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Abstract:Numerousstudiesinvestigatetherelationshipbetweencultural
valuesandeffectivenessofadvertising.Thepresentpaperattemptstoexami
netheinfluenceofcultureintheexecutionofadvertisementsthroughaqualit
ativecross-
culturalstudy.Thestudytakesintoaccounttwodistinctcultures.Onconside
ringthemuchacceptedHofstede’sculturaldimensionstheorythestudyend
orsesIndiaasacollectivisticandAmericaasanindividualisticculture.Itexe
mplifieshowculturalfactorsaffectthecontent&executionofadvertisement
sthroughcontentanalysisof15advertisementsfromtheelectronicmedia.
WiththeAsia-PacificRimemerginginworldtrade,lot of studies 
haveconcentratedon Countrieslike ChinaandKorea. Indiaowing toits 
largemarketshare,plentifulopportunitiesforeconomicgrowthanddevelo
pmentasthethirdlargesteconomy,hasnotreceivedmuchattentionforthes
estudies.Thepurposeofthisstudyistocontributetothedebateonstandardiz
edversusspecializedapproachestointernationaladvertising.Theresultsil
lustratesignificantdivergenceinthewayadvertisingmessageswereexecut
edinthesetwocountriesandthatdifferentculturalvalueswerereflectedinth
eiradvertisingexpressions.Theevidenceofcross-
culturaldifferencesfurthersupportstheassumptionthattrulystandardize
dadvertisingisrarelyfeasible.Further,thisstudyalsoexploreshowchange
swithinacultureaffecttheexecutionofadvertisementsbyfocusingonthree-
productline.Thefindingsrevealedthatthereisachangeintheexecutionpatt
ernofadvertisementsthatcanbeattributedtoglobalizationofeconomyand
culture. 
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1. 1. INTRODUCTION 

TheemergenceofAsiaPacificRimasamajortradingzonehasstreng
thenedtheattention towards the under standing of Asia’s 
marketanditsconsumers. 
HoweververyfewempiricalresearchhavebeendoneonIndiainco
mparisonto‘TheRising 
Dragon1’.India,asthethirdlargesteconomyintheworld,constitute
smorethan1.2billionconsumers 
[12].Thisveryfactdrawsattentionofnumerousmultinationalcom
paniesand investorstoIndia.Severalstudies 
haveprojectedthatIndiahasthepotentialofbeinga‘Superpower’an
dwillbeatparwith‘Developed’nationsuchasChinaandtheUnitedS
tatesby2020. 

Accordingtoresearchers,forthegrowthofInternationalbusiness,it
isimportanttoaccentuateontheunderstandingoftheculturalconte
xtofthemarketandthemarketingtechniques.Thisunderstandingw
illincreasetheacceptanceleveloftheproductandultimatelywillpro
fitthecorporate. In a study, 
Mooijclaims,“Theremaybeglobalproducts,buttherearenoglobal
people.Theremaybeglobalbrandsbuttherearenoglobalmotivatio
nsforbuyingthosebrands” 
[11].Thisissueofstandardizationoradaptationoflocalcultureinint
ernationaladvertisinghascontinuedtobeamajoryetunderresearch
edtopicininternationaladvertising.Given thecomplexityof 
cultures,it canbeexpectedthatmuchmoreemphasis 
isneededinthis areaof research 
[ 2 ] .Thoughmanyoftheresearchdoneincrossculturearequantitat
iveinnaturenot 
mustemphasishasbeengiventothequalitativeresearchasaresultth
ereisalackofunderstandingofmultiplereality ofacontext [1 1 ] . 

This piece attempts to understand 
astohowdoescultureinfluencestheexecutionofadvertisements.It
compares thecultural aspectsofthecontent andexecutionof 
Televisionadvertisements oftwovariedculture. 
InwestUShasbeenrecognized 
as‘highlyindividualistic’anda‘lowcontextculture’[1].Ithasbeenr
ecognizedasthemostactiveparticipantintheglobaltradeandhasthe
largestandinfluentialadvertisingindustryinthe world [1]. 
ResearchessuchasHofstede et al. 
[1]havenotedthatintheeastIndiarepresentshighlycollectivistican
dahighcontextculture. 
Since1960s,thedebateoniftostandardize(globalize)orlocalizeint
ernationaladvertisinghasbeencontinuing. 
However,studiesonglobaladvertisingstrategieshavenotexplored
whetherandtowhatextentadvertisementsdeliveredbyaglobalmed
iabrandareglobalizedinlocaleditions [9]. 

Itfurthercriticallyexaminedthestudieswhichadvocateforthestand
ardizationofadvertisingstrategies. 
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2. AFTER SUSTAINEDDOUBLE-DIGIT 
GROWTHFOR THEPAST FEW YEARS, ITS 
GROSS DOMESTIC PRODUCT 
REACHED4.38TRILLIONYUANIN 
1994,AND11.8PER CENT INCREASE 
COMPAREDWITHTHE PREVIOUS YEAR.2. 
THEORETICALBACKGROUND 

2.1 Individualismandcollectivism 

Understandingofculturaldifferencesisdeliberatedasacompulsor
yrequirementforthesuccessoftheinternationaladvertisingascultu
ralvaluesinfluenceadvertisinglikeability[4].Consumersarehabit
uatedtoaparticularculture’svaluesystems,beliefs,andperceptionp
rocesses.Theyrespondtoadvertisingmessagesinamannerthatisco
ngruenttotheirculturalvaluesandnorms.Asaresult,thesocialvalue
sandculturalnormsofthetargetaudiencemaylimitthepreferenceof
advertisingthemesusedforaparticularculture [14].Therefore,itis 
significanttonotethattheculturalnorms,values,believesplayacruc
ialrole whileconstitutingthethemeofadvertisement 

Cultureisacomplex,multidimensionalconstruct.Oneofthemostb
asicdimensionsofcultureistheindividualism-
collectivismdimension. 

Accordingtoexistingliteratureonculture,majortraitsofanindividu
alisticculture areself-orientation,importanceofself-
sufficiency,pursuingofindividual’sgoal,  wh ich  need not 
beincon gruent with the group goals, 
pridefromindividualachievementsetcetera[14].Acollectivisticc
ultureontheotherhandischaracterizedbyimportanceofgroup’sgoa
loverpersonalinterests,emphasisongroupwelfare,groupharmony,
sharing,andco-operation[14]. 

Numerousstudieshaveconcentratedonthiscrucialaspectofculture
withrespecttointeractionofindividualswithoneanotherinasocials
etupandthevariationinone’ssocialperceptionandbehavior.Accor
dingtoHofstede,individualism-
collectivismistheconnectionbetweentheindividualandthecollect
ivitythatpersistsinaparticularsociety [5]. 

Manycountriesdivergeinthisimportantculturalcharacteristic.For
instance,incountriesofEuropeandNorthAmerica,individualspref
erindependentrelationshipstooneanother,andindividualgoalstak
epriorityovergroupgoals.However,inAsia,Africa,LatinAmerica,
andtheAsian-
Pacificregionpeopleareexpectedtohaveaninterdependentrelatio
nshipwithoneanotherwithinacollectivity [14]. 

Indiaisregardedasacollectivistculture.Moreover,previousresear
chershaveidentifiedabouttheculturaltraitsofIndia,whichcanbecl
assifiedasthehighlycollectivistandhigh-
contextculturewherethecontextisconsideredasthecrucialpartofth
ecommunicationintheIndianadvertisings.“Indirectness,subtlety,
andsymbolismareimportantcharacteristicsoftheIndianculturean
dcollectivistinterestandgoalsprevailoverindividualinterestsandg

oals.TheIndianculturevaluesloyaltytoagroupoverindividualacco
mplishments” [1]. 

Incontrast,theUSAispresumablyacountryrecognizedforits“rugg
edindividualism” 
[14].Ascomparedtoindividualisticculturethatemphasizeonself-
sufficiencyandinterdependency,theso-
calledAmericanruggedindividualismmeansthatoneisnotonlyself
sufficientasamatteroffactbutthatonemustmakeeveryefforttowar
dsitasanideal 
[14].Thus,individualismisconsideredcentraltotheAmericanchar
acterandtheAmericanvaluessuchasindividualachievementorient
ationandencouragementoftheattainmentofmaterialprosperityare
rootedinindividualism 

2.2. Hofstede’sframework 

Variousperspectiveshavebeenusedintheresearchonadvertisinga
crossculture. According to Dahl, there are 
threecategories[6].Thesociologicalperspectivethattrytocontrast
culturallyinspirednormssuchasgenderrolesacrossdifferentcount
ries [6].According to Wiles, 
theethnologyperspectiverelyonasetofhistoricalandgeneralsociet
alvaluestoexplainperceiveddifferencesinadvertisingintwoormor
ecountries[6].Thethirdcategory by Albert-Miller & Gelb 
providesasomewhatdeeperexplanationofobserveddifferencesin
advertisingbylinkingappealsandobservationstoculturaldimensi
ons,andhencetriestoforecastthevalueandappealdifferencesinvari
ouscountries[6]. 

Variousdimensionsofculturehavebeenputforwardandsomeofthe
marewidelyused.Oneofthosewidelyaccepteddimensionsisthato
fHofstede[11].Hofstedefourdimensionswerebuiltupforthecomp
arisonofworkrelatedvalues[5].ThefourdimensionswerePowerdi
stance,uncertaintyavoidance,individualism/collectivismand 
masculinity/femininity [5]. After wards,Hofstede 
cameupwiththefifthdimension,long-term/short-
termorientation.Sincethe1990s,variousresearchersinmarketing
andadvertisementshaveacknowledgedtheprospectiveapplicatio
nofHofstede’sdimensions.Thedimensionsisalsoforevaluationso
fculturerelatedtoconsumption-
relatedvaluesasitcanelucidatethedifferenceinvaluesandmotivati
onsusedinthecontentofadvertisementsacrossvariousculture[14].
InHofstede’sframework,numericalvalueswereassignedtoeachdi
mensionforvariouscountries. 

2.2.1 Individualism 

Individualismreferstotheextenttowhichindividual’sdecisionsan
dactionsarepromotedbythesociety,thussignifyingthewaypeoplel
ivetogether. 

Inanindividualisticcultureindividualsareexpectedtobeself-
sufficientandself-
reliant.Eachindividualispermittedtohavehisorherownopinion,ra
therthanconformingtoacollectiveconsensus.AccordingtoHofste
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de,peoplefromhighlycollectivistsocietyorasocietywithlowindiv
idualismdemonstratestrongemotionalattachmentandloyaltyto 
theirfamiliesand 
socialorganizations.Ahighlycollectivistsocietygenerallynecessi
tatesocialharmonytobeaccomplishedthroughpersonalconformit
ytothesurroundings,andmostofthetimespeopleforgo their 
personalinterestsforthesakeofgroupbenefits. 

2.2.2 Powerdistance 

Hofstede’spowerdistancedimensiontakesintoaccounttheextentt
owhichpeoplegiveconsenttounequaldistributionsofpowerinsoci
etyandorganizations.Thisdimensiongivesdetailsabouthowbasic
humaninequalitiesinsocialstatus,prestige,wealth,andpowerarep
erceivedbythemembersofasociety. 

2.2.3 Long-termorientation 

LongtermorientationinHofstede’sculturaldimensionsreferstothe
promotionofqualitiesthatareorientedtowards futurereturn 
incontrast to presentand past.Countrieswithstunglong-
termorientationverymuchlookuponperseveranceandcontinuous
endeavortowardsslowresult.Ontheotherhand,societieswithweak
longtermorientationgivemoreimportancetoimmediateresponse. 

2.2.4 Masculinity/femininity 

Thisdimensionreferstothedistributionofvaluesamongthegender.
Thecharacteristicsofmasculinityandfemininityhavebeentakenas
asocietalcharacteristicsratherthanindividual.Incollectivistcount
riestherearetypicalgenderroleswhereasinindividualisticcountrie
sthegenderrolesarenotstrictlyprescribed. 

2.2.5 UncertaintyAvoidance 

Uncertaintyavoidancereferstoasociety’stoleranceforuncertainty.
Itspecifiestowhatdegreeacultureconditionsitsmemberstofeelco
mfortableinanunstructuredsituations.Byanunstructuredsituation
wemeanunknown,surprisinganddifferentfromusual.Culturewith
lowuncertaintyavoidancetriestoavoidthatsituationbystrictbehav
ioralrulesanddisapprovalofdeviantopinions. 

2.3 CrossCulturalStudies 

Variousstudyhavepointedoutthatconsumer’sreactionstoadvertis
ingappealsvariesfromculturetocultureandtheappealsdependent
onculturalvalueseducefavorableresponse [2]. 

ThereareobviousdifferenceinculturebetweenEasterncountriesan
dWesterncountries.Hence,itislogicaltoassumethattheadvertisem
entsinthetwocountrieswilldepictdifferentculturalvalues.Pollayc
laimsthatadvertisementsarecarrierofculturalvaluesand 
“typicaladvertisingendorses,glamorizes,andinevitablystrengthe
nsculturalvalues”[2].YongZhangandJamesP.Neelankavil[14]int
heirpaperhaveattemptedtoanalyzetheculturaldifferencesthatexis
tbetweentheUSAandChina,  
w h i c h influencethechoiceofadvertisingappealsandstrategies.T

heyfounddifferencesexistinthelikingoftheadvertisingappeals,  
whichareusedtoadvertisedifferentproducts.Overall,USsubject
spreferredtheindividualisticappealtothecollectiveappeal,whileC
hinesesubjectsgenerallyfavoredthecollectivisticappeal.Cultural
differencesalongtheindividualism/collectivismdimensionmaypl
ayanimportantroleinassessingthepersuasivenessofadvertisingap
pealsemployedacrossthesetwocountries. 

AnotherresearchdonebyKathleenMortimer&SamanthaGrierson 
[8] 
whichaimstoexaminethetypeofadvertisingappealsutilizedinserv
iceadvertisementsinbothFranceandtheUnitedKingdom”.Theyes
tablishthatthereisadifferenceinthewaythatservicesarebeingadve
rtisedintheUnitedKingdomandFrance 

AhmedhastriedtocomparetheprintadvertisingfromUSAandIndi
atoanalyzeastohowculturalvaluesaremanifestedintheadvertisem
ents.Thisstudyusedcontentanalysisinordertocomparetheverbala
ndvisualcontentofthesamplesoftheUSand 
IndianPrintadvertising.Inordertomaintaincomparabili ty, 
themagazinestakeninbothcountrieswerebasedontheparameters
suchasformat,audiencedemographics,circulationsandtypesprod
uctsadvertised.ThestudyselectedTimesandBusiness WeekforUS, 
India 
Today,andBusinessIndiaforIndia.Findingsofthisstudyshowedth
atthereweresignificantdifferencesintheadvertisingmessagesofth
etwocountriesandfurtherculturalvalueswerealsoreflectedthroug
htheseadvertisingmessages.ThestudyalsorevealedthatUSadverti
sementsuseddifferentexecutionaltechniques,whichwasmoreofin
dividualistic 
nature.Oncontrary,Indianadvertisementsrevealedthattheyused
variousexecutionaltechniques intheadvertisements 
thatreflectedcollectiviststances.Additionally,Indianadvertiseme
ntsusedtheirindirectverbalcollectivistinstancesmorefrequentlya
scomparedtotheUSadvertisements[1]. 

Intheirstudyonfoodadvertisements,Cheong,Kim&Zheng 
[2]examinedtheculturalfactorsthatinfluencetheusageofadvertisi
ngappealsinChinaandUSA.Theyfoundthatadvertingappealslike
community,popular,ornamentalstatus,dear,health,andnutritiona
ppealsaremorefrequentlyusedinChina,whichisacollectivistcoun
tryascomparedtoadvertisementsinUSA,whichisanindividualisti
ccountry.Also,advertisingappealslike 
independencewasfoundmorein the advertisementsof 
USAascompared to thatof China [2]. 

2.4 StandardizationandLocalizationDebate 

As discussed intheintroductionofthis paper,thestandardization 
of advertisements atthe globallevelhas 
beenasubjectofongoingdebate.Theadvocatesofglobalizationclai
msthateconomicdevelopmentwouldleadtocongregatedneedsand
tastesofpurchaserswhichwillmakestandardizationofmarketinga
ndadvertisementspossible.Whereascriticsassertthatthedifferenc
ein culturewouldthwart successfulstandardization [7]. 
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According to Levitt, 
argumentsoftheadvocatesofstandardizationarebasedonsharedco
nsumertraits,economicsavingsandthebenefitsofasharedglobalbr
and, 
whileopponentsstressontherisksofglobalstrategiesduetovarying
localmarketconditionsandculturaluniqueness [3]. 

Someresearchershaveclaimedthatadvertisinghelpstobreakdown
nationaleconomicboundariesalongwithingrowntraitsandtraditio
nsonceconsideredalmostunalterable. 
Inaddition,previousstudieshavealsoarguedthatthoughculturalch
angesundergoaslowprocess,culturalvaluesandorientationsdoshi
ftasaconsequenceofsocial,structural,andhistoricalflux.Forinsta
nce,industrializationandmodernizationmayresultintoashiftfrom
collectivismtoindividualism. 

Theculturalvaluesareundergoingachangeespeciallyamongyoun
gpeople 
[12].Srivastavclaimsthattherehasbeenashiftintheurbanpopulatio
nofIndia.Indiancultureischangingfromcollectivismtoindividuali
sm.Cultureistherainbowofcolor[12]. 

Oneentrypointtostudyasociety'spredominantandshiftingcultural
valuesandorientationsaremassmedia. Thispaperargues 
thatthoughthere has beenashiftintheexecutionofadvertisements 
due toglobalization, thisshiftdoes 
notnecessarilyimplythataglobalizedadvertisingstrategycanbeeff
ective.Theshifthasoccurredinrelationtotargetedaudienceandisne
gligiblyrelatedtoculture. 

3. METHODOLOGY 

3.1 Selectionoftelevisionadvertisements 

Tounderstandtheeffectofculturalfactorsonthecontentandexecuti
onofadvertisements,twenty-
f o u r televisionadvertisementswereselected.Outoftwenty-
four televisionadvertisements,twelveadvertisementswereselect
edfromeachofthetwodistinctcultures:India&U.S.forthecompara
tivestudy.Thesetwelveadvertisementsofeachcountrywereselect
edunderthreesectors;servicesector,machines/automobilesandco
nsumergoods. 

Before takingthesetwelve 
advertisementsfromeachcountry,setofinclusionsandexclusions
weretakenintoconsideration,whichareasfollows: 

• To understand all the television advertisements, English 
language was taken as the medium of communication. 

• Subtitleswereconsideredforthebetterunderstandingofthetelevision
advertisements. 

• Socioeconomicfactorsofboththecountrieswerenotconsideredinthe
televisionadvertisements. 

• Incaseofservicesector,serviceswiththemaximumuserswereselecte
dfromboththecountriesforcomparability. 

• Incaseofthemachines/automobiles,differentmodelsofthesamebran
dsweretakenduetotheunavailabilityofthesameleveloftechnologyin
boththecountries,atthesametime. 

• Further,differentbrandsofthesameproductistakenintoconsideratio
ndueunavailability ofthesamebrandsforthesame product 

• Incase oftheconsumer goods,different products 
ofthesamebrandwere selected 
duetounavailabilityofthesametypeofproduct. 

Further, to understand the effect on the execution of 
advertisements due to changes within a culture, twenty 
televisions advertisements were selected representing India. In 
each of the three product line, four television advertisements 
of four different years are taken, commencing from 1990s, 
which represented the trajectory of changes in the execution of 
advertisements. Out of three-product line, two product lines 
come under the consumer goods and other product line comes 
under service sector. Set of inclusions and exclusions that 
were considered under the selection of these twenty television 
advertisements from India are 

• English and Hindi language were taken consideration as 
the medium of communication 

• Subtitlesweretakenintoconsiderationforthebetterunderstan
ding. 

• Fouradvertisementswereconsideredundereachofthefivepro
ductlinesfromtheyear1990suntiltheyear2013. 

• Incaseoftheconsumergoods,ingredientsusedintheproductsa
tdifferentperiodwerenotconsidered. 

3.2 Dataanalysis 

Thedatawasproducedfromthedirectedapproachofcontentanalysi
s.Analysisofthedataisresearcherdriven. 

4. RESULT AND DISCUSSION 

AftertheanalysisofthedatathroughHofstede’sculturaldimension,
theresearchersfoundoutcertaincharacteristicswhichareshownint
he advertisements.Although eachoftheadvertisementsdidnot 
showallthefivedimensionsatleastcharacteristicsofthreeoutofthe
fiveculturaldimensionswerepresentintheadvertisements. 

TheadvertisementsfromIndiadepictedcharacteristicslikepowerd
ifferencesandsubmissionofoneselfunderthehighpowerwithoutq
uestioningit,manylevelsofhierarchywhichisautocraticinnature,o
beyingthepersonwhoissuperiorinhierarchy,respectfortheauthori
tyandsoon.Allthesecharacteristicsexemplifythatadvertisements
ofIndiashowahigherpowerdistance.TheadvertisementsfromUS
Aillustratedahorizontalpowerdimensionswithoutmuchhierarch
yalongwithchallengingtheauthority.Itdepictsanegalitariansyste
m. 

TheadvertisementsfromIndiashowedthatthesystemshadstructur
edandstandardizedcourseofaction,deviantbehaviorisnotaccepte
d,consensusisrequiredandplanningisneeded.Intheadvertisement
sofUS,therisktakingbehaviorwaspresent,deviantbehaviorisnoto
nlyacceptedbutacknowledgedtooandthereare nohardandfast 



Influence of Culture on the Execution of Advertisements: Cross-culture & with in Culture 241 
 

 

Advances in Economics and Business Management (AEBM) 
Print ISSN: 2394-1545; Online ISSN: 2394-1553; Volume 1, Number 3; November, 2014  

rules.Hence,Indiahasmorecharacteristicofstronguncertaintyavo
idancewhereasUShasmorecharacteristicofweakuncertaintyavoi
dance. 

TheIndianadvertisementsshowedtraitslikebehavinginaccordanc
etosocialnorms,greatertendencytomaintainsocialharmony,consi
dersthein-group memberswithrespecttotheirbehavior and 
decisions,emphasizesonhierarchy,andhaveregardfornormsandr
ulesofthegroup.ThetraitsthatarefoundintheUSadvertisementsar
eemphasisonselforatmostthenearanddearones,ownwantsandpur
posehaveahigherplace,appreciationofindependenceandself-
sustainability,givingmoreimportancetofunandenjoymentandhav
ingone’sownbelief.Thesedifferencesintraitsintheadvertisements
ofboththecountriessuggestthatIndiaismorecollectivisticandlessi
ndividualisticascomparedtoUSA. 

IntheadvertisementsofUSAcharacteristicsrelatedtolong-
termorientationwasmuchmoreviewedascomparedtoadvertiseme
ntsinIndia.Perseverance,continuousefforts,futureplanning,long-
termaccomplishments ismore evident ascomparedto India.The 
advertisements of India didnot 
emphasizemoreonappealsthatarerelatedtolong-termorientation. 

Thecharacteristicsofmasculinityandfemininityweredepictedint
headvertisementsofboththecountries.IntheadvertisementsofIndi
a,specificandtypicalgenderrolesarerepresented.Householdchor
eslikecooking,cleaning,takingcareofchildrenandotherfamilyme
mbersandadutifulwife,motheranddaughter-
inlawareassociatedwithwomenwhereascharacteristicsliketakin
gmajordecisionofhomes,responsibleandprotectivetowardsfamil
ymembersareassociatedwithmen. 
IntheadvertisementsofUSAthegenderrolesarenotdefiniteasinthe
advertisementofoneproductamaleisshownwashingclothesandye
tanotheradvertisementsgivemessageofgirlspursuingsciencesubj
ects.Hencethereisanotabledifferenceinprescribedgenderrolesint
headvertisementsofUSAandIndia. 

Inordertoanalyzeifstandardizeadvertisingappealwillbeeffective
ornot,theadvertisementsdidnotshowasignificantshift 
inculturaldimensions thoughtherearea minorshift incertain 
advertising appeals.Infact, 
thereisasignificantshiftinthetargetedaudience.Anothersignifican
tchangethatisshownintermsofadvertisingappealisrelatedto long-
termorientation.Previouslytheadvertisementsfocused onshort-
termgoallikebeauty,tasteofthefoodetceterawhereastherecentadv
ertisementshavefocusedonlongtermorientationlikehealth.Itisals
oimportanttonotethatcertainappealsrelatedtothecultureofIndias
uchashierarchicalstructure,definitegenderroles,ingrouprelation,
interdependenceamongthemembersofacommunityisstillprevale
ntintherecentadvertisementssuggestingthataminorchangeinnota
dequatetoassumethatstandardizedadvertisingappealswillbesucc
essful. 

ThefindingssuggeststhatconsistentwiththehypothesesofHofsted
etraitssuchasacceptanceofhierarchalstructure,prioritizingone’sc
ommunityratherthanoneself,specificsgenderroles,interdepende

nceismorecommonintheadvertisementsofIndia.Ontheotherhand
,characteristicssuchasself-sufficiency,accomplishmentsof 
individualgoals,promotionof one’suniqueness 
ismoreprevalentintheadvertisements ofUSA. 

5. CONCLUSIONANDLIMITATIONS 

Theimplicationofthisstudyisthatinternationaladvertisersshould
becarefulaboutimplementationofstandardizedadvertisingappeal
sinculturallydiversemarket.Thedifferenceintheadvertisingappe
alsofboththecountiescanbeattributedtotheirvariedculture.Thisve
rifiesthenotionthatdifferentculturalvaluesandnormsoftheaudien
ce havea  

crucialimpactontheselectionofadvertisingappealsinaparticularc
ulture. 

Although,thispaperoutlinesmanysignificantaspectsrelatedtocro
ssculturalstudydoneontwodistinctcultures:IndiaandU.S.andfurt
hercontributestothedebateofstandardizationvs.localization,butit
alsoshowsseverallimitationsthatshouldbetakenintoconsideratio
nforthefutureresearch.Thisstudyfocusedononlytwocountries(U.
S.asindividualist&Indiaascollectivist).Variousotherfactorslikee
conomy,livingstandard,people’schoices,religionetc.arenotenca
psulatedduringtheresearchprocess.Thereiscertainlyaneedtowid
entheresearchgroundcoveredinthisstudy.Studyonlytakesintoacc
ountthetelevisionadvertisement(electronicmedia)astheonepara
meterofadvertisementsduringthediscourseofcrossculturevariati
on.Therefore,cautionshouldbeexercisedwhengeneralizingthefin
dingsofthisstudytoothermediaandsituations.Foranalyzingthetel
evisionadvertisement,Hofstede’culturaldimensiontheorywastak
en asvariable,whichonlyconsiders five 
dimensions.Moreover,Hofstedeculturaldimensiontheoryrecentl
yderivedwiththesixthdimensions(IndulgencevsRestraint),which
shouldtakeintoconsiderationalongwiththefivedimensions.Forth
estudyconductedondebateofstandardizationvs.localization,thre
eproductlinewastakenforthestudy,whichlimitstheresearch.Rese
archerdrivendataanalysiscouldbeanotherlimitation.Instead,thed
ataanalysisshouldberespondentdriven because this 
methodology gives an opportunity for the respondent to freely 
express and expand their opinions about topic being 
investigated that will be helpful in enriching the data for the 
future research. 
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