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ABSTRACT 

Much has been written on the subject standardization and adaptation in international 
advertising, however, there have been few general conclusions and agreements. The 
purpose of this thesis is to gain a better understanding of standardization and adaptation 
in international advertising of consumer goods. The research investigates what motivates 
companies to standardize or adapt their international advertising, which factors that 
decide to what degree the international advertising is standardized or adapted, and finally 
how companies are standardizing or adapting the elements of their international 
advertisements. A case study on Libresse and how the company deals with 
standardization and adaptation of international advertising has been conducted. The 
conclusions that can be drawn from the findings of our research are that the main motive 
for Libresse to standardize the international advertising is to gain economies of scale, and 
that the company generally adapts the international advertising in order for consumers to 
be able to relate to the advertisement.  Furthermore, the company’s economic situation 
and the consumer profile are important factors to consider when choosing the extent of 
standardization and adaptation in international advertising. When investigating how the 
advertisements are standardized and adapted, our research shows that text and voice-
overs are frequently adapted, while visual elements, appeals and buying proposals are 
standardized. 



 
 

SAMMANFATTNING 

Det har skrivits mycket om ämnet standardisering och adaptering av internationell 
reklam, även om få slutsatser och överenskommelser har resulterat från studierna. Syftet 
med denna uppsats är att öka förståelsen för standardisering och adaptering av 
internationell reklam för konsument varor. Studien undersöker vad som motiverar företag 
att standardisera eller adaptera internationell reklam, vilka faktorer som bestämmer till 
vilken grad internationell reklam är standardiserad eller adapterad, och till sist hur företag 
standardiserar eller adapterar element i den internationella reklamen. En fallstudie av 
Libresse och hur de hanterar standardisering och adaptering av internationell reklam har 
utförts. Resultaten från studien visar att Libresse främst standardiserar internationell 
reklam av ekonomiska skäl, och adapterar internationell reklam för att kunden ska kunna 
relatera till reklamen. Faktorer som påverkar i vilken utsträckning företag ska 
standardisera och adaptera internationell reklam är främst företagets ekonomiska 
situation, och kund profilen. Angående undersökningen om hur reklamen är 
standardiserad och adapterad, så visar vår forskning att text och bakgrunds röst ofta är 
adapterade, medan visuella element, appell, och köp förslag är standardiserade. 
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1 INTRODUCTION 

In this chapter we will present our problem area with an introduction to globalization of 
business and international advertising, followed by a discussion of adaptation and 
standardization. This will then lead to the purpose of our research and our research 
questions. Finally, we present the demarcations and the outline of the study. 

1.1 Background 

During the last decades, business in general has become increasingly internationalized. 
This rapid growth is a result of technological expansion, liberalization of trade policies 
and intensified global competition. (Daniels & Radebaugh, 2001) Companies expand into 
international markets driven by possibilities to grow and expand, but also by the need to 
survive. Many companies are forced to market their products globally since they are 
facing global competition, and since there is a global demand for their products. The 
increasing level of world trade has led to an environment where basically all countries are 
economically interdependent. (Mülbacher, Dahringer & Leihs, 1999) As the globalization 
of trade continues to escalate, companies need to view marketing from an international 
perspective (Mülbacher et al, 1999; Czinkota & Ronkainen, 2001). As further argued by 
Terpstra and Sarathy (2000), the importance of international marketing has increased due 
to three basic reasons: foreign markets comprise an increasing portion of the total world 
market, foreign competitors are increasing their market share in one another’s markets, 
and foreign markets can represent great sources of low-cost products, technology and 
capital.  
 
International marketing principally deals with the same activities and tools as local 
marketing1, however, international marketing needs to coordinate the marketing activities 
over several markets (Mülbacher et al, 1999). Since international marketing occurs across 
boarders, the international marketer needs to deal with new environments and barriers 
resulting from legal, cultural, and societal differences in the different markets (Czinkota 
& Ronkainen, 2001).  
 
International marketing can be divided into two fundamental approaches: the 
multinational approach and the global approach. The multinational marketing approach 
principally focuses on country-markets and a special marketing strategy is developed for 
each market, where efforts are adjusted to the differences in the marketing environment. 
The global approach focuses on product-markets rather than distinguishing the markets 

                                                 
1The American Marketing Association defines marketing as “the process of planning and 
executing the conception, pricing, promotion, and distribution of ideas, goods, and 
services to create exchanges that satisfy individual and organizational objectives” 
(www.ama.org). 
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into geographical areas. Also, the global approach emphasizes the similarities between 
markets, trying to take advantage of similar consumer aspirations and similar marketing 
infrastructure when implementing marketing strategies. In addition to globalization of 
trade, the fact that marketing managers tend to look for segments of customers that exist 
all over the world also contributes to a global marketing approach. An advantage with a 
global product-market orientation is that the company can gain from increased efficiency 
due to economies of scale as well as accumulated experiences. (Mülbacher et al, 1999) 
Furthermore, most companies also wish to globalize the marketing mix in order to 
maximize the benefits companies receive from standardization. However, the number of 
products allowing for a pure global marketing strategy is very limited, if not non-existing. 
Since countries differ in culture, language, government regulations, topography, 
distribution and retail structure, adaptation of at least some elements of the marketing mix 
is usually required. (Van Mesdag, 2000)  
 
Due to the difference between what, how and when individuals and organizations 
purchase, the marketing of consumer and industrial products also need to be different. 
Consumer products are often marketed to mass markets, promoted primarily through 
advertising and distributed through long channels, while industrial products are generally 
directed to few buyers, promoted primarily through personal selling and distributed 
through more direct channels. (Dwyer & Tanner, 2001) Moreover, even if industrial 
products tend to be more customized, consumer products are more culture sensitive when 
it comes to the rest of the marketing functions, and the product usage varies more than 
within industrial arenas meaning that marketing strategies for consumer goods are harder 
to standardize and more likely to be adapted to cultural differences (De Mooij, 1996; 
Cavusgil & Zou, 1993).  
 
No matter what type of strategy or product, the marketing strategy has to be properly 
communicated through culturally and competitively diverse environments in order to be 
successful (Sciulli & Taiani, 2001). Promotion, also called market communication, is the 
most noticeable and culture-bound marketing function. Promotion is used by companies 
to inform and influence its various audiences. (Czinkota & Ronkainen, 2001) When 
communicating with the global audience, advertising is generally the most important tool 
(Sciulli & Taiani, 2001). Advertising can be described as paid communication using mass 
media with the purpose of persuading or influencing an audience. Similarly, the primary 
function of advertising is to provide information about the product and the brand, to give 
incentives to take action of some sort, and to remind and reinforce. (Wells, Burnett & 
Moriarty, 2000) The importance of advertising as a marketing tool is further highlighted 
by the fact that worldwide expenditure on advertising is actually growing faster than the 
world gross product (Agrawal, 1995). 
 
Sciulli and Taiani (2001) state that the results of an advertising campaign may differ 
widely for two competing companies although the same amount of resources has been 
allocated, depending on the content of the advertisements. As a result, focus is needed not 
only on what is said in an advertisement, but also on how it is said. This becomes even 
more apparent when closer examining how customers are affected by advertising in 
different countries. For instance, Hong Kong customers clearly prefer entertaining 
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advertisements to informative ones, and are more persuaded by emotional and humorous 
execution styles (Pae, Samiee & Tai, 2000). Furthermore, Hispanic customers are more 
easily persuaded by advertisements in Spanish than in English, and in the Dominican 
Republic music is a relatively important factor in commercials compared to the United 
States (Onkvisit & Shaw, 1999). The number of examples is infinite, but it is clear to see 
that even when comparing superficially similar, and highly westernized cultures with one 
another, it is difficult to find a consistent approach suitable for all of them.  

1.2 Problem Discussion 

As in the case of marketing in general, a coherent strategy needs to be formulated for all 
advertising activities, and as managers develop international marketing strategies, the 
decision must be made whether to compete with standardized advertising communication 
or to use messages adapted to suit characteristics in a specific market or culture (Sciulli & 
Taiani, 2001). In fact, when discussing the issue of global marketing mix strategy, the 
debate of standardization and adaptation in advertising has received most attention 
(Papavassiliou & Stathakopoulos, 1997). In making these strategic choices regarding 
international advertising, theory suggests two main approaches, standardization and 
adaptation. According to Papavassiliou and Stathakopoulos (1997), standardization refers 
to using the same advertising message for every market one enters with only small 
modifications, or even simply translated into a different language, whereas adaptation 
refers to the use of separate messages to reach buyers in different markets by fitting the 
message to each particular country. 
 
However, the definitions of adapted and standardized advertising are not absolute, and 
the decision to either standardize or adapt does not in fact rule out one another 
(Papavassiliou & Stathakopoulos, 1997). Backhaus, Mühlfeld and Doorn (2001) also 
support this view by raising the question; which elements of advertising must be identical 
in order for the advertisement to be considered standardized? Clearly, there exists some 
obscurity as to which degree of modification transforms an advertisement from being 
standardized to becoming adapted (Onkvisit & Shaw, 1999). In practice, international 
advertising is generally designed in different degrees of standardization, and the notion to 
mix standardization with the adaptation of certain aspects of the advertising message to 
specific market conditions is widely spread amongst scholars (Papavassiliou & 
Stathakopoulos, 1997). Due to this, some scholars have formulated a third alternative.  
 
This third school of thought has been given a different name by practically every 
researcher discussing it. Kanso and Nelson (2002) refer to it as pattern standardization 
while Agrawal (1993) calls it the moderate approach. A third name is the “middle-of-the-
road approach” as it has been named by Wells et al (2000). However, the definition is the 
same for most of these expressions. If we choose to use the term “moderate approach”, it 
can be described as a combination of standardization and adaptation (Agrawal, 1993), 
where the overall campaign is developed for a global market with a theme especially 
formulated to be applicable in all markets, while the execution of the campaign is adapted 
to various local markets (Kanso & Nelson, 2002). 
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Over the years, practitioners and scholars have often disagreed on which approach to be 
considered superior, and trends within each area have fluctuated a great deal as well 
(Agrawal, 1995). Actually, the applicability of standardization in international advertising 
has been the subject of a heated debate for almost four decades (Pae et al, 2000). Much 
has been written on the subject standardization and adaptation of advertising. However, 
there have been very few general conclusions and agreements. The debate on 
standardization has focused on whether or not a company should standardize the 
advertising, while relatively little has been written about the rationale of companies 
practicing standardization and adaptation. (Harris, 1996) When choosing advertising 
strategy, it is not only a matter of considering the rationales of standardization and 
adaptation, there are also a number of factors influencing the advertising policies that 
goes beyond the benefits with standardization and adaptation. Conditions differ from 
country to country, organization to organization, and product to product. At the same 
time as a campaign can succeed in one country, it can be catastrophic in another, 
implying that different kinds of influencing factors should be considered when the 
advertising strategy is formulated (Jain, 1996). 
 
The standardization policies change over time and the current trend is towards increasing 
standardization (Jain, 1996) but still, the usage and degree of standardization varies 
among multinationals. Given that there is a dominant trend towards standardization, the 
issue of whether or not a company should practice standardization of their advertising 
could now be reformulated to investigate how companies actually standardize their 
advertisement. Research has indicated that the advertising strategy often is standardized, 
whereas the creative execution of an advertisement is more commonly adapted. An 
advertisement consists of numerous fundamentals, some that are standardized and some 
that are not, which raises the question of which elements of the advertisement that are 
generally being standardized. (Harris, 1994) 
 
The interest shown in this area of research has been highly motivating for us. Given the 
amounts spent on advertising around the world, the issue of standardization and 
adaptation remains to be of utmost importance to marketers everywhere. The objective of 
this study is to contribute to this discussion by shedding additional light on the topic. 

1.3 Purpose and Research questions 

The purpose of this thesis is to gain a better understanding of standardization and 
adaptation in international advertising of consumer goods. In order to reach this purpose 
we have formulated the following research questions: 
 

1. Why are companies motivated to standardize and adapt their international 
advertising?  

2. How can the factors influencing the degree of standardization and adaptation in 
international advertising be described? 

3. How do companies standardize and adapt the elements of their international 
advertisements?  
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1.4 Demarcations 

As international advertising is such a vast area of research, and is considerably affected 
by whether it involves consumer or industrial markets, we will limit our investigation to 
advertising of consumer products, and will thus exclude industrial goods. 

1.5 Disposition  

As shown in figure 1.1, this thesis consists of six chapters. In Chapter One, the reader is 
introduced to standardization and adaptation of international advertising.  Chapter Two 
will review previous studies on the subject relevant to the purpose of the thesis.  Chapter 
Three describes how the research was conducted and the methodological choices that 
were made. In Chapter Four the empirical data is presented. Thereafter, in Chapter Five, 
an analysis of the collected data is conducted, and ultimately, Chapter Six presents the 
conclusions and implications of our study. 

 

 

 
 
 
 
 
 
 
 
Figure 1.1: Disposition of the Thesis 
Source: Authors’ construction 
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LITERATURE REVIEW 

In this chapter we will present theories and literature that are of significance considering 
our purpose and research questions. The purpose of this chapter is to give the reader a 
view of previous studies as well as to describe the theories used in our research. The first 
section will cover the motives of standardization and adaptation of advertising. 
Thereafter, a discussion of factors influencing the decision of standardization and 
adaptation, and theories on how companies standardize and adapt their advertisements 
will follow. Finally, the discussed theories will be used to develop a conceptual 
framework for our study.  

2.1 Companies’ Motives for Standardization and Adaptation 

Adaptation and standardization can be seen as two extremes, meaning that a higher 
degree of adaptation results in a lower degree of standardization (Cavusgil & Zou, 1993). 
The extreme positions are total standardization, when every element of the advertising 
campaign is standardized all over the world, and total adaptation, when elements are 
adapted to the conditions on the local market (Harris, 1996). Since standardization and 
adaptation represents two extremes, we regard the motives for standardization to also 
represent the motives against adaptation. 

2.1.1 Motives for standardization 

Handojo and Seitz (1997) argue that the global, or standardized, advertising theory is 
based on the assumption that people all over the world have the same tastes and desires, 
and that people are similar regarding for example love, beauty and fear. In addition, 
Papavassiliou and Stathakopoulos (1997) state that advertising messages with only small 
modifications and with correct translation can be used to reach consumers globally. The 
motive behind this is that buyers all over the world share the same needs, and may 
therefore be positively affected by the advertising campaign (ibid). Furthermore, 
proponents of standardization usually emphasize the trend toward homogenization of 
world markets (Cavusgil & Zou, 1993).  
 
De Mooij (1994) lists some arguments for a standardized advertising strategy 
 

• Cost savings from economies of scale. 
• The possibility to create a global brand image, which will mean that consumer 

confusion is avoided in areas where there is a media overlap, or where consumers 
that through travels are exposed to different advertisements. 

• The organization receives advantages such as simplified planning due to overall 
objectives, and facilitation of coordination and control. 

• More efficient exchanges of know how and good ideas within the business. 
• Standardization allows for better use of abilities and resources of management. 
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• Guidelines and quality standards comes from a global point of view. 
• The opportunity to gain experience and knowledge from other countries and to 

see possibilities and problems globally.  
 
The positive effects that come from standardized advertising are, according to Jain 
(1996), as follows: 

• It presents a global company, product or brand image. 
• It lowers costs of advertisement preparation when implementing an advertising 

program. 
• It reduces message confusion. 

 
Backhaus et al (2001) state that the gains from standardization mainly come from a 
potential cost reduction and increased efficiency within the firm. Another positive effect 
from standardization is overcoming image confusion and consumer irritation. (ibid) 
 
In agreement with Backhaus et al (2001), Pae et al (2001) argue that the main concern 
when developing a standardized advertising strategy is the maintenance of a consequent 
global strategy and image. Furthermore, the cost benefits associated with advertising 
standardization are more often stressed than the maximization of the firm’s revenues. 
(ibid) Additionally, under tough financial conditions the firm can take on a standardized 
approach and experience savings in media costs, advertising production costs and 
advertising illustrative material (Papavassiliou & Stathakopoulos, 1997). 
 
Having to face the same competitors in the major world markets will also stress having a 
worldwide approach to international advertising (Czinkota & Ronkainen, 2001). 
Moreover, Harris (1996) states that companies are motivated by the fact that many other 
companies, and that includes competitors, are standardizing their advertising and the 
companies feel that they then have to standardize as well.  
 
In a study made by Harris (1996), the executives responsible for international advertising 
in 38 European companies manufacturing consumer goods were asked to indicate which 
motives they considered influencing the policies of advertising standardization. Motives 
for standardization proved to be as follows: 
 

• Economies of scale, mostly through reduced media production costs. 
• To avoid confusion resulting from having a consumer seeing two different 

advertisements for the same product. 
• The ability to exploit a good idea to its full potential. 
• To have one strong international image. 
• The need for one global advertising strategy. 

 
Harris (1996) further states that the respondents had difficulties in ranking the rationales 
in order of importance, and that importance varied between companies. Also, 
standardization decisions seemed to be driven by internal rationales, such as international 
organization and process issues. (ibid) 
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2.1.2 Motives for adaptation 

According to Papavassiliou and Stathakopoulos (1997), there are undefeatable 
differences, such as cultural and economical, between countries and even between 
regions within the same country, which necessitates the adaptation or development of 
new/different advertising strategies. Agrawal (1995) agrees with this view, arguing that 
the main reason for choosing to adapt is the difference among countries. Major 
differences are culture, stage of economic and industrial development, physical 
environment, stage in the product life cycle, media availability, and legal restrictions 
(ibid). 
 
Papavassiliou and Stathakopoulos (1997) continue by stating that advertising messages 
should fit the beliefs and traditions of the citizens in each country. For example, Russian 
consumers are not as acculturated to the world of advertising as are US consumers. 
Hence, it is very doubtful whether sexual or other image stimulation could be used in 
Russia due to the fact that Russian advertisements are at an underdeveloped level and do 
not follow the western style of advertising. (ibid) Cavusgil and Zou (1993) further argue 
that adaptation can strengthen the product’s competitive position in the market. 
 
The international marketing literature includes several examples of how standardization 
approaches have failed. Jain (1996) claims that product related attributes influence buyer 
behavior differently around the globe. Although product characteristics and functions are 
similar in different countries most of the times, the view of these attributes varies from 
nation to nation. Thus, a standard approach to advertising may not be the best suitable. 
For example, an effective advertising campaign in the US will not necessarily be well 
received in Saudi Arabia due to differences in culture, language and the economic 
situation. Therefore, the common needs of people belonging to different nations do not 
necessarily mean that the same products will be appreciated in the same way. This may 
mean that a standardized advertising will not work globally. (ibid) 
 
The following arguments why a company should adapt its advertising are listed by De 
Mooij (1994): 
 

• To adjust to the differences in markets and countries.  
• The not invented here syndrome, meaning that each country wants to create its 

own campaign to prove its own creativity and maintain self-respect.  
• To be able to use different media sources, since availability and usage differ in 

different countries.  
• To abide to product regulations and laws regulating advertising. 
• To compete successfully within different markets. 
• To modify the advertisement after the different stages of the product life cycle in 

different markets.  
• To not be regarded as a foreign company. Consumers tend to prefer familiar local 

companies and their advertising. 
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Kanso and Nelson (2002) investigated the attitudes of advertising managers toward 
cultural issues, and found that the subsidiaries in Sweden and Finland felt that the 
advertising message should fit unique values and traditions in the host countries. 
Furthermore, language diversity imposes the use of local communication expertise, 
illustrations must match the consumers’ aesthetic sense, and symbols and appeals should 
be identifiable and significant to all the relevant markets. In conclusion, the managers in 
question seemed to be aware of the importance of adapting advertising to cultural 
differences. (ibid) 

2.2 Factors Influencing the Degree of Standardization and Adaptation 

Toyne and Walters (1993) discuss important aspects of effective communication across 
boarders which need to be taken into consideration when developing the advertising 
strategy. The factors affecting communication are not seen as barriers themselves, 
however the differences between the countries may result in communication problems. 
The factors that Toyne and Walters (1993) refer to can be listed as follows: 
 

• Language differences: The language diversity may result in the need for alteration 
and translation of the message, trade names, brands, slogans, and advertising 
content. 

• Cultural differences: Religion, beliefs, attitudes, and education are a few of the 
cultural aspects that influence the communication process. Culture affects how 
people observe signals and symbols, as well as what they prefer and dislike, 
which in turn affect how the message should be developed and which media that 
should be used. 

• Social differences: Attitudes to promotion and principally advertising may be 
rooted in historical and social biases. For example, German consumers tend to 
interpret statements more literary than Spanish consumers. 

• Economic differences: The economic conditions in a country affect 
communication. For example the literacy rate, media availability, and what 
consumers perceive to be luxuries and necessities differ among countries, which 
directly or indirectly affect the communication strategy. 

• Legal and regulatory differences: Local restrictions and industry norms affect the 
choice of media and the content of promotional material. 

• Competitive differences: How much to spend on promotion, frequency of 
communication, and type of approach is often affected by the communication 
strategies and the intensity of the competition. 

 
De Mooij (1994) argues that few products permit a totally standardized or a totally 
adapted marketing strategy, meaning that the choice is a matter of degree. Furthermore, 
De Mooij (1994) states that, from a marketing perspective, there are many factors 
affecting the decision on standardization or adaptation. These factors are described 
below: 
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• Product category: It is more difficult to standardize the marketing of products that 
are culturally bound such as food, compared to less culturally bound products like 
cigarettes, hard liquor, and industrial products. 

• Product and brand life-cycle: Products that are established in different markets 
may have different brand images and positioning strategies, which make them 
harder to standardize than new products and brands. 

• Branding: The marketing of a product with a common name and image 
throughout the world is significantly easier to standardize than the marketing of a 
product with local names and images. 

• Brand positioning: Standardized brand positioning is easier for products serving a 
universal need and if the same target group is found in most markets. A variation 
in product positioning is most often found when products are affected by cultural 
taste. 

• The media: The availability of international media eases the standardization of an 
international campaign. 

• Market affluence: Conditions in less affluent markets, such as unsophisticated 
consumers and reduced competition, make companies strive less to be extra 
competitive, resulting in more standardized marketing efforts. Moreover, foreign 
products are often supposed to be superior in less affluent markets which lessen 
the pressure to fit marketing with culture. 

• Advertising theme or execution: The brand image, positioning, targeting and 
appeal are easier to standardize than the creative execution of an advertisement, 
due to cultural and legal differences. 

• Advertising idea: Some advertising ideas are only suitable in one country while 
others can easily be transferred over boarders. 

 
In agreement with Toyne and Walters, De Mooij (1994) states that legal constraints, 
culture, socio-economic aspects and the competitive situation influence the decision of 
standardization and adaptation. In addition, De Mooij (1994) considers corporate and 
marketing objectives, product appeal and product uniformity to be influencing factors. 
Product appeal refers to the fact that consumers’ reasons for using a product differ, and 
product uniformity means that a less modified product needs less adapted advertising. 
(ibid) 
 
According to Cavusgil and Zou (1993), brand familiarity also plays a significant role in 
consumer’s attitudes towards local and foreign advertisements. If brand familiarity is 
high, a standardized approach is more likely to be successful, since when consumers are 
familiar with the product, a lower degree of adaptation of packaging, labelling and 
advertising is needed (ibid). 
 
Mülbacher et al (1999) argue that the potential of standardization in a market is affected 
by numerous factors which can be divided into four categories: the macro environment, 
the market, the product, and the internal environment. 
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1. The Macro-Environment: 
- Similarity of Legal Regulations: Standardization is facilitated by similar 

restrictions. 
- Political Sensitivity: If the product needs to meet different political requirements, an 

adapted policy is preferred. 
- Technical and Social Norms: Technical specifications and norms, such as 

centimeters versus inches, might vary between markets necessitating an adapted 
strategy. Social norms form patterns of living which also affect the policy. 

- Geographical Similarity: Variations in climate can lead to variations in policies. 
For example, a car might advertise its heater in a cold climate and its air-
conditioning in a warm climate. 

 
2. The Market: 
- Stage of Life Cycle: The product should be in the same stage of the product life 

cycle if standardization is to be successful. 
- Degree of Urbanization: A program developed in a highly urbanized area is more 

likely to succeed in another urbanized area. 
- Structure of Distribution System: The distribution of industrial products relying 

heavily on personal selling is often easier to standardize than the distribution of 
consumer products, since a higher degree of individualized relationship building 
might be necessary. 

- Degree of Technology Orientation: If customers primarily are interested in 
technology, a standardized program could be suitable. 

- Price Sensitivity: If customers are very price sensitive, a standardized policy could 
cut cost and enable lower prices. 

 
3. The Product: 
- Nature of the Product: The marketing of industrial products standardize more easily 

than consumer products. 
- Product Uniqueness: It is easier to standardize the marketing of a highly unique 

product. 
- Cultural Specificity: Products with cultural specificity, particularly food, should be 

marketed with an adapted program. 
 
4. The Internal Environment: 
- International Experience: The more international experience the managers have, 

the more flexibility and recognition of change.  
- Attitude of Corporate Management: Local managers need to be positive to changes. 
- Goals of Internationalization: The firm’s objectives will affect the practice of 

standardization and adaptation. 
- Cost of R&D: Highly standardized marketing programs are often used for products 

with high R&D costs. 
 
Kanso and Nelson (2002) investigated the most important barriers to the standardization 
of an advertising campaign. The findings of the research showed that cultural differences 
had the greatest impact followed by, in declining order, differences in consumer 
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lifestyles, language diversity, variations in worldwide market infrastructure, and 
government regulations of advertising media. (ibid) 
 
Harris (1996) states that the policies of competition influence the choice of strategy. The 
seeming success of companies such as Coca Cola positively influences strategy towards 
standardization. Furthermore, organizational strategy objectives influence the advertising 
decision. The result of his studies indicates that if strategy objectives are to reach greater 
co-ordination within the organization and elimination of conflicts between head office 
and subsidiaries, standardization of advertising is often used as a step towards achieving 
these objectives. (ibid) 
 
Papavassiliou and Stathakopoulos (1997) have developed a framework that detains 
factors influencing the degree of adaptation and standardization in international 
advertising decisions. The framework builds on the theory that the international 
advertising decisions can be illustrated in a scale with two polar ends: one representing 
the total standardization and one representing the total adaptation of creative advertising 
strategy and tactics. The strategy refers to the advertising concept and the tactics refers to 
the creative execution of the advertisement. Papavassiliou and Stathakopoulos (1997) 
have identified three groups of influencing variables: local, firm, and intrinsic. These 
variables are visualized in the framework shown in figure 2.1. 
 
Area of influences                                      Area of strategies and tactics 

 
 

 
Figure 2.1. Standardization versus Adaptation of International Advertising Strategies: Towards a 
Framework 
Source: Papavassiliou & Stathakopoulos (1997) p. 506 

Firm environmental determinants 
• Managerial and financial characteristics 

o Corporate strategy 
o Internal culture 
o Decision making authority 
o Financial conditions 

• Nature of product 
 

Standardization 
 
 
 
 
 
 
 
 
A spectrum of 
various degrees of 
adaptation 
influenced by the 
presence or 
absence of the 
local, firm and 
intrinsic 
determinants 
 
 
 
 
 
 
 
 
 

Adaptation 

The international 
advertising 

strategy 
continuum 

Local environmental determinants 
• Cultural environment 
• Economic conditions 
• Legal conditions 
• Competition 
• Advertising infrastructure 
• Consumer profile 
• Country of origin image 

Intrinsic determinants 
• International advertising objectives 
• Relationship between multinational 

advertiser and advertising agency(ies) 
• Creative strategy 
• Media Strategy 
• Other elements of the communication-mix 
• Support activities and barriers 



 
 

 13

Local variables 
The local variables represent the conditions existing in the host country. Most of these 
variables are discussed previously in this chapter, such as cultural environment, economic 
conditions, legal conditions and competition. The advertising infrastructure refers to the 
availability of media as well as the availability of technical equipment, local experience 
and staff talent. The consumer profile includes the demographic, psychographic and 
behavioral characteristics. The consumer characteristics influence the strategy decision 
through attitudes, consumption patterns and usage habits. The country of origin can be 
perceived differently by consumers and thereby influence the advertising strategy. The 
country of origin image contains the country’s political, economic and cultural features, 
the company’s capability to produce quality products, and the product- marketing- and 
firm goodwill features of the product. (ibid) 
 
Firm variables 
The group of variables named “firm variables” includes the company’s internal 
conditions and decisions. The managerial and financial characteristics of an 
organization contain corporate strategy, internal culture, decision-making authority and 
financial conditions of the organization. Some examples of how these variables influence 
the decision of standardization and adaptation are that a culturally oriented firm is more 
likely to adapt its advertising strategy, decentralized decisions are compatible with an 
adapted approach, and companies with financial problems are more likely to standardize 
their advertising in order to cut costs. The nature of the product influences in regards to 
product type, product involvement, product life cycle and culture-bound appeal. For 
example, standardization is more appropriate for durable goods than for non durable 
goods, and adaptation is often required for high involvement products. Moreover, 
standardization is more suitable when the product is at the same stage in the product life 
cycle in all relevant markets and when the product is not particularly bound to culture. 
(ibid) 
 
Intrinsic variables 
The intrinsic determinants include conditions that influence the international creative 
development and media planning. If the advertising objective is to inform, a standardized 
approach is more easily implemented than if the objective is to persuade. Advertising 
environment characteristics such as advertising expenditure, government control, and 
availability of institutions are important when forming the relationship between the 
advertiser and the ad agency. Another factor is creative strategy. For example, an 
advertising strategy focusing on emotions is more easily standardized than a strategy 
focusing on information. The media strategy can also be difficult to standardize since the 
usage and significance of different media varies between countries. Furthermore, the 
interaction of the advertising with other elements of the communication mix can affect 
strategy decisions, and finally, barriers and support activities hindering or helping to 
meet the advertising objectives influence advertising strategy decisions. (ibid) 
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2.3 Companies Standardization and Adaptation of Advertisement 
Elements 

According to a survey by Kanso and Nelson (2002), 77 percent of the investigated 
companies use some sort of standardization in the advertising message. However, only 
one out of 95 respondents stated that they always used standardized advertising 
messages. In fact, around two thirds reported that they principally use an adaptive 
approach. To continue, the majority of the investigated subsidiaries seemed to rely on a 
modified form of standardization. Out of the 77 percents that used some sort of 
standardization, most companies still changed all materials but the central theme, or just 
modified copy and illustrations. The next largest group chose to simply translate the 
messages with the necessary idiomatic changes. The following groups are much smaller 
by comparison to the first two, and include literal translations of the messages and 
standardized messages printed in the original language. The authors conclude their 
findings by stating that companies should not use the same theme or similar appeals and 
symbols in different countries. (ibid) 
 
Other researchers agree on these findings as well. For instance, Keegan (1984) found that 
while buying proposals such as “top quality” and “good value for money” traveled well, 
most advertising executives were not of the opinion that the creative presentations, 
referring to the way in which the advertisement is presented, could be translated over 
national borders. Furthermore, research comparing evaluation criteria used in the United 
States, France, India and Brazil shows that the advertising message should not use the 
same appeal for these countries due to clear differences regarding the importance of the 
various attributes of the product. (ibid) However, in another publication Keegan (1995) 
states that the issue is really only about finding a global market for a product in which it 
appeals to the same need, claiming that if the market is global, appeals can be 
standardized. Some examples of products benefiting from global markets are Coca Cola, 
Pepsi, Scotch whisky, Swiss watches and Italian designer clothing. (ibid) De Mooij 
(1994) agrees, stating that since people are similar regarding basic needs, many appeals 
such as happiness, fun and experiences work well in all countries, and that the advertiser 
can standardize what is said, but still often needs to adapt how it is said.  
 
One product which has successfully standardized its appeal is Gillette. The slogan 
“Gillette – The best a man can get” has only been translated in certain countries, and 
aside from this, the campaign used in all countries is identical. This campaign has worked 
well in several highly different markets, which ties closely to the statement made earlier 
saying that “top quality” is an appeal which can easily transcend borders. On the other 
hand, Heinz has had to adapt the advertisement of ketchup in different markets due to the 
fact that the need for ketchup, and the use thereof, varies to a great extent in different 
countries, which has to be illustrated in the advertisements. (Keegan, 1995) 
 
The translation of copy and written text has been heavily debated. Keegan (1995) argue 
that if advertisers realize the overlap in the use of languages, they can reach enormous 
economies of scale in the production of the advertisement. Although, Keegan (1995) 
further states that it is very difficult to use a standardized translation of slogans.  
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Taylor (2002) states that language and nationality are two elements that seldom are 
standardized and emphasizes the importance of consideration for foreign habits, tastes, 
abilities and prejudices. Additionally, Taylor (2002) argues that multinationals often 
standardize broad levels of the advertising strategy, such as positioning and main selling 
point, while creative theme and elements of the advertisement’s creative execution are 
seldom standardized.  
 
In contradiction, Engdahl (1977) states that it is increasingly common for companies to 
standardize the language of the advertisement. The most frequently used language is 
English, while for instance some Italian companies have advertisements in Italian 
successfully displayed in the United States. This is however more commonly true for 
goods aimed at special target groups, and not for mass-produced merchandise. De Mooij 
(1994) state that since language is hard to translate, a commercial dominated by visuals is 
often superior on the international scene compared to an advertisement that is copy 
heavy.  
 
Johansson (2000) also agrees that language is the most obvious diversity between 
countries and might be the dominant barrier when translating the message. The message 
must be correctly received by the audience, which puts much emphasis on the fact that 
the message is comprehended in the right way. (ibid) 
 
Taylor (2002) argues that the advertising style differs between countries. When 
comparing the US with Japan, the US proved to use spokespersons and logical arguments 
more frequently, while Japan was more image oriented trying to appeal to the sentiment 
of the audience. 
 
In a recent study investigating the degree of standardization of print advertisements, 
Harris and Suleiman (2003) found that the average standardization score of advertising 
execution were 77.6 percent among the studied brands. To be more descriptive, 45 
percent of the sample companies had a degree of 80 to 99 percent standardization while 
only 11.7 percent standardized everything except for the translation of the copy. These 
findings imply that the multinationals that standardize the elements of their advertisement 
seem to standardize to a high degree. Nonetheless, the percentage of subsidiaries using 
total standardization is very low. The visual consisting of the visual background, models 
in advertisements and the way the product/package is presented proved to be more likely 
to be standardized than copy elements as headlines, sub-headlines, body text, and slogan. 
The fact that package and model shots were commonly standardized contradicted the 
prior assumptions that these elements could be very culture sensitive. (ibid) 
 
Based on an investigation of television advertisements, Whitelock and Rey (1998) argue 
that international advertisements with similar elements still are in minority. In a 
comparison of advertisements in UK and France, the authors found that the advertising 
style differed. UK advertisements tend to rely on humor while French advertisements 
have a more dreamlike style. Moreover, standardized advertisements used voiceover 
instead of direct communication more frequently compared to local advertisements, this 
to avoid dubbing problems. The most commonly standardized element proved to be the 
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scenic background, which was standardized in 96 percent of the investigated 
advertisements. The elements that were most commonly adapted proved to be the text 
and the slogan. (ibid) 

2.4 Conceptual Framework 

Our aim with this section is to develop a conceptual framework that will guide us in our 
study. This framework will be based on models and theories reviewed in the beginning of 
this chapter, and is derived from theories related to our research questions. It will also 
serve as the basis of our data collection. 

2.4.1 Presentation of a conceptual framework 

As defined by Miles and Huberman (1994), “a conceptual framework explains, either 
graphically or in narrative form, the main things to be studied” (p. 18). Additionally, the 
authors argue that a conceptual framework in general is easier to develop after the 
research questions have been stated. In accordance with the suggestions made by Miles 
and Huberman (1994), we have been guided by our research questions stated in chapter 
one when reviewing the literature. Since we have not found a framework that includes all 
relevant aspects, we have developed our own framework, and as the framework excludes 
those aspects that we found irrelevant, we will focus on theories that suit our research. 
 
In our study, the first research question to be explored relates to why companies 
standardize and adapt their international advertising. Research question two goes into 
how the variables influencing the international advertising can be described. Research 
question three concerns how companies actually go about standardizing and adapting the 
elements of their international advertisements. The selection of theories relevant for each 
research question is discussed below. 

2.4.2 Conceptualization of theories 

There are several theories and frameworks related to the decision between 
standardization and adaptation of international advertising, but we have chosen to base 
our framework on the framework made by Papavassiliou and Stathakopolus (1997). We 
selected this framework since it is comprehensive, relatively up to date and identifies 
several aspects that influence the degree of adaptation and standardization. However, we 
felt that the framework needed some adjustment in order to suit our purpose and research 
questions, and have therefore supplemented it with the theoretical contribution of other 
authors.  
 
The motives for standardization were derived from theories by De Mooij (1994), Harris 
(1996), Jain (1996), Pae et al (2001), and Backhaus et al (2001), while the motives for 
adaptation are built on theories from Cavusgil and Zou (1993), De Mooij (1994), 
Agrawal (1995), Jain (1996), Papavassiliou and Stathakopolus (1997), and Kanso and 
Nelson (2002). 
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When examining the influencing factors, we will rely primarily on the factors identified 
in the framework of Papavassiliou and Stathakopolus (1997). Moreover, inputs from De 
Mooji (1996), Mülbacher et al (1999), Harris (1996), Cavusgil and Zou (1993), Toyne 
and Walters (1993), and Kanso and Nelson (2002) will be used.  
 
In order to examine how the elements of an advertisement are standardized and adapted, 
we will use the research conducted by Keegan (1984), Keegan (1995), Whitelock and 
Rey (1998), Johansson (2000), Kanso and Nelson (2002), Taylor (2002), and Harris and 
Suleiman (2003).  

2.4.3 Emerged conceptual framework 

From our conceptualization, a conceptual framework has emerged. A detailed description 
of the references used in the conceptual framework can be found in Appendix D. As 
already mentioned, the framework is adapted to suit our purpose and research questions. 
To give the reader an overview of how the research questions are related to each other, 
the framework will be described in text as well as graphically, see figure 2.2.  
 
The influencing factors can be regarded as a foundation when choosing to standardize or 
adapt the international advertising. The company has to consider these factors when 
deciding on how to put the international advertising into practice, at the same time as they 
affect the motives to standardize and adapt the advertising. For instance, an influencing 
factor such as the financial conditions within the company will affect how strong the 
motive cost savings will be. Furthermore, we see the practice of international advertising 
as a range, with different degrees of standardization and adaptation. The degree of 
standardization and adaptation will ultimately affect how the elements of the 
advertisements are standardized and adapted. 
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Figure 2.2. Conceptual Framework 
Source: Authors’ construction 

Conceptual Framework 

Motives for Adaptation: 
 
- To consider culture 
- To abide to advertising laws 
- To strengthen competitive position 
- To adjust to the stages of the product life cycle 
- To consider media sources, availability and usage 
- To consider differences in product appreciation 

Influencing Factors: 
 
Product factors 
 
- Product life cycle 
- Brand familiarity 
- Product type 
- Product uniqueness 
 
Organizational factors 
 
- International experience 
- Company objectives 
- Advertising objective 
- Financial conditions 
 
Environmental factors 
 
- Cultural environment 
- Economic conditions 
- Legal conditions 
- Competition 
- Advertising infrastructure 
- Consumer profile 
- Social norms 

 
Standardization 

 

 

 
 
 
 
 
 

 

International Advertising 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Adaptation 

Motives for Standardization: 
 
- To save costs  
- To avoid message confusion 
- To have one strong international image 
- To increase efficiency 
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3 METHODOLOGY 

In this chapter we will discuss and justify the methodological choices we have made for 
our research. More specifically, a discussion of the research purpose, research 
approach, research strategy, data collection method, sample selection, analysis of data 
and quality standards will follow. 

3.1 Research Purpose 

According to Wiedersheim-Paul and Eriksson (1998) and Yin (1994), there are three 
different types of research purposes when conducting scientific research, namely 
exploratory, descriptive and explanatory. Additionally, Saunders et al (2000) point out 
that it is often beneficial to combine different types of research purposes in a study. 
 
Exploratory research purposes are specifically useful when the researcher attempt to 
clarify his or her understanding of a problem by seeking new insights and approaching 
phenomena in a new light (Saunders et al, 2000). According to Wiedersheim-Paul & 
Eriksson (1998), explanatory research is used when modest amounts have been written 
about a problem, when relevant theory is unclear and when a problem and relationships 
are hard to segregate and determine.  
 
The descriptive research purpose is suitable when the researcher aims to correctly 
describe a phenomenon and when the problem is well structured. The researcher needs to 
have a clear picture of the phenomenon before the collection of data starts. (Saunders et 
al, 2000) Moreover, a descriptive research purpose is used when the researcher wants to 
find out which aspects of a problem that are relevant, and describe these aspects more 
thoroughly without researching connections between causes and symptoms 
(Wiedersheim-Paul & Eriksson, 1998). Furthermore, descriptive research is often an 
extension of, or a forerunner to, an exploratory research (Saunders et al, 2000).   
 
The explanatory research purpose is appropriate when the emphasis is on studying a 
situation or a problem in order to explain the relationships between variables (ibid). To 
specify, the aim is to prove or disprove that a relation takes place or is of a certain 
character, and to find correlation between causes (Wiedersheim-Paul & Eriksson, 1998). 
 
The purpose of this thesis is to gain a better understanding of standardization and 
adaptation of advertising of consumer goods. To reach this understanding, the 
phenomena of standardizing and adapting advertising in international retailing will be 
described, meaning that the study is mainly descriptive. However, this study may shed 
light on new aspects and lead to increased knowledge within the area of research, and 
therefore also be somewhat exploratory. 
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3.2 Research Approach  

According to Holme and Solvang (1991) and Wiedersheim-Paul and Eriksson (1998), 
there are two kinds of methodological approaches within social science, namely the 
qualitative and the quantitative approach.  
 
The qualitative method is used when the researcher wants to gain a deep understanding of 
a phenomenon and to give a comprehensive description. The researcher makes a 
thorough study of the phenomenon from the inside, gaining in-depth information on a 
small number of research units. The advantage of this method is the ability to gain a deep 
understanding of a problem, while the disadvantage is that it is difficult to compare the 
collected information and draw general conclusions. (Holme & Solvang, 1991) In 
contradiction, the quantitative approach is used to explain and describe a phenomenon. 
The researcher gains little information on several research units, motivated to, from the 
outside, study common and general traits. The advantage of this approach is its ability to 
research several units while the disadvantage is that only little information on each unit is 
collected. (ibid) 
 
Our thesis follows a qualitative research approach since we aim to acquire a deep 
understanding of standardization and adaptation in advertising of consumer goods. 

3.3 Research Strategy  

The research strategy is a general plan on how the researcher will go about answering the 
research questions (Saunders et al, 2000). According to Yin (1994), there are five primary 
research strategies: experiments, surveys, archival analysis, histories and case studies. 
Yin (1994) further argues that the selection of strategy depends on the following three 
conditions: type of research question posed, the extent of control an investigator has over 
actual behavioral events, and the degree of focus placed on contemporary as opposed to 
historical events. 
 
Table 3.1 visualizes how Yin (1994) relates the three conditions to the different 
strategies. 
 
TABLE 3.1: Relevant Situations for Different Research Strategies 

Strategy Form of Research Question Requires Control over 
Behaivioural Events 

Focuses on 
Contemporary 
Events 

Experiment how, why yes yes 

Survey who, what, where, how, many how 
much no yes 

Archival 
Analysis 

who, what, where, how, many how 
much no yes/no 

History how, why no no 

Case Study how, why no yes 

Source: Yin (1994), p.6 
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The strategy used in this study is the case study strategy, since the research questions are 
based on how and why, the researchers observe and interview rather than control 
behavioral events, and the study focuses on a contemporary event. When a case study 
strategy has been chosen, the researcher can choose between a single case study and a 
multiple case study. A single case study is when the researcher tests one case against 
theory, allowing for deep research testing numerous variables. A multiple case study is 
when the researcher compares cases, increasing validity and allowing for comparison and 
generalization. (Yin, 1994) Due to limited time and resources, and the aim to perform a 
deep research where several theories are tested, a single case study is performed.    

3.4 Data Collection 

As argued by Yin (1994), there are six sources of evidence to rely on when collecting 
data for case studies: documentation, archival records, interviews, direct observation, 
participant observation and physical artifacts.  
 
Each source with its strengths and weaknesses will be explained below in table 3.2. 
 
TABLE 3.2: Sources of Evidence 

Source of 
Evidence 

Strengths Weaknesses 

Documentation • Stable - can be reviewed repeatedly 
• Unobtrusive - not created as a result of 
the case study 
• Exact - contains exact names, 
references, and details of an event 
• Broad coverage - long span of time, 
many events, and many 
settings 

• Retrievability - can be low 
• Biased selectivity, if collection is 
incomplete 
• Reporting bias - reflects (unknown)bias of 
author 
• Access - may be deliberately 
blocked 

Archival Records • (Same as above for documentation) 
• Precise and quantitative 
 

• (Same as above for documentation) 
• Accessibility due to privacy 
reasons 

Interviews • Targeted - focuses directly on case 
study topic 
• Insightful - provides perceived causal 
inferences 

• Bias due to poorly constructed 
questions 
• Response bias 
• Inaccuracies due to poor recall 
• Reflexivity - interviewee gives  
what interviewer wants to hear 

Direct 
Observations 

• Reality - covers events in real time 
• Contextual - covers context of event 
 

• Time-consuming 
• Selectivity - unless broad coverage 
• Reflexivity - even may proceed 
differently because it is being observed 
• Cost - hours needed by human observers 

Participant 
Observations 

• (Same as above for direct observations) 
• Insightful into interpersonal behavior 
and motives 

• (Same as above for direct 
observations) 
• Bias due to investigator’s 
manipulation of events 

 Physical 
Artifacts 

• Insightful into cultural features 
• Insightful into technical operations 

• Selectivity 
• Availability 

Source: Yin (1994), p. 80 
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An archival record is appropriate in quantitative studies, meaning that it is not a suitable 
source of evidence in this thesis. Furthermore, due to the limited time and financial 
resources, direct observations and participant observations are also unsuitable sources of 
evidence. In addition, we chose not to use physical artifacts as a source of evidence since 
we do not look at technical operations or cultural features. The two remaining sources of 
evidence, documentation and interviews, are the sources applied in this research. 
 
In this study, documentation was used by browsing the web site of our sample company 
and by reviewing written material sent to us by the respondent. Based on the level of 
formality and structure, interviews are often categorized into: structured interviews, semi-
structured interviews and unstructured interviews. Structured interviews use 
questionnaires with predetermined and standardized questions. Semi-structured 
interviews use a list of themes and questions to be covered and are non-standardized. 
Unstructured interviews are informal and do not use predetermined questions. The 
unstructured interviews also give the interviewee the opportunity to talk freely about the 
topic area. (Saunders, Lewis and Thornhill, 2000) 
 
Interviews could further be divided based on the form of interaction established between 
the researcher and the participants, illustrated in figure 3.1. 
 

 

   Qualitative interviews 
 
                      One to one                            One to many 
 
 
      Face to                  Telephone               Focus group 
face interviews            interviews                interviews 
 

         Figure 3.1: Forms of Qualitative Research 
   Source: Saunders, Lewis and Thornhill (2000), p.244 
 
Face to face interviews allow for personal contact and the ability to explain questions and 
interpret both verbal answers and non-verbal behaviour. Telephone interviews also allow 
personal contact and contribute with advantages such as lower cost, long-distance access 
and speed. However, visual cues will be absent, and other disadvantages such as 
difficulties recording data, less ability to control the pace of the interview, and difficulties 
developing complex questions may follow. In a group interview, the researcher acts as a 
supervisor over the discussion, suggesting themes to be explored. The group interview 
enjoys the advantage of collecting several points of views and allows for discussions 
within groups, although they are mostly used to test reactions and not when striving for 
detailed specific knowledge. (Saunders et al, 2000) 
 
Due to the fact that we wanted the respondent’s own views and opinions on suggested 
themes, a semi structured interview guide was applied. This means that a list of themes 
and questions were used and the respondent was allowed to develop views on proposed 
themes. Moreover, we chose to conduct a telephone interview due to reasons of distance 
and limited resources for travelling. 
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3.5 Sample Selection 

Holme and Solvang (1991) state that it is of great importance that the selected case is 
relevant to the purpose of the study, and that the respondents have abundant information 
on the studied phenomenon when performing a case study. We have followed the advice 
of Holme and Solvang and selected SCA, and more specifically Libresse as our sample 
brand. This selection was motivated by the fact that Libresse is a Swedish brand, which 
simplified conducting the interview. Furthermore, our sample brand needed to be active 
internationally, spend an essential amount of the budget on international advertising, and 
had to deal with standardization and adaptation of advertising. After making a telephone 
call, we could conclude that Libresse fulfilled all the criteria mentioned above. Moreover, 
since Libresse advertise feminine hygiene product, social norms and culture become 
increasingly important. In addition, we managed to set up an interview with an employee 
who had extensive knowledge of Libresse’s international advertising, Nicola Jones, 
Communications Project Assistant. 

3.6 Data Analysis 

According to Yin (1994), research projects should begin with a general analytic strategy  
providing the researcher with a system by which he or she can set priorities for what to 
study and why. Two general analytical strategies are available when performing a case 
study, namely relying on theoretical propositions and developing a case description 
(ibid).   
 
Relying on theoretical propositions is the favoured strategy, and also the strategy used in 
this study. Using this strategy, the data collection is based on the research questions taken 
from previous studies. The findings of the research will then be compared with the 
findings from previous studies.  The second strategy, developing a case description, 
should preferably only be used when little previous research has been done. (ibid) Since 
we performed a single case study, the analysis will solely consist of within-case analysis 
where data is compared to theory.  
 
Miles and Huberman, (1994) state that the process of analysing data consists of three 
activities: data reduction, data display and conclusion drawing/verification. Data 
reduction is a part of the analysis, aiming to arrange data in a way that final conclusions 
can be drawn and verified. This part of the analysis could be described as the process of 
selecting, simplifying and transforming the data. Data display refers to the presentation 
of the reduced data in an organized way in order to simplify the process of drawing 
conclusions. Conclusion drawing/verification is the ultimate analytical activity. In this 
stage, the researcher evaluates the significance of the findings by noting regularities, 
explanations, patterns, casual flows and propositions.  
 
The three steps suggested by Miles and Huberman (1994) were followed when analyzing 
the data. Firstly, the data was reduced to data relevant for our research questions. 



 
 

 24

Secondly, the data was displayed in a feasible way, following the structure of our 
research of questions. Thirdly, conclusions about the data are drawn in the final chapter. 

3.7 Quality Standards 

Yin (1994) suggests four different tests a researcher can use to test the quality of a study, 
namely construct validity, internal validity, external validity, and reliability.  
 
Construct validity refers to the establishment of correct operational measures for the 
concepts being studied, by using tactics such as multiple sources of evidence, establishing 
a chain of evidence, and having the draft study reviewed by key informants. (ibid) In 
order to increase construct validity, both interviews and documentation were used as 
sources of evidence. A chain of evidence is established by referring to used secondary 
data, by presenting the primary data, linking together the purpose, research questions, 
frame of reference, interview guide, and findings, and by referring to methodological 
procedures. Furthermore, our supervisor and fellow students reviewed the interview 
guide and the draft of the case report.  
 
The Internal validity only concerns explanatory case studies, since it investigates casual 
relationships and patterns. (ibid) Therefore, it will not be considered in this case study.  
 
External validity deals with the problem of knowing if it is possible to draw general 
conclusions from the findings of the case study. A single case study is generally a poor 
basis for generalizing, however, Yin (1994) argues that since case studies rely on 
analytical generalizations, meaning to attempt to generalize findings with theory, the 
external validity might still be quite high in this thesis.  
 
Reliability aims to eliminate errors and biases in a study. High reliability exists if the 
investigator reaches the same findings when repeating the case study by following 
exactly the same procedures. A prerequisite for this repetition is documentation of 
procedures followed in the case study. (ibid) In order to increase reliability, we made an 
effort to ensure that the respondent had sufficient knowledge, and sent the interview 
guide in advance to allow respondent to prepare answers. Furthermore, we aimed to be 
completely objective both in the formulation of questions, and in the actual conduction of 
the interview, in order not to influence the respondent’s answer. To further increase 
reliability, the interview was recorded and drafts of the case were sent to the respondent, 
aiming to eliminate misinterpretations. Our respondent spoke English, which eliminates 
errors in the translation of the interview. However, a negative influence on reliability 
could be that we during the telephone interview could not pick up visible cues.  
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4 EMPIRICAL DATA  

The empirical data for this study consists of a single case involving the company SCA 
and more specifically the product line Libresse. The data on which the following case is 
based is the outcome of an interview conducted with Nicola Jones, Communications 
Project Assistant at the Libresse office in Gothenburg, as well as material available at 
the homepages of SCA Hygiene Products (www.scahygieneproducts.se) and SCA 
(www.sca.se). 

4.1 Case Study: SCA and Libresse 

SCA (Svenska Cellulosa Aktiebolag) is a leading international paper company dealing 
with absorbent hygiene products, packaging solutions and publication papers. SCA was 
formed in 1929 as a holding company for forest-industry companies in northern Sweden. 
These companies operated independently until 1954 when they merged with the parent 
company, SCA. Today, SCA has approximately 44 000 employees which are represented 
in more than 40 countries. Moreover, SCA is active on all continents in the world, with 
Western Europe and North America as the main markets. Globally, SCA’s sales 
amounted to SEK 88 billion in 2002.  
 
SCA is divided into four business areas: SCA Hygiene Products, Packaging, Forest 
Products and SCA North America, which is further illustrated in figure 4.1.  
  
 
  

 
 

 

 
 
 

Figure 4.1: SCA’s Business Areas 
Source: Adapted from www.sca.se 
 
 

Forest Products 
- Publication papers 
- Solid wood products
- Pulp 
- Timber 
- Forest fuel     

Packaging 
- Corrugated board 
- Containerboard 
- Packaging services 

SCA North America
- Tissue 
- Incontinence 
- Protective packaging
                      

SCA Hygiene Products   
- Tissue  
- Baby diapers 
- Incontinence     
- Feminine hygiene 
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Hygiene Products  
SCA Hygiene Products is the largest of the main business areas representing 51 percent 
of SCA’s net sales. Furthermore, the business area has 17 000 employees all over the 
world. SCA Hygiene Products is involved in developing, manufacturing and marketing 
hygiene products. The main consumer brands are Danke, Edet, Velvet, Zewa, (tissue), 
Libero (baby diapers), Libresse (feminine hygiene products), and Tena (incontinence 
products).  
 
SCA Hygiene Products is divided into three areas:  
Incontinence Care: SCA is the world’s largest supplier of incontinence products.  
Away from Home: sells tissue products to industries, the service sector, and public 
institutions.  
Consumer Products: is the largest division with 8 100 employees and has three sub 
categories: tissue, diapers and feminine care. 
 
Feminine Care - Libresse  
Libresse represents the feminine care division with a product line consisting of towels, 
panty liners and in some markets tampons. The division has a market share of 10 percent 
in Europe, which makes them the third largest producer on the European market. The 
market is regarded as global and the division is currently expanding in approximately 20 
markets, including Latin America, Australia and Africa.  
 
In Europe, Libresse appears under four names; Libresse, Libresse Nana in France, 
Libresse Bodyform in the United Kingdom (UK) and Libresse Nuvenia in Italy. 
Moreover, the line overseas includes Saba, Nosotras and Libra.  
 
Libresse aims to merge the four European brands. Despite the different names, Libresse 
wants the brand personality to be the same so that the consumers perceive the brands in 
the same way. Libresse is working with a document called the brand platform to obtain a 
united brand personality and to control and coordinate the communication with the 
customers. The four brands are managed from SCA Hygiene Products main office in 
Munich without any separate control units, however Libresse has offices in every country 
in which the company is active. 
 
Libresse creates two to three advertisements each year. Since the local brand managers 
often understand their market better than managers at a central level, the local managers 
can decide which advertisement to use in their market. The aim is to give the markets as 
much space as possible although at the same time restrict the advertisements to the brand 
platform. However, the selection of advertisements will be set in Sweden. Libresse has 
primarily used standardized advertising since 1998, the year when they began to use a 
central advertising agency called Forsman and Bodelfors. 
  

4.1.1 Libresse’s motives for standardization and adaptation  

Libresse principally standardizes its advertising due to cost reasons. The advertisements 
are cheaper to produce at a central level since economies of scale can be reached. 
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Another motivation for standardization is the matter of quality. Libresse has noticed that 
the advertisements made at a local level do not have a higher quality than those produced 
at a central level. In fact, in many cases, advertisements produced at a central level have a 
higher quality due to the concentration of knowledge and expertise. Standardization 
follows as a natural step in the building of the brand platform. Through standardized 
advertisements, SCA Hygiene Products can strategically control what is being advertised 
and communicated to the consumer, and make sure that it contributes to a united brand 
personality. 
 
According to the respondent, one benefit with adaptation of advertisements is that the 
company can create an advertisement that is tailored to a specific market.  The customer 
can, due to the specific design, relate better to the advertisement. Not only is the tailored 
message making it easier for the consumer to relate to the advertisement, small details 
also matter such as the clothes worn by the actors. Moreover, cultural differences 
between markets and countries also affect how the customers perceive the advertisements 
and how they are appealed to it. Libresse is aware of the cultural differences, but often try 
to avoid the differences and find a common ground instead of adapting to these 
differences. Another market specific condition is competition. The advertising can be 
used to improve Libresse’s competitive position if needed. For instance, in the year of 
2002, Libresse produced an advertisement for eastern Russia, Hungary and Poland 
exclusively. The reason was that these markets were very competitive and active at the 
time, and the competitors marketed themselves to a great extent. Libresse decided to 
focus on something specific for the eastern woman, something she could understand and 
relate to. In addition, this is an example of how Libresse adapts the advertisements to 
cultural aspects.  
 
Furthermore, the markets might possess special conditions that Libresse needs to adapt 
to. One of these conditions is country specific legislations. From a historical point of 
view, prior to 1998, the Bodyform brand in the United Kingdom used its own advertising. 
The reason for this was the organization called BACC, Broadcast Advertising Clearance 
Centre, which regulates advertising in the UK. For example, it was not possible to portray 
menstruation as being a problem for women, instead it had to be mentioned in different 
terms. However, the rules in the UK changed in 1998 and Libresse started to centralize 
their advertising. Nonetheless, advertising legislation restricts what can be said and still 
affects the content of the advertisements, especially in the UK. Moreover, since some of 
the products are at different stages of the product life cycle in different markets, 
Libresse’s advertisements might have to be adjusted after these stages. 

4.1.2 Factors influencing Libresse’s degree of standardization and adaptation  

In table 4.1, the degree to which the different factors influence the decision to standardize 
and adapt international advertising are ranked by our respondent, 1 being the most 
important. These factors will also be discussed in the section following the table. 
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TABLE 4.1: Influencing Factors 
Product Factors  1 2 3 4 5 6 
Product Life Cycle   X    
Brand Familiarity   X    
Product Type      X 
Product Uniqueness  X     
Organizational Factors       
International Experience   X    
Company Objectives  X     
Advertising Objectives   X    
Financial Conditions X      
Environmental Factors       
Cultural  X     
Economic    X   
Legal   X    
Competition  X     
Advertising Infrastructure      X 
Consumer Profile X      
Social Norms   X    
Source: Authors’ construction 
 
Product Factors  
Libresse states that some characteristics of the product are influencing the standardization 
and adaptation of advertising. One important factor is the product life cycle. The product 
life cycle can differ greatly between regions. The life cycle of feminine products relates 
directly to the economic and cultural development of the country in question. For 
instance, it is impossible to advertise sanitary towels in India and Europe in the same 
way. In India, thin sanitary towels have only recently been introduced to the market, 
while they are at the growth or maturity stage in the European market. Moreover, brand 
familiarity plays an important role. In countries where a brand is well developed, the 
consumers often recognize a Libresse advertisement from the style or tone, whereas in 
new markets much emphasis is put on branding and the underlying messages might be 
missed. 
 
Libresse do not consider the type of the product to be an influencing factor. Moreover, 
the company has little experience of dealing with product uniqueness. However, Libresse 
recently launched the new night towel “Goodnight with revolutionary flex system”. This 
product is considered unique. In the UK, the night towel segment is very small whereas 
in France it is penetrated to a substantial degree. Although the advertisement was the 
same, different advertising tools were used; print, the Internet and TV, each for a specific 
benefit. For example, in the UK the aim was to raise awareness of the segment and the 
need for such a product, while in the Nordic region and France, the goal was simply to 
educate regarding the new product and highlight the fact that it is the best product around 
to satisfy the need. 
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Organizational Factors 
Regarding factors that relate to the organization itself, Libresse states that international 
experience affects the advertising. In the UK, experience shows that humor or being a bit 
controversial appeals to consumers. Furthermore, the experience in France indicates that 
the actors should not be too ordinary, whereas the opposite works in Scandinavia. 
Consequently, experience helps optimize the advertising and affects how and what 
Libresse adapts. Moreover, the company objectives have a great influence on the 
decision. Even if the strategy is to standardize, it can be reviewed if SCA should decide 
to focus on a specific market. In that case, a new strategy will be formed to maximize 
advertising presence in that country. The objective of the advertisements also affects 
although it is not of crucial importance. Financial conditions is however the most 
influencing factor of them all. Currently, Libresse considers the company to be driven by 
cost and efficiency levels, and no decision is taken without considering the financial 
effect each alternative has on the balance sheet. 
 
Environmental Factors 
When reviewing the environmental factors and the cultural differences, it can be stated 
that the need for Libresse’s products is the same all over the world, but how the need is 
portrayed differs. For instance, in Holland discharges and odour are acceptable issues, 
whereas in the UK this is still a highly sensitive subject. As a result, Libresse has to 
formulate the message in a different and more modest way. Economic conditions as a 
factor is not considered to be influential in itself, however Libresse considers this factor 
to be closely connected to product life cycle. Furthermore, the economic conditions 
determine the possibility for companies to be active in a certain market.  
 
A factor of importance is the legal situation. For instance, some countries allow for 
comparative advertising while others do not. As a result, every time an advertisement is 
produced, Libresse makes sure that the advertisement is in line with the demands of the 
legal department in that specific country. A legal problem of concern for Libresse is the 
relation with the BACC and the strict rules regarding advertising in the UK. In 2002, an 
advertisement for the micro liner that stated that it was the smallest liner in the world 
caused legal problems. In the end, Libresse could use the advertisement, but the company 
had to spend several months putting together a fact file proving that it actually was the 
smallest liner in the world.  
 
Furthermore, Libresse adjust the advertising to the efforts of the competition, making this 
an influencing factor. In highly competitive markets for instance, Libresse may need to 
allocate more resources to advertising in order to be competitive. Libresse do not 
consider advertising infrastructure to influence the degree of standardization and 
adaptation of advertising. However, the existence of advertising infrastructure is a 
prerequisite for the ability to advertise. 
 
Moreover, the consumer is always a key issue for Libresse. Consumer preference, 
behavior and attitudes are of key importance when deciding how to advertise and how to 
reach the customer. It can also be stated that in different countries, different social norms 
are accepted. Libresse has to take these norms into consideration in order to succeed with 
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the advertising in each country. An example of when these norms had to be taken into 
consideration was a recent TV commercial proposal featuring a girl in a bar. The 
commercial was neglected since the Eastern consumers did not respond well to a girl 
drinking alcohol. 

4.1.3 Libresse’s standardization and adaptation of advertisement elements 

Regarding Libresse’s products, every country has the same needs within the framework 
of safety and protection. More specifically, the products need to absorb and be discrete, 
meaning thinner liners, no leaks, transparent wings, and silent wrapper, even though 
different countries rank these needs differently. Due to the common basic need, Libresse 
can develop the advertisements using the same appeal. 
 
At the present time, it is very occasionally that an advertisement is created for one 
specific country, as the same advertisement is usually used worldwide. Libresse uses the 
same actors in their commercials, only modifying the voiceover and the text, which is 
done for linguistic reasons. Due to the fact that few elements are adapted, the main 
theme, appeals and buying proposals are consistent in all markets. The commercials are 
produced in a way that demands very little explanation. The messages are often short and 
clear, and easy to translate and understand. Furthermore, the copy translations sometimes 
differ as a response to cultural differences, and also, the package shown in the 
advertisement is changed so that the different brand names are displayed in their different 
markets.  
 
The advertisements shown on the following page2 are Swedish and English examples, 
demonstrating how Libresse standardizes the advertising internationally. Due to the fact 
that the English version is taken from the homepage of SCA, the main brand name 
Libresse is used for both advertisements. The only thing that is changed in this print 
advertisement is the copy text, and in this case the text allowed for a direct translation, as 
shown below. 
 
Libresse String. For almost invisible knickers. 
Available as both towel and panty liner. 
 
Libresse String. För nästan osynliga trosor. 
Finns som både binda och trosskydd. 

                                                 
2 For larger scale copies of the advertisements, see Appendix B and C. 
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English Advertisement Swedish Advertisement 
 
As our respondent has pointed out, Libresse is active in a dynamic market, where norms 
and values are changing and becoming more tolerant. Furthermore, as a result of the 
ongoing expansion into new markets, the motives for adaptation and standardization, the 
influencing factors and the adapted and standardized elements of the advertising may be 
subject to development and change in the near future. Due to this rapidly changing 
environment, Libresse’s international advertising strategy will probably evolve into new 
directions with time.  
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5 ANALYSIS 

In this chapter the literature revised in chapter two will be compared and matched with 
the data collected in chapter four for each research question, followed by an analysis of 
the differences and similarities which can be found between theory and reality in the case 
of Libresse. 

5.1 Motives for Standardization and Adaptation: Libresse compared to 
theory 

Regarding the issue of why companies are motivated to standardize and adapt their 
advertising, there are many suggestions in theory. Commonly mentioned motives for 
standardization are the possible cost savings, the presentation of a global brand image, to 
avoid consumer confusion, and the increased efficiency. In contrast to the belief that 
consumers and markets share enough common characteristics for standardization of 
advertising, some researchers argue that there are undefeatable differences between 
countries and people that necessitate adaptation of advertising. Supported motives for 
adaptation are therefore to adjust to differences in culture, regulations, competition, stage 
in the product life cycle, media, and appreciation of the product. 

5.1.1 Motives for standardization 

According to Libresse, the possibility of reducing the cost of advertising is the main 
motive for using standardized advertisements, a belief that is further supported by 
researchers such as De Mooij (1994), Jain (1996), Papavassiliou and Stathakopolus 
(1997), Harris (1996), and Backhaus et al (2001). Furthermore, the company’s building 
of the brand platform indicates the importance of creating a strong and comprehensive 
global image for the brands, which has been proposed as a motive for standardization by 
De Mooij (1994) and Backhaus et al (2001). However, the use of different names in 
different countries might result in some degree of consumer confusion. As a result, it is 
unlikely that avoiding confusion is one of the reasons for building an overall image in the 
case of Libresse. Harris (1996) and Jain (1996) on the other hand regard consumer 
confusion to be an influential motive in itself, which apparently is not agreed upon by 
Libresse.  
 
Also, increased efficiency as a result of standardization of advertising is not regarded as a 
priority according to Libresse, which disagrees with the findings made by Backhaus et al 
(2001) and De Mooij (1994). However, Libresse claims to be motivated by the fact that 
advertisements produced at a central level often contain higher quality than the 
advertisements produced at a local level. This motivation is not mentioned in the 
conceptual framework, although discussed by Harris (1996) as the ability to exploit a 
good idea to its full potential and by De Mooij (1994) as more efficient exchanges of 
good ideas and better use of abilities. The facilitation of coordination and control is also 
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not mentioned in the conceptual framework, although discussed by De Mooij (1994). It is 
worth mentioning due to the fact that this proves to be an important motive for Libresse 
when communicating to the consumers, made visible through the use of the brand 
platform. 

5.1.2 Motives for adaptation 

Cultural differences might be the most strongly emphasized motive for adapting the 
advertising, supported by theorists like Kanso and Nelson (2002), Agrawal (1995), and 
Jain (1996). Libresse claims to be aware of the importance of culture when developing an 
advertising campaign, and some adaptations of the advertising are responses to cultural 
differences, such as more subtle formulations in British advertisements and a special 
advertisement developed specifically for eastern women. However, Libresse does not 
agree with the managers interviewed by Kanso and Nelson (2002) when they state that an 
advertising message should fit unique values and traditions in the host countries. Instead 
Libresse argues that most cultures still have a lot in common and by being aware of the 
possible pitfalls a company can avoid them and find common ground for a campaign to 
build on. Nonetheless, the use of local offices in each country and having a pot of 
advertisements for the brand manager in each country to choose from enables Libresse to 
further comply with cultural differences, and in this sense act in agreement with the 
findings of Kanso and Nelson (2002). 
 
Another issue of importance is country specific advertising legislation, which is a highly 
significant motive for adaptation according to Libresse, specifically regarding the British 
market. Both Agrawal (1995) and De Mooij (1994) agree on the importance of legal 
restrictions and laws regulating advertising. 
 
De Mooij (1994) also mentions the competition within markets as a motive for adapted 
advertising, and Papavassiliou and Stathakopolus (1997) continue by claiming that 
adaptation can strengthen the product’s competitive position in a market. This is 
supported by Libresse’s decision to develop a campaign for eastern European women as a 
result of the intensified competition on that particular market. Also, the stage in the 
product life cycle differs between markets and could be a motivation for adaptation 
according to Agrawal (1995) and De Mooij (1994). On this matter, Libresse states that 
product life cycle is important due to the great difference between regions, and in fact 
support this point of view as well. 
 
In contradiction to statements by Agrawal (1995) and De Mooij (1994) nothing in the 
collected data suggests that differences in the availability, usage and sources of media are 
of importance in the case of Libresse. Regarding the appreciation of the product, Jain 
(1996) argues that even though product characteristics and functions are often similar in 
different countries, the view of these attributes varies from nation to nation. This is very 
much in compliance with the opinion of Libresse, stating that while the product has the 
same function in every country, the appreciation of the need is different. However, 
Libresse does not consider this motive to be significant enough to motivate adaptation. 
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5.2 Factors Influencing the Degree of Standardization and Adaptation: 
Libresse compared to theory 

Certain factors regarding the product might be very influential when the decision is taken 
to standardize or adapt according to theory. Some of these factors are product life cycle, 
brand familiarity, type of product, and product uniqueness. The organizational factors 
relate to internal characteristics influencing a company’s expectations to standardize or to 
adapt the advertising. For the purpose of our research, international experience, company 
objectives, advertising objectives, and financial conditions are considered to be the key 
organizational factors relating to this issue.  
 
The final and most extensive factors influencing the degree of standardization and 
adaptation are the environmental factors. The cultural environment, economic conditions, 
legal conditions, competition, advertising infrastructure, consumer profile, and social 
norms are all highly significant environmental factors which have been mentioned 
repeatedly in research relating to standardization and adaptation of advertising. 

5.2.1 Product factors 

Starting with the product life cycle, this is a factor that has been emphasized by a number 
of researchers, including Toyne and Walters (1993), Mülbacher et al (1999), 
Papavassiliou and Stathakopolus (1997), and De Mooij (1994). Although Libresse agrees 
on the importance of the product life cycle as a factor, adaptations in the advertising seem 
only to occur when the difference in the stages of the product life cycle is severe, for 
instance in the case of India where sanitary towels of the type that Libresse manufactures 
is in the introductory stage as opposed to Europe where they have reached maturity. 
 
However, in the case of brand familiarity, this is considered quite important by Libresse 
due to the stronger need to emphasize the branding where brand familiarity is low. This is 
in accordance with the findings of Cavusgil and Zou (1993), as they argue that the 
marketing of a product with high brand familiarity is significantly easier to standardize 
than the marketing of a less familiar product. According to De Mooij (1994), it is also 
easier to standardize the marketing of a product with a common name and image 
compared to the marketing of a product with local names and images. Libresse agrees, 
stating that merging the images of the four brands simplifies standardization, and having 
different brand names necessitates adaptation of the advertisements. 
 
The type of product being advertised has an impact on whether to standardize or adapt 
according to De Mooij (1994), Mülbacher et al (1999), and Papavassiliou and 
Stathakopolus (1997). Sanitary towels could be considered quite bound to culture, which 
is mentioned in theory as a key factor, even so product type rank low in order of 
importance for Libresse which still have managed to standardize most of its advertising. 
 
Finally, according to Mülbacher et al (1999) product uniqueness is another factor 
influencing the chosen strategy. Libresse agrees that it influences, however, the data 
collected on Libresse indicate that its view on this matter is completely contradicting that 
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of the theorists. Evidence shows that while Mülbacher et al (1999) argue that uniqueness 
in a product simplifies standardization, Libresse considers this to be a factor pulling 
towards adaptation, visible by the fact that they have adapted their advertising in the UK 
as a response to the uniqueness of the flex system. 

5.2.2 Organizational factors 

According to Mülbacher et al (1999), international experience enables flexibility and 
recognition of change. This is to a great extent in compliance with the data gathered from 
Libresse, as international experience allows for optimized advertising according to the 
company and influences the decision to adapt and the extent of adaptation needed. 
Additionally, given that SCA’s objective to standardize is regarded as an important 
factor, Libresse is once again in full agreement with theory since Mülbacher et al (1999), 
De Mooij (1994) and Harris (1996) regard company objective as an influential factor.  
 
The objectives of the advertising may also affect whether a company chooses to 
standardize or to adapt according to Papavassiliou and Stathakopolus (1997), who also 
state that standardization is simplified when the objective of the advertising is to inform 
rather than to persuade. However, the purpose of the majority of Libresse’s advertising is 
to persuade, indicating that this advertising objective is still adequate for standardization. 
 
Libresse states that the most significant organizational factor is financial conditions, 
declaring that cost is a main issue for any organization. This is further supported by 
Papavassiliou and Stathakopolus (1997) who claim that companies with financial 
difficulties are more likely to standardize the advertising in order to reduce costs. 
However, although the opinion that standardization reduces costs can be connected with 
the belief that organizations experiencing financial difficulties are more motivated to cut 
costs, there is no evidence suggesting such a link in the case of Libresse. 

5.2.3 Environmental factors 

A number of researchers including Toyne and Walters (1993), De Mooij (1994), Kanso 
and Nelson (2002), and Papavassiliou and Stathakopolus (1997), agree on cultural 
differences being a key factor in international advertising. Although not rated as most 
important, Libresse agrees on its significance. Libresse’s advertisements have been both 
adapted and rejected as a result of inconsistencies in the cultural environment, and 
cultural differences are always taken into account when making strategic decisions. 
 
Economic conditions is another factor of importance according to Toyne and Walters 
(1993), and Papavassiliou and Stathakopolus (1997). This is not, however, emphasized as 
a determining factor by Libresse, even though it is stated that economic conditions are 
closely connected to the product life cycle, and consequently some consideration is given 
to this issue through that relationship. To continue, legal conditions on the other hand can 
not be disregarded. Since Libresse has to take country specific laws restricting 
advertising into consideration when developing an advertisement, advertising laws are 
considered as an influencing factor. There are also a number of researchers supporting 
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this view, namely Toyne and Walters (1993), De Mooij (1994), Kanso and Nelson 
(2002), Mülbacher, et al (1999), and finally Papavassiliou and Stathakopolus (1997). 
 
Harris (1996) states that the actions of the competition influence a company’s choice of 
strategy. According to Libresse, competition is an important factor but more so in the 
shape of the competitive situation on the market. This is supported by the views of 
authors Toyne and Walters (1993), Papavassiliou and Stathakopolus (1997), and De 
Mooij (1994). 
 
Advertising infrastructure has been pointed out as an environmental factor of importance 
by Papavassiliou and Stathakopolus (1997), and De Mooij (1994). Libresse however 
disagrees, and does not consider it to be of major concern when developing their 
advertising. On the other hand, the consumer profile is regarded most influential of all 
environmental factors, as Libresse states that the customer is always the key factor when 
designing the advertisements. This is supported by Papavassiliou and Stathakopolus 
(1997), and by findings of Kanso and Nelson (2002). However, there is no indication as 
to whether Libresse actually adapts the advertising as a result of consumer profile, or if 
this is deemed a factor to consider when standardizing an advertisement. 
 
The final environmental factor to be analyzed is the social norms. Toyne and Walters 
(1993) and Mülbacher et al (1999) argue that social norms influence, which is supported 
by Libresse who regards social norms as a central factor in the process of determining the 
advertising strategy, associating it strongly to culture. 

5.3 Standardization and Adaptation of Advertisement Elements: 
Libresse compared to theory 

There exists some dissonance in theory regarding which elements of the advertisement 
that are most suitable for standardization. However, the three basic elements buying 
proposals, appeal, and visual elements have received strong support. Regarding the 
elements of the advertisement suitable for adaptation, copy, language and idiomatic, 
appeal (providing that the need is universal), and slogan have been highlighted. 

5.3.1 Standardization of advertisement elements 

Starting with the buying proposal, Keegan (1984) and Taylor (2002) argue that buying 
proposals and main selling point often can be standardized. This is consistent with 
Libresse’s advertising strategy, meaning standardization of the main advertising message, 
including the buying proposals and the appeal. The suitability of standardizing the appeal 
is not agreed upon by Taylor (2002) and Kanso and Nelson (2002) claiming that 
companies should not use the same theme or similar appeals in different countries. 
However, the findings of Keegan (1995) indicate that appeals may be standardized 
provided that the need for the product is universal, which is the case for Libresse. 
 
The final element appropriate for standardization enjoys a strong support from theory. 
The visual elements and the scenic background are regarded to be suitable for 
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standardization according to Harris and Suleiman (2003), Whitelock and Rey (1998) and 
De Mooij (1994). Libresse seems to agree with these authors since all visual elements of 
the advertisement are standardized, except for the picture of the package. 

5.3.2 Adaptation of advertisement elements 

The opinion that copy should be adapted in international advertising is heavily supported 
by Harris and Suleiman (2003), De Mooij (1994), and Whitelock and Rey (1998). 
Although Libresse is standardizing the advertising as a strategy, this issue is 
acknowledged, and small adjustments are made in the copy in order to optimize the 
advertisement. 
 
When considering the adaptation of language and ideomatics, researchers are in 
disagreement. Keegan (1995) states that there are possibilities to reach enormous 
economies of scale by standardizing the language of the advertising. On the other hand, 
Taylor (2002), Whitelock and Rey (1998), De Mooij (1994), and Johansson (2000) 
seemingly agree on the difficulties connected to the standardization of language. The 
standard practise of Libresse is to use adapted voiceovers in television commercials and 
translate the printed advertisements, which further reinforces theory supporting the 
adaptation of language. 
 
Possibly the most debated element in relation to standardization and adaptation of 
advertising is the appeal. While Keegan (1995) and De Mooij (1994) argue that appeals 
are suitable for standardization due to the similarities between people regarding basic 
needs, Whitelock and Ray (1998), Kanso and Nelson (2002), and Taylor (2002) all claim 
that as advertising styles differ between countries, an adapted approach to advertising 
appeals is necessary. However, this is not supported by the actions of Libresse, as they 
prefer to standardize appeals. On the other hand, it complies with the findings of Keegan 
(1995), stating that standardization is more suitable when the need is universal, as in the 
case of Libresse 
 
Due to the fact that Libresse does not use a specific slogan for the brand, and no slogan is 
included in the advertising, the discussion on adaptation or standardization of slogans 
does not apply to this company. 
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6. CONCLUSIONS AND IMPLICATIONS  

In this chapter we will conclude our findings and attempt to answer our research 
questions. The chapter begins with a restatement of the purpose and the research 
questions. Thereafter we will try to answer each research question based on the data 
from the case study and the analysis chapter. The chapter will end with our implications.  
 
The purpose of this thesis was to gain a better understanding of standardization and 
adaptation in international advertising of consumer goods. To reach this purpose three 
research questions were posed: 
  

1. Why are companies motivated to standardize and adapt their international 
advertising?  

2. How can the factors influencing the degree of standardization and adaptation in 
international advertising be described? 

3. How do companies standardize and adapt the elements in their international 
advertisements?  

6.1 Why are companies motivated to standardize and adapt their 
international advertising? 

There are both advantages and disadvantages with standardization, however, the motives 
for standardization often override the rationales for adaptation. Nonetheless, attention is 
paid to the circumstances when the benefits of adaptation prevails the benefits of 
standardization. 
 
We can conclude that the dominant motive for standardization of advertisements proved 
to be cost savings from economies of scale. Cost is a key issue, and the main concern of 
every business decision is the effect it has on the balance sheet.  
 
Even if cost savings is the absolute dominant motive, the fact that local advertisements do 
not possess the same quality further supports the decision to standardize. By developing 
the advertisements at a central level, a company can make full use of the creative 
competence within the company. An additional motive behind the use of standardization 
is to coordinate and control the building and communication of a uniform image. 
However, the use of different brand names implies that companies may not consider 
standardized advertising as a mean for preventing customer confusion.  
 
Adapted advertising is sometimes necessary despite the wish for standardized 
advertising. One reason to why companies sometimes use adapted advertising is that the 
market might possess differences that demand specific measures. For instance, there are 
cultural differences between countries that demand certain adjustments of the 
advertisements. Additionally, the fact that legislation differs is also a reason to why the 
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advertisements are sometimes adapted. Moreover, adaptation can be used in order to keep 
up with or stave of competition in specifically intense markets. Also, to adjust to the 
stage of the product life cycle is a motivation for adaptation since there is great difference 
between regions regarding the stage the product is marketed in. Worth to point out is that 
the need for adaptation often can be eliminated by simply avoiding the problem and using 
a slightly different advertisement which could be standardized. 
 
Based on this discussion, the key conclusions concerning the motives for standardization 
and adaptation of international advertising can be summarized as follows: 

 
 Cost savings proved to be the core motive for standardization 
 To coordinate and control communication proved to be an additional objective for 

standardization. 
 Standardization is used to create a comprehensive brand image. 
 To be able to relate better to different cultures is the main motive behind adapted 

advertisements. 
 To abide to advertising regulations is a motive for adaptation. 
 Adapted advertising can be used in order to stave off competition. 
 To adjust to the stages in the product life cycle proved to be an objective for 

adaptation. 
 The reasons for adapting advertisements can often be disregarded if using a 

somewhat modified advertisement. 

6.2 How can the factors influencing the degree of standardization and 
adaptation in international advertising be described? 

There are numerous factors that affect the decision of standardization and adaptation of 
advertising. Many factors are discussed in the conceptual framework, but not all of them 
are of significance for the investigated company. Additionally, some factors have much 
more impact than others. The influencing factors identified in the case study will be 
concluded below. 
 
Some of the factors relating to the product itself proved to be of significance. For 
instance, the stage of the product life cycle is an important factor. Advertisements need to 
be different depending on the stage of the life cycle, as an advertisement in the 
introduction stage will most likely aim to create awareness while an advertisement in the 
growth stage will aim for action. In our research, it has become obvious that the 
influencing factors in turn were affected by each other. For instance, when referring to 
female hygiene products, the stage of the product life cycle is directly related to the 
economic and cultural environment of the relevant market. 
 
Product uniqueness seemed to favour an adapted approach when being advertised in 
Europe. Furthermore, product type was not regarded as influential. However, we consider 
the product type feminine hygiene products to be culturally bound due to the consumer 
sensitivity connected to the product, and as a result, some adaptation of how the product 
is presented might be suitable. Another influencing factor proved to be brand familiarity. 
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If consumers are familiar with the brand they will easier recognize the commercial of the 
specific brand and less effort is needed to put emphasis on the brand. 
 
When studying organizational factors, the financial conditions proved to be of utmost 
importance, which is in line with the fact that cost reduction proved to be the main 
motive for standardization. Moreover, the advertising is influenced by the company 
objective. Furthermore, international experience affects the adaptation of advertisements, 
since experienced companies know more about what each market appreciate and can 
thereby maximize the advertising when adapting to different markets.  
 
Of the environmental factors, culture, competition and consumer profile proved to be 
significantly important. The cultural factor is very much bound to the consumer profile, 
but it also affects how the whole society will perceive the advertisement. Furthermore, 
the advertising of competitors influences the degree of standardization and adaptation, as 
the level of competition will affect how much resources that is allocated to the market. 
Finally, legal conditions matter due to the fact that the content of the advertisement has to 
be adjusted to the different laws and regulations in the relevant markets. 
 
Some major conclusions regarding factors influencing the degree of standardization and 
adaptation of international advertising are listed below. 
 

 The stage in the product life cycle is an affecting factor. 
 Product uniqueness proved to favor adaptation. 
 Product type is regarded to be influential. 
 Brand familiarity affects the need for adaptation. 
 The organization’s financial conditions proved to be a highly influencing factor. 
 Company objectives affect the decision to standardize and adapt advertising. 
 International experience proved to influence the degree of standardization and 

adaptation. 

6.3 How do companies standardize and adapt the elements of their 
international advertisements?  

We can conclude that the voiceover and text are adapted due to linguistic reasons while 
the visuals, background and models are standardized. Furthermore, if the consumers’ 
needs are more or less the same globally, the appeal can be standardized, however, how 
the appeal is portrayed might need some adjustment. The content of the text is most often 
not changed at all but minor changes in translation may be needed due to cultural 
differences. Despite some adjustments the central theme of the advertisement remains the 
same.  
 
The style of the advertisement might have to be adjusted as preferences differ between 
countries. What we noticed was that the advertisements were developed in a way that 
demands very little adaptation. In television commercials, the voiceovers can be easily 
translated without having to change anything else, and the print advertisements consist of 
descriptive images to a high degree, and are not copy heavy. Also, the influencing factors 
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do not to a great extent lead to adaptation, however the knowledge about these factors 
enables companies to develop advertising which appeals to all markets. 
 
Below the most important conclusions regarding standardization and adaptation of 
advertisement elements are listed. 
 

 Central theme of the advertisement remains the same. 
 Visuals, models and background are generally standardized.  
 The content of the text is usually unaltered. 
 The appeal can be standardized if the need of the product is global   
 Voice over and texts are usually adapted due to linguistics reasons. 
 The style of the advertisement might require adaptation. 
 Advertisements may be developed in a manner that demands very little 

adaptation. 

6.4 Implications 

In this final section, we will make recommendations based on the findings of this 
research. More specifically, we will provide implications for management, theory and 
further research. 

6.4.1 Implication for management  

This study has only investigated one company within the female hygiene industry, 
meaning that the managerial implications discussed below are primarily related to the 
investigated company. However, companies in similar situations might benefit from the 
implications as well. 
 
As the practice of standardization and adaptation of international advertising has changed 
over the years, we suggest that managers continue to pay extra attention to the changing 
environment and to new factors that can be of significance. As our respondent pointed 
out, the strategy being used today can be out of date within a short period of time. 
Further, the management of Libresse may want to work on having the same brand name 
globally to avoid the adaptation process of changing the name for different countries, and 
to decrease the risk of consumer confusion. 

6.4.2 Implications for theory 

We feel that we have reached our overall purpose to gain a better understanding of 
standardization and adaptation of international advertising of consumer goods. Since we 
only researched one company and made a somewhat limited research, we feel that our 
findings will serve as a complement to previous theories on the subject, rather than as the 
foundation of new theories. Moreover, the company that was investigated is a modern 
company, consequently the research on standardization and adaptation has been updated 
through this study. Furthermore, we feel that our study has specifically contributed to 
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increased understanding of international advertising within the industry of female 
hygiene products.  

6.4.3 Implications for further research 

Even if the debate on standardization and adaptation of international advertising has been 
ongoing for decades, there is still a lot to be discovered and investigated. Our research 
has only investigated one company, which implies that a similar study on a larger sample 
of brands could be recommended. While working on the thesis, we found several 
interesting issues related to the standardization and adaptation of advertising, which we 
did not include in this study. These issues have built the foundation of the following 
recommendations for further studies: 
 
• To investigate if there is a difference between how companies from different 

countries standardize and adapt their international advertising.  
• To compare if the practice of standardization and adaptation of international 

advertising differ between different product types. 
• To investigate what variables of an advertisement that can be standardized and when 

they should be standardized. 
• To investigate which types of advertisements that travel easily over boarders. 
• To study consumer reactions to standardized and adapted advertisements. 
• To research how companies should deal with the factors affecting the decision of 

standardization and adaptation.  
• To examine if the practice of advertising standardization changes with the increase of 

economic integration. 
• To investigate what impact the practice of standardization and adaptation has on sales 

volume. 
• To research if the benefits and disadvantages of modified or partial standardization 

differs from the ones of total standardization. 
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APPENDIX A: INTERVIEW GUIDE 

Background Information 
Could you tell us a little bit about the following subjects regarding yourself and Libresse, 
in order for us to gain a general appreciation of the company and its’ current situation?  

- Respondents name and title? 
 - Number of employees 
 - Annual turnover 
 - Product line 
 - Markets 
 - Advertising practice 
 - Advertised products 
 
Standardization and Adaptation - Overview 
We would also like to know how your company has handled the question of adaptation 
and standardization of your international advertising? 
 - Historically 
 - In the present 
 - Global need/appeal 
 
Standardization and Adaptation - Elements 
Our first question relates to the adaptation and standardization of different elements of 
the advertising.  
 
I ) How does Libresse standardize and adapt its advertising? 
 
II ) How are the following elements being standardized/adapted in your international 
advertising? 
 - Buying proposals 
 - Appeal 
 - Visuals 
 - Copy 
 - Language and Idiomatic 
 - Slogans 
 
Standardization and Adaptation - Motives 
The underlying issue in our second question is the motives for standardization and 
adaptation. Could you describe the motives for why you have chosen your current 
advertising strategy in regards to standardization and adaptation? 
 - Motives for standardization 
 - Motives for adaptation 
 



 
 

 

Standardization and Adaptation – Factors 
Our third and final question is designed to investigate which factors that influence the 
extent of standardization and adaptation of the advertising.  
 
I ) Which factors do you consider to influence the decision to standardize and adapt your 
international advertising? 
 
The following question was e-mailed to the respondent after the telephone interview was 
conducted, in order to complement the previous question.   
 
II ) Do you consider the following factors to influence the decision of standardization and 
adaptation of international advertising in the case of Libresse? Please rank them in order 
of importance, 1 being the most important. If you perceive any factors to be equally 
important, give them the same number, and exclude all factors that you consider not to 
hold any significance what so ever. 

- Product life cycle 
- Brand familiarity 
- Product type 
- Product uniqueness 
- International experience 
- Company objectives 
- Advertising objective 
- Financial conditions 
- Cultural environment 
- Economic conditions 
- Legal conditions 
- Competition 
- Advertising infrastructure 
- Consumer profile 
- Social Norms 

 



 
 

 

APPENDIX B: ENGLISH ADVERTISEMENT 

 



 
 

 

APPENDIX C: SWEDISH ADVERTISEMENT 

 



 
 

 

APPENDIX D: DETAILED REFERENCES FOR 
CONCEPTUAL FRAMEWORK 

 
Motives for Standardization 
 
- To save costs:  De Mooij (1994), Jain (1996), Harris (1996), Papavassiliou & 

Stathakopoulous (1997), Pae et al (2001) and Backhaus et al (2001) 
- To avoid message confusion: Jain (1996) and  Harris (1996)  
- To have one strong international image: De Mooij (1994), Jain (1996), Harris (1996), 

Pae et al (2001) and Backhaus et al (2001) 
- To increase efficiency: De Mooij (1994) ) and Backhaus et al (2001)  
 
Motives for Adaptation 
 
- To consider culture: Agrawal (1996), Papavassiliou & Stathakopoulous (1997) and 

Kanso & Nelson (2002) 
- To abide to advertising laws: De Mooij (1994) and Agrawal (1996) 
- To strengthen competitive position: Cavusgil & Zou (1993) and De Mooij (1994) 
- To adjust to the stages of the product life cycle: De Mooij (1994) and Agrawal (1996) 
- To consider media sources, availability and usage: De Mooij (1994) and Agrawal 

(1996) 
- To consider differences in product appreciation: Jain (1996) 
 
Influencing Factors 
 
- Product life cycle: Papavassiliou & Stathakopoulous (1997) and Mühlbacher et al 

(1999) 
- Brand familiarity: Cavusgil & Zou (1993) 
- Product type: De Mooij (1994), Papavassiliou & Stathakopoulous (1997) and 

Mühlbacher et al (1999) 
- Product uniqueness: Mühlbacher et al (1999) 
- International experience: Mühlbacher et al (1999) 
- Company objectives: De Mooij (1994), Papavassiliou & Stathakopoulous (1997) and 

Mühlbacher et al (1999) 
- Advertising objective: Papavassiliou & Stathakopoulous (1997) 
- Financial conditions: Papavassiliou & Stathakopoulous (1997) 
- Cultural environment: De Mooij (1994), Toyne & Walters (1993), Papavassiliou & 

Stathakopoulous (1997) and Kanso & Nelson (2002) 
- Economic conditions: Toyne & Walters (1993), De Mooij (1994) and Papavassiliou & 

Stathakopoulous (1997) 
- Legal conditions: Toyne & Walters (1993), De Mooij (1994), Papavassiliou & 

Stathakopoulous (1997) Mühlbacher et al (1999) and Kanso & Nelson (2002) 



 
 

 

- Competition: Toyne & Walters (1993), De Mooij (1994), Harris (1996) and 
Papavassiliou & Stathakopoulous (1997) 

- Advertising infrastructure: De Mooij (1994) and Papavassiliou & Stathakopoulous 
(1997) 

- Consumer profile: Papavassiliou & Stathakopoulous (1997) and Kanso & Nelson 
(2002) 

- Social norms: Toyne & Walters (1993) and Mühlbacher et al (1999) 
 
Standardized Elements 
 
- The buying proposals: Keegan (1984) and Taylor (2002) 
- The appeal (if need is universal): De Mooij (1994) and Keegan (1995) 
- Visuals: De Mooij (1994), Whitelock & Rey (1998) and Harris & Suleiman (2003) 
 
Adapted Elements 
 
- Copy: De Mooij (1994), Whitelock & Rey (1998) and Harris & Suleiman (2003) 
- The language and idiomatic: Engdahl (1977), Johansson (2000),Taylor (2002) and 

Kanso & Nelson (2002) 
- The appeal (if need is not universal): Keegan (1995) and Kanso & Nelson (2002) 
- Slogans: Keegan (1995), Whitelock & Rey (1998) and Harris & Suleiman (2003) 
 




