first constitution in January 1924 (White, 
Sakwa and Hale, 2010: 1). Due to economic problems in the 1950s and many false reasons, the Stalin-
ist system was under pressure to change. There was pressure to continue in line with the demands and 
needs of a society based on culture and technology politically and economically. However, by the 1980s, 
the system previously designed for services ceased to be useful (Waller, 2005: 5-6). The Soviet Union 
began to experience economic stagnation since 1979. Military spending was on the rise. According to 
the CIA assessment, Soviet military spending was increasing at an annual rate of 3% (Dongak, 2011:3). 
Apart from the Second World War, the event that had the strongest impact on the country’s collective 
memory in Russia’s recent history was the collapse of the Soviet Union in 1991 and the ensuing decade 
of political and economic chaos (Belmonte and Rochlitz, 20019: 233). There was an 80% turnout in the 
referendum held in March 1991 to continue as a renewed federation of sovereign republics where the 
rights and freedoms of people of all nationalities are recognized (White, 2010: 2).

Twenty years after the collapse of communism in Russia and the establishment of an independent 
Russia in 1991, the new political system and the political reflection of this situation continue (White, 
Sakwa and Hale, 2010: 1). In the 1980s and 1990s, financial crises occurred in developing economies 
worldwide. Since such countries could not pay their debts, they faced crises similar to those experienced 
by the global economy in 2008-2009. The financial aid from the IMF and the World Bank led to the 
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implementation of policies that would reorganize their economic structures. During this period, Russia 
was also affected by the BRIC economies (Ciochetto, 2011: 4). The transformation processes in the 
USSR and post-communist Russia between 1985-1990 exhibited two main features. First, these processes 
formed part of the crisis of industrial society and signaled change. Second, these processes resulted in 
a major revolution (Mau and Drobyshevskaya, 2012: 22). In the late 1980s, Western institutions such as 
the IMF and the World Bank developed a standard recipe for transition economies. In late 1991, Yeltsin 
sought the advice of Western institutions (Eser, 2017: 43). In the late 1990s, Yeltsin was unable to fix 
the deteriorating economy. The government’s problems were exacerbated by the escalating international 
economic crisis. Since the Asian economic crisis in 1997 affected oil prices, the Russian economy was 
more severely damaged (NTI, 2021). With advice from Western economists and institutions, Yeltsin 
set up his program for Russia’s independent economic policy just days after the collapse of the Soviet 
Union. He then presented the program to the parliament on September 28, 1991. The program included 
the following:

• Economic stability based on the tight monetary and credit policy of the ruble until a separate 
Russian currency was created for strengthening.

• Price liberalization.
• With privatization and the growing private sector, the mixed economy establishment and accelera-

tion of the land reform.
• Reorganization of the financial system, tight budgetary expenditure reforms in the control, bank-

ing, and taxation systems (Eser, 2017: 43-44).

Yeltsin’s decisions to implement economic reforms in 1992 caused controversy within the scope of 
these reforms. Scholars have called their co-main component, economic reforms, “shock therapy” (Weiler, 
2004: 10). Although Yeltsin’s policies in the 1990s affected the duration of the economic downturn, the 
contraction in the economy continued. This shows that all Eastern European countries and the former 
Soviet Union experienced a significant economic decline after communism (Treisman, 2019: 4). Priva-
tization was a rapidly advancing aspect of the Russian economic reform. In 1996, Russia carried out 
privatization in 80 percent of its state institutions. This rate was much higher than those in Poland and 
China, which are considered two of the most successful examples of capitalist reform (Weiler, 2004: 12).

During the privatization period between 1992 and 2000, large private finance-industry-media groups 
were established in Russia. Large enterprises in most sectors of Russian industry were generally inde-
pendent until 2000, except for the fuel and energy sectors. If they joined larger groups, this was subject 
to the principle of mutual autonomy. Large cross-regional companies covering many industry sectors 
began to actively merge in 2001 (Paszyc and Wisniewska, 2002: 46-47). After the 1998 financial crisis, 
Russian Aluminum, Severstal, Alfa Group, and other large companies increased their acquiring key 
businesses in regions far from the basis of their original activities. With the crisis in 1998, the ruble’s 
depreciation made investments in Russia more profitable. After the ruble depreciated by 75 percent 
after the 1998 crisis, reinvesting some assets in Russia became profitable. Despite their decreasing role 
in politics after the election of Vladimir Putin in 2000, oligarchs take an important position in Russia’s 
political and economic life. Business is regarded as a powerful new player in Russian politics, which can 
work with both the federal and regional governments. Despite Putin’s federal reforms, Russia’s largest 
companies consider it important to maintain good relations (Orttung, 2004: 51-58). Between 1990 and 
2000, the Russian Federation faced major problems while contributing to the construction of democracy 
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and economy like other countries in the region. In international politics, it has lost its reputation and 
prestige in Central Asia and the Caucasus (Elma: 131).

The so-called Color Revolutions of the 2000s challenge Russia’s ideals of liberalization and democ-
ratization and its interests abroad and at home. The Russian administration followed the Color Revolu-
tions in the former Soviet republics between 2003 and 2005 with concern. The Russian administration 
regarded the Rose Revolution in Georgia (2003), the Orange Revolution in Ukraine (2004), and the Tulip 
Revolution in Kyrgyzstan (2005) as an effort of Western actors and the USA to initiate regime change 
in the region. The color revolution was regarded as an ambitious attempt of the post-Soviet states to 
reach Russia. The Kremlin prevented the Color Revolutions from affecting Russia and enabled Putin to 
effectively manage the 2007-2008 elections (Wilson, 2010: 21). Despite the leaders’ hopes that Russia 
would provide stability in the 2008-2009 international financial crisis, the country succumbed to the 
effects of the global crisis (Treisman, 2009: 19). Although Russia does not approach its cooperation 
with Western political institutions moderately, integration into the global economy has been one of its 
priorities (Mankoff, 2009: 35).

When Putin became president in 2012, the economic development model of the country that had 
experienced the crisis in 2008 lost its effect (NTI, 2021). Vladimir Putin, who became the President of 
Russia for the third time, approved the New Foreign Policy Doctrine of Russia on February 18, 2013, 
and revealed his country’s foreign policy understanding in the new period with a new concept. In the 
document, it is emphasized that the international system is evolving toward a multipolar system and the 
economic and political possibilities of dominating the global system have weakened (İsmayılov, 2013: 89). 
Political and economic crises occurred in Russia in 2014. Putin continued to distract attention from the 
weak economy by promoting the 2014 Winter Olympics, which cost more than $50 billion (NTI, 2021).

The global recession causes the need for a radical transformation of markets and businesses. The 
goal of the economic and growth crisis to create a post-industrial society, playing a dominant role both 
in Russia and developed countries, disappears. The Ministry of Economic Development announced 
that Russia’s estimated GDP growth rate could be 3.0 percent in 2014, 3.1 percent in 2015, and 3.3 
percent in 2016. This means that it is one of the leading ways to overcome difficulties in economic 
development (Silka, 2014: 310). B. Santo, who was one of the first to evaluate innovation as a tool of 
economic development, showed that the result of implementing innovations appears as a development 
variant (Gurieva and Dzhioev, 2016: 6). In the development process of the Russian economy, economic 
instability is observed, e.g., the decline in oil prices, the lack of external financing, the devaluation of 
the ruble, and economic sanctions against the Russian Federation. The environment for the operation of 
the innovation sector has not been created yet, and there is no high demand for innovation (Morkovkin 
et al., 2017: 10). 2019 was an important year for Russian business. The Russian stock market was one of 
the top performers, gaining more than 40% in dollar terms. Russia is not the only country with economic 
and social status differences, and this problem bothers many countries. As Vladimir Putin’s last term 
as president ends in 2024, an approaching period of political uncertainty may complicate the situation 
for Russia (NTI, 2021).

Women’s Rights in Russia

International Women’s Day, defined by the United Nations, is an international day celebrated on March 
8th each year. It is devoted to developing political and social awareness of women based on human rights 
and celebrating their economic, political, and social achievements. International Women’s Day is a focal 
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point in the women’s rights movement. Women in Russia have a rich and varied history over centuries in 
different regimes. Since Russia is a multicultural society, there are significant differences in the ethnic, 
religious, and social status of women in Russia (Wikipedia, 2021). Class differences have been observed 
in the participation of women in social life in Russia since the 18th century. During this period, the Rus-
sian aristocratic women, who had large lands, had the right to travel to Europe, to trade, and to manage 
property. The situation of rural women in Russia in the 19th century was much more difficult than that 
of urban women. Peasant women were oppressed by their husbands. The fact that men saw women as 
people of a lower level played a role in this (Dalyan et al., 2018: 476-481). In Russia, women took the first 
steps in social life during the time of Peter I, and with his urging, noble women and men came together 
in ball-like organizations (Hosking, 2011: 371-372). In the late 1880s, women in rural areas had various 
forms of freedom from the tutelage of their husbands, such as succession and equal treatment with men. 
They took the initiative and achieved some gains in certain areas. However, women’s rights in Russia 
on these dates were very few compared to European states, which led to women’s rebellion movements 
(Dalyan et al., 2018: 484). Women who held a demonstration demanding suffrage in St. Petersburg in 
1913 staged another demonstration on March 8th, 1917. Creating an equal society in every aspect was 
one of the main goals of the Russian Revolution. Creating a gender-equal society via giving women’s 
rights was a part of that plan. Therefore, the Marxist-Socialist women’s movement was born in Russia 
and spread to Europe and other parts of the world. Many historians state that this demonstration marked 
the beginning of the Russian Revolution. Four days after the performance, the Russian Emperor Nicho-
las II abdicated, and the provisional government gave Russian women the right to vote (Timeanddate, 
2021). Marxists followed the Communist Manifesto. Their basic thesis was that all economic, sexual, 
personal, and political areas of society should change (Göçeri, 2004. 73). From the Stalin era to the late 
1960s, the Communist Party declared that the “women’s problem” had been resolved. Since Russia and 
the USSR were patriarchal societies and constituted the rise of male-female-dominated societies for a 
significant part of the Soviet era, women’s history was not considered an important subject of study. 
Foreign historians and social scientists studying Russia formed an important discipline until the second 
half of the twentieth century, focusing on economic forces and studying previously neglected groups in 
the USSR such as women and the working class (Marsh, 1996: 1).

In the late 1980s, women made up 51% of the working class in the Soviet Union. However, the con-
ditions of many women’s workplaces were poor. People who did not accept to work in poor conditions 
were generally left to perdition. Some were forced to stay in dormitories (Karakuş, 2019: 1585-1586). 
Under Gorbachev and Yeltsin, women did not have political power compared to previous periods in 
Soviet history. The reforms of the Gorbachev era in 1988 reduced the proportion of women at the top 
of the government (Marsh, 1996: 11). In July 1989, miners went on strike to improve women’s working 
conditions. While they wanted a 60 percent increase in their wages, they also wanted maternity leave 
with an additional 6-day leave. With perestroika1, women partially lost their job security (Karakuş, 2019: 
1594). The 1993 Constitution of Russia guarantees the equality of women and men. Nevertheless, women 
struggle with inequality in many sectors. People in Russia expect women to prioritize motherhood. The 
government stated that heavy work posed a threat to women’s safety and reproductive health and banned 
women from occupations such as aircraft repair, construction, and firefighting. The country adopted 
reforms in 2019 to reduce the number of curtailed jobs from 456 to 100 (Borgen Project, 2021). Women 
now work outside the home, and the employment rate of men and women in Russia is 66.1% and 76.2%, 
respectively (in the age range of 15-64 years as of 2018) (Wikipedia, 2021).
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A Brief History of the Russian Advertising Industry

Russian advertising is based on ancient traditions. The beginning of advertising in Russia differs from 
that in Europe due to the culture and history of Russia (Tsetsura and Kruckeberg, 2021).

Russia was affected by the following transitions in the last two centuries:

• Agrarian society and imperial monarchy by the nineteenth century,
• In the second half of the 19th century, the growth of capitalism and the rise of another party system 

under authoritarian rule,
• The short era of multi-party democracy in 1917,
• The socialist revolution at the beginning of the twentieth century and the economic recession,
• Restructuring as a policy of the Communist Party reforms that resulted in the collapse of the 

USSR,
• Establishment of Russia as an independent state and being influenced by “Western” liberal de-

mocracy (Hallin and Mancini, 2012: 119-120).

Historical changes in Russia have seriously affected the media and journalism model. In 1878, the 
first advertising organization was opened in Moscow, and the famous slogan “Advertising is an engine 
of commerce” was launched. At that time, Russian advertising was quite developed. In 1917, a legiti-
mate reason was needed to end the Bolshevik crackdown on the opposition press since the balance of 
political forces in Russia could change. Hence, the Press Decree was issued by the Council of People’s 
Commissars on 27 October (Sheresheva and Antonov-Ovseenko, 2015: 178). After the 1917 Bolshevik 
Revolution, the private sector was abolished, and the commercial advertising industry drastically shrunk. 
In the 1960s, the Soviet Export magazine was published, in which products manufactured in the USSR 
were advertised for customers abroad (Ustinova, 2006: 267). Historically, up to the early days of social-
ism, most advertisements in Russia contained direct messages. Very few advertisements used persuasive 
communication elements. Advertising has often been defined as promotional communications sponsored 
by the Soviet government to transport surplus or faulty goods in planned economic inventories. From 
1994, Russia’s advertising professionals have drawn on the marketing and advertising expertise of the 
West to develop their advertising content (Wells and Auken, 2006: 34).

Since the collapse of the Soviet Union, Russia has revised its economic activities between 1991 and 
1998. Privatization and the integration of global capital markets into the economy were among them. 
Furthemore, Russia transitioned from a centralized economy to a market-oriented economy with the 
“shock therapy” reform. With the ruble crisis in August 1998, Russian consumers were shaken by the 
decline in the ruble’s value, economic instability, and price increases due to the fall of the local currency. 
The first period in the history of Russian advertising covers the years 1991-1996 when the commercial 
crisis was experienced. Most advertisements were aimed at the Russian male audience, businessmen, 
and wealthy people (Chadraba and Springer, 2008: 205). From 1990 onward, the economy and advertis-
ing began to improve in Russia. Advertising has become one of the main factors affecting and shaping 
the media since the 2000s (Iepuri, 2017: 58). During the last 15 years, the advertising industry made a 
giant step forward in Russia, reflecting radical changes in social and economic relations, technologies, 
and mass media (Repiev, 2004). With the opening of the Russian market after the BRIC economies, an 
opportunity was provided to foreign investments. With the increased advertising expenditures, foreign 
advertising agencies began to dominate this market (Ciochetto, 2011: 13).
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Types of Products in Different Advertising Genres

The majority of TV commercials for dairy products and national food are in Russian since they target 
citizens of the Russian Federation. In the TV advertisement for the Russian national dish pelmeni (a type 
of dumplings), advertisers use the language, music, and images of Russian folklore tales. Non-Russian 
brands such as Panasonic, Land Rover, or Kodak often use English brand names written in Roman script. 
Sometimes, Russian TV commercials simply “borrow” and dub Western clips but promote a different 
product because “Copywriting is still an almost unheard of craft in most Russian agencies” (Ustinova, 
2006: 273-274). Historical themes are often used in TV commercials, such as video clips advertising 
Russian beer and lottery commercials. Images of Russian national heroes are used in logos and labels 
and political advertisements, symbolizing respect for traditional Russian products, their high quality, 
and originality. Advertising of national products is used for positive connotations as representations of 
the Soviet past (Iepuri, 2017: 65). Nostalgic products are becoming popular in Russia and the former 
Eastern Bloc. Production rights are sought for Soviet era brands, including Zhigulyovskoye beer and 
Prima cigarettes. Since the collapse of the Soviet Union, Russian marketers have introduced new products 
to appeal to the nostalgic feelings of Russian consumers. Russian Anniversary Cookies are an example 
of a product that reminds many Russians of their past and has been familiar to many generations. This 
product has recently been reproduced with new marketing techniques (Holak et al., 2007: 650-654). 
For example, a television commercial for a Russian juice brand (My Family) shows a happy Russian 
family in an apartment furnished in a Soviet era style like in Soviet movies of the 1960-1970s. The im-
ages presented in the advertisement evoke nostalgic feelings by reminding them of Soviet times (Iepuri, 
2017: 65). In Russia, the number of charitable and non-profit organizations increases in implementing 
socially prepared projects. Such institutions may engage in social advertising to support their activities. 
Cooperation of the state, society, advertising industry, business, and non-profit organizations is important 
for the development of social advertising in Russia (Popkova et al., 2018: 13).

Western technology in Russian advertising is emphasized in advertisements. Direct translations 
from English to Russian were done. During the first period of advertising in Russia, advertisements 
that appealed to “Western” or “pre-revolutionary nostalgic native Russian” values rather than market-
ing communications were prepared (Chadraba and Springer, 2008: 206). The perception of Western 
advertising in the former Soviet Union prevents Western companies from using mass information media 
to reach potential customers in the former Soviet republics. The study by Wells (1994) states that many 
people adopt Western advertising terminology by interviewing professionals, academics, and university 
students (Wells, 1994: 83-85). When Western commercials first appeared on Russian television, the 
foreign products advertised were a novelty for the Russians because they were popular (Iepuri, 2017: 
60). Since 1990, television has become the first mass communication tool (Hallin and Mancini, 2012: 
125). According to Mediascope, TV is still the largest mass media in Russia. The older viewers are, the 
longer time they watch TV. In 2019, viewers aged 54+ spent 359 minutes watching TV every day, view-
ers aged 35-54 spent 221 minutes, children aged 4-17 spent 102 minutes, and people aged 18-34 spent 
132 minutes on average (RMAA Agency, 2020). Radio is another rapidly growing segment of Russian 
commercial media (Hallin and Mancini, 2012: 125).

With approximately 150 million users, Russia’s internet audience is the largest in Europe and the 
seventh largest in the world. The internet advertising budget in Russia in 2018 was higher than spend-
ing on television advertising in 2017. Internet advertising in Russia appears to be growing faster than 
any other type of advertising (Croud.com, 2018). It shows significant growth since television and the 
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internet are among the driving forces of the Russian advertising market. According to VTB Capital’s 
forecasts, with the economic development following the financial crisis, the value of the advertising 
industry would appreciate by 2014 (Warc, 2010). The internet in Russia remains the most developing 
segment, and the volume of the internet advertising market increased by 20%, which is equal to 244 bil-
lion rubles. According to the Russian Association of Communication Agencies (RACA), the advertising 
market development in 2019, the volume of the Russian advertising market was approximately 493.8 
billion rubles. The growth of the Russian market in 2019 was provided by internet advertising (RMAA 
Agency, 2020). The English language and American values influence advertisements in Russia as part 
of global advertising. In Russian advertisements, English may be used for products, company names, 
and logos not to personalize the message of multinational companies. The presence of English and 
Western allusions in advertisements that appeal to middle-class and young people seems to indicate the 
expensiveness, selectivity, and prestige of the product (Ustinova, 2008: 96).

March 8 Women’s Day-Themed Advertisements in Russia

International Women’s Day began to be celebrated in Russia on March 2, 1913. Women held a demon-
stration in St. Petersburg demanding the right to vote (Timeanddate, 2021). The founder of the Russian 
Communist Party, Vladimir Lenin, declared Women’s Day a public holiday in 1917 (History.com, 2021). 
In Russia, International Women’s Day is celebrated with food and drinks with family or friends. Many 
women receive gifts such as flowers on March 8th. Women’s Day has become a national holiday in 
Russia since 1918. It became a non-working day in 1965. International Women’s Day remained a public 
holiday in Russia after the dissolution of the former Soviet Union. Nowadays, March 8th is a holiday to 
honor motherhood, beauty, and spring (Timeanddate, 2021).

March advertisements are considered social advertising to influence attitudes, beliefs, and behaviors. 
Social advertising aims to make an impact by drawing attention to the main social problems faced by 
different countries (Popkova et al., 2018). International digital marketing campaigns have recently used 
the International Women’s Day holiday with less political content in advertisements with the corporate 
support of brands (History.com, 2021). Some studies state that brand popularity is not important in Rus-
sia. However, if a firm aims to reach audiences rather than just trendsetters, it should consider applying 
brand popularity (Whang et al., 2015: 807). The Russian-based YouTube advertisement of the Nike 
brand with the theme of March 8th International Women’s Day was published with the slogan “You’re 
made of what you do.” In the 2-minute commercial by the Wieden Kennedy Dutch advertising agency, 
a little girl begins to sing a children’s song in Russian on stage in front of a large crowd (Erbaş, 2018: 
368). Different themes are used to raise awareness of International Women’s Day. Themes against gen-
der discrimination and inequality are used. Messages celebrating women’s achievements are given. It 
delivers inspiring messages from famous and successful women. We can give a few examples of these;

“I raise up my voice—not so I can shout but so that those without a voice can be heard… We cannot 
succeed when half of us are held back.” – Malala Yousafzai

“When women are held back, our country is held back. When women get ahead, everyone gets 
ahead.” – Hilary Clinton

“The success of every woman should be the inspiration to another. We should raise each other up. Make 
sure you’re very courageous: be strong, be extremely kind, and above all be humble.” – Serena Williams

“There’s power in allowing yourself to be known and heard, in owning your unique story, in using 
your authentic voice.” – Michelle Obama (Edinburgnews, 2021).
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In the advertisement analyzed within the scope of the study, it has been determined that the ideal-
ized “strong woman” representations are the “empowered” woman, the self-confident woman, the ac-
tive woman in the working life, the combative woman who destroys prejudices, the individual activist 
woman, and the woman figures who reverse gender roles. In the advertisement, the girl says that girls 
are made of accomplishments and achievements, passion, bravery, dignity, will that is harder than stone, 
strength, fire, and freedom from other people’s opinions.

METHODOLOGY

The study aims to reveal the depiction of the female characters in the March 8th Women’s Day-themed 
advertisement in the Russian advertisement of the Nike brand and determine the harmony and effec-
tiveness between the meaning of the theme and the advertisement. To this end, the audience comments 
on the brand’s advertisement on YouTube were examined, and it was revealed what expressions were 
used to describe the admiration for the Nike advertisement in Russia. Considering the resource and time 
constraints, it was included in the YouTube sample where the advertisement was published.

Research Model

In the study, the content analysis technique was used, and the general evaluation of the Women’s Day 
advertisement on YouTube, where the advertisement was broadcast, was analyzed with the code table 
created for the analysis of the main female characters and the expressions used to define the admiration 
for the advertisement.

Content analysis is basically a coding process. Communication studies are grouped and coded by 
placing them in a certain conceptual framework. Coding in the content analysis includes conceptual-
ization and operationalization. What is meant by conceptualization is to explain what is meant by the 
concepts used in the study (Öztürk et al., 2016: 366). With the content analysis, data are defined, and 
similar data are brought together within the framework of predetermined concepts and themes so that 
the facts hidden in the data can be presented to the reader in a more understandable way (Ük, 2019: 6). 
The content analysis, which is used to measure and define the content dimensions of message groups in 
a text sample, is a research method used to clearly reveal and explain in detail the content of communica-
tion in an objective, systematic, and non-qualitative manner (Yurttaş, 2018: 1179). The coding criteria 
for which content analysis was carried out in the study are as follows: the theme of the advertisement, 
the number of characters in the advertisement, the gender of the character, the place, the role, the basic 
behavior, the occupation category, the outfit, the age, the body part that appears in the advertisement, 
the use of voice-over and gender, whether the character is a speaker, and gender identity (Ük, 2019: 6). 
The coding framework, adapted from the studies by Erbaş (2018) and Ük (2019), was created to examine 
advertising components and evaluate the research questions.

In the study, the codes in the audience’s verbal expressions were determined as the themes included 
in the advertisement, and the codes were created. In the absence of different researchers, Mackey and 
Gass (2005) state that reliability can be evaluated based on the researcher’s judgment of the data in the 
same way at different times. For example, at the first or second time, it can be based on a re-evaluation 
of a slice of the dataset or the entire dataset (Mackey and Gass, 2005: 243). For the study’s reliability, 
500 audience verbal expressions were checked again one month later, and the same results were obtained. 
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While creating the codes, the “wow,” “amazing,” and “love” comments were coded as “love and beauti-
ful.” The “cry” in the comments was coded as “emotional” in the depictions.

Examining the theme of Women’s Day in a brand and across a country constitutes the study’s limitation.
The following basic research questions were determined for the examined advertisement.

• What expressions were used to describe the admiration for the Nike advertisement in Russia?
• Was the advertisement perceived as feminist in the audience’s verbal expressions?
• What are the distribution ratios of female characters, and how are they defined?

Sampling

‘You’re made of What You Do,’ a YouTube advertisement with the theme of March 8th, International 
Women’s Day, of the Nike brand published in Russia, was examined. The YouTube advertisement was 
chosen due to the ease of access to the advertisement on the web and the accessibility and updateability 
of viewer comments. The most recent 500 user verbal expressions out of 3097 comments were exam-
ined. These verbal expressions were randomly addressed and interpreted to examine the verbal expres-
sions of users with regard to the advertisement, the impressions of how the Women’s Day theme in the 
advertisement affected commentators were discussed, and it was revealed whether the advertisement 
was perceived as feminist in the audience’s verbal expressions. Furthermore, the content of the adver-
tisement was analyzed, and it was interpreted whether the female characters in the advertisement were 
presented as feminist. The YouTube address used for the advertisement review: https://www.youtube.
com/watch?v=Y_iCIISngdI. Researchers can access the advertisement from this address.

Findings and Results

In the advertisement, the door to the concert hall opens, and an ice skater enters. Afterward, a little girl 
continues to sing the song’s lyrics, “Girls are made of iron, striving, self-dedication, and battles.” In the 
continuation of the song, she says that girls are made of perseverance and grace that gives pride to the 
entire nation. Meanwhile, a woman performing ballet appears in the hall among the audience. Power is 
emphasized in the rest of the song, while two women are shown skateboarding and running. Afterward, 
the song ends with the words indicating that girls are made of passion, bravery, dignity, will that is harder 
than stone, strength, fire, freedom from other people’s opinions, accomplishments and achievements. In 
the final scene of the adversisement, the girl singing the song is shown on a soccer field preparing for 
a penalty kick. The slogan “You’re made of what you do” and the brand’s logo appear on the screen.

Due to the theme of March 8th Women’s Day, the analysis in Table 1 was performed to assess whether 
the female characters in the advertisement were sufficiently weighted, and the distribution ratios of the 
female characters and how they were defined were revealed. The commercial film, which constitutes 
the sample, was coded by considering the criteria defined according to the general theme of the ad-
vertisement, the number of characters in the advertisement, the use of voice-over in the advertisement, 
the gender of the voice-over, and whether the characters were speakers, and the results in Table 1 were 
obtained. Thirteen professional female athletes and 1 girl are the main characters. Ten women, 21 girls, 
and 20 men are featured in the advertisement as side characters. It is observed that female characters 
predominate in the advertisement. However, it is seen that the number of men is higher in the characters. 
The weight is equalized in this area, and it is observed that there is no gender-based advertisement. The 
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advertising theme includes “Support for Women’s Business Life and Entrepreneurship,” “Challenging 
Gender Roles,” “Power of Women,” and “Value and Importance of Women.”

To assess whether the advertisement’s content was feminist, the location of the female characters, their 
behavior in the advertisement, their age range, the body parts appearing in the advertisement, their roles 
in the advertisement, the preferred clothes, and their feminine-masculine appearance were examined. 
Table 2 shows frequency values regarding the analysis of main female characters in the advertisement. 
The basic behaviors exhibited by the female characters in the advertisement consist of different sports 
branches. In the advertisement, 13 female athletes appear in the clothes of the sports they do. It is seen 
that the female athletes in the advertisement are professionals. The 13 women in the advertisement 
have a masculine style. It is seen that the young and middle-aged category of women was selected for 
the advertisement. Twenty-two children are featured in the advertisement. The advertisement was shot 
indoors and outdoors. The full body of 35 female characters in the advertisement is visible, and 22 of 
them wear casual clothes. The main characters are athletes and have a masculine style. It is determined 
that the idealized representations of “strong women” in the advertisement analyzed within the scope 
of the study are “strong” women, self-confident women, active women in working life, and combative 
women who destroy prejudices of society with a feminist perspective, individual activist women, and 
female figures who reverse gender roles. In the advertisement, the girl says that girls are made of accom-

Table 1. Content analysis results regarding the general evaluation of the women’s day advertisement

Coding Criteria Frequency (n) Percentage (%)

Number of Characters in the Advertisement

Main Female Character 13 20

Side Female Character 10 15.39

Main Male Character 0 0

Side Male Character 20 30.8

Main Girl Character 1 0.65

Side Girl Character 21 32.4

Main Boy Character 0 0

Side Boy Character 0 0

Total 65 100

Number of Characters Talking

Female Speaker 1 0.23

Male Speaker 0 0

Child 22 95.7

Total 23 100

Voice-Over Use

Yes 1 100

No 0 0

Total 1 100
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plishments and achievements, passion, bravery, dignity, will that is harder than stone, strength, fire, and 
freedom from other people’s opinions. Considering their behavior in the advertisement, the distribution 
ratios of female characters and how they are defined are determined.

Table 2. Frequency values regarding the analysis of main female characters in the advertisement

Coding Criteria Frequency 
(n) Percentage (%)

The Main Place of the Female Characters in the Advertisement

Workplace 0 0

House 0 0

Outdoors 0 0

Both Indoors and Outdoors 1 100

Other Interiors 0 0

Total 1 100

Basic Behavior Exhibited by the Female Characters in the Advertisement

Business 0 0

Housework 0 0

Sport 13 28.9

Leisure Activity 0 0

Other 32 71.1

Total 45 100

Occupational Role Category of the Female Characters in the Advertisement

Expert 13 28.9

Non-Expert 0 0

Unemployed, No Visible Job 32 71.1

Total 45 100

Age of the Female Characters in the Advertisement

Young 22 48.9

Middle-aged 13 28.9

Old 10 22.2

Total 45 100

The Visible Part of the Female Character’s Body in the Advertisement

Face 0 0

Upper Part of the Shoulder 0 0

Upper Part of the Waist 10 22.2

Whole Body 35 77.8

Total 45 100

The Role of the Female Characters in the Advertisement

Housewife, Mother, Wife 0 0

Artist 0 0

continues on following page
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In Table 3, it was examined what expressions were used to describe the admiration for the Nike ad-
vertisement in Russia and whether the advertisement was perceived as feminist in the audience’s verbal 
expressions. It was concluded that the advertisement was feminist in 21.80% of the verbal expressions. 
In the verbal expressions, apart from the word “feminist,” expressions such as “Encourage, Emotional, 
Proud to be a woman” were also considered feminist. It was indicated that the advertisement was suc-
cessful in 20.60% of the verbal expressions. In 17.20% of the verbal expressions, the audience stated 
that they liked the advertisement and found it beautiful. In 7.40% of the verbal expressions, the audience 
indicated that the advertisement was inspiring. While 6.60% of the verbal expressions expressed the 
audience’s appreciation of the advertisement as showing the power of women, the advertisement was 
found efficient in 6.80% of them.

Upon examining the verbal expressions, it is seen that the advertisement was liked since it was femi-
nist. Due to the strong image of women in the foreground and the inspiration it creates for the audience 
for the future, it is observed that Nike makes an effective advertisement in line with its brand image 
with a feminist perspective.

It seems that Russian commenters were touched by the fact that an old Russian song was used in 
the advertisement, and they were surprised that the song was not in English. Commenters from other 
countries stated that the video was prepared with love and beautiful energy, and it was visually good 
and meaningful. Some commenters emphasized the advertisement’s effectiveness by emphasizing the 

Coding Criteria Frequency 
(n) Percentage (%)

Sportswoman 13 100

Career-Oriented Employee 0 0

Convenience-loving 0 0

Beautiful, attractive 0 0

Entertainment, Shopper 0 0

Sexual Object 0 0

A Decorative Object 0 0

Total 13 100

The Clothes of the Female Characters in the Advertisement

Workwear, Uniform 0 0

Suit, Formal Look 10 22.2

Casual clothes 22 48.9

Sportswear 13 28.9

Total 45 100

Gender Identity of the Female Characters in the Advertisement

Feminine 10 41.6

Masculine 13 54.17

Unidentified 1 4.17

Total 24 100

Table 2. Continued
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success of the Nike brand in changing the minds. Female commenters expressing their pride in being a 
woman show the appeal for the March 8 Women’s Day-themed advertisement of the Nike brand.

People expressed their appreciation for the commercial in the following way;

“I love the message, You’re made of what you do.”

“Doesn’t matter how many times I watch this, I always cry.”

“Every time I watch this video - tears appear in my eyes! Brilliantly filmed.”

“This literally got me goosebumps. That is how good it is.”

“It’s so great that the brand tries to change the minds around the world; I love this publicity, and I want 
to include more people who are in a different condition.”

“This made me cry and feel strong at the same time. Thanks for this.”

“Nike has such good inclusive commercials.”

Table 3. Frequency values of the expressions used to describe admiration

Coding Criteria Frequency (n) Percentage (%)

Feminist 109 21.80

Change the world 6 1.20

Love and beautiful 86 17.20

Visually good 25 5.00

Advertisement successful 103 20.60

Efficient 34 6.80

Emphasizing women’s success 3 0.60

The brand that changes minds 3 0.60

Attractive 7 1.40

Importance given to women 3 0.60

Pride 1 0.20

Power of women 33 6.60

Respect for women 17 3.40

Inspiration 37 7.40

Happiness 1 0.20

Value 1 0.20

National Value 31 6.20

Total 500 100
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“This makes me feel proud of being a girl.”

“This is so powerful! Thank you, Nike.”

“This video has inspired me so so much.”

“Thanks for giving such importance to girls.”

“Nike: what are women made of?

I: bravery, independence, strength, beauty, uniqueness.”

“Everyone should watch this and be respectful. We can do this all, not like boys. Like a girl.”

“This is great - thanks, Nike.”

“I can’t believe I even started crying.”

“This girl has got such a powerful and strong voice, u go girl!”

“This is probably one of the best advertisements I’ve ever seen in my life.”

“It’s so great that the brand tries to change the minds around the world; I love this publicity, and I want 
to include more people who are in a different condition.”

“This is so inspiring!”

“At first, I thought it would be an English version of the song, and then I freaked out.”

“I cried watching it; it’s so beautiful. Thanks for it, Russia.”

“It’s incredibly cool.”

“You can always do more to make the world a better place, Nike, but I love this spot and how you are 
standing my Serena and Kap!”

“I usually don’t write comments for stuff like this, but this video has inspired me so so much.”

“It makes me so happy to see companies supporting young women!”

“We must always value women; they are our future.”

“This is exactly what women are made of, and never forget that. Great commercial!”
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“I thought it was a NIKE advertisement, but it turned out to be a great message to the World.”

“This is the best ad campaign about female empowerment. Honestly, people need to start paying more 
attention to female athletes instead of just ignoring them; girls are also good at sports.”

“Women were made to do hard things...so believe in yourself.”

“Good attempt to promote women’s empowerment.”

“I agree with you. Girls made of all of the world.”

“This is very heartwarming; I love the atmosphere and all the sentiments. The message is very powerful 
and very well executed.”

“I am proud to be a woman.” (YouTube, 2021)

The verbal expressions examined showed that the advertisement was generally liked. Some commenters 
stated that Nike’s advertisement made them want to go out and change the world. Commenters thanked 
women for being given importance. They stated that everyone should watch the video and respect it and 
said that women could do anything.

CONCLUSION

International Women’s Day, defined by the United Nations, is an international day celebrated on March 
8 every year. It is devoted to developing political and social awareness of women based on human rights 
and celebrating their economic, political, and social achievements. International Women’s Day is a focal 
point in the women’s rights movement (Wikipedia, 2021). With the widespread and intense feeling of 
consumer culture, the functions of advertisements in daily life also change and transform. Advertising, 
which in its traditional form only aims to convey messages about businesses and brands, has gained a 
function beyond this nowadays and has started to become relevant to the agenda of the consumer’s daily 
life, apart from the organization’s agenda (Ük, 2019: 2). Russian advertising differs from European or 
American advertising due to sociocultural differences. The post-Soviet period enabled Russian society 
to be influenced by the West. Although Western ideas have influenced Russian society very rapidly, 
old Russian traditions and patriotism are experiencing a renaissance. Western advertising in Russia 
is affected by Russian culture (Iepuri, 2017: 59). Many public issues related to various topics are the 
focus of social advertising. Social advertising is used to influence attitudes, beliefs, and behaviors. So-
cial advertising aims to make an impact by drawing attention to the main social problems of different 
countries (Popkova et al., 2018). Social problems encountered in different subjects are included in the 
target of social advertising. Social advertising is an important element influencing attitudes, beliefs, and 
behaviors. It also aims to make an impact by drawing attention to the fundamental social problems of 
different countries. In international digital marketing campaigns, International Women’s Day is one of 
the contents used in advertisements with the corporate support of brands. International digital market-
ing campaigns have recently used the International Women’s Day holiday with less political content in 
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advertisements with the corporate support of brands (History.com, 2021). Upon examining the “strong 
woman” discourse in the advertisement content with the theme of March 8, it is observed that the rep-
resentations of “strong women” in many advertisements aim to strengthen the brand image rather than 
women (Şener, 2020: 146).

In this study, the Russian-based YouTube advertisement of the Nike brand with the theme of March 
8th International Women’s Day was published with the slogan “You’re made of what you do.” In the 
2-minute commercial by the Wieden Kennedy Dutch advertising agency, a little girl begins to sing a 
children’s song in Russian on stage in front of a large crowd (Erbaş, 2018: 368). In the advertisement, 
the door to the concert hall opens, and an ice skater enters. Afterward, the little girl continues to sing 
the song’s lyrics, “Girls are made of iron, striving, self-dedication and battles.” In the continuation of 
the song, she says that girls are made of perseverance and grace that gives pride to the entire nation, and 
meanwhile, a woman performing ballet appears in the hall among the audience. Power is emphasized in 
the rest of the song, while two women are shown skateboarding and running. Afterward, the song ends 
with the words that girls are made of passion, heart, dignity and will that is harder than stone, strength, 
fire, and freedom from other people’s opinions, accomplishments and achievements. In the final scene 
of the advertisement, the girl singing the song is shown on a soccer field preparing for a penalty kick. 
The slogan “You’re made of what you do” and the brand’s logo appear on the screen.

To assess the advertisement content, whether the female characters in the advertisement were suf-
ficiently weighted and the distribution ratios of female characters and how they were defined were 
determined. It is seen that female characters predominate in the advertisement.

To reveal whether the advertisement content is feminist, the location of the female characters, their 
behavior in the advertisement, their age range, the body parts appearing in the advertisement, their 
roles in the advertisement, the preferred clothes, and their feminine-masculine appearance were exam-
ined. In the advertisement analyzed within the scope of the study, it was determined that the idealized 
representations of “strong women” in the advertisement were “strong” women, self-confident women, 
active women in working life, and combative women who destroy prejudices of society with a feminist 
perspective, individual activist women, and female figures who reverse gender roles. In the advertise-
ment, the girl says that girls are made of accomplishments and achievements, passion, bravery, dignity, 
will that is harder than stone, strength, fire, and freedom from other people’s opinions. Considering the 
behavior of female characters, their roles and attitudes in the advertisement, it is observed that there is 
a feminist weight.

In the verbal expressions, apart from the word “feminist,” the words “Encourage, Emotional, Proud 
to be a woman” were also considered feminist. According to these results, the advertisement is feminist, 
and the verbal expressions show that commenters liked it. It is revealed that Nike made an effective ad-
vertisement in line with the brand’s image with a feminist perspective since the advertisement prioritizes 
the image of strong women and inspires the audience for the future.

The verbal explanations examined demonstrated that the advertisement was generally liked. Some of 
the commenters stated that Nike’s advertisement made them want to go out and change the world. Upon 
examining the verbal explanations, it is seen that the advertisement was liked because it was feminist. 
Due to the strong image of women in the foreground and the inspiration it creates for the audience for 
the future, it is seen that Nike makes an effective advertisement in line with its brand image with a 
feminist perspective.
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FUTURE RESEARCH DIRECTIONS

Recommendations for future academic studies are presented below:

a.  The study examined a single brand advertisement containing the subject of March 8. Future research 
can examine March 8 Women’s Day-themed advertisements of different brands.

b.  Research can be done in the context of cultural characteristics of two countries by analyzing women-
themed advertisements prepared by the brand in two different countries.

c.  The study assessed whether the advertisement was perceived as feminist in the verbal expressions 
of the audience. The presence of a sexist approach in these expressions can be determined by ex-
panding the sample volume for the verbal expressions used in the analysis.
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ENDNOTE

1  Perestroika is a political reform movement within the Communist Party of the Soviet Union in the 
1980s. It means restructuring in the Soviet political and economic systems (https://en.wikipedia.
org/wiki/Perestroika).
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ABSTRACT

In this study, the commercial film titled Let’s Turn Off the Taps of the Finish brand, which has been 
awarded the Silver Award in Crystal Apple in the category of Media Use–Television Section in 2020 will 
be analyzed. One of the advertisements of the “Tomorrow’s Water” campaign, which is an awareness 
movement led by Finish Turkey and supported by National Geographic Turkey, Let’s Turn Off the Taps 
draws attention to the risk of Turkey becoming water-poor soon and aims to raise awareness about this 
problem. In addition, Taner Ölmez, the leading actor of the The Miracle Doctor series, took part in this 
commercial, and the commercial was shot in Lake Kuyucuk. The commercial, which draws attention 
with the slogan “The end of the water is seen” broke a new ground in Turkey and brought a different 
dimension to the scenario integration work by bringing together the TV series The Woman and The 
Miracle Doctor broadcast on Fox TV.
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INTRODUCTION

The advertising industry in Turkey emerged in the middle of the 19th century. In the aforementioned 
years, which coincided with the last periods of the Ottoman Empire, the newspapers that emerged after 
the widespread use of the printing press began to receive advertisements to meet their costs and the first 
advertisement examples emerged. From that period to the present day, the advertising sector has contin-
ued to develop and has emerged as one of the cornerstones of the cultural economy. In other words, the 
Turkish advertising industry has developed depending on the social, political, and economic dynamics 
of Turkey and has become one of the main structures of the country. In this context, the advertising 
industry is a global industry that is growing day by day for Turkey, which has been changing and trans-
forming sectors. When the development process of advertising in Turkey is examined, it is possible to 
say that printed media organs have developed primarily. The development of printed publications led to 
the expansion of the readership of newspapers and contributed to the development of press advertising. 
The development of press advertising has also enabled the advertising sector to develop. The period 
between 1957 and 1961 is called the “dark years” for the Turkish advertising industry because of only 
the “Official Announcements Company” has the right to place advertisements in newspapers and maga-
zines. But the 1980s are considered decidedly important for the history of the Turkish advertising. In 
the 1980s, advertising agencies with foreign partners were established; advertising discourses changed 
and the advertising industry underwent a major transformation. The concepts of “creativity”, “authen-
ticity”, “success in advertising” gained importance in the mentioned years, and competitions involving 
“different” and “original ideas” gained momentum during this period. It can be said that the 1980s was 
one of the most intense periods of globalization for the advertising industry in Turkey. Each developing 
and changing technology has brought different and new channels, and the 1990s has become a period in 
which advertising measurements were made and advertising types developed and changed. In the 2000s, 
advertisements that benefit from the innovations offered by internet technology are not only used as paid 
messages to promote goods and services, to create changes in consumers’ attitudes and behaviors, to 
direct them to a certain thought, to increase sales figures, but also appeared to draw attention to social 
problems and raise awareness. In this context, there have been more complex communication campaigns 
in which various media are integrated, rather than advertisements in which a single medium is used. 
These communication campaigns, which are more effective, faster, and more attractive, are an effort 
that brands use quite a lot today.

In the digital consumption era that we live in, advertisements are also frequently used to inform, raise 
awareness and mobilize the public. The reasons such as the increase in the awareness of the consumers, 
the importance of the concept of sustainability, the increase in the number of environmentally sensitive 
consumers, the ability to give rapid feedback to advertisements through social media, the existence of 
advertisements that repeat the same messages, and the increase in global competition have led to the 
change and transformation of concepts such as brand communication and advertising communication. 
For instance, nowadays, similar advertising messages make ads ordinary, reduce the attractiveness of 
advertising messages, and cause consumers to be insensitive to the same advertising content. In today’s 
competitive conditions, where products and brands are so similar to each other, it is considered very 
important to call out to consumers by producing different strategies in postmodern marketing commu-
nication studies.

“Postmodern brand communication”, where different strategies are blended with the right messages, 
new approaches are in question, and differing from traditional communication studies, aims to raise 
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awareness by considering the attitudes, behaviors, and also values of the society. In this context, it is 
necessary to evaluate the concept of “brand communication” as a concept that aims to convey the right 
messages to the right target audience at the right time and use the right strategies. Due to its nature, 
the postmodern period we live in decidedly allows for the coexistence of differences. For this reason, 
advertising messages in postmodern brand communication strategies can consist of content that brings 
different subjects, people, and positions together.

Advertising with scenario integration and environmentalist discourse, which can be evaluated in 
postmodern brand communication, attracts a lot of attention. The increasing awareness and sensitivity 
towards concepts such as “sustainability”, “environmental awareness”, and “unnecessary consumption”, 
which have increased in recent years, encourages consumers to evaluate brands and products with these 
aspects. In today’s world where limited resources have become even more limited, it is possible to say 
that “environmentally sensitive”, “high ecological concerns”, “sustainable” and “recyclable” brands or 
advertisements are more in demand as well as the quality, nature, and pricing of products and brands. In 
this context, the advertisement messages in question not only increase the reputation of the brand but also 
aim to raise the awareness of the consumers against the social problem highlighted in the advertisement. 
“Social advertisements” aim to raise awareness and mobilize the masses against any social problem, by 
revealing any social problem, protecting the benefit of society.

As one of the types of advertisements, advertisements with social content contribute to social awareness 
within the framework of the principle of social benefit by positively changing the attitudes and behaviors 
of the masses. Aiming at positive changes in the attitudes and behaviors of society, advertisements with 
social content reach the masses quickly and affect the behavior of individuals. These advertisements, 
which are sensitive to social problems, address themes such as environmental problems, climate changes, 
and unconscious consumption of resources, earthquakes, and erosion. It can be said that nowadays ad-
vertisements are prepared not only with commercial concerns but also by considering the social benefit. 
In this context, advertisements with social content should be prepared with remarkable communication 
strategies by knowing the target audience very well and also taking into account the habits of the target 
audience. In other words, for ads with social content to be effective, it is crucial to determine a target 
audience that can take action quickly, address the audience with the right messages at the right time, 
support the message with different communication tools when necessary, and be measurable.

In this study, the commercial film titled “Let’s Turn off the Taps” of the Finish brand, which was 
awarded the Silver Award in Crystal Apple in the category of Media Use –Television Section- in 2020 
will be analyzed. One of the advertisements of the “Tomorrow’s Water” campaign, which is an aware-
ness movement led by Finish Turkey and supported by National Geographic Turkey, “Let’s Turn Off 
the Taps” draws attention to the risk of Turkey becoming water-poor soon and aims to raise awareness 
about this problem. In addition, Taner Ölmez, the leading actor of the “The Miracle Doctor” series, 
played in this commercial, and the commercial was shot in Lake Kuyucuk. The commercial, which draws 
attention with the slogan “The End of the Water is Seen”, broke new ground in Turkey and brought a 
different dimension to the scenario integration work by bringing together the TV series “The Woman” 
and “The Miracle Doctor” broadcast on Fox TV. In addition, the advertisement of Finish - “Let’s Turn 
Off the Taps”, which can be evaluated in the context of today’s postmodern brand communication and 
social advertising, is very important in terms of understanding and making sense of today’s changing 
and transforming communication works by giving a holistic message.
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Turkey: The Country Connecting Asia and Europe

Turkey, officially the Republic of Turkey, is located in Anatolia, a point where Asia and Europe converge. 
In this context, due to its geographical location, Anatolia has also witnessed the passage of different 
masses of people. Turkey, which hosts many different civilizations, has also allowed different cultures 
to come together (tbb, 2021). The country, which has 81 administrative units, consists of 7 regions: the 
Black Sea Region, the Marmara Region, the Aegean Region, the Mediterranean Region, the Central 
Anatolia Region, the Eastern Region, and the Southeastern Region. It is possible to mention the unique 
climatic conditions, geographical features, and cultural structure of each region. In addition to this, it 
is known that the fertile soil of Anatolia, where Turkey is located, has hosted many civilizations due to 
its many microclimates.

As a country that has spread over a wide area geographically, encountered and dominated various 
cultures, Turkey has succeeded in influencing many civilizations in the political, social, and cultural fields 
(Türkiye Kültür Portalı, 2021). These riches in the cultural structure have also influenced the traditional 
arts, culinary culture, language and dialects, and music culture. Cultural heritages transferred from the 
past to the present have also been registered by UNESCO, and the number of elements registered in the 
National Inventory of Intangible Cultural Heritage of the Ministry of Culture and Tourism of Turkey 
has reached 294. In addition, 20 of these cultural elements are registered on the UNESCO Intangible 
Cultural Heritage List. In this respect, Turkey is among the 5 countries that registered the most intangible 
cultural elements with UNESCO (Çiftci, 2021).

Turkey is in a very important position not only with its unique cultural heritage but also with its 
economic income sources, agriculture, animal husbandry, industry, tourism, and underground treasure. 
Considering its environmental characteristics such as climate, landforms, water resources, seas, and 
vegetation, it appears as a very important country especially in the fields of agriculture and tourism. In 
this context, tourism activities in Turkey occupy a substantial place among the growth elements of the 
economy. Considering the Mediterranean and Aegean coasts, historical and cultural heritage of Turkey, 
it is inevitable fact that it is a famous touristic country (Özdemir and Öksüzler, 2006).

When Turkey’s geographical, economic, social, and political structure is evaluated, it can be said that 
it is a country that is open to development. In addition, it is one of the notable countries of the world 
with its historical and cultural heritage, rich water resources, and underground treasure. It is an important 
country not only with its geopolitical location, geographical and economic characteristics, historical and 
cultural heritage but also in terms of its success in different industries.

In addition to all its geographical and cultural richness, Turkey has favorable conditions for major 
brands to invest in. For example, with its young and dynamic population, Turkey can react quickly to 
technological developments. Today, a young and technology-friendly target audience is seen as a re-
markable market for brands, as the most important economic activities are in parallel with technology. 
Advertisements, which are the most important tool of brands in terms of promotion and consumption, 
appeal to the young population, the young population can quickly respond to these advertisements.

Turkey as a Productive Country for the Global Advertising Industry

The concept of advertising, which can be defined as the whole of written, audio and visual works 
carried out to direct consumers to a good or service, to attract attention, to increase sales figures, to 
protect and increase brand value, has started to be seen frequently in newspapers, which have become 
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an important communication tool after the spread of the printing press. Advertising in mass media in 
Turkey first appeared in 1840 with the publication of the newspaper, Ceride-i Havadis. The first of the 
illustrated advertisements in commercial terms was published in 1864, in the newspaper, Tercüman-ı 
Ahval (Koloğlu, 1999).

The Turkish advertising industry, which was revived with press advertisements given by foreign 
institutions in the Republican Period, increased the newspaper circulation with the alphabet reform and 
the increase in literacy rate, and press advertisements became a very important source of income (Töre, 
2011: 35). Audio technologies, which are actively used after the development and widespread use of 
written media, have contributed to the development of advertising to a great extent. The 1950s appear as 
the years when the radio was used as an effective medium. The development of electronic media brought 
television broadcasting to the agenda, and the use of television was a milestone for the Turkish advertis-
ing industry. The 1970s were the years when television was first used as an advertising medium by the 
Turkish advertising industry. In 1961, the “Press Advertising Agency”, which is very important for the 
Turkish advertising industry, was established. This development is considered as one of the breaking 
points of the Turkish advertising industry due to reasons such as the increase in the value given to adver-
tising agencies and advertising, and the rise in advertising expenditures of institutions (Töre, 2011: 35).

Due to the liberal economic policies that came to the fore in Turkey in the 1980s, foreign investors 
showed interest in Turkey and foreign partners began to come to advertising agencies. It can be said 
that the Turkish advertising industry has achieved successful productions as the number of advertising 
agencies has increased and institutions have started to carry out long-term advertising activities. Addi-
tionally, the increase in foreign partnerships brought professionalism to the Turkish advertising industry 
and contributed to the development of creative strategies (Elden, 2016: 156).

In the 1990s, the increase in the number of television channels, the increase in the trust in print 
media, the widespread use of them, and their reach to large masses contributed to the development of 
advertising strategies and the increase in advertising and marketing activities.

In the early 1990s, the monopoly of the Turkish Radio and Television Corporation (TRT), which 
was the only channel in Turkey, came to an end, and private channels broadcasting from outside Turkey 
started broadcasting from within the country after the permission and their number increased. This 
situation brought up the issue of viewing rates increased the number of channels to be advertised, and 
the Broadcasters Audience Research Board (TIAK) was established with the participation of the Ad-
vertisers Association, Association of Advertising Agencies, International Advertisers Association, and 
broadcasting organizations. In addition, the Press Audiences Research Board (BIAK) was established in 
1996 to control issues such as press monitoring and measurement (Çağlak, 2016). It can be said that the 
main task of these important institutions such as TIAK, BIAK, RIAK (Radio Monitoring and Research 
Board), which are used to measure the effectiveness of the media, is to measure whether the right com-
munication messages reach the right target audience at the right time.

With the proliferation of private television channels, the increase in competition among channels, 
and the understanding of the importance of effective advertising and marketing activities for institutions, 
the value attributed to measurement increased, and the Radio and Television Supreme Council (RTÜK) 
became operational in 1994 to ensure the control of private channels so that the said value does not lead 
to unfair competition (Elden, 2016: 157).

In addition, the importance of outdoor advertising was noticed in the said period and billboard adver-
tisements came to the fore in 1997 (Hızal, 2005: 118). Also, advertising agencies have brought a different 
perspective to the sector by including the said advertisements in the media planning of the institutions.
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In the 2000s, innovations in information and communication technologies allowed the emergence and 
realization of different channels and offered wide opportunities to the advertising sector. Today, reasons 
such as smartphones, artificial intelligence, and the increase in social media have affected not only the 
global advertising industry but also the Turkish advertising industry and contributed to the emergence 
of new advertising models. Integrated advertising campaigns have come to the fore for reasons such as 
the fact that conventional media, especially television, still maintains its power, and that it is possible to 
reach a more specific target audience in digital media, it is more economical, and it is measured faster. 
Today, the main reasons for the increase in the number of brands that benefit from the effects of digital 
media and add social media to their traditional advertising efforts are making more precise measure-
ments, reaching more people, providing ease of sharing on social media, and providing a viral effect 
very quickly and very easily.

World-renowned brands paid more attention to these advertising activities and tried to achieve the 
success they achieved in conventional advertising in digital media as well. For example, Bing collabo-
rated with world-famous artist Jay-Z for Bing Maps, placing 320 pages of Jay-Z’s autobiographical book 
in 15 separate cities in traditional and social media. Among the places where the pages of the book in 
question were placed were t-shirts, coats, billiard tables, and pool floors. Afterward, users were asked 
to photograph these places and upload them to their addresses. As a result, the average of visits per user 
was 11 minutes. Moreover, there was an 11.7 increase in the number of people visiting Bing. At the end 
of the campaign, 1.1 billion dollars of media exposure was achieved (Erkut, b.t.).

Similarly, at the 14th Felis Awards in 2019, advertising campaigns such as “Turkey’s Water-Finish”, 
“Women To Admire - Fox Networks Group”, “Dear Brother-LÖSEV”, “Be the Lantern - Fenerbahçe”, 
“What a Beautiful Thing To Read - Idefix” were awarded for their achievements in Turkey (Kocasu, 2019).

It can be said that integrated advertising campaigns, in which digital and conventional channels 
are blended with different communication messages, were evaluated within the scope of “postmodern 
brand communication” as a remarkable and effective strategy, and the 2000s became a turning point 
for the Turkish advertising industry. In this context, postmodern brand communication has also brought 
up the use of different advertising discourses and different media on social problems together. In our 
age, advertising has become not only a method of persuasion that tries to increase product promotion 
and sales, but also a tool aimed at drawing attention to the points where society is sensitive. Interactive 
and fast media used in the digital age we live in have made it easier to draw attention to different social 
problems, and distinct and remarkable advertising contents shared have spread rapidly. Advertisements 
that include scenario integration work and environmental discourse, which can be evaluated within the 
scope of postmodern brand communication, are in an indispensable position for the Turkish advertis-
ing industry. In today’s world, where consumers have become more conscious of goods and services, 
eco-consciousness has risen, and the concepts of “sustainability” have gained importance, brands have 
attached great importance to “advertisements with social content”. In this context, it is considered im-
portant to use accessible channels together, to reach the right target audience at the right time with the 
right messages, to call and mobilize consumers through interactive channels when necessary, and to 
raise awareness for these communication efforts to be effective.
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FINISH - “LET’S TURN OFF THE TAPS” ADVERTISING CASE

In this section, the commercial film of the Finish brand named “Let’s Turn Off the Taps”, which was 
awarded the Silver Award in the “Crystal Apple” competition, which is a very important competition 
for the Turkish advertising industry in the Television Category in 2020, will be analyzed and then the 
scenario integration work using the TV series “The Woman” and “The Miracle Doctor” broadcast on 
Fox TV will also be mentioned.

Significance

Today, the rapid change in the production-consumption balance creates differences in brand communi-
cation. In the postmodern consumption era, concepts such as brand communication and advertising are 
also undergoing change and transformation due to reasons such as the increase in the education level of 
consumers and being more sensitive to social problems.

The commercial film of the Finish brand, “Let’s Turn Off the Taps”, which comes across as a post-
modern communication work and has a scenario integration work by breaking new ground in Turkey, is 
important in terms of both containing the concept of social advertising and being a brand communication 
work. The examination of the said commercial is important both in terms of revealing the changing and 
transforming brand communication concept and making sense of the advertisement with social content. 
In addition, considering that this study will contribute to the relevant literature, it will be possible to 
contribute to the emergence of new approaches in the next generation advertising studies of brands.

Purpose

This study aims to analyze the commercial film Finish - “Let’s Turn Off the Taps” with a social content 
themed “careful consumption of resources”, which is one of the problems that exist in social life. An-
other aim of the study is to examine the scenario integration work carried out in parallel with the two 
domestic TV series broadcast on Fox TV and the commercial film in question. In this study, which will 
be carried out in line with these purposes, this brand communication study, which gives social advertis-
ing and holistic messages, will be analyzed and interpreted.

Universe and Sample

The universe of this study is the list of winners of the Crystal Apple competition in 2020, one of the most 
important “Advertising Awards” competitions in Turkey, organized every year by the “Advertising As-
sociation”. The sample of the study is the commercial film “Let’s Turn Off the Taps”, which is included 
in the list and received the Silver Award in the best media use-Television category. The advertising film 
in question was considered important and selected in terms of being Turkey’s first scenario integration 
work and drawing attention to excess water consumption, which is a social topic.

Method

This study aims to analyze the advertisement work called Finish - “Let’s Turn Off the Taps”, which is 
a scenario integration study that is also a social advertisement, which is realized for the first time. This 
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advertising campaign, which provides a holistic advertising message, will be examined using the content 
analysis method.

As An Environmentally Responsible and Sustainable 
Campaign: Finish - “Let’s Turn Off The Taps” Case

Today, consumers’ being more sensitive about decreasing resources, the increase in environmentalist 
discourses, the importance of the concept of “sustainability” in every sector, and the emphasis on eco-
consciousness have led brands to prepare “advertisements with social content”. Currently, advertisements 
not only focus on commercial activities but also aim to raise awareness of social problems by taking the 
public interest into account. Many brands in Turkey adopt these advertising campaigns, draw attention 
to any problem and work to improve the quality of life.

Today, one of the issues that need attention and precautions is the reduction of water resources. 
According to the reports of organizations such as the United Nations and UNESCO, water resources 
are decreasing and drought is being experienced in Turkey and the world due to reasons such as global 
warming, increased drought, and increasing population (austrotherm, 2020). It is crucial to use water 
resources carefully and consciously, which are necessary for the continuation of the ecosystem. In this 
context, the advertisement campaign called Finish -“Let’s Turn Off the Taps”, which was carried out 
to draw attention to the environmental problem in question, received great attention and received many 
awards. The commercial film in question was shot at Lake Kuyucuk in Kars Province of Turkey, and 
Taner Ölmez played in the commercial. Created by Havas Istanbul, the commercial begins with Taner 
Ölmez’s vocalization of the musical track “Suyun Sonu Görünüyor (The End of Water is Seen)”. The 
second part of the commercial meets the audience with the disappearance of Taner Ölmez, who sang 
the song on the cracked, arid lands of Lake Kuyucuk, and the screen showing the dry areas with a wider 
angle. In the second part of the commercial, the mother and child who place the dishes in the dishwasher 
in a kitchen meet with the audience. After the rhetoric “Turkey is at risk of being water-poor”, the plates 
that are washed with excessive water consumption and put in the dishwasher attract attention. Right 
after, the message, “We can save 57 liters of water in every wash, 40 times the water of Kuyucuk every 
year, by simply stopping swilling out the dishes” is given in the commercial film. It can be said that 
the main purpose of the commercial film, which uses the slogan “Let’s turn off the taps, don’t let the 
water end”, is to create behavior changes by convincing or motivating the target audience to a specific 
topic or a specific problem. In this context, the commercial film, which highlights the fact that water 
resources are decreasing and Lake Kuyucuk is facing drought, invites individuals to be careful about 
water consumption.

It is known that advertisements with social content, which address social and environmental problems 
through mass media, also offer ideas for solutions to these problems. In this context, in the commercial 
titled Finish - “Let’s Turn Off the Taps”, recommendations were presented to solve problems such as 
drought, the decrease in water resources and the drying up of Lake Kuyucuk, and how much savings 
could be saved by not swilling out the dishes were shared with the audience. In addition, it can be said 
that the presence of an actor like Taner Ölmez, who has recently become popular, has appeared in vari-
ous public service ads, and is known for his social awareness, is quite effective. As a result, it is aimed 
to change the individual behaviors towards global and environmental benefits, in other words, to direct 
them to the positive, in the commercial film that appeals to the emotions of individuals by using both 
visual and auditory elements.
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A First in Turkey: Scenario Integration Study

The commercial titled Finish -“Let’s Turn Off the Taps” involves the “scenario integration work” that 
can be evaluated within the context of postmodern brand communication and is a first in Turkey. Draw-
ing attention to the risk of Turkey becoming water-poor shortly and successfully raising awareness, the 
Finish -“Let’s Turn Off Taps” campaign gives a holistic message and shares a common scenario by 
bringing together two of Fox TV’s most popular TV series, “The Woman” and “The Miracle Doctor”.

The work in question, performed by Havas Istanbul and featuring the crossover of two series of the 
same concept on the same channel in a common scenario adds a different dimension to brand commu-
nication. Turkey’s two most popular and watched TV series were selected for the integrated advertising 
campaign, which supports each other in both channels, gives holistic messages, and aims to reach a 
wider target audience.

When Bahar (Özge Özpirinççi), whom we see in the role of “mother” in the TV series “The Woman” 
broadcasted on Fox TV on Tuesday evening, November 19, takes her ill son Doruk (Ali Sami Sefil) to 
the emergency room, they encounter Ali Vefa (Taner Ölmez). This situation constitutes the first step of 
the scenario integration study. The story, which was left unfinished with the aforementioned encounter 
scene, continues on Thursday, November 21, in the TV series “The Miracle Doctor”. Doctor Ali Vefa, 
who focuses on Bahar and Doruk standing at the door of the emergency room in the said series and 
takes care of them, draws attention to the issue by telling Bahar that Turkey is a country that suffers 
from water shortages. In the sequence where Bahar is observed to be quite confused, it is seen that she 
exhibits a different behavior with the words “the flowing water stops for children”.

Doctor Ali Vefa’s statement that Bahar cannot understand the subject and that his patient, Doruk, is 
dehydrated, appears as a remarkable scene.

Figure 1.
Source: “Let’s Turn Off the Taps So That the Water Doesn’t End”- Finish Pazarlamasyon.com, 2021.
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In this scenario integration work, which is quite effective and gives striking messages, Doruk’s illness 
due to dehydration and the messages given in the commercial named Finish -”Let’s Turn Off the Taps” 
constitute a complementary feature. According to the scenario, a small child who becomes sick by be-
ing dehydrated symbolizes the risk of future drought, while the words of Dr. Ali Vefa are a precaution 
on this issue.

Considering the integration of the scenario and the messages given by the commercial, it is seen that 
a very important issue is highlighted, solutions are offered and the public is motivated to take action. The 
aforementioned successful campaign also spread rapidly with the hashtags “#akansulardurur” (flowing 
water stops) and “#birdamlamucize” (a drop of miracle) supported by the audience on social media. In 
this context, the integrated advertising campaign, which was also supported on social media, succeeded 
in conveying the message that Turkey is at risk of becoming water-poor shortly, to a wider audience.

Collaborating with the North Nature Association to protect Lake Kuyucuk, which contains 232 dif-
ferent bird species, and to keep the water resources of the future under control, Finish has achieved a 
new success with the said integrated campaign. Finish won not only the Crystal Apple Silver Award 
but also the Grand Prize in the field of “Transforming Marketing Effect” at Felis, another important 
competition that triggers creativity for the Turkish advertising industry. Finish, which is also an award 
winner from the Integrated Campaign Department and the Media Department, was also “Brand of The 
Year” (DigitalAge, 2020).

When the motto “Let’s Turn Off the Taps” of Finish brand and the conducted scenario integration 
work are evaluated as a whole, it can be seen that in today’s increasing competitive conditions, it effec-
tively captures consumers who avoid similar content, offers solutions to an environmental problem that 
concerns Turkey and needs to be taken, and protects individuals against the said problem. results have 
been achieved. In addition, it is an inevitable fact that more individuals or consumers are reached with 
the viral effect provided by the support of social advertisements in interactive media.

In addition, the brand creates a sense of trust in the consumer by creating advertising films on the 
same theme in a series and publishing the same problem decisively with different slogans, and thus, this 
situation gives the brand a reputation. Nowadays, with the increase in environmentalist discourses and 
the increase in awareness with social media, consumers show more sensitivity and draw a conscious 
profile on issues such as “wellness”, “sustainability” and “natural life”. In this context, as the number 
of environmentally sensitive brands increases, it will be easier to become a reputable brand in the eyes 
of consumers, as well as to adopt an environmentally friendly lifestyle.

FUTURE RESEARCH DIRECTIONS

In addition, in recent years, due to reasons such as increasing awareness of today’s consumers with digi-
talization, increasing sensitivity towards “environmental” and “green” products, giving more importance 
to “health” and “naturalness”, and increasing awareness of “natural life” it is seen that brands focus on 
commercials with social content. In this context, the Finish brand has drawn attention to a very important 
problem for Turkey, created awareness, and made a long-term investment in corporate identity studies. In 
other words, it supported the messages it gave on an important issue concerning society with integrated 
communication campaigns and maintained a successful advertising campaign by communicating with 
consumers through different channels.
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The integrated communication campaign in question, aimed at informing and raising awareness of the 
society, has a multifaceted effect and creates a behavioral change in the society. In this context, it can be 
said that Finish - “Let’s Turn Off the Taps” advertisement, which can be considered within postmodern 
brand communication concept, involves social responsibility, public service advertising, and advertise-
ment with social content, scenario integration study, and public relations advertising.

CONCLUSION

In this study, information about the geographical, economic, and cultural characteristics of Turkey, one 
of the most important countries in the world, was given, the Turkish advertising industry was explained, 
and then the commercial film Finish - “Let’s Turn Off the Taps” and its integration study, which is a 
first in Turkey, received the Silver Award in Crystal Apple and can be evaluated within the scope of 
postmodern brand communication, was examined.

It is known that Turkey has a high potential among the countries of the world with its geopolitical 
position and economic resources. Turkey is a cosmopolitan country that has been greatly influenced by 
different cultures by hosting many civilizations with its geographical features. It has attracted attention 
with its underground and aboveground treasures and has managed to become a strong tourism country 
with its historical texture.

It can be said that Turkey stands out not only with its geographical features and cultural background 
but also with its success in different sectors. The advertising sector, which developed and enriched with 
the increase in the number of advertising agencies in Turkey in the 1970s and 1980s, has become an 
industry where technological developments are followed very closely and easily. Currently, the sector 
in question, which operates in categories such as newspapers, radio, television, outdoor, is developing 
and transforming with new and interactive media offered by Internet technology. In this context, the 
Turkish advertising industry is in an exciting position with successful efforts that adapt to innovations 
on a global scale.

The Turkish advertising industry, which has become an industry that triggers creativity with different 
advertising competitions, also draws attention with its openness to innovations and firsts. The chang-
ing and transforming world order, diminishing natural resources, and sustainable living policies cause 
advertising activities to be carried out not only for promotion or sales but also to draw attention to any 
social or environmental problem and to raise awareness.

On the other hand, environmental problems such as the increase in the consumption rate of individu-
als, destruction of natural resources, and increase in air-water and soil pollution, climate changes, and 
decrease in water resources have a negative impact on Turkey as well on a global scale. In this context, 
it is obvious that successful communication studies on this subject achieve their goals in the long run 
and instill awareness on the subject to consumers.

The commercial film titled Finish -“Let’s Turn Off the Taps”, which was examined in this study, 
both drew attention to the drought problem in Lake Kuyucuk and brought a different perspective to the 
Turkish advertising industry by bringing solutions to the issue. The long-term advertising campaign has 
had wide repercussions not only in conventional media but also on social media. In this respect, it has 
succeeded in reaching large audiences as a remarkable, interactive, and resounding advertising campaign. 
At the same time, by blazing a trail, it carried out a scenario integration work and reinforced the message 
in question by repeating the message it gave in the commercial differently.
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ABSTRACT

To comprehend how British advertising gained its unique identity, this study reviews historical events 
and phenomena such as imperialism and Brexit, discusses the cultural structure of British society, and 
considers the advertising industry’s political-economic structure. It utilises a modern branch of critical 
discourse analysis called multimodal discourse analysis and extensively studies the HSBC TV commer-
cial titled ‘Home To So Much More’, focusing on how its visuals create and represent Britishness and 
the British way of making advertisements.

INTRODUCTION

In today’s world, shaped and understood through the lens of globalization (especially since the 1980s), 
common features and similarities between markets, target audiences, products, and marketing messages 
increasingly attract attention and celebration. However, despite the similarities increasing in global 
scale caused by technological developments and communicational convenience (Levitt, 1983), culture 
remains the dominant factor in communication (Singh & Appiah-Adu, 2008, p. 133). This means that 
although global trade and commerce would prefer a target audience with homogenised tastes, ‘desires 
and behaviour are not converging’ (De Mooij, 2014, p. 22); therefore, how to address and influence these 
desires and behaviour remains culturally specific. Douglas and Isherwood (1978) argue that products and 
culture have a reciprocal relationship in which they shape and carry meaning through each other. On this 
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basis, advertisements act as a front for a culturally established world of consumers and consumer goods 
(McCracken, 1986). This close connection between culture and, specifically, marketing communication 
inspires different schools of advertising across several countries and regions.

The United States (US), being the origin country for the theory and thinking of advertising, is con-
sidered the benchmark of marketing communication (De Mooij, 2014, p. 273). Comparison between the 
US and the United Kingdom of Great Britain and Northern Ireland (UK) reveals the highly constitutive 
role of culture in advertising, as well as the American impact on British advertising during much of the 
20th century. Although these two countries seem superficially alike, sharing a common language, similar 
political and commercial systems, and Anglo-Saxon history, they are distinguished by their approaches to 
advertising, resulting from their socioeconomic, geographical, cultural, ideological, and communicational 
differences (Pigott, 1996, p. 248). To better explain, this chapter follows the early history and develop-
ment of British advertising and the relations between marketing communication practices in the US and 
UK. The chapter also unfolds the nature of ownership in British advertising and how US dominance 
was overcome, aiming to understand what forces shaped the unique characteristics of British advertising 
such as humour, the soft-sell approach, entertainment value, and class division (Nevett, 1992, p. 65).

To take a snapshot of British advertising, this chapter reviews historical events and phenomena such 
as colonisation, world wars and the Industrial Revolution that directly affected the British advertising 
field. The UK’s colonial past, its international relations during and following the First and Second World 
War, its ability to translate its past to continue to be a powerful player in the modern globalised world, 
and finally its re-emerging localization through Brexit will be debated. Moreover, to comprehend how 
British advertising gained its unique identity, the cultural structure of British society and the advertising 
industry’s political-economic structure are discussed. Through these discussions, this chapter establishes a 
historical and cultural outline against which to analyse HSBC’s ‘Home To So Much More’ TV commercial.

‘Home To So Much More’ was deemed appropriate for this study because of its close affinity to the 
Brexit phenomenon and post-Brexit social climate. Its precursor in 2019, the ‘We Are Not An Island’ 
campaign, was perceived as a direct response to Brexit by the British public. Concerned by being perceived 
as a strictly global bank for wealthy foreigners, and thus lacking relevance to the British public, HSBC 
UK has been focusing on what it means to be British and how this naturally entails being international 
and multicultural too since December 2018, when it first published the commercial titled ‘The Global 
Citizen’. Therefore, the latest instalment of these efforts provides a unique post-Brexit viewpoint and 
offers an opportunity to consider what makes an advertising campaign quintessentially British. ‘Home 
To So Much More’ encompasses complex features of British advertising that can be traced back to the 
field’s roots, such as geographical, political, local, and multicultural features, along with the use of 
humour and soft-sell strategies, all in one single ad.

This chapter utilises a modern branch of critical discourse analysis (CDA) termed multimodal discourse 
analysis (MMDA) to examine the commercial. CDA is primarily used to explore such concepts as the 
communication patterns used by large institutions, latent discourses in media texts, and the creation of 
individual and group identities conveying ideological attitudes, power, and status (Fairclough & Wodak, 
1997, p. 272). Therefore, it is useful for examining advertising texts to understand how power relations 
are established and used and how ideology has been reproduced and transmitted in discourse through 
the periods of imperialism, globalization, and localization. This study uses MMDA because TV com-
mercials include several different modes of communication, such as sound, visuals, framing, and music. 
Therefore, a holistic approach is required to fully uncover the power relations and identity politics in 
several different communication channels.
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COUNTRY PROFILE OF THE UNITED KINGDOM

The United Kingdom of Great Britain and Northern Ireland, commonly referred as United Kingdom 
(UK) is located on an archipelago containing the British Isles, the island of Ireland, and accompany-
ing smaller islands such as the Isle of Man and Isle of Wight. With a surface area of 242,900 km2 and 
a population of 67 million people in 2020 (Office for National Statistics, n.d.), the UK may not be the 
biggest European country but contributes significantly to the global economic and cultural scape. The 
UK contains England, Scotland, Wales, and Northern Ireland, among which tensions and rebellions have 
caused lasting controversies. At the end of the 20th century, Ireland, Wales, and Scotland gained their 
own parliaments, with the UK government devolving some power and responsibility (BBC, 2017). Al-
though civil tensions between England and the other UK constituents thus diminished, the people remain 
motivated to preserve their regional identities. Therefore, even though a common British experience and 
culture is obvious, regional differences, identity anchors, and cultural symbols such as the Welsh lan-
guage, strong accents, and traditional cuisine and artefacts like kilts all remain prevalent (Briggs, 2022).

The UK suffered from two world wars (despite being on the winning side) and the loss of its imperial 
reach in the 20th century, and yet remains among the world’s biggest economic, military, and cultural 
powers because of its position as the first industrialised country and home to modern parliamentary 
democracy (BBC, 2017, 2020). Conversely, British industry was hurt by the First and Second World 
War and needed almost 40 years to recover. This was helped by the UK joining the European Economic 
Community, which later became the European Union, in 1973.

As explained by the Encyclopaedia Britannica, even though the UK’s head of state is the reigning 
monarch, sovereignty rests with the parliament, comprising the appointed House of Lords and elected 
House of Commons. Since the late 1600s The UK has a two-party system in which the electorate prefers 
to vote largely for one of two certain parties. Conservative Party and the Labour Party are the two major 
groups since the second decade of the 20th century. The socio-political scape of the country, therefore, 
had been characterised by strong labour unions, working-class citizens, and a substantial conservative 
tendency although this has been changing for a time (Briggs, 2022). The rivalry between the two big-
gest parties even echoed in one of the most influential examples of political advertising, created by 
one of the most successful British advertising agencies (see Figure 1). However, since the 1990s, the 
proportion of working-class people among Labour Party voters has been decreasing, while the propor-
tion of university-educated, middle-class people voting Labour has been rising. This has resulted in a 
‘left-behind’ group of voters who are older, working class, and white, and do not necessarily share the 
inclusive sentiments of the New Labour movement on concepts such as diversity and mobility. This 
group of voters has also been neglected by the Conservative Party, which has traditionally focused on 
university-educated, middle-class, white-collar citizens too. Another relevant development was the ever-
growing number of immigrants coming first from Central and Eastern Europe, due to free movement 
of EU citizens, and later from Syria, thus fuelling the Eurosceptic sentiments of conservative people 
(Goodwin & Ford, 2017; Hobolt, 2016).

In the referendum held on 23 June 2016, 52% voted for the UK to leave the European Union. This 
caused a shock even among leaders of the ‘Leave’ campaigns, who had not formulated any viable plans 
for the actual separation (Blagden, 2017). Economic and political consequences surfaced immediately, 
such as the British pound losing value, Scottish officials signalling their intention to break away from 
the UK, and uncertainty about the Irish border (Hobolt, 2016, p. 2). Subsequent developments are neatly 
summarised by Briggs (2022):
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After much negotiation, several deadline extensions, prolonged domestic political discord, and two 
changes of prime minister, an agreement on ‘Brexit’ (British exit from the EU) was reached that satis-
fied both the EU and the majority of Parliament. Thus, on January 31, 2020, the UK became the first 
country to withdraw from the EU. 

Considering the multicultural nature of the UK from the start, as well as its vast reach during the 
imperial era and ongoing links to Commonwealth nations, this can be considered a rare selfward step 
by the country.

BRIEF HISTORY OF ADVERTISING IN THE UK

Although the US is believed to be the homeland of advertising, the UK was not unaware of the power 
of marketing, as the country where mass production of consumer goods originated. In her study of 
the marketing side of the Industrial Revolution, Elizabeth W. Gilboy (1932) showed that demand was 
promoted by rising incomes and newly acquired social mobility in the second half of the 18th century; 
in turn, numerous advertisements began appearing in newspapers, magazines, and on the walls of big 
towns. This was also encouraged by the establishment of fixed-premises shops in towns, which increas-
ingly replaced open-air markets. The development of waterway networks connecting centres of com-
merce led to the proliferation of retailers and manufacturers of branded products and the emergence of 
modern advertising agencies. In the 19th century, British advertisers were spending an annual average 
of £500,000 on penny presses, which were welcoming to ads, mass-circulated media of the Edwardian 
era (Corley, 1988, pp. 158–161; Pope, 1983, p. 453). Advertising only grew more and more popular 
then on. ‘After the mid-century, soap manufacturers began to pioneer the use of pictorial advertising as 
a central part of business policy’ (McClintock, 2005, p. 271).

Figure 1. A well-known example of political advertising portraying the rivalry between the UK’s two 
biggest parties
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Similarly, to the global trend, British advertising began through the act of buying ad spots in media. 
Aiming to offer their customers the best possible media buying opportunities, the agents began creat-
ing advertisements in the 1800s (Fletcher, 2008). In the 19th century, basic marketing communication 
techniques such as merchandising with celebrities or product tie-ins had already emerged. This early 
emergence of basic advertising techniques in the UK can be attributed to the development of the printing 
press, the high literacy rate, and the country’s pioneering position in industrialisation. In this early period, 
flyers were used as an important advertising medium. It has been estimated that around 1.15 billion 
flyers were distributed in 1861. The first known print advertisement in the UK promoted a book called 
The Pyes of Salisbury in 1477 (see Figure 2); the first magazine advertisement was published in the 17th 
century; and the first video advertisement was broadcast on a cinema screen in 1900 (Fletcher, 2008).

Despite the UK’s pioneering position on industrialisation and early advertising efforts, advertising 
professionals initially faced a difficult environment. Sales efforts were viewed as culturally negative in 
the UK, in stark contrast to their reception in the US (Nevett, 1992). ‘As a commercial form, advertising 
was generally regarded as a confession of weakness, a rather shabby last resort. Most advertising was 
limited to small newspaper advertisements, cheap handbills and posters’ (McClintock, 2005, p. 271). 
Negative sentiments towards the advertising profession were created by the conflict between the nobles, 
who derived their income from land, and the bourgeoisie, who derived their income from commerce. 
Nobles’ dislike about all things related to commerce, together with the perception that income from sales 
efforts was menial and banal, fuelled the anti-advertisement discourse of the time. Through the nuances 
of British democracy, negative attitudes among members of the House of Lords played a decisive role in 
the fate of British advertising. Besides the nobles’ negative perspective, advertising was also considered 
immoral because of puffery and deceptiveness. Endeavouring to create an alternative to advertising, lists 
containing only factual information about products were prepared, but this approach was unsuccessful 
and short-lived (Fletcher, 2008, p.11). Moreover, the political establishment was concerned by news-
papers becoming cheaper as a result of advertising funding, potentially putting even kings in a difficult 
position. As a way of reducing the accessibility of the press, a one-shilling duty for every advertisement 
published in newspapers was imposed in 1712 (Fletcher, 2008).

Figure 2. The first British print ad, promoting ‘The Pyes of Salisbury’
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Advertising in the colonial era conveyed a political stance by reflecting the socioeconomic circum-
stances of the time, especially through the ads of products produced in the colonies. The UK took on 
the role of civilising the perceived ‘primitive’ people of the non-western world. The subjugation of 
indigenous people was legitimised by rendering them as subhuman, and the discourses of this ideology 
circulated through media and advertising (Bonsu, 2009, pp. 1–4). According to Ramamurthy (2017), tea 
advertisements represent black workers as born to labour, thus supporting vertical control both politically 
and economically. As Figure 3 shows, ads for Plantol Soap in 1893 and 1905 (respectively) reflect the 
era’s political perception and discourse surrounding race: the black woman is shown fully dressed and 
serving the product, whereas the white woman is depicted using it. Moreover, the black woman does not 
touch the product directly but holds it on a plate, conveying that it is not for her to use. The two women 
are also portrayed extremely differently: the black woman was intentionally made to look unkempt and 
envious, and stands before a plain background, whereas the white woman appears sensual and delicate 
in a scene evoking a fairy tale.

The First World War helped advertising and government propaganda to gain cultural prominence. 
According to Aulich (2012), it led to the mass production of certain products in a way never before pos-
sible and provided a sense of identity for the working class:

Through advertising and publicity, the War brought ‘government’ and ‘high’ affairs of state to ‘low’ 
commerce. [...] the popularity of the picture of the ordinary serviceman [...] that was intended to exploit 
the public commercially effectively granted under-represented communities a form of recognition and 

Figure 3. Plantol Soap advertisements
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autonomy that ultimately eclipsed the needs of the market. The War gave wide recognition to people as 
consumers and challenged the traditional notions of duty and service to the state, as well as the more 
progressive discourses of organized labour and the women’s movement (Aulich, 2012, pp. 110–114).

This means that although the First World War generated an unpleasant environment for commerce 
and, thus, advertisements, it increased cultural acceptance and recognition of people who had never 
before seen individuals like them depicted in public imagery (see Figure 4). Besides legitimising the 
colonial discourse abroad, advertising was also directing the average Joe to develop a consumer identity 
through depictions of servicemen consuming ready-to-use products, ranging from tobacco to clothes.

After 1920, British and American publishing embraced conflicting paradigms. While American 
broadcasting was always a commercial medium, British broadcasting was monopolised by the BBC and 
advertising was prohibited. The BBC defined American commercial broadcasting as chaos, while Ameri-
can broadcasters accused the Brits of elitism (Wiener & Hampton, 2007). By the 1930s, radio advertising 

Figure 4. Example of common people in war-time British advertising
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was on the rise, despite BBC Radio’s advertising ban: commercial broadcasters were broadcasting to the 
UK from Normandy, Luxembourg, Paris, and many other locations. Although 2% of total advertising 
expenditure was spent on radio during in the 30s, it would take another 40 years for commercial radio 
to be legalised in the UK (Fletcher, 2008).

Despite the late 1930s and early 1940s being characterised by intense use of propaganda, it is un-
derstandable that advertising in the UK stagnated during the Second World War, with shortages of raw 
materials and limited production. Access to paper was restricted until 1956, yet print media gained 
momentum after the restriction on its sale was lifted in 1946. In 1948, the News of the World broke the 
world record by selling 8 million weekly copies and London Evening Standard became the world’s larg-
est evening paper with 1.5 million daily sales (Fletcher, 2008).

With the blooming of post-war open-market economies, marketing communication also rose as con-
sumption increased, and expenditure on advertising peaked in the mid-1950s (Clayton, 2010). Although 
the Americans were perceived as having advertising know-how in this period, British advertisers also 
made an assertive start to the 1950s. The Advertising Association organised an assembly titled ‘The 
Duties of Advertising in a Free World’, attended by 2,824 delegates from 38 countries (Fletcher, 2008). 
Some participating countries were former territories of the British Empire. Advertising in this era could 
thus be interpreted as a governmental effort to transform colonisation into modernisation by showing 
how corporations bring the necessary experience to teach welfare to developing countries (Ramamurthy, 
2017 p. 212). The lifting of the ban on TV advertising in 1954 was another important milestone for 
British advertising. Although the BBC remained ad-free, ITV was soon established as a commercial 
broadcaster televising ads (Fletcher, 2008).

British TV advertising was limited by regulation to spot advertisements. When the ban on TV adver-
tising was lifted in the UK, many London agencies already had American partners. However, American 
TV advertising differed fundamentally, as American TV is open to much more non-programme content 
and most advertising takes the form of sponsorship. Therefore, the US offered no ready-made solutions, 
and it took several years for British TV advertising to find its own style and gain international recogni-
tion. A breakthrough came in 1961 when the TV commercial for Schweppes Tomato Juice, directed by 
David Paltenghi and produced by Anglo-Scottish Pictures, won the 1961 Cannes Grand Prix (see Figure 
5). Following this success, the British era of creativity began (Fletcher, 2008).

For years, the advertising field in the UK was dominated by big agencies of US origin, which had 
followed US brands into the UK market and established British branches to serve their international cli-
ents (Nevett, 1992, p. 61). Following the First and Second World War, ‘British advertising expenditures 
were curtailed by consumer rationing, price controls, and shortages of newsprint and paper for posters. 
Potential international advertising by exporters was restricted by sterling controls’ (West, 1988, p. 473). 
These conditions proved challenging for British agencies at home and prevented them from venturing 
abroad, whereas American agencies enjoyed economic and organisational advantages. These advantages 
led to US-based agencies dominating the British advertising field. This dominance could be seen in both 
the billing charts and daily practices of advertising professionals. J. Walter Thompson, the iconic agency 
representing the American style in London, popularised the usage of strategic briefing in the UK in the 
second half of the 20th century. Collett Dickenson Pearce imported from Doyle Dane Bernbach (DDB) 
the collective style of art and copy working together. Art directors gained more responsibility in British 
advertising, even becoming creative directors (Fletcher, 2008). The Unique Selling Proposition strategy, 
formulated by Reeves in the US, also gained worldwide recognition in this period (Feldwick, 2007).
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In 1960, 12 American agencies collectively accounted for 30% of all advertising agency billing 
in the UK; in 1970, 24 US-based agencies accounted for 42% of the billing in the UK. However, this 
dominance began to decline in the 1980s, as illustrated by US-based agencies’ proportion of advertising 
billing dropping to 22% in 1987 (West, 1988, p. 471). UK-based big communication network Saatchi & 
Saatchi became the second biggest on the billing list of communication networks globally by producing 
globally famous campaigns (see Figures 1 and 6). In the late 1980s, UK-based advertising companies 
were able to buy some American advertising legends like J. Walter Thompson and Ogilvy & Mather 
(Pigott, 1996, p. 247). This shift in dominance within British advertising could be explained by several 
factors, such as changes in media and communication technologies, rising global competition, and the 
local tactics, strategies, and tone employed by UK-based agencies. While cultural differences require 
localized strategies, the invention of account planning and economic changes led to UK-based agencies 
regaining market dominance and establishing networks with and local branches in ‘nearby countries or 
territories under, or linked to, British rule and law’ (West, 1988, p. 488).

Although US-based agencies remained dominant until the 1980s, the transformations that eventually 
tipped the scales started in the late 1960s. The account planning department was first invented in the 
UK, from where it spread to the US and beyond. Despite being separate agencies Massimi Pollitt and 
J. Walter Thompson concurrently used the term ‘account planning’ for similar but different purposes. 
Simultaneously, after the emergence of inhouse research departments, the account planning department 
ensured that information sharing reached a better harmony between agency and client. Researchers also 
gained a more central role in determining the message of the campaign (Feldwick, 2007). In the 1970s, 
boutique companies emerged to provide more specialised marketing communications compared to the 
full-service advertising agencies. The rise of specialised agencies continued in the 1980s, and in 1988 
Saatchi & Saatchi founded Zenith Media Buying Services, which became the largest media buying 
agency in the world (Fletcher, 2008).

Figure 5. Schweppes Tomato Juice ad – 1961 Cannes Grand Prix Winner

 EBSCOhost - printed on 2/8/2023 11:26 AM via . All use subject to https://www.ebsco.com/terms-of-use



297

From an Empire to Brexit
 

Because of the crash of 1989, the beginning of the 1990s was a difficult period for advertising. Be-
tween 1989 and 1993, the employment rate in the British advertising industry fell by one-third (Fletcher, 
2008). When it comes to ownership of the largest agencies, ten largest agencies in the UK, five were 
of British origin in 1968 whereas all ten were internationally owned in the 1990s. To satisfy the needs 
of globalised clients, advertising agencies needed to operate more internationally. Another noteworthy 
development was the faster narrative form adopted by TV advertising in the UK, representing a shift 
from the much slower storytelling used in the 1970s and 1980s (Fletcher, 2008).

THE BRITISH WAY

The idea of globalization in advertising raises the question of whether standardisation is possible. With 
the US considered the homeland of advertising and its apparent cultural closeness to the UK, these two 
countries have offered distinctively fertile ground for standardisation and globalization research. Numer-
ous academics have studied the similarities and differences of American and British advertising and of 

Figure 6. D&AD Yellow Pencil winning ad, created by Cramer Saatchi (later known as Saatchi & Saatchi)
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their target audiences (e.g. Caillat & Mueller, 1996; Frith & Wesson, 1991; Nevett, 1992; Piggot, 1996). 
As the two countries share similar historical and cultural values, communication styles, and economic 
structure, it has been assumed that there must be little cultural distance between them (Piggot, 1996), 
and many other products of the mediascape have been treated as the same. This is illustrated by the 
decision of the Academy of Motion Picture Arts and Sciences (organisers of the Oscars) to treat British 
films as a domestic product (Wiener & Hampton, 2007). To understand the unique aspects of British 
advertising, it is useful to review studies comparing it with American advertising.

Caillat and Mueller (1996) identified affiliation, tradition/history, and eccentricity as the character-
istic values of British advertising in their study comparing British and American beer advertisements. 
Affiliation refers to belonging and the representation of individuals as part of a group; tradition/history 
concerns the product and brand’s past performance, including details of the founder and year of establish-
ment; and eccentricity describes the inclusion of surprising and often humorous elements. Collectivistic 
values were prevalent in 85% of the British beer ads examined, compared to only 29.2% of the American 
ads. Eccentricity was also more prevalent in British beer ads than American beer ads (81.6% vs 4.2%), 
as was tradition/history (44.7% vs 4.2%). Moreover, humour appeal was found to be used in 91.9% of 
British ads, compared to only 21.1% of American ads.

In their comparative study of British and American print ads, Frith and Wesson (1991) found less 
individualism, higher social-class awareness, more indirect expression, and a higher rate of humour in 
British ads. Specifically, the proportion of ads including more than one person was 55% for British ads 
and 43% for American ads; the working class was represented by 24% of British ads but merely 1% in 
American ads; headlines were more likely to use indirect speech in British ads (79% vs 61%); and humour 
was also more common in British ads (37% vs 18%). Nevett (1992) analysed the differences between 
British and American TV advertising and explained differences between ads of the two cultures under 
three main dimensions: the “socio-cultural context”, “advertising industry environment”, “philosophy, 
and execution”.

Socio-culturally, TV advertisements came to the UK 20 years after the advent of TV, whereas there 
was no such delay in the US. British advertising is considered to have a soft-sell approach, as it is more 
indirect and has lower information content (Pigott, 1996). It is also highly entertainment oriented (Ber-
nstein, 1986). British advertisers have historically tried to convince the public that their work is some-
how beneficial, thereby overcoming constant attacks (Fletcher, 2008 p. 24) rooted in a societal dislike 
of advertising (Nevett, 1992). The disapproval of pushy sales leads advertisers to take a more indirect 
approach, rather than making a direct sales proposition. Arguably, British advertisers use the positivity 
of humour and entertainment to defend their occupation against constant criticism. Schofield’s (1991) 
comparison of ads from 15 countries revealed that ad campaigns in the UK were less synchronised with 
sales promotions, TV usage was more widespread, and slice-of-life ads were used more intensively in 
television compared to other 14 countries. Moreover when British and American print ads are com-
pared, it was seen that British advertisers used humorous headlines more often (37% vs 18%) (Frith & 
Wesson, 1991).

Another important distinction between British and American advertising lies in the volume of local 
and national advertisers. The US has a relatively high proportion of local and regional advertisers (Nevett, 
1992). Local advertisers tend to have short-term advertising strategies, such as informing the target audi-
ence of their presence and announcing seasonal promotional sales campaigns. For this reason, they need 
argumentative and information-laden advertising setups. By contrast, a significant proportion of British 
clients are national advertisers (Nevett, 1992). Compared to local advertisers, national advertisers tend 
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to have longer-term advertising strategies, for example focused on strengthening brand positioning and 
investing in brand perception. For this reason, they are more inclined to use slice-of-life advertisements 
with less information and more emotional content.

Moreover, the British social perspective on advertising is often reflected in regulation. In particular, 
only 6 minutes of TV commercials are allowed per hour of broadcasting, whereas up to 27% of total 
broadcast content is devoted to TV commercials in the US. In addition, TV advertisements in the UK 
were allowed in natural breaks, which are generally between programmes. Once again, the aim is to 
disturb the audience as little as possible. This may be reflected in the work of British advertisers, who 
have tended to create more entertaining content than American advertisers, whose starting assumption 
is that advertisements will disrupt the viewing experience.

Another original aspect of British commercials is their strong cinematographic structure. When 
commercial TV was first allowed in 1954, regulation only permitted spot advertisements. Unable to 
draw on know-how from their American counterparts, British TV advertisers produced 30-second TV 
ads with cinematic production values, shot by talented directors (Rothenberg, 1989 as cited in Pigott, 
1996). British TV advertising used longer, uncut scenes, whereas American TV commercials were shot 
and edited with many scene changes and two-second cuts (Pigott, 1996).

METHODOLOGY

Douglas and Isherwood (1978) argue that products and culture have a reciprocal relationship in which they 
shape and carry meaning through each other. On this basis, advertisements act as a front for a culturally 
established world of consumers and consumer goods (McCracken, 1986). Marketing communication, 
as part of a larger mediascape, has the power to influence systems of thought in a particular place and a 
certain time period. In this sense, discourse—the way humans see and make sense of their reality—can 
be altered by media in general and by marketing communication in particular.

Discourse refers to the processes and phenomena that make certain things thinkable and sayable and 
regulate who can say them in a particular place and time. Similar to advertising, discourse is shaped by 
and cannot be separated from its social and cultural context. Discourse, as a social practice, represents, 
expresses, and mirrors the values and norms that constitute and are dominant within a social and cul-
tural context (Kress & van Leeuwen, 2020). This makes discourse analysis an appropriate approach for 
analysing advertising practices.

Advertising has always exploited multiple modes of communication, yet postmodernity and digital 
technology have introduced multiplicity, diversity, and complexity to media and to daily lives. As just 
one of multiple modes of expression, language cannot be the only vehicle of discourse nor the only way 
to communicate, represent, and perform identities in today’s world (Çoşkun, 2015). Therefore, when 
analysing 21st century advertising and trying to understand how it develops and reproduces a discourse, 
one cannot solely focus on written or spoken language but must also consider other communicational 
tools, such as images, sounds, and colour. Therefore, the classical method of discourse analysis will not 
be sufficient for advertisements in this digital era of visual saturation.

Although CDA originally focused on language and meaning making through linguistic grammar, 
multimodality has also been considered since the 1990s. Multimodality is the systematic process of 
combining and arranging different modes of discourse to convey a certain meaning and motivate a cer-
tain action. Accordingly, MMDA focuses on how different modes, such as text, sounds, music, colour, 

 EBSCOhost - printed on 2/8/2023 11:26 AM via . All use subject to https://www.ebsco.com/terms-of-use



300

From an Empire to Brexit
 

and images, are put together and interact to create effects on audiences (Kress, 2012) in the process of 
meaning-making (Paltridge, 2012).

Visuals are the dominant mode of overall communication processes, including advertising. People 
living in the USA today see six to ten thousand advertising images daily (Carr, 2020). According to 
Kress and van Leeuwen (2020), two of the forefathers of MMDA, these visuals can also act as discursive 
tools and contribute to creating meaning and knowledge: ‘Visual structures do not simply reproduce the 
structures of “reality”. They are the products of social dispositions and of semiotic work. As such they 
interpret reality, and they can do so in different ways’ (p. 47). Drawing from Halliday’s (1994) social 
semiotics and systemic functional linguistics theory, Kress and van Leeuwen focus on how visual com-
ponents and compositions create meaning.

Halliday (1994) explains that languages make meaning through three metafunctions: ideational, 
interpersonal, and textual. Ideational metafunction refers to what the text is about, and it details how 
several semiotic resources are presented and related to one another. Interpersonal metafunction refers 
to the interaction between text and viewer. Finally, textual metafunction refers to the structure of the 
text and describes how plural semiotic resources form cohesive multimodal meanings. Kress and van 
Leeuwen (2020) adapt Halliday’s theory to visuals, utilising the metafunctions of visual representation, 
interaction, and composition.

Using Kress and van Leeuwen’s visual semiotics theory, this study seeks to understand how a British 
TV commercial represents and reproduces both the British way of making ads and the cultural codes of 
British society. It specifically tackles two research questions:

1.  What British cultural codes are represented in HSBC’s ‘Home To So Much More’ TV commercial?
2.  Does that commercial typify British advertising?

To answer the first research question, the analysis will focus on symbolic and tangible elements de-
rived from geographical, political, historical, and social factors. Before answering the second research 
question, the core values of British advertising need to be defined. The literature review identifies eight 
core values: affiliation, tradition, humour, high social-class awareness indirect expression, long uncut 
scenes, soft-sell approach, and long-term advertising strategies. This chapter studies the TV commercial 
for the ‘Home To So Much More’ campaign, focusing on how its visuals represent Britishness and the 
British way of making ads. To understand the post-Brexit era of British advertising, whether certain 
elements of British advertising still prevail in modern-day commercials, and (if so) how different layers 
of meaning are carried, this study uses MMDA.

Analysis

HSBC is among the world’s largest financial services companies. Having been established in Hong Kong, 
the bank has always been perceived as global or at least international. However, in 2019 this perception 
became a burden for the brand and damaged its relations with customers. In response, HSBC UK intro-
duced the ‘We Are Not An Island’ campaign in January 2019, emphasising the qualities that represent 
Brits and Britishness (see Figure 7).
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Wunderman Thompson, the agency responsible for this campaign, described the brand’s position and 
the idea of reminding British people that HSBC understands what it means to be British:

After years of international heritage as a global bank, HSBC had arguably lost its relevance in the UK. 
Britons had lost sight of what HSBC stood for, allowing the majority of potential customers to believe it 
was largely a bank for wealthy foreigners. We set out to re-establish the brand’s point of view and pur-
pose in a changing Britain, revitalizing the brand and inspiring audiences to reconsider HSBC UK as a 
brand with values they share. […] HSBC’s daring campaign We Are Not An Island reminded Britain that 
no matter what your politics are and no matter what happens, the things that make us quintessentially 
British are inescapably international. (Wunderman Thompson, n.d.)

HSBC UK’s ‘Home To So Much More’ campaign was published in January 2020. Having initially 
denied any connection between the ‘We Are Not An Island’ campaign and Brexit, the bank accepted the 
connection and its connotations in its successor campaign, ‘Home To So Much More’:

In this post Brexit climate, the Home To So Much More campaign builds on HSBC UK’s brand values 
of being open and connected, examining the concept of home and what it really means at a time when 
many people and communities in the United Kingdom were questioning whether they belong here at all. 
The campaign explores the topic of national identity and questions the question ‘Where are you from?’ 
(Wunderman Thompson, n.d.).

The TV commercial ‘Home To So Much More’ features British comedian Richard Ayoade asking 
the question ‘Where are you from?’ and offering several possible answers, accompanied by a range of 
images: grainy footage of a British hospital in what appears to be the 1970s, black-and-white footage 
of an Indian hospital setting, a museum exhibit featuring a primitive couple, a passport control desk, a 
1980s British suburban setting, a backpacking trip, a gay wedding, and footage of a couple moving to a 
classical Victorian home. As these images passes by, the actor poses various questions to the audience 
‘Where are you from?’; ‘Is it where you were born?’; ‘Or where were your parents born?’; ‘Or where 

Figure 7. HSBC’s ‘We Are Not An Island’ campaign poster
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your great great great…grandparents were born?’; ‘Is the answer in your passport?’; ‘Is it where you 
grew up?’; ‘Could it be where you found yourself?’; ‘Or is it where your heart is?’; ‘Perhaps the ques-
tion is not where are you from but where do you feel at home?’

Kress and van Leeuwen’s first metafunction, visual representation (or ideation), refers to how the 
visual elements and the relationship between them are represented. Kress and van Leeuwen, (2020, p. 
47) call these visual elements participants and the ways they relate to each other processes. In a visual 
composition entailing a transaction, participants play the role of either actor or goal; an actor is the par-
ticipant who does something to other participants, the goals. However, there can also be non-transactional 
actors who feature in a composition without directing their actions towards a goal.

Richard Ayoade is the actor in every scene of the TV commercial, posing the question ‘Where are you 
from?’ and offering possible answers by moving across time and space. However, he does not interact 
with other participants except when congratulating couples in the second sequence of the commercial. 
Omitting goals from the scenes implies that the TV audience is the goal of the composition and the 
target of all the questions posed. The commercial is thus designed to make the audience question them-
selves and evaluate their own stance. Other participants, such as the British and Indian families, react to 
these questions with puzzled faces. They are reacters in the composition. Unlike actors, reacters have 
phenomena instead of goals. In the commercial the actor, Ayoede asks the questions to the audiences, 
the goals. Then this process, actor asking questions, becomes the phenomenon the reactional structure 
in which the families are the reacters.

Similar to actions, reactions can also be transactional or non-transactional, according to whether the 
composition includes another party to relate to with them. In the TV commercial, both kinds of reactions 
are present: families react to the strange man passing through and asking questions (transactional), and 
they also turn their gaze to the audience reacting an imaginary response from them. This latter type of 
non-transactional reaction ‘can create a powerful sense of empathy and identification with represented 
participants’ (Kress & van Leeuwen, 2020, p. 62). In this instance, the audience is encouraged to feel 

Figure 8.
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a connection with the families in their quizzical state: their role is not to ask or answer the question 
themselves but to reinforce it.

Ideational metafunction also concerns the interaction processes between actors, goals, reacters, and 
phenomena. Several different processes are present in the commercial. Ayoade’s presence as an actor 
and the quick cuts between sequences and frames signal the overall narrative process, which refers to 
the unfolding of events and change. Besides narrative processes, commercials also include conceptual 
processes, which can be analytical or symbolic. In an analytical process, the participants have a part-whole 
relationship and relate to one another in terms of hierarchy or equality. Conversely, symbolic processes 
concern the meaning or identity of a represented participant. According to Kress and van Leeuwen (2020, 
pp. 49–55), conceptual processes, unlike transactional structures, focus not on the action but on how the 
participants fit together to form a composition and what the participants symbolise.

Figure 9.

Figure 10.
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Figure 8, 9 and 10 depicts four frames juxtaposed in the commercial. In the conceptual structures 
shown, the depicted roles are not actor and goal but carrier and attribute. Here, the British and Indian 
families who recently welcomed a baby are carriers of many attributes. First, they carry the attributes 
of their nationality and of being middle-class British and Indian citizens. Because they have clean but 
non-flashy clothes, we can presume that they are working-class citizens but not extremely wealthy or 
poor. They exhibit common features of the group or class to which they belong. They also carry attributes 
related to living in their respective time periods—1970s for the British couple and a time before colour 
film for the Indian couple. Besides such symbolism, the composition and juxtaposition of the two frames 
suggests that the participants belong to the same category. This is an example of covert taxonomy, which 
refers to where ‘A set of participants…are distributed symmetrically across the visual space, at equal 
distance from each other, equal in size, and oriented towards the vertical and horizontal axes in the same 
way’ (Kress & van Leeuwen, 2020, p. 82). This functions to create similarity and equality between the 
represented participants. Both frames include two parents in the foreground with the woman holding 
the baby, closely watched by one doctor and two nurses in the background. Therefore, in addition to 
emphasising that the viewer should seriously consider the actor’s question, the two scenes symbolise 
equality, sameness, and inclusion through their juxtaposition and positions in the composition.

This becomes more obvious when the next frame is introduced in the commercial. Because the actor 
has so far travelled back in time and visited two couples in their natural environment, the audience might 
expect him to travel even further back to visit the third couple in their own time and living space. However, 
he instead visits life-size models of a primitive couple in a museum (see Figure 11). The couple are not 
positioned similarly to the previous two couples and the camera angle differs. This means that while the 
first and second couples are real, similar people with whom the commercial encourages the audience to 
identify, the third couple is included just to make the point that when traced back enough we all might 
have a common ancestor. This is used to show the absurdity of essentialist identity politics and provide 
comic relief. This is achieved by the framing and camera angles, and by the time the camera spends on 
the couple. This frame is shot from a different angle point and the camera does not linger on the faces 
of the cave couple which is something it does for the first two. It is also composed differently than the 
previous two frames which is almost exact copy of each other signalling similarity.

The second metafunction in Kress and van Leeuwen’s work, interactional (or interpersonal), concerns 
how the producer of an image encodes meaning into it. Kress and van Leeuwen (2020, pp. 113–149) 
suggest there are several ways to achieve this: contact, social distance, angle, and modality. Contact 
means whether the image demands or offers interaction through eye contact, which establishes a social 
relationship between image and viewer. The participant in a composition can look directly into the camera 
or away. When looking straight at the camera lens, participants can evoke an emotional response from the 
viewer, such as sympathy, pity, curiosity, avoidance, or anger. In the commercial, both the actor Ayoade 
and the people we are encouraged to feel associated or identified with look at us and demand answers 
to the questions. Ayoade does this literally by posing the questions, while the families do it with their 
inquisitive faces. However, some other participants in the commercial serve to offer us a view of what 
it can be like to live in the UK.

As seen in Figure 12, the commercial presents two men on their wedding day and a serious passport 
control officer as examples of British life: tolerant, open, and free but without surrendering the British 
stiff upper lip. These two scenes combine the inclusivity of British culture with light teasing over the 
‘strict’ treatment a non-white Brit might endure at the border.

 EBSCOhost - printed on 2/8/2023 11:26 AM via . All use subject to https://www.ebsco.com/terms-of-use



305

From an Empire to Brexit
 

Different relations between text and viewer can also be created through social distance, camera angle, 
and modality. Social distance refers to the implied closeness of a participant in the text and the audience; 
different shot distances suggest degrees of importance, involvement, and intimacy. For instance, while 
a wide shot implies a formal or distanced relationship between two parties, a medium shot suggests a 
personal relationship and a close shot implies an intimate acquaintance. Moreover, while an eye-level 
camera angle can suggest equality, a high-level camera angle gives power to the viewer and vice versa. 
Finally, modality refers to what is deemed realistic in a society and how realism or unrealism is depicted 
in the text. It can be achieved through distortion, black-and-white effect, grain, colour, illumination, and 
brightness.

Throughout the commercial, most of the shots are at waist length, implying that we know the people 
depicted in the frame and should feel equal and similar to them. Only the opening and closing scenes are 
wide shots, which are designed to give an idea of standard British society. Figure 13 shows these shots, 
depicting working-class English towns of identical houses. Although not inherently personal or intimate, 
these shots are designed to show the audience British society and welcome them into the community. 
In the opening shot, the actor with whom we are supposed to have the most connection is standing on 

Figure 11.

Figure 12.
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a rooftop removed from everyone else; in the closing shot, he is among members of the community, 
passing by a couple moving house and finally himself entering a house that is quintessentially British, 
working class, and exactly like its neighbours. This feeling of familiarity and similarity is also enhanced 
by the camera angles. Most of the shots in the commercial are at eye level. The museum and passport-
control scenes are the only times the angle shifts: the primitive man looks slightly downward at us while 
the passport control officer looks up. These angles might respectively imply the ancient historical value 
of the primitive man statue. It can also mean and that passport officers can sometimes be testing but 
are ultimately here to serve you. Finally, modality makes the narrative dynamic and helps the viewer 
understand how things have progressed in British society. The grainy shots from the 1970s and 1980s 
depicting the British family and cycling boys show the UK back then, whereas shots depicting the pres-
ent day are much brighter and smoother. Also, as Figure 14 shows, the commercial features a bright red 
door in one of the last frames, thus using colour to suggest that the brand, HSBC, represents the answer.

Figure 13.

Figure 14.
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Turning to Kress and van Leeuwen’s third metafunction, compositional (or textual) metafunction 
focuses on how elements in the text relate to one another and create a meaningful whole. Kress and 
van Leeuwen (2020, p. 216) analysed compositional meaning in three dimensions: informational value, 
framing, and salience.

According to the informational value dimension, left-to-right visual composition is used to convey 
that what is on the left is given and what is on the right is new. The actor Ayoade walks from left to 
right in each frame, and while he travels through time he always addresses other participants by turning 
from the right of the frame towards the left as he passes them (see Figures 8 and 9). However, when he 
is in the present time, the commercial uses centre-margin configuration, drawing focus on the actor by 
placing him in the centre. In only one scene does he stand on the left and point to the right: this occurs 
when Ayoade refers to the brand that wants to be associated with this progressive and inclusive British 
society and place itself as the enabler. The red door towards which he points symbolises the world that 
HSBC opens for its customers.

The non-visual components of the ad are the background music and the monologue the actor delivers. 
As stated above, the monologue mostly consists of questions and some witty, funny remarks. The ques-
tions, like the visuals they accompany, demand attention, consideration, and answers from the audience. 
Moreover, remarks such as ‘It is a tricky one’, referring to the main question, and ‘It’s definitely him’, 
referring to the man in the photo that the passport officer is carefully checking, continue the tradition of 
humorous British advertisements. The background music is a piece from Oliver!, a musical adaptation 
of Charles Dickens’ novel Oliver Twist. Although the advertising uses only the tune, the film Oliver, 
its story and soundtracks are expected to be known by the British public. They reinforce the inclusive, 
accepting, and welcoming tone of the advertising. The lyrics of the first verse are as follows:

Consider yourself at home

Consider yourself one of the family

We’ve taken to you so strong

It’s clear we’re going to get along

Consider yourself well in

Consider yourself part of the furniture

There isn’t a lot to spare

Who cares?

What ever we’ve got we share! (Bart, 1960)

DISCUSSION

In answer to the first research question, MMDA revealed three different aspects of British culture 
conveyed in the TV commercial: globalization, multiculturality, and class consciousness. As the UK 
is an ex-European Union member, ex-colonial power, and victor in two world wars, globalization and 
internationalisation were expected to be key elements of British culture. This study’s analysis reveals 
that the global dimension of British culture is represented in the commercial through individuals from 
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different backgrounds and a trip to Mount Everest. Multiculturality is also a very well-known aspect 
of British culture: as a result of its geographical position and history, the UK contains diverse ethnic 
clusters that form the multicultural British society and cultural scape. Besides combining four once-
separate countries, the UK has received and continues to welcome large numbers of immigrants. These 
facets of British society are reflected in the commercial through the tartan-wearing groom, who is also 
gay, and the Indian family. Finally, because the UK’s pioneering role in industrialisation caused many 
labourers to gain and sustain a high level of class consciousness, most British advertisements portray 
working-class citizens or at least include working-class environments. The ‘Home To So Much More’ 
commercial is no exception, representing working-class people and environments through architectural 
and individual elements, such as typical British houses, hospitals, and clothing.

The literature review identified eight core values as observable characteristics of British advertis-
ing. Although the uniqueness of managerial values and pre-testing approaches are also mentioned in 
the literature (Fletcher, 2008; Nevet, 1992), those factors are not considered in the study as it is hard to 
conclusively determine their use in a single advert. The eight core values are affiliation, tradition/history, 
and eccentricity/humour (Caillat & Mueller, 1996); high social-class awareness (representation of the 
working class) and indirect expression (Frith and Wesson, 1991); long uncut scenes (Pigott, 1996); a 
soft-sell approach and long-term advertising strategies (Nevett, 1992). The values found in the reviewed 
TV commercial are compatible with what previous literature attributes to British advertising, thus af-
firmatively answering the second research question.

First, affiliation value can be defined by the keywords ‘to join, unite, companionship, to be accepted, 
community’ (Pollay, 1983 p. 83). The ‘Home To So Much More’ commercial conveys a strong sense 
of community. It presents the main character and the side characters as a part of a larger group through 
framing, editing, and movement, such as juxtaposing families from different ethnic backgrounds with 
very British-looking families, and showing scenes such as cycling children, people attending a wedding 
ceremony, and walking through a busy neighbourhood. The ad’s central message is that whatever an 
individual’s background, they are part of the UK and have a sense of belonging.

Second, the HSBC ad also strongly refers to living and creating traditions. Using past performance 
as proof of future performance is the main idea behind the ‘traditional value, and classic, historical, 
nostalgic, and long-standing are keywords’ to better understand its meaning (Pollay, 1983 p. 80). Besides 
linking identity with personal history by asking whether home is where one’s family is, the ad also refers 
to creating tradition by searching for oneself. In other words, in addition to referring traditional, histori-
cal, and nostalgic symbols, such as family, visual cues of 1970s/80s and mount Everest and traditional 
clothing, such as tartan to refer the idea of searching oneself it also provides new traditions, such as a gay 
wedding and a modern couple moving to a Victorian terraced house (see Figures 8, 9, 11, 13, and 14).

As mentioned before eccentricity can be summarised as surprising scenes or humorous intent. In the 
ad eccentricity is crucial as Richard Ayoade is known as one of the most eccentric comedians in the UK. 
The ad also presents several humorous scenes: Ayoade’s character visiting life-size models of a primitive 
couple in a museum, after creating the expectation he would visit another real couple from more recent 
history; the winking model of a prehistoric man; a talking photo in the passport-control scene; Ayoade 
losing his footing while pretending to trek in the Himalayas; and him talking to ‘Bernard’ the pigeon.

Moreover, as the main aim of the ongoing HSBC campaign is to challenge the perception of being a 
foreign bank for wealthy foreigners, the ad features working- and middle-class environments. Cultural 
indicators throughout the ad hint at the main character being from the working or middle class. The 
neighbourhood where he lives is depicted as working class (see Figure 13); the new parents in the UK 

 EBSCOhost - printed on 2/8/2023 11:26 AM via . All use subject to https://www.ebsco.com/terms-of-use



309

From an Empire to Brexit
 

and India are shown as neither poor nor very rich (see Figures 8 to 10); the wedding is small (see Figure 
12); and the 1980s neighbourhood with biking kids looks like a middle-class, suburban residential area.

The ad’s overall message is that regardless of one’s social, ethnic, or sexual characteristics, British 
society is welcoming and can be home for all these different types of people, and HSBC can be the 
enabler of this accepting society. Therefore, instead of directly expressing its message about cultural 
unity, the HSBC ad tries to communicate it indirectly by questioning the meaning of ‘home’ and ask-
ing ‘Where are you from?’ Posing a question, applying a philosophical perspective, and using humour 
are typical examples of indirect speech (Frith & Wesson, 1991). They are also in line with prominent 
characteristics of British advertising, which is generally considered to have a soft-sell approach, as it is 
more indirect and has low information content (Pigott, 1996). The HSBC ad should be categorised as soft 
sell as it conveys very little information about a product or service. Instead, it aims to create a feeling of 
empathy with its audience. The ad’s strategic aim is forming and strengthening long-term relationships 
with customers and enhancing brand perception, rather than drawing attention to a seasonal promotion 
or specific product.

British advertising also has a long connection to identity politics, internationalisation, localization, 
nationality, and globalization. The ‘Home To So Much More’ campaign preserves the core values of 
British advertising in the post-Brexit era. The commercial tries to associate internationalism with Brit-
ishness, addressing a need that at least partially emerged as a result of Brexit. On a more sociological 
level, advertising of products like tea or cocoa once symbolised British colonisation and vertical control 
over production in the imperial era. During that era, advertisements portrayed minorities as second-class 
people or even subhuman and born to labour. The present HSBC campaign, which has been ongoing 
for three years, uses similar products like coffee but in a different manner to those historical ads (see 
Figure 7): whereas imperial minorities were people to be subjugated and made to work, minorities in 
the post-Brexit era represent globalization and acceptance.

CONCLUSION

From the Industrial Revolution to mass production, and from imperial reach to being a modern global 
power, the UK has always been a prominent player in the commercial world. The UK’s powerful, over-
reaching status provided the necessary resources and connections to create an influential advertising 
field. Although national politics, the devastating economic effects of two world wars, and bans on several 
branches of advertising have posed significant historical challenges to the British advertising sector, it 
has still managed to become a distinct school with unique features.

One renowned trait of British advertisers is their unique understanding and usage of humour appeal. 
British advertising is seen as less informative than its US counterpart, which makes it more entertaining 
for and acceptable to the target audience. It also has more of a soft-sell approach, combining limited 
use of calls to action with greater reliance on humorous content. British advertising also tends to use 
long uncut scenes with traditional and historical cues, group representation, and strong class awareness. 
In addition to these technical features, British advertising has been largely shaped by political and eco-
nomic factors. Disapproval of advertising among the British upper class led to several defining measures 
such as bans and regulations, leading to the emergence of 30-second spot advertising. In addition, the 
public’s negative attitude towards advertising pressured British advertisers to create content that was 
more humorous and entertaining while less forceful and obnoxious than that used in the US. From the 
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imperial era to post-Brexit society, British advertising has maintained its distinctive values and attributes. 
This study has summarised these distinctive features of British advertising and showcased them using 
a current example.

In conclusion, this study demonstrates that the typical features of British advertising, as detailed in 
the literature, are still present in post-Brexit advertising. Moreover, the ‘Home To So Much More’ TV 
commercial evidently conveys British cultural codes through the individuals and artefacts it represents. 
While the commercial, which is associated with Brexit, presents an innovative story, it strongly carries 
the typical features of British culture and advertising.

FUTURE RESEARCH DIRECTIONS

The authors plan to conduct a comparative study. Comparative analysis of a sample of representative 
ads in the selected medium is viewed to be influential. Such a study could investigate to what extent 
the typical features of British advertising are actually unique. Moreover, investigating the difference 
between advertisements of multinational brands pursuing global advertising strategies could provide 
useful insights for the international advertising field. Studying adaptations of the same strategy in differ-
ent countries may provide the opportunity for more in-depth analysis of how British cultural codes are 
reflected in advertisements. Finally, period-specific analysis of advertising could elucidate the percep-
tion and experience of a certain period in a particular culture. Globalism encourages traditions to travel 
between cultures, as well as commercial products. However, the globalised traditional practices of each 
different culture might reveal significantly diverging experiences.
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and conditions.

Mode: Material resources used in order to create meaning, e.g., language, images, music, etc.
Penny Press: Cheap and sensational mass circulated news papers.
Post-Modernity: The era that comes after modernity that is characterized by changing media sphere, 

digital representations, conflicting truths and lack of metanarratives and conclusiveness.
Social Semiotics: An approach to human communication studying meaning making as a social practice.
Sterling Controls: A form of economic regulation which was started during war as a financial defense 

mechanism, restrict exchange of sterling to foreign currencies.
Systemic Functional Linguistics: Michael Halliday’s approach to linguistics which regards language 

as a social semiotic system.
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ABSTRACT

Settled at the crossroads of politics and advertising, political advertising has an idiosyncratic nature 
that makes it both an embraced and criticized phenomenon. On the one hand, it is considered an integral 
part of democracies because it enables voters to make their political choices more consciously; on the 
other hand, it is thought that voters gradually lose their faith in the political process and in politicians, 
especially due to negative advertising in political campaigns. This chapter aims to explain the paradoxi-
cal character of political advertising in the context of Australia. In this route, firstly, Australia’s histori-
cal development and political and socio-cultural structure are examined. Then, legislative regulation 
of political advertising in Australia is examined in the context of compatibility with democratic ideals. 
Lastly, political advertisements featured by the Australian Labor Party and Liberal Party of Australia 
towards the 2022 federal elections are examined through quantitative content analysis.

INTRODUCTION

Political advertising has become an inherent component of political processes and the advertisement 
industry, especially in countries where competitive elections take place. Its role in the political process 
made an increasingly significant ground in parallel with the widening of the electorate base (political 
market), the augmentation in the need of political actors to convince the voters, and the development of 
the means of communication. This trend has also brought along a tendency of professionalization for 
both political agents and the media/advertisement industry. The professionalization trend manifests itself 
in various aspects such as an increase in the number of surveys and marketing companies specialized in 
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political matters, and expanding funds of political parties for advertising expenses. Today it presents a 
quite complicated phenomenon that remains to evolve by introducing new partners and communication 
techniques.

The leading reason that causes this complexity is its connection with politics because the outcome 
of the exchange originating from political advertising has serious consequences in terms of the political 
functioning of the states. Legislative regulations, for instance, in this advertising sector is subject to 
special consideration, some of which can be pretty contentious such as the ‘truth in political advertising. 
In parallel, political advertising is contextual with the states’ political structure and political culture. In 
this chapter, the Commonwealth of Australia, which represents a fertile case to observe the dynamics 
of political advertising in consolidated democracies, will be examined.

POLITICAL ADVERTISING AUSTRALIA

Country Profile: Brief History, Geography, Ethnic and 
Religious Composition, Culture, and Language

Located on the largest island and the smallest continent in the world, Australia has a distinct geographical 
characteristic. It lies between the Indian and Pacific oceans in the southern hemisphere and occupies an 
entire continent by itself. It has maritime boundaries with Indonesia, East Timor, Papua New Guinea, the 
Solomon Islands, Vanuatu, New Caledonia, and New Zealand. In addition to the mainland, it comprises 
the island of Tasmania and some other small islands. It is the sixth-largest country with more than 2.9 
million square miles.

The first humans of the island, the ancestors of Aboriginal Australians, are believed to have arrived 
there almost sixty thousand years ago. Another indigenous people of the island, Torres Strait Islanders, 
arrived from the northern island, shared by Indonesia and Papua New Guinea today, around 2,500 years 
ago. The first documented European landing in Australia was recorded by The Dutch East India Company 
in 1606. Yet, the main transformation began with the colonization of the island by Great Britain in the late 
18th century. The establishment of the colony of New South Wales in Port Jackson on 26 January 1788 
under the command of Captain Arthur Phillip is considered the beginning of Australia. This date later 
began to be celebrated as the national day. In the following periods, five new colonies (Van Diemen’s 
Land, Victoria, Queensland, Western Australia, South Australia) were established. Between 1855 and 
1890, these six colonies obtained the right to form an autonomous government on their own and laid the 
foundations of today’s Australian political system. By the enactment of the Commonwealth of Australia 
Constitution Act on January 1, 1901, Australia became an independent country under the umbrella of 
the Commonwealth (West & Murphy, 2010). However, most of the constitutional links with the United 
Kingdom break with the enactment of The Statute of Westminster passed on December 1, 1931.

Demographics of Australia is a story about people from other lands coming to make the island their 
home since the British arrival in 1788. The large majority of settlers came from the British Isles until 
World War II. Besides, there was significant migration from China and Germany as well during the 
nineteenth century. In the decades after the War, Australia received a large wave of immigration from 
across Europe. Exclusivist White Australia policy accompanied all these migrations between 1901-1973 
and shaped the ethnic composition (Elder, 2005). Today, immigrants account for 30% of the popula-
tion, of which immigrants from major Western nations constitute the highest proportion. According to 
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the data of the 2016 census, the most common ancestries in Australia are English by 25.0%, Australian 
(23.3%), Irish (7.6%), Scottish (6.4%), and Chinese (3.9%). Aboriginal Australians and Torres Strait 
Islanders make up 2.8% of the population. Australia has no official language, yet 72.7% of people speak 
English. Other languages spoken by people in daily life include Mandarin (2.5%), Arabic(1.4%), Can-
tonese (1.2%), Vietnamese (1.2%), and Italian (1.2%). Looking at the religious composition, the most 
common responses given in the census are No Religion (29.6%), Catholic (22.6%), Anglican (13.3%), 
and Uniting Church (3.7%) (2016 Census QuickStats, 2017).

Australian culture is shaped significantly by its immigration history. Until the mid-twentieth century, 
Australian culture was almost exclusively Anglo-Celtic thanks to the exclusivist White Australia policy 
of the government. The punitive policies pursued against the indigenous people of the island during the 
colonization and subsequent nation-building process under the guise of the ‘civilizing mission’ caused 
their cultural value almost to be lost. After the relaxation of immigration rules, immigrants and refugees 
from different geographies like the Middle East, Europe, and East Asia left significant traces on Aus-
tralian culture. Similarly, positive government action to rectify past wrongs has brought about a striking 
increase in the Aboriginal population and revitalization of Aboriginal arts. It can be said that Australia 
is home to a diversity of cultures today.

Political Structure

In constitutional terms, Australia, one of the world’s oldest continuous democracies, is a federal-state 
consisting of six states, together with two self-governing territories, and ruled by constitutional monar-
chy designed according to the Westminster system of separation of powers. Since it is a commonwealth 
member, the head of state is the governor-general formally appointed by the queen of the United Kingdom 
of Great Britain and Northern Ireland. Yet, literal reading of the Constitution can be misleading. The 
queen and the governor-general have a symbolic place and are neutral in the political process. In reality, 
it is ruled by a parliamentary system in which the prime minister and cabinet possess executive power. 
The legislation duty is held by the Parliament which is composed of three elements: Since the country 
is a Commonwealth member, the Queen, represented by the Governor-General, is considered a natural 
partner of legislation but it is a symbolic office. The Senate and the House of Representatives, on the 
other hand, are the main branches of the legislative body. Despite some restrictions on the power of the 
Senate related to the introduction (or directly amending) of some financial issues, the two chambers of 
the parliament have equal powers. The proposed laws have to be agreed upon by both chambers.

Free and fair elections are the core component of the political system, and they are held under the 
administration of the Australian Electoral Commission (AEC). The Electoral Act 1918 enforces com-
pulsory voting for all eligible Australians. Parliamentarian elections are held with two different election 
systems. For the House of Representatives, a full-preference instant-runoff voting system is employed. 
For, the Senate, on the other hand, an optional preferential single transferable voting system is applied. 
The federal election is conducted approximately once every three years. In addition, elections for local 
government and parliaments for each of the six states are held every 3 to 4 years. Since 1901, there have 
been 47 federal elections. The frequency of elections significantly increases the role of advertising in the 
political process. Another aspect of election culture that increases the importance of political advertising 
is that Australia has an unusually high voter turnout ratio compared with consolidated democracies in 
Europe where the turnout rate is in a consistent decline trend (Solijonov, 2016, pp. 25,26). Approximately 
97% of the eligible Australians enrolled in the elections and 91.9% voted in the 2019 federal election. 
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The high turnout rate can be considered a determinant that signs the high number of citizens interested 
in political issues and eager to consume political content.

Although there are more than 40 registered political parties at the federal level, the political structure 
of Australia manifests the characteristics of the mild two-party system. The Australian Labor Party and 
the conservative coalition of Liberal and National Parties dominate the political structure. The coalition 
government of Liberal and National Parties won a third three-year term by gaining 77 seats in the House 
of Representatives in 2019. Scott Morrison, leader of the Liberal Party of Australia, leads the coalition 
government as the Prime Minister. The Australian Labor Party, led by Bill Shorten, could win 68 seats. 
The other six seats were shared by the Australian Greens, Centre Alliance, Katter’s Australian Party, 
and three independents.

The voting behavior of the electorate stands out as another important issue that increases the im-
portance of political advertising in Australia. Evidence from the Australian Election Study carried out 
by Cameron and McAllister (2019a, p. 23) reveals that the electoral volatility rate has been on a rising 
trend since 1987. Fewer people stay loyal to their party, which also means fewer guaranteed voters for 
political parties. In another study, conducted to examine the electoral choice of voters in the 2019 federal 
elections, Cameron and McAllister (2019b) revealed that 66 percent of voters gave decisions by taking 
political issues into consideration.

Advertising Industry and Media

The history of advertising in Australia can be traced back to the beginning of the 19th century but turn-
ing it into a professional occupation took almost a century. By the early 1990s, the advertising industry 
developed enough that agencies began to form associations to protect their interests such as demanding 
commission from the media. The first one was founded in Melbourne in 1912. In 1946, the national 
Australian Association of Advertising Agencies which would be the main advertising agency body 
with the title Communication Council in the future was founded. Today, the Council has 175 company 
members coming from different segments ranging from international networks to local independents. 
(Advertising Council Australia). The top ten advertising agencies and advertisers are listed in table 1.

The advertising industry in Australia experienced a significant transformation during the late 1980s 
and the early 1990s. Big agencies merged with other agencies and supported forming large advertising 
associations. These new actors in the advertising market could present more qualified and diversifying 
services to their clients. This consolidation trend went through another phase which can be marked with 
emerging of large marketing communication organizations such as Interpublic Group of companies 
or Omnicom Group. The acceleration of globalization with digitalization and the change in customer 
demands and needs have inevitably affected the advertising market. Joint-size companies increasingly 
felt compelled to merge with other agencies. Agencies like Fallon Worldwide, Leo Burnett, Saatchi & 
Saatchi, and even Mojo, for example, have been acquired by the giant French holding company Publicis 
Groupe. Despite this giant transformation, however, the concentration level remained low; such that the 
four largest actors’ market shares account for less than thirty percent of total industry revenue. (Belch, 
Belch, Kerr, Powell, & Waller, 2020, p. 434).

In Australia, total advertising spending is estimated to grow by 9.1 percent in 2021 and counts five 
percent below the investment level of 2019. According to Zenith, Australia’s market was worth A$16.43bn 
in 2019, A$14.29 bn in 2020, and will be worth A$15.59 bn in 2021 (Buchkingham-Jones, 2021).
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Sure, the sophistication of political advertising is directly proportional to the structure and the devel-
opment of the media as well. Australia has a free media system organized with an extensive regulatory 
framework to provide diversity, independence, and reliability. According to the 2021 World Press Freedom 
Index (2021) released by Reporters Without Borders, the Australian media ranked 17th and accounted as 
free media. However, despite restrictive regulations, Australia has one of the highest concentrations of 
commercial media ownership in the world. The industry’s four most prominent players (News Australia, 
Fairfax Media, Seven West Media, and APN News & Media) are estimated to account for over 90 per-
cent of industry revenue in 2015-16 (Papandrea & Tiffen, 2016, p. 705). Although two public service 
broadcasters and social media help counter the lack of media diversity, a high concentration level is 
still a severe problem for the functioning of the democracy, which alerted political elites. On November 
11, 2020, the Senate referred to an inquiry about media diversity, independence, and reliability. In the 
inquiry report, released by the Senate Environment and Communications References Committee, it is 
revealed that high concentration in media also affects the share of advertising revenues in negative term 
(Media Diversity in Australia, 2021). This provides a financial dependency that may conceal some hid-
den relationship between political agents and media or put some pressure on acting objectively, such as 
publishing criticism of high spending on government advertising (Young, 2006).

It seems that the media environment for political advertising has been in a changing trend for the 
side of digital media. As seen in Figure 1, voters have begun to prefer digital media more in terms of 
accessing political content. While television broadcasting market, despite the downward trend, remains a 
major platform for the political, radio and newspapers seem to be outmoded. According to the Australian 
Media and Entertainment Outlook 2019-2025 (2021, p. 47) market report of PricewaterhouseCoopers, 
the compound annual growth rate (CAGR) of the newspaper print circulation market is expected to 
decline by 5.1 percent between 2019-2025. However, this image can be somewhat misleading for news-
papers. If the rates of accessed websites during the election campaigns are analyzed (Figure 2), it is seen 
that mainstream news media, also including websites of the newspapers and television channels, is the 
leading platform for the consumption of political content. The CAGR of the newspaper digital circula-
tion market is expected to increase by 11.4 percent and the digital news display advertising market is 

Table 1. Top ten advertising agencies and advertisers

Rank Ad agency Advertiser group/advertiser

1 Clemenger BBDO, Melbourne Wesfarmers Ltd

2 The Monkeys, Sydney Harvey Norman Holdings

3 Che Proximity, Melbourne Woolworths Ltd

4 R/GA, Sydney Telstra Corporation Ltd

5 Leo Burnett, Melbourne Reckitt Benckiser

6 BMF, Sydney Toyota Motor Corporation

7 McCann, Melbourne Australian Commonwealth Government

8 MediaCom, Melbourne My Chemist

9 Leo Burnett, Sydney NSW Government

10 TBWA\Melbourne McDonald’s Family Restaurants

Source: (Belch at all, 2020)
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expected to increase by 3.8 percent between 2019-2025 (Australian Media and Entertainment Outlook 
2019-2025, 2021, p. 48).

Despite more than two decades of experience and transformation in the voters’ praxis towards reaching 
political content, the shift from traditional media medium (TV, radio, newspapers, and magazines) to the 
digital in political advertising is a very recent case in Australia. Since there is no legislative obligation 
for political parties to disclose their advertising expenditure by media in the campaigning period, it is not 
possible to measure the trend with full accuracy. However, the media market share of campaign advertis-
ing of government departments and agencies, released by the Department of Finance annually, present 
an overview to estimate the tendency. As seen in Figure 3, the market share of digital media for govern-
ment campaign advertising came close to traditional media in the 2015-2016 fiscal year and passed in 
the 2019-2020 period. Andrew Huges (2019) also had a similar observation and stated that the campaign 
period of the 2019 Federal Elections seems to be the first in Australia where the parties advertised more 
on social and digital platforms than traditional media. In its self-evaluation report on the 2019 federal 
election result, Australian Labor Party regarded the reluctance to carry out the ‘digital-first’ campaign 
strategy as one of the leading causes behind the failure in the election (Australian Labor Party, 2019).

Figure 1. Following the election in the mass media
Source: (Cameron & McAllister, 2019a)

Figure 2. Websites accessed during the election campaign
Source: (Cameron & McAllister, 2019a)
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Pandemic has provided significant momentum to people’s use of the internet. Total internet access 
revenue showed marginal growth, reaching A$30.1 billion, in Australia in 2020 and 3,1 percent CAGR 
is expected between 2019-2025 (Australian Entertainment & Media Outlook:2021-2025, 2021, pp. 
21,22). In that regard, it is possible to argue that digital advertising will be the main direction of political 
campaign in further election periods. However, the change in consumer habits is not the only reason. 
Digital methods of political marketing provide more effective, more accurate, and more interactively 
message delivery at a micro-target level. As social media by its nature matches up perfectly to an engag-
ing mass market in a more personalized and market-driven way, it allows for more effective integration 
of grassroots-style campaigning. The algorithms make us visible when we participate in the political 
communication process and move us from involuntary receivers to active information seekers (Hughes, 
2018, p. 2). Digital campaigning enables political parties to get around the legal restrictions and continue 
to advertise until the last seconds of the polling time, because advertisings can also be shared or even 
created by users themselves and, technically, they are not political advertisings since no party is paying 
for them to be shared on people’s feeds.

Regulation of Political Advertising and Some Ethical Considerations

Political Advertising is regulated mainly by the Electoral Act of 1918 and Broadcasting Services of 1992. 
The provisions defined under these laws have a flexible structure that enables political actors to make 
maximum use of advertising in their campaigns. For example, there are no limits at all on the amount 
spent and no requirement to file election expenditure disclosure. What is more, parties and candidates 
that receive more than four percent of the primary vote are entitled to public election funding. In the 
2019 Federal Elections, political parties were paid more than A$68 million, independent candidates 
and senate groups were paid around A$1 million (Australian Electoral Commission, 2020, pp. 10,11). 
Similarly, the volume of political advertising is not limited but all political advertisings must contain 
the name and address of the producer. One more restriction is that a blackout is commenced three days 
before the election day.

Governments’ use of advertising for various purposes such as public service announcements or raising 
awareness of citizens in publicly important issues (climate change, pandemic, etc.) is a routine part of 

Figure 3. Government campaign advertising expenditure by medium
Source: The data is collected from the Campaign Advertising by Australian Government Departments and Agencies Reports 
of the Department of Finance (from 2011-2012 fiscal year to 2019-2020 fiscal year).
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their administrative activities. However, the use of these publicly funded advertisings in a way that will 
provide an electoral advantage to the political party in power such as the marketing of government poli-
cies is criticized by opposition groups as it undermines the principle of equal competition and misuse of 
the public budget for partisan purposes. The problem arises especially in countries where the legislative 
regulations related to the distinction in the use of legitimate government advertising for partisan goals 
or public policy is blurred.

As seen from Table 2, Australian governments spent over 100 million $ per year on advertising. It 
is such a high amount that if compared to the other federal countries, Australia (considering both the 
State and federal governments) spends more than double on government advertising per capita (Young 
& Tham, 2006, p. 80). As a result, Australian governments are naturally criticized by opposition par-
ties and the public because of the burden that advertisements place on the budget (Karp, 2020; Young, 
2007c). One aspect of these criticisms is about the necessity or quality of the advertisements in terms 
of graphics and messages. The ‘Australian Made’ campaign, for instance, which had launched first in 
1986 and was maintained by other governments to encourage people to buy domestic goods, subjected 
to some criticisms as motivating people to go against their common sense and acting financially irra-
tional for the sake of the country. The use of symbols and content that appeal to nationalist feelings in 
campaign advertisings has been one of the main motivations behind the emergence of such criticisms 
(Young, 2007a, p. 192). Similarly, Government’s anti-terrorism advertisements (like the ‘Let’s Look 
Out for Australia’ and ‘Help Protect Australia from Terrorism’) campaigns are also open to ethical 
questioning since they insinuatingly present Arabs and Muslims as potential terrorists (Younane, 2006). 
More recently, the government’s ‘Arm Yourself Against COVID-19’ campaign, aimed at increasing the 
rates of vaccination in Australia, became the subjectof discussions. In a video advertising released in 
the scope of the vaccine campaign, a young woman connected to a ventilator in the hospital struggling 
to survive against the disease was displayed. The fact that the video was broadcasted at a time when 
the under 40-year-old had only recently had access to the vaccine was considered a mistake, supporting 
the arguments that the government failed to take the necessary steps during the pandemic and failed to 
supply enough vaccines on time (Jaspan, 2021).1

Governments’ use of advertising campaigns for partisan purposes, on the other hand, causes more 
serious debates. The ‘Working Nation’ advertisements of the Labor government in 1995 which were 
advertising the government’s employment policies at a time, when the unemployment rate was high and 
the elections were so close, is one of the most salient examples. Similarly, the Howard coalition govern-
ment’s ‘Unchain my Heart’ in 1998 and 2000, ‘Strengthening Medicare’ in 2004, and ‘WorkChoices’ 
in 2005 campaign advertisings also were accused of being used by partisan sense as they were released 
just before elections or/and designed for advertising governments policies instead of publicizing (Young, 
2007a, pp. 194-201). Despite debates and criticisms, legislative regulations attempt to audit governments’ 

Table 2. Government campaign advertising expenditure by year

Years 2012 2013 2014 2015 2016 2017 2018 2019 2020

Expenditure (million $) 146,6 148,5 116,4 113,6 186 105,5 169,4 151,4 137,6

Source: The data is collected from the Campaign Advertising by Australian Government Departments and Agencies Reports of the 
Department of Finance (from 2011-2012 fiscal year to 2019-2020 fiscal year).
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campaign advertisings remained successful for a long time. The Guidelines for Australian Government 
Information Activities (GIGIA- created in 1983, updated in 1992, and then amended again in February 
1995), the basic legal document regularizing government advertising, was so permissive compared to the 
versions in similar countries such as the UK and New Zealand. The possibility of misuse of government 
advertising for partisan purposes was not even mentioned let alone prohibited this. The reports submitted 
by institutions such as the Auditor General, the Senate Finance and Public Administration Committee, 
which drew attention to the lack of legal regulations and suggested the introduction of various regula-
tions, were rejected or ignored by the governments (Young, 2007b, s. 438-440).

A new phase has begun with the Rudd Government’s release of new ‘Guidelines on Campaign Ad-
vertising by Australian Government Departments and Agencies’ in 2008. The new guidelines introduce 
five new principles providing that the entity’s chief executive (known as the accountable authority under 
the Public Governance, Performance, and Accountability (PGPA) Act 2013 Act) was responsible for 
certifying the compatibility of the advertising campaigns with the guidelines. According to the third 
principle, the material used in the advertisings should be presented with objective language and in a style 
free from the promotion of government argument and policy. Besides, the publication of information 
funded by the public budget should not be aimed at providing political interest or a positive impression 
for a particular political party (Asset Management Group, 2009). The Third-party review of a campaign’s 
compliance, which had been undertaken by the Auditor-General according to 2008 guidelines, based on 
a limited assurance approach, was replaced in 2010 by the Independent Communications Committee, 
appointed by the government. In 2015, new guidelines were put into service under the title of ‘Guide-
lines on Information and Advertising Campaigns by non-corporate Commonwealth’ entities and took 
the latest form by updates in 2020.

The overarching aim of the guidelines can be described as providing the confidence that public funds 
are used to meet the genuine information needs of the community in the most effective way and without 
political purposes of any party. In that regard, paragraphs 34 to 36 of the last version of the government 
advertising framework explain how being ‘objective and not directed at promoting party political interests’ 
principle will be fulfilled: Language should be objective and free of political argument. impression or 
promote the political interest of a particular political party. In campaigns, the name, slogan, or images of 
the party in the government must not be mentioned, and the website link of politicians or political parties 
must not be referred to. Campaigns must not be designed to affect public opinion toward a political party, 
any member of government or parliament, or a candidate for election. With the same purpose, views, 
policies, or actions of other actors such as the opposition parties or groups must not be directly attacked 
or scorned (Australian Government, 2020). Yet, there is a significant point that needs to be highlighted. 
This framework, in a sense, is a government policy and forces government entities to obey the principles 
in their campaign ads activities, but lacks legal sanction determined with concrete terms to be applied in 
the case of violation. Today, government campaign advertisings valued at more than $250,000 or where 
requested are subject to monitoring of the Independent Communications Committee but only in an ad-
visory sense. In its report on Government Advertising between 2015 and 2019, the Australian National 
Audit Office, similarly, emphasis to lack of obligation in the implication of the principles. In parallel, it 
is stated that while the campaign ads generally comply with the stated principles, the compliance with 
the third principle can be damaged with the statements made by the government members during the 
campaign process. For instance, the ministerial media release that launched Phase 4 of the ‘Powering 
Forward’ campaign contained an overt political argument. In the media release, while the Liberal and 
Nationals Government is promoted by stating that it is continuing to take action so more Australians 
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pay less for their electricity, the Labor party is disgraced by claiming that it sides with the big energy 
companies. There was also a similarity in tone and content between statements used in the campaign 
advertisings and ministerial media releases that can be treated containing overt political argument. In a 
similar vein, the report also attracts attention to density in the number of the campaign advertisings in 
election times which implies the use of publicly funded advertisings for the benefit of the party political 
interests in a roundabout way (Australian National Audit Office, 2019). The overall picture indicates that 
government advertising in Australia is still vulnerable to be used for political gains especially in election 
times despite the regulations enacted that strengthen the scrutiny mechanism.

Another issue of public concern like the monitoring of government advertisings is the demand for truth 
in political advertising. The use of misleading or false statements made in the course of electioneering 
has been a serious problem. It has an abrasive effect on the trust towards politicians and democracy. It 
plays a more devastating role in highly polarized societies where people are prone to keep their political 
stance against the others. The side effect of technology, unfortunately, is seen in this case as well. Much 
more misleading, deceptive or false political information has gotten in circulation on popular social 
media platforms such as Twitter, Facebook, and Instagram, as well as in more traditional media outlets. 
Deployment of bots and algorithms facilitating micro-targeting techniques make people much more 
vulnerable to this information. These digital technologies produce and disseminate necessary informa-
tion that makes false statements seen at least possibly true with minimal cost. The need for legislative 
regulation of truth in political advertising, therefore, has begun to be felt much more.

Legislative regulation attempts on truth in political advertising have been a case in Australia for more 
than a century. Section 180(e) of the Commonwealth Electoral Act 1911 (Cth) adopted a content-based 
regulation that prohibited advertising which contained “any untrue or incorrect statement intended or 
likely to mislead or improperly interfere with any elector in or in relation to the casting of his vote”. These 
provisions were retained with minor additions until 1983 (Pender). Upon the report of the Joint Select 
Committee on Electoral Reform, established by the Hawke government, Parliament passed amendments 
to the 1918 Act including a section on truth in pollical advertising. Section 161 (2) of the Commonwealth 
Electoral Legislation Amendment Act 1983 (Cth) provided:

A person shall not, during the relevant period in relation to an election under this Act, print, publish, or 
distribute, or cause, permit or authorize to be printed, published or distributed, any electoral advertise-
ment containing a statement –

a.  that is untrue; and
b.  that is, or is likely to be, misleading or deceptive (p. 68).

Besides defining penalties of a fine (not exceeding $1000 in case of a natural person, $5000 in case 
of body corporate) or imprisonment (not more than 6 months) or both for breaching this section, the 
amendment introduced also the right of seeking an injunction from the Supreme Court of the relevant 
state to prevent breaching. Yet, this regulation was repealed upon the second report of the Committee, 
published in 1984. Committee’s concerns were clustered around the difficulty of establishing the criteria 
which would determine the trueness of a statement by a Court, the possibility of candidates’ tactical use 
of injunctions to hamper opposing political party’s campaign, limited time in the campaign process to 
finalize the allegations and possible disturbing consequences of this situation on the political process. 
The Committee suggested that the decision regarding the ‘truth’ would be better left to the voters. (Joint 
Select Committee on Electoral Reform, 1984, pp. 21-26). On the other hand, in his dissenting report 
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which was given a place in the Committee’s report, Senator Michael Macklin (1984), argued that ‘it is 
surely a small price to pay for a better-informed democracy that politicians are required to tell the truth’ 
(p. 47). Over time, legislative regulation of the truth in political advertising continued to be subjected to 
parliamentary considerations frequently in various forms because of the complaints about alleged false 
electoral matters that came into question in election times.2 The views expressed in the second report, 
however, have continued to be a dominant approach on this issue and, as a result, there is no legislative 
regulation in force on truth in political advertising at the federal level.

Despite unresolved attempts at the federal level, South Australia (SA) and the Australian Capital 
Territory (ACT) have managed to compose a political culture supported by laws. South Australia put its 
legislative regulation in force by enacting the electoral act (SA) in 1985. Section 113 makes it an offense 
to authorize or cause electoral advertisements that are inaccurate and misleading in the material sense to 
be published. The provision authorizes the SA Electoral Commissioner to request such advertisements 
be withdrawn and publication of a retraction. The Commissioner can also apply to the Supreme Court to 
enforce that decision. Besides, the law introduces punishments up to $5,000 for individuals or $25,000 
for a body corporate. In fact South Australia is such determined to secure political communication 
against inaccurate and misleading information that the law empowers the Court of Disputed Returns to 
invalidate the results of an election if advertising affect the election result as well. In 2020, Australian 
Capital Territory also introduced a similar provision in electoral law which empowers the Commission 
to seek a retraction and, if necessary, apply to the Supreme Court. Under the new provision, an individual 
can be fined up to $8,000 and a corporation up to $40,500.

The discussions and expectations on legislative regulation at the federal level have been heightened 
in the last years in parallel with the increase in social media’s capacity of affecting the political land-
scape. The Australia Institute, a think-tank organization, has initiated an online campaign demanding a 
legislative regulation for the truth in political advertising law (We Need Truth in Political Advertising 
Laws, 2020). The survey conducted by the institute revealed that 87% of Australians supported the in-
troduction of such laws (Browne, 2020). The Joint Standing Committee on Electoral Matters (JSCEM) 
discussed the possibility of enacting a federal law regulating truth in political advertising in its report 
on the 2019 federal election. Although the majority in the JSCEM, which consisted of the coalition 
government representatives, did not support the regulation, dissenting reports from Labor and Greens 
members stated a strong aspiration for reform. A serious step, however, has been taken by Independent 
federal MP Zali Steggall’s introduction of the Commonwealth Electoral Amendment (Stop the Lies) 
Bill into the House of Representatives on 25 October 2021. Addressing to the assembly in the second 
read stage of the bill, Dr. Helen Mary Haines (2021) stated that it’s perfectly legal for politicians to lie 
in their ads, to spin any old tale for the sake of a vote, however, people hate this kind of grubby, low, 
deceptive politics. Then, she argued that the bill proposed has been tried and tested in legislation that’s 
been in place in South Australia for over 20 years, therefore, it will bring political advertising up to the 
standards that businesses are held to.

The bill, on the one hand, is organized with the sense of satisfying some earlier concerns like the abuse 
of the law to hamper the opposite party campaigns. In that regard, the competent court is empowered 
to refuse an application that is frivolous, vexatious, misconceived, or lacking in substance, or revealing 
no reasonable prospect for success, which can be considered as an abuse of the process of the court. On 
the other hand, it has the potential to pave the way for further discussions by enlarging the scope of the 
law from concrete to likelihood. Section 321K (1) provides that:
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A person must not print, publish or distribute, or cause, permit or authorize to be printed, published or 
distributed, electoral matter if the electoral matter contains a statement in relation to a matter of fact 
(including an implied statement) that is:

a.  misleading or deceptive to a material extent; or
b.  likely to mislead or deceive to a material extent.

Another characteristic of the bill is that it brings a new phase to the issue which is related to the 
development of technology in the digital world. Section 321K (2) prohibits parties, candidates, and 
campaigners from impersonating or passing off material as being from another candidate. In the ex-
planatory memorandum of the bill, the drafters emphasized that advances in technology make it easier 
to fraudulently impersonate a candidate such as deep fakes (Electoral Legislation Amanedment (Stop 
The Lies) Bill 2021: Explanatory Memorandum). For the time being, when this study is accomplished, 
this step has not been concluded yet.

An interesting study, conducted by Waller (2002), provides a new reason for enhancing the need 
for truth regulation in political advertising. Examining the advertising agency-client attitudes towards 
ethical issues in political advertising in Australia, Waller highlights cognitive differences, particularly 
in the area of ‘accountability’, between advertising agency executives and politicians. He found that ad-
vertising agency executives appear to feel more strongly in their views on whether political advertising 
should be accountable to the public and liable for prosecution if found deceptive. The executives also 
feel more strongly in their views that statements in political advertisements are frequently misleading. 
On the other hand, while there is general agreement that political accounts are potentially somewhat 
‘problematic’ (Dickenson, 2014), some agencies are still willing to take on political accounts (Waller & 
Polonsky, 1996). As there appears to be a number of advertising agencies, taking the possible financial 
and non-financial benefits that can compensate for these problems into account, it is possible to say 
that politicians can continue to find partners accompany with their having no boundaries campaigning.

Political Advertising in Australia Towards 2022 Federal Elections

Although the elections are six months away, it seems that the campaign race of Australian political parties 
and candidates for the 2022 Federal Election has already begun. According to the Google transparency 
report, political parties and third-party groups in Australia have already spent close to $3.5 million for more 
than 3300 advertisements (Google Transparency Report Australia, 2021). In addition, about $2 million 
has been spent on Facebook ads by political parties only (Facebook Ad Library Report Australia, 2021). 
Also, it should be underlined that Liberal-National Coalition has the advantage of government campaign 
advertising. Sure, it provides a critical opportunity for opposition parties as well. With the ‘Liberals 
Spend $1b On Ads’ ad, Labor accused Liberals and Morrison of spending $1b for government ads and 
using this source for patronage by sending $1m to the market research company of a Liberal politician.

Digital platforms have also become a significant media medium for minor parties and candidates. 
Clive Palmer’s United Australia Party is the most prominent ad payer of Google, with more than $3 
million. Similarly, the Greens, Australian Citizen Party, Liberals for Climate have also launched digital 
campaigns via Google ads and other social platforms such as Facebook. When the advertising strategies 
of the parties are examined through Google data, it is seen that there is a differentiation in the target 
audience selection. Major parties set specific cities as the target audience of their advertisements, while 
minor parties (United Australia and Australian Citizen Parties) set the whole country as their target. Here, 
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it can be argued the choice of this strategy, which causes high expenditure amount for a small number 
of advertisements by minor parties, is related to the limited party grassroots. Major parties, which have 
a larger voter base, may have foreseen that the advertisements they publish in the digital environment 
will reach large masses by the voters’ sharing these advertisements on their own social networks.

Google transparency report data show that third-party groups continue to play an active role in this 
election period as well. United Workers Union has already spent nearly half as much on political ad-
vertising through Google as the Labor Party National Secretariat. Some advertisements published by 
organizations such as GetUp, Class Action Australia, Australian Council of Trade Unions go beyond the 
purpose of creating public opinion in line with the mission of the organization and acquire a quality that 
can directly affect voter behavior. Some of these ads, such as GetUp’s ‘Murdoch & Morrison vs. the ABC’ 
or Class Action Australia’s ‘Keep Corporations Honest’, directly attack Morrison government by name.

Even a cursory glance at the spots and video ads presented to the voters is enough to realize that the 
2022 federal election campaign will be overwhelmingly negative. To put the trend in numbers, of the 
500 documentary ads posted on the Labor party’s Facebook page in the last six months, only 168 were 
in the positive ad category, while 305 were in the negative ad category, and approximately half of them 
were harsh ads targeting Prime Minister Morrison personally.3

Designing Political Ads

Researchers have examined political ads from different perspectives, such as video styles, types of argu-
ments, language and verbal styles, and emotional dimensions to determine the common characteristics 
of political ads. Despite some significant findings towards common characteristics, such as appealing to 
emotions (Weber, 2013; Brader, 2006), it is still not so possible to speak of a common formula for the 
construction of successful political advertising. It can be argued that one of the leading factors behind 
not being able to produce a common model is the fact that political ads are quite contextual with the 
political structure and culture of the countries. In that regard, examining the common characteristics of 
political ads in a country and attempting to construct common rules for that country can be an appropri-
ate approach. Such kind of an attempt was held by Sally Young (2013) for the Australian context. She 
mentioned some common characteristics of Australian negative political ads based on her observations. 
This study also aimed at revealing some common characteristics of Australian political ads.

Methodology

For this purpose, the video ads featured by the Labor Party, the main opposition party, and the Liberal 
party, which is the big partner of the incumbent coalition government, in their campaign for the 2022 
Federal Election, are examined with quantitative content analysis methodology via Maxqda. The dataset 
is collected from the official social media accounts (Facebook and Youtube) of the two political parties. 
The scope of the study is limited to the video ads featured between July 2021 and January 2022 and 
documentary ads are excluded. In that context, 62 video ads (Liberal: 23, Labor: 39) are employed in 
the analysis.

In the construction of the coding framework, besides the model presented by Young (2013), the typol-
ogy formed by Johnson-Cartee & Copeland (2010) on the axis of negative political ads in the USA was 
utilized. In that context, firstly, nine main categories (subject, Theme, Material, production style, emo-
tion, temporality, Music, style, attack style in negative ads) were determined. Then, fifty subcategories, 
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identifying the main categories, were formed (see Table 3). The coding process was held in two stages. 
In the first phase, the data set was coded by two different coders. In the second phase, the codings were 
compared and different categories were discussed. At the end of the coding phase, the inter-coder reli-
ability index is found 91,2%.

In the research, four research questions were determined and code co-occurrence analysis was con-
ducted to explore the main characteristics of political advertising in Australia. The research questions 
are as follows:

RQ 1: What are the common features of political ads featured by the Liberal and Labor Parties?
RQ 2: What are the distinctive differences between styles of the ads used by the parties?
RQ 3: What are subjects emphasized more frequently in the ads?
RQ 4: Which advertising strategy is more preferred?

Table 3. Code table

Subject % Material freq Production Style %

Pandemic 40,0 Statistical Information 17 Visual Documentary 20,3

Employment 17,1 Global Comparison 15 Graphic 37,5

Coalition with the Greens 1,4 Cynical Looking of Opponent 23 News Style 3,1

Home Loan Deposit Scheme 1,4 Past Promises-Pitiful Performance 4 Candidate Confrontation 4,7

Childcare 2,8 Political Gaffles 8 Candidate Interactional 14,1

Renewables 11,4 Other 3 Public Figure 6,3

Medicare 14,2 Temporality % Flip-Flops 14,1

Corruption 2,8 Retrospektive 27,4 Emotion %

Taxes and Funds 4,3 Prospective 12,9 Fear and Hope 1,6

Sexual Harresment 1,4 Present 59,7 Hope 17,7

Anti-Scam Policy 2,8 Music % Fear 9,6

Inparty Division 5,7 Focusing Music 12,9 Anger 35,4

Economy 14,2 Funny Music 1,6 Fear-Anxiety 20,9

Theme freq Thriller Music-Sound 17,7 Neutral 14,8

Political Character 14 No Music 67,8 Style %

Political Experience-
Incompetence 7 Attack Style in Negative Ads % Negative 67,7

Disparagement Humor 15 Direct Attack 88,3 Pozitive 30,2

Mentality 1 Direct Comparison 2,3 Negative and Pozitive 2,1

Political Performance 34 Implied Comparison 9,4
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FINDINGS AND ANALYSIS

Acccording to the findings obtained after the code co-occurrence analysis, Negativity (67.7%) stands 
out as the main characteristics (see Figure 4). As a matter of fact, it is possible to talk about the continu-
ation of a tradition. Researchers seem to have a consensus on the view that aggressivity and negative 
style campaigning has been an ingrained character of political advertising in Australia (Braund, 1978; 
Miskin & Grant, 2004; Plasser & Plasser, 2002, p. 268; Young, 2003). The widespread use of negative 
advertisements in campaigns has led to discussions about its effect on voters and the functioning of de-
mocracy. An important aspect of criticism is that negative advertisements cause people to feel distrust 
and alienation towards political actors and the political process (Joint Standing Committee on Electoral 
Matters, 2020).

In the literature on political advertising, there has been a hot debate related to the effects of negative 
(attacking) advertisement on electoral behavior. The researchers have different considerations on its pros 
and cons. For instance, the findings of Meritt (1984) and Garramone (1984) refer to a boomerang effect 
that negative political advertising evokes a negative impact toward both the targeted opponent and the 
sponsor. On the other hand, Johnson-Cartee and Copeland (2010, p. 10) argued that expectation for a 
boomerang effect as the natural outcome of negative ads is quite simplistic. A similar controversy is a 
case for the pros and cons of negative ads in terms of democracy. Some studies argue that exposure to 
negative ads has a reducing effect, even at a low level, on voter turnout (Franz, Freedman, Goldstein, 
& Ridout, 2008; Ansolabehere & Iyengar, 1995). The studies also place emphasis on increase levels 
of political cynicism and alienation. For instance, Yoon, Pinkleton, and Ko (2007) suggest that high‐
credibility candidates’ use of negative political advertising causes greater cynicism for highly involved 
participants. This means, in turn, more dissatisfaction with democracy for politically highly engaged 
citizens. However, some other researchers argue that there is no significant correlation between negative 

Figure 4. Code co-occurrence map
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ads and turnout preferences (Krasno & Green, 2008; Wattenberg & Brians, 1999) or participants’ cyni-
cism, efficacy, or apathy (Pinkleton, Um, & Austin, 2013). For Pinkleton (1997), negative advertising 
even may have greater educative benefits than more virulent forms of negative political advertising.

As the number of different arguments offered in the research related to negative political advertising 
increases, researchers have begun to apply metanalysis techniques to achieve some general findings. In 
their meta-analytic study covering 52 studies, Lau et all (Lau, Lee, Heldman, & Paul, 1999) find that 
negative political ads do not appear to be more effective than positive ones. Also, despite the general 
comprehension, negative political ads do not seem to have abrasive effects. Similary, Allen & Burrell 
(2002) also find no net benefit to negative versus positive ads. These studies, however, are found reductive 
by Kaid (2004, p. 175) and Benoit, Leshner, and Chattopadhya (2007) since they are interested only in 
the question of whether negative ads are more effective than positive ads. Benoit at all (2007) found in 
their meta-analysis that messages can enhance issue learning and influence attitudes toward candidates. 
In the reassessment of the earlier study (Lau et all, 1999), covering 111 studies this time, Lau, Sigelman, 
and Rovner (2007) insist on the conclusion that negative political ads are not more effective than positive 
ads while acknowledging that they have a more catchy and information-promoting nature. According 
to them, though negative political ads tend to be more memorable and stimulate knowledge about the 
campaign, they are not an effective means of winning votes. Besides they do not depress voter turnout. 
It is only possible to refer to lower feelings of political effectiveness and lower trust in government..

Australian political culture seems to display characteristics that approve the findings of Lau and his 
colleagues. Although the turnout at election rates is high, the satisfaction with democracy rate is in a 
downward trend, as seen in Table 4.

Another significant finding acquired through the analysis is that ratio of using negative style ads is 
asymmetrical between the two parties. While 80% of the Labor Party’s ads are negative, only 37.8% of 
the Liberal Party’s ads are negative. Benoit (2001) explains this asymmetrical ratio in applying negative 
ads between the incumbent party and the opposition by referring to the opportunity of the incumbent 
party to reveal a political performance. To him, only the incumbent party has a record in the office, 
and that record is a resource for incumbents to acclaim and challengers to attack. In other words, as the 
incumbent parties have the opportunity of revealing a success story in concrete terms, they use posi-
tive ads, generally supported with statistical and official information, to convince people. The findings 
acquired in this study provide evidence supporting this proposition. Almost 83% of the statistical infor-
mation used ads are preferred by the incumbent Liberal Party, and 83% present of its political ads are 
in the positive category.

Table 4. Satisfaction with democracy

Satisfaction with 
Democracy 1969 1979 1996 1998 2001 2004 2007 2010 2013 2016 2019

Satisfied 77 56 78 71 74 82 86 72 72 60 59

Not Satisfied 23 45 22 29 26 18 14 29 28 40 41

Source: Australian Election Study (Cameron & McAllister, 2019a, p. 98)
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Researchers observe an Americanization trend that employs all-encompassing globalized consumer 
culture and marketing techniques in political advertising. The widespread use of “KEVIN07” t-shirts by 
the Labor Party in the 2007 federal election, for instance, can be considered as the meeting of a number 
of global trends fuzzing the line between the official politics and the neoliberal marketplace (Penney, 
2011). The use of flip-flop ads in political campaigns, which become much easier to produce with 
the developments in digital editing technologies, also provides evidence of the Americanization trend 
(Young, 2004). The findings acquired in the analysis indicate that this trend continues to be a signifi-
cant characteristic of political advertising in Australia. It is seen that flip-flop ads are still an important 
advertising technique. Besides, digital editing technologies are used very effectively in advertisements. 
Graphic (37,5%) and visual documentary (20,3%), produced by digital techniques, stand out as the most 
used production styles. Thanks to digital production techniques, images that can have an effective impact 
on political consumers are brought together in appropriate forms. For instance, Labor frequently uses 
Scott Morrison’s smiling appearance to associate him and his government with disregard and mocking 
on the issues that are important to the public, such as medicare cuts. In this way, the message ‘Mor-
rison does not care about your problems’ is tried to be given to the public. Liberal Party, on the other 
hand, frequently used Albanese’s appearance that shows up him stuck in a difficult situation to create 
an incompetent leader image.

Examination of political advertisements based on topics shows that the conventional issues of politics 
(such as economy, employment, democracy, taxes) become of secondary importance against the Covid-19 
pandemic (40%). In addition, 40% of the economy-related and 25% of employment-related ads are also 
associated with the pandemic. Vaccination rates, case numbers, economic cost, therefore, become one 
of the core components of the political ads, such that 82,3% of the statistical information used in the ads 
are about pandemics. After the pandemic, mostly employed subjects are employment (17.1%), economy 
(14.2%), renewable energy (11.4%), medicare (8.5%), corruption (2.8%), and childcare (2.8).

Figure 5. Code co-occurrence map for negative ads
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Since it is the most frequently used style in political campaigning, focusing on negative ads may 
provide significant contributions to understanding the dynamics of political ads in Australia. As seen 
in Figure 5, the ‘direct attack’ strategy, which mainly targets the party or candidate directly, has been 
adopted. It is seen that the political performance and political character of the opponent are targeted most 
frequently in advertisements. Another distinctive feature is the use of derogatory humor, with frequent 
use of the opponent’s cynical appearance and political gaffes. In order to increase the effectiveness of 
the transferred negative image on the political consumer, tension and focus music were also used to a 
large extent. From an emotional point of view, we see that negative emotions are processed more. This 
can be accepted as one of the reasons behind the negative impact of voters’ belief in the political system.

CONCLUSION

The Australian experience of political advertising provides important lessons for many countries, espe-
cially about the ethical dimension of political advertising. The debates about government campaigning 
ads and the truth principle in political advertising reveal how complicated the ethical dimension of po-
litical advertising is. It is seen that some fundamental issues of democratic regimes, such as the limits 
of freedom of expression and how the balance will be achieved in the inter-power control system, occur 
as significant matters in the legislative regulations of political advertisements. Australia prefers an audi-
tion mechanism the sanction side of which is left to voters to avoid preventing the use of government 
advertisements for partisan purposes. The campaigning ads of the government agencies are audited by 
the Department of Finance in terms of suitability and content. The findings obtained via the audit are 
reported annually together with the expenditure amounts. With these reports, which are open to access, 
it is aimed to inform the public and to carry out the sanction phase by the voters during the election pe-
riod. It can be thought that the effectiveness of the sanction mechanism increases by the political parties’ 
bringing these expenditures to the agenda in their campaigns. However, increasing expenditures during 
election periods implies that governments continue to benefit from this publicly funded advertising op-
portunity for partisan purposes.

Australian experience also shows that there is a significant transformation towards the digitalization of 
political advertising. It can be said that the change in people’s internet usage habits during the pandemic 
has an accelerating effect. Besides, it is observed that the asymmetrical balance that emerged due to the 
concentration in media ownership has an additional effect on the opposition parties’ orientation towards 
the digital media medium. On the other hand, although digitalization contributes to media diversity 
and the voice of minor parties to be heard, it is necessary not to make premature predictions about its 
impact on the quality of democracy. As the examination of the advertisings used by political parties 
in their campaigns for the 2022 Federal Elections shows that people are exposed to a great number of 
negative ads aimed at discrediting politicians. The radical increase in the rate of interaction with negative 
advertisements makes it necessary to conduct new researches on the political attitudes of the people.

FUTURE RESEARCH DIRECTIONS

As the digitalization of political advertising increased in Australia, computer-assisted methodologies 
earned much more importance. Although the elections are six months away, the parties have already 
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released hundreds of spot ads and tens of video ads both at the state and federal levels. Besides, each 
item brings along a cluster of data containing interaction components (such as view, like, dislike counts), 
location, and time. The grand data emerged by digitalization have the potential of providing a clearer 
view for issues on which a general consensus cannot be reached, such as voters’ attitudes towards nega-
tive advertising.
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KEY TERMS AND DEFINITIONS

Flip-Flop Advertisement: An advertisement style which is used to show politicians in opposing 
parties inconsistent and contradicting themselves.

Government Advertising: Publicly funded ads that are used by governments to inform the public 
about new initiatives, policies, or programs. They help to advise people on how they might benefit or 
be affected by or what they need to do to comply with new requirements.
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Negative Advertising: A political advertising form that serves as an attack on an opponent’s per-
sonality, record, or opinion.

Third-Party Groups: A definition that refers to actors operating in the political arena, except po-
litical parties and candidates. These actors can be non-governmental organizations, business and labor 
unions, individuals, and companies.

ENDNOTES

1  For more controversial cases in government campaign advertising issue, see (Sinclair & Younane, 
2007).

2  For detailed information on parliamentary considerations of truth in political advertising, see 
(Electoral Matters Committee, 2010).

3  Repeats were not taken into account and 27 spots, such as daylight saving time reminder, were 
categorized as irrelevant.
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