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Abstract: The paper explores the importance of local culture in advertising in South-
east Europe, in particular in Serbia. The aim of the research was to examine whether there is
any difference in perception among people in Serbia toward brands using local advertising
campaign and brands using global advertising campaigns. The research included 520 re-
spondents and the analysis included different statistical methods. The study examined the
extent to which the influence of culture on the communication strategy is felt, and whether
this impact is the same for all target audiences and for all product categories. The research
reveals whether customers from Serbia prefer local or global campaigns, and whether the
choice of the local versus the global has a more positive impact on brand perception. The
findings showed some interesting and contradictory results: consumers prefer local adver-
tisements rather than global campaign, though other finding indicate strong influence of
globalization Serbia as represent of Southeast Europe countries.
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1.INTRODUCTION

In the era of globalization companies decides to operate in international envi-

ronment which brings opportunity and challenges at the same time (Hudea & Papuc
2009). Globalization opens new market from one side, but from the other side there is
a serious challenge concerning marketing strategy. These challenges are related with
product portfolio, communication, pricing strategy, culture, etc. because differences be-

tween regions are the consequence of the differences in average income, social customs
and factors such as culture, religion and others (Peri et al. 2013). For example, Mc
Donald’s cannot sell the most popular product Big Mac in India since Hindu people
do not eat veal. Similarly, the American telecommunication company which presents

full Professor of Social Sciences and Full Professor of Arts, nesaperic@hotmail.com

PhD student, jevtovic.ana@gmail.com

The paper was created within the scientific research work of scientific-research organization (NIO)
under the contract with the Ministry of Education, Science and Technological Development of
Republic of Serbia number: 451-03-68/2022-14 as of 17.01.2022.



542 Nenad N. Peri¢ i Ana Z. Jevtovié

the Executive Manager talking on the phone with his feet up on the desk (typical Amer-
ican position) would be considered as an insult in Japan and India also. Alden et al.
(1999) describes global consumer culture as a set of consumption-related symbols and
behaviours that are commonly understood but not necessarily shared by consumers
and companies around the world. Despite we live in the era of digital globalization,
where “the symbiosis with digital environments is another arena for a formative experi-
ence that shapes values, perceptions, attitudes, and behavior” (Nikoli¢, Boji¢ & Jevtovi¢
2021: 1687), people still have their strong local values. Consumers understand global
consumeristic culture marks and brands but continuously rely on their own local sys-
tems for interpretation, use and display (Akaka & Alden 2010).

Hofstede (1980: 163) hihglights that “business is a different game with different
rules in each country”. These “rules” are according to Hofstede and many other au-
thors (Ricks 1983; Jain 1989; Zhang & Gelb 1996; Valaei et al. 2016) in strong rela-
tionship with local culture. The companies who don’t understand foreign cultures, or
disrespect the differences between them, might fail on the global market. Strategies,
promotion and marketing activities adequate for one cultural context can produce con-
siderably different effects or even be counterproductive in different culture (Podrug
etal. 2014). Hollesen (2011) identified several elements that are usually involved in
the concept of culture: local language(s), manners, social environment, technology,
education, different values and attitudes, aesthetics and religion. Analyzing these ele-
ments, it can be easily concluded that in terms of advertising and marketing commu-
nication company needs to adjust at least language, though it is a basic step. Buzzell
(1968) maintained that advertising and communication are mainly affected by lan-
guage, literacy and symbolism. Therefore, the influence of culture on international
marketing strategy, especially advertising and communication is not questionable.
But the question that arises from this introduction is which elements have a stronger
impact on communication strategy? In order to provide the answer to this question it
also needs to be examined whether identified cultural elements have the same impact
on all markets and among all target audiences. Therefore, the authors of this paper ex-
amined the extent to which the influence of culture on the communication strategy
is felt, and whether this impact is the same for all target audiences and for all product
categories. Moreover, the research reveals whether customers from these countries
prefer local or global campaigns, and whether the choice of the local versus the global
has a more positive impact on brand perception. Authors believe that brands that are
allaying on local strategy in their campaigns have a more positive image compared to
the brands that approach the globalization strategy. This assumption is on based on
high level of consumer ethnocentrism in Serbia, based on the findings of Vranesevi¢
and Peri¢ (2020).

2. LITERATURE REVIEW

The growth of global market is followed by emergence of international advertis-
ing. Therefore, frequently debate in marketing practice and literature is weather to
follow the path of localization or globalization in terms of communication strategy
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and advertising. Keegean (1989) and many others authors maintain that understanding
of cultural differences in different countries and regions is often considered a prerequi-
site for successful international advertising and promotion. This idea refers adaptation
and support heterogeneous strategy. This strategy means that companies should adjust
their strategy and marketing and communication mixes elements to each target market.
This approach involves more costs but hopes for a larger market share and return (Kot-
ler & Armstrong 2017). Similarly, AMA defines adaptation as: “Strategy of developing
new products by modifying or improving on the product innovations of others. Con-
trasts with the strategies of pioneering and imitation” (Bennett 1988: 2). This defini-
tion requites the adaptation of portfolio and complete marketing strategy. According
to Webster’s (1993: 13) adaptation means “adjustment to environmental condition”.
In other words, adaptation does not necessarily require changes in all aspects of mar-
keting strategy, sometimes these changes can be related only to part of strategy, for
example communication.

On the other hand, Kanso and Nelson (2002) indicate that behind the trend of
consumers’ homogeneous, basic human needs become more universal and global.
In other words, we can globally use identical product portfolio with same position-
ing strategy (Buzzell 1968). For example, this business concept is supported by Coca
Cola. Their philosophy is that the need of their consumers is universal all around the
world, therefore they can use strategy of standardization. Similarly, Elinder (1961:
12) argued with prophet idea that: “We are all moving towards a uniform European
style of advertising and then towards a uniform world style”. This idea supports ho-
mogenous strategy or the strategy of standardization. There is one more perspective
which support the idea of standardization in terms of advertising and communica-
tion strategy. Steenkamp et al. (2003) believe that consumers associate the wide geo-
graphic reach of global brands with better quality. Additionally, same authors maintain
that global brand has the positive associations with glamour. In other words, consum-
ing global products customers feels more glamorous, as a part of Global world. In-
deed, Holt et al. (2004) state that the reason why consumers have positive attitude
towards global brand can be explained with their inner feeling that they belonging to
global community.

Following this thought, standardized approaches in advertising campaigns seems
to be more efficient. Especially if we consider the costs of the localization strategy and
development of local campaign for each international market. On the other hand,
strong differences in cultural values can be notice among various cultures. DeMooij
(1997) states that cultural values can be consider as root of consumer behavior, there-
fore the understanding of local values can be essential for success.

The third approach is somewhere in the middle of these two because it recom-
mends reorganization of local cultures on level of regions and countries that have
numerous similarities. This approach goes into the direction of development and
production of marketing communications and advertising that uses language and ad-
vertising appeals and famous persons that consumers from two or more countries can
understand and/or recognize. Indeed, local language(s) is one of the most important
elements in every culture, and it is the strongest link between the advertiser and their
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audience (Lee & Usunier 2005). Furthermore, in case of launching new product rela-
tional appeal is more suitable on various markets (Vlastelica 2016).

2.1 ADVERTISING AND CULTURE

Influence of culture can be cruccal for success or failure of business, while cultural
differences may explain why management’s practices suited for one cultural environ-
ment may bring about undesirable consequences in another (DeMooij & Hofstede
2002; Kustin 2006; Treven et al. 2008). Culture is defined as “collective programming
of the mind which distinguishes the members of one human group from another” (Hof-
stede 1980: 87). Anthropologist Sir Edward Taylor offered a broad and well-known
definition of culture: “complex which includes knowledge, belief, art, morals, law, cus-
tom, and any other capabilities and habits acquired by man as a member of society”.
(Tylor 1871: 1). In other words, culture consists of the beliefs, behaviors, objects, and
other characteristics common to the members of a particular group or society. Addi-
tionally, Hollensen (2011: 234) states that “Culture encompasses virtually every reli-
gion, education, family and reference groups. Further, it is also influenced by legal, eco-
nomic, political and technological forces”. Huntington (1996) used more simple way to
describe and divided the culture in the world as Western (USA, Canada, Western Eu-
rope, Australia), Orthodox (former Soviet Republics and Eastern Europe), Confucian
(China and parts of Southeast Asia), Islamic (Middle East), Buddhist (Southeast Asia),
Hindu (India), Latin-American (Central and South America), African and Japanese.

In terms of basic elements of culture Gillespie and associates (2004) mention that
the most important elements are: religion, language, history and education while Hol-
lensen (2011) provide broader list with following elements of culture: language(s),
custom, religion(s), technology environment and material culture, social surrounding,
education, values and attitudes and aesthetics. Each of these elements can affect the ad-
vertising strategy therefore, Elbashier and Nicholls (1993) maintain that among various
marketing and communication decisions advertising is most adapted strategy in inter-
national marketing. All these authors see communication as transmission of messages,
where communication is a process through one person affects the attitudes and behav-
ior of the other (Fiske 2002). However, advertising is besides the language based on
images as well, therefore we need to consider the Semiotic School of Communication
process. In the Semiotic School, the focus is on sign or the messages passes between
them rather than on sender and receiver. According to Harvey and Evans (2001), semi-
otic analysis of advertisements is the study of how many (and which in particular) signs
(words, pictures, music and myths) create meanings and evokes feelings.

3. METHODS OF THE RESEARCH

The research was done in Serbia which was selected because many global brands
and advertisers make regional advertising campaigns with same ads that are distributed
in Serbia, Croatia, Bosnia and Hercegovina and Montenegro since they all share very
similar culture and basically speak the same language with minor differences. Serbia is
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the biggest among them (in both demographics and territory) and they were republics
of same country until 1991-Socialistic Federative Republic of Yugoslavia and in case of
Serbia and Montenegro until 2006 in their union.

The research presented in this paper is quantitative and it was carried out through
a structured questionnaire that included questions related to socio-demographic in-
formation about the respondent and a group of questions that represented dependent
variables. This was operationalized through closed questions - claims on advertisement
offered with closed answers that represent the agreement of respondents with those
claims, using Likert scale from 1 to S, where: 1 represents the answer (personal assess-
ment) - [ completely disagree; 2 - I disagree; 3 - I am not sure; 4 - I agree; S - I com-
pletely agree.

The collection of data was carried during first quarter of 2021. The examinees
were evaluated to what extent they agree with the questions/claims regarding at-
titudes towards foreign and domestic advertisements. The research involved 520
respondents, male 47.7% and female 52.3%. In terms of working status 55.4% of re-
spondents were employees, 7.7% were unemployed while 29% of them were pupils
and students and 7.7% declared themselves as retired. Regarding the level of educa-
tion, 15.4% of the respondents completed only primary school only, 32.3% attended
secondary education, while 51.7% of respondents were from the group with completed
higher education.

The sample characteristics are independent variables in this study: gender, age and
the level of professional education of the respondents. For the analysis of data we used:
descriptive analysis (percent, arithmetic mean), chi-square test, t-test, single-factor
analysis of variance, multiple linear regression and Pearson correlation coefficient. The
level of statistical significance was p <0.05, and the obtained data were processed in
the SPSS (ver. 20). We used the one-factor analysis of variance (ANOVA) in order to
investigate the influence of age on the attitude of respondents towards domestic and
foreign advertisements. Also, with multiple regression we examined how gender, age
and level of education are related as a linear combination of predictors with a group of
dependent variables. We researched whether the ratio of respondents to domestic and
foreign advertisements could be predicted, depending on the indicated linear combina-
tion of predictors.

Dependent variables examined the attitude of respondents towards domestic and
foreign advertisements using five-step Likert type scale that evaluated to what extent
they agree, where 1 represents the answer (personal assessment) I completely disagree;
2 - I disagree; 3 - Tam not sure; 4 - L agree and 5 - I completely agree. They were formed
in five questions:

1. it is important that advertising camping (for the brand I like) is adopted to local
culture,

2. the impact of local values decreases with the rise of globalization,

3.1 consider myself as person who respect local and traditional values,

4. the presence oflocal culture in advertising is important for success,

5.1 can easily notice the difference between the advertising campaign produced on
local market and advertising campaign which is only translate on local language.
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4. RESULTS AND ANALYSIS

In order to provide the answer from respectable representative group the first
question was related with general opinion regarding the importance of adaptation of
advertising to local culture on the choice of respondents. The research reveals that
surprisingly only 32.4% find it important comparing to 46.1% of the respondents who
do not find this issue important. Similar percentage of the respondents (43%) believe
that the impact of local values decreases in the process of globalization, while 21.6%
of the respondents oppose this. Further question was related with importance of re-
specting local culture. The research results showed that 49.2% of respondents agreed
with a claim “T am a person who respects local values”, while only 12.3% of the re-
spondents do not care for local culture. This is followed 50.8% of the respondent who
consider the use of local values in advertisements as important part of their success,
comparing to 23% who consider that local values do not contribute to the success
of the ads. The biggest contrast was found with the last question, where only 3% of
the respondent think that they cannot notice the difference between the advertising
campaigns produced on local market and advertising campaign which is only translate
of local language, while majority of the respondents (86.2) think that they are capable
to notice that difference.

Table 1: Respondent’s opinion regarding the influence of advertising
and local values (Likert scale)

It is important that advertising camping (for the brand I like) is 169% | 2929 | 21.5% | 2909 | 3.29%
adopted to local culture Bl 2% 5% 2% 2%

The impact of local values decrease with rise of globalization 3.1% | 18.5% | 35.4% | 35.4% | 7.6%

I consider myself as person who respect local and traditional 46% | 77% | 385% | 41.5% | 7.7%
values
The presence of local culture in advertising is important for 02% | 13.8% | 262% | 43.1% | 7.7%

success of ads

I can easily notice the difference between the advertising
campaign produced on local market and advertising campaign 15% | 1.5% | 10.8% | 46.2% | 40.0%
which is only translate of local language

Source: Authors’ research

With Pearson linear correlation coefficient we researched the interrelation be-
tween the dependent variables. The results of the correlation matrix show that the
highest degree of dependency is found next two claims: “I consider myself as person
who respect local tradition and values” and “it is important to use local values in ad-
vertisements” (r = + 0.596, p <.01), which means that what the respondent perceives
themselves as a person who respects local values, they consider local values in the ad-
vertisements more important.
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Table 2: Correlation of answers regarding
advertisement and local culture

Mean

I can easily notice the diference between the advertising

produced for local market and advertisment adopted for _

local market

The impact of local values decreases with decreases with _

the growth of globalization
I consider my self as a person who respect local and _
traditional values

The presence of local culture in advertising is important for _

success of ads
It is important that campaign (for the brand I like) is aligned _
with the local culture

0 05 1 15 2 25 3 35 4 45

Source: Authors’ research

Some of these results tend to be expected if we took into consideration the Hof-
stede’s cultural dimension theory and high level of traditionalism in Serbia which
were found by Lazi¢ and Cveji¢ (2007), Mirosavljevi¢ and Milovanovi¢ (2012) and
Tomanovi¢ (2012).

However, this research discloses one interesting finding: 46.1% of respondents
believe that influence of local culture in advertising is not important for the brand they
like, while 30.3% of them consider it as important. According to this result it can be
concluded that “global” campaigns are acceptable to the consumers, but at the same
time they must respect the basic values of local culture. This finding is also support-
ed with the result which shows that 43% of respondents consider that the influence
of local values decreases with the growth of globalization, supported by Hofstede’s
assumption about the process of convergence and the influence of global economic
growth (Hofstede 2001).

In order to understand the relevance of culture, the authors examined what
is the most important local “element” in advertising. The majority of respondents
(44.6%) think that humor is the most important element of local culture, followed
with the “natural and social environment” (29.2%). While the 7.7% of respond-
ents think that the spirit of local mentality in advertising should be most noticeable
in music, while significant percentage would prefer some other element then the of-
fered (10%) (Table 3). Additionally, humor is more important for woman, while
for the man natural environment is most important element of local culture in ad-
vertisements. H square test showed statistically significant difference regarding the
music in advertising which tend to be most important part of advertisements for
younger consumers.
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Table 3: Favorite elements of local culture in advertisement

Local culture needs to be mostly reflected with:

10
5 I
0

0

= Humor = Style of the acting = Music = Social & natural enviroment = Nothing from the list = Invalid answers

Source: Authors’ research

Following these results, it can be concluded that for marketing practitioners tone
and voice of communication should be one of most important element in advertising and
communication strategy, while the results which indicates the importance of “natural and
local environment” emphasizes the importance of semiotic in communication process
(Zakia & Nadin 1987: 1). Indeed, every second respondent (50.8%) states that they pay
attention on message in advertisements while the product itself is noticed by 23.1% of
respondents. But this finding is not applicable for all categories of products or services. Ac-
cording to the research result food category tend to be most sensitive on “local tone and
voice of communication” (36.9%) followed with beer (10.6%) and financial institution
(6%). (Table 4) It is also interesting result that 33.8% of the respondents agreed with the
statement that all local products and services should comply with local culture.

Table 4: Preferences toward expressing local culture regarding
the categories of products/services

Local culture is mostly important in
following categories of products/services

36,9
10,6 | 12

Beer Food Finance All local product and Nothing from the list
services

Source: Authors’ research
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After the general analysis of result, Chi-square test was concluded and it revealed a
statistically significant difference (at the level of 0.05) in preference for local or global ad-
vertisements among respondents of different age. The results showed that the respond-
ents under the age of 50 prefer global advertisements, and this percentage is the highest
among respondents under the age of 20 (70%) and those between the ages of 41 and 50
(69.2%). On the other hand, almost respondents with aged 65 or more (98%) said that
they prefer local advertisements. These results can be put into surrounding of youth who
was under influence of globalization since the birth in contrary to elderly people.

5. DISCUSSION

Several managerial implications can be derived from this study. Recognizing cultural
differences allows marketing managers to understand people’s attitudes better, improve
their managerial skills, and design management concepts and business strategies more
successfully. The findings of theoretical framework resulted with idea that Serbian con-
sumers prefer local advertisements rather than global campaign. Many previous researches
showed that cultural values tend to be recognized as important for consumers” motivation
and brand behavior. However, this research discloses a bit different point of view. The im-
portance of local culture in advertising is divided in two aspects. Firstly, it is related with
local values whereas more than 50% of respondent agreed with claim that understanding
and respect of local values in advertisement is important. However, the respondents point
out that they disagree with the claim that advertisement for the brand they like needs to be
align with local culture. These finding indicate strong influence of globalization on Serbian
market. Indeed, more than 40% of respondent agreed with this idea. However, this claim
cannot be considering as relevant for all categories of products or services.

In other words, this research also proved statement “Think global act local” whereas
in terms of “local” of two countries consider tone and voice of communication. Moreover,
regardless the strong influence of globalization, companies and advertisers should think
about its communication strategies when entering the new market. The analysis of the
cultural distance between different markets is also important in the choice of strategy. If
the difference between basic local cultural values is low, strategy of standardization can be
acceptable. On the other hand, in the case of larger cultural distances between the mar-
kets, localization strategies would be desirable, so we agree with Gerpott et al. (2016).
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Henap H. TIEPU'R
Ana 3. JEBTOBUR

3HAYA] AOKAAHE KYATYPE Y OTAAIIIABAILY: CAYYA] CPBHJE

PE3UME

Pap ucTpaxyje 3Hauaj AOKAAHE KYATYpe y OrAAINABAlbY Y jyroncTodHoj EBpormu, moce6Ho y
Cpbuju. ITus uncrpaskuBama 61O je Ad Ce UCIINTA Ad AM ITOCTOjH GUAO KaKBa PA3AMKA Y IIEPLIEIIIINjU
mebhy myanma y Cpbuju npema 6peHAOBHMA KOjH KOPUCTE AOKAAHY peKAAMHY KaMIIaby U OpeHAOBe
xopucrehu raobasHe pekaamHe Kammame. Vicrpaxkupame je 00yxBatrao 520 HCIMTAHKKA, @ AHAAK3A
je yKaoydrBaAa pasAMduTe CTATHCTHUKe MeToAe. CTyanja je ncnurasa A0 xoje Mepe ce oceha yruiraj
KYAType Ha KOMyHUKAIIHOHY CTPATErUjy, KA0 K AA AM je Taj yTHIIaj UCTH 3 CBY LIHAHY ITyOAUKY U 3a
CBe KaTeropuje mpou3BoAa. MHOra mpeTxoAHa HCTPAXXMBamkha IMOKA3aAd Cy Ad KYATYPHE BPeAHOCTH
HMajy TeHAEHIIHjy Ad OyAy IIpeIio3HaTe Kao BasKHe 3a MOTHBALHjy IIOTPOIIAYA I [IOHAMIAbEe OPeHAOBA.
Mehyrum, 0Bo HCTpaXKUBabe OTKPHUBA MAAO APYTatuHje CTAHOBHIITE. 3HAYaj AOKAAHE KYATypPe Y OTAa-
ImaBamy IMOAEsEH je Ha ABa acrekTa. ITpBo, To je moBe3saHO ca AOKAAHMM BPEAHOCTHMA, AOK Ce BHIIe
04 50 0ACTO MCTIUTAHUKA CAOKHAO Ca TBPAKOM AQ j€ PasyMeBame U IOIITOBambe AOKAAHHX BPEAHOCTH
y pexaaMu BakHo. MelyyTHM, HCIIUTAHUIM HCTUIY A Ce He CAXKY Ca TBPABOM Ad PeKAaMa 32 OpeHA
KOjH MM Ce A0Tapa Tpeba pa Oyae yckaahera ca sokaarom kyarypoM. OBU 3aKmyUITM YKa3yjy Ha CHa-
JKaH yTHIaj rA00aAm3ariuje Ha 00a CPIICKa TPXKUINTA. 3aKCTa, BUIIe 0A 40 OACTO HCIIMTAHMKA CAOXKHAO
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ce ca oBoM HaejoM. MelyyTum, oBaj 3axreB He MOXe OUTH pa3MaTpaH KaO PEAEBAHTAH 3a CBE KATEro-
PpUje IPOM3BOAA UAH YCAYTa. APYIUM pednMa, OBO HCTPaKUBabE je TaKobhe AOKa3aao usjasy ,Mucau
TAOGAAHO AeAYje AOKAAHO®, AOK Y CMHCAY ,AOKAAHOT" ABE 3eMibe Pa3MATPajy TOH M IAAC KOMYHUKAIH-
je. IllTaBrme, 6e3 0631pa Ha CHAXKAH YTULAj TAOOAAH3AIIMje, KOMIIAHM]je F OTAAIINBAYH OU IIPHAMKOM
YAaCKa Ha HOBO TPIKHIITE TPe6aAO0 AQ Pa3MUIILAAJy O BeHIM KOMYHHKAL[OHUM CTPaTernjama.

Kuwyune peuu: Kyarypa, oraamasate, 6peHa, KOMyHHKAIIHja, BPEAHOCTH, TAOOaAH3aIlHja.

Pap je mpepar 1. (1)e6pyapa 2022. ropvHe, a HAKOH MUIILAEHA PelleH3eHaTa, OAAYKOM OATOBOPHOT

ypeanuka Bawidiune, 0oA0bpeH 3a mrramiry.



