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ABSTRACT. Advertisers grapplins wirh the vasaries of a slobal
marketplace require a perspective'[hat is comp"rehensive 

-of 
rhe

issues affecting their craft. The trade press is one information
source that is commonly mined by agency researchers seeking to
remain current on the internationil fiont."This article attemoti to
transform impressions gained from such casual reading into a
more systematic and useful framework for interpreting thi elobal
marketplace. Drawing on a content analysis of inforiratioi pre-
sented-in the pages of the " lnternat ioni l"  sect ion of the t iade
paper Advertising Age, a perspective of international marketing is
advanced, the ut i l i ty of  that perspect ive to advert is ing researchers
is explored, and thi: implicdtions of that perspective"for interna-
tional advertising strategy are examined.

INTRODACTION

Advertisers grappling with the vagaries of a global market-
place require a perspective that is comprehensive of the issues
affecting their craft. Attempts to determine the degree to which a
message should be standardized across culture boundaries or
adapted to suit local market conditions, the wisdom of reposi-
tioning and relaunching a lethargic local brand rather than intro-
ducing an entirely new product into a market, the organizational
cultural "fit" of prospective affil iates or joint venture partners
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with the agency eager to expand, and any of the host of other
decisions routinely considered by advertisers would be facilitated
greatly by a systematic strategic vision. The value of research
guided by such a systcmatic approach would increase dramati-
cal ly. In this art icle, the author presents a conceptual framework
for interpreting the international marketing scene which appears
to be inherent in the collective wisdom of the American advertis-
ing communiry, and discusses the implications of this framework
for effective advertising research.

PERSPECTIW

The trade press is one information source that is commonly
mined by agency researchers sceking to remain current on the
international front. The impressions gained from such casual
reading can be transformed into a systematic, practical frame-
work for interpreting the global marketplace. Assuming the trade
press is delivering a qualiry product to a market composed of
vigi lant consumers with highly special ized professional needs,
and assuming also that an active, t imely dialogue occurs between
readers and editors such that feedback is used to evaluate and
improve service delivery, the press becomes more than just a
unique archival record. lt is at once a performance and an artifact
of what we could cal l  "advert ising crit icism"; insofar as i t  de-
scribes, justi f ies, analyzes, and judges the many dimensions of
the craft.  The press both shapes and reflects the understanding
that practitioners have of their profession. Through its pages we
can derive the components of a model which seem to be implicit
in the heads of practi t ioners-the native intuit ion of adver-
t isers-and subject these components to extended invcstigation.

The barometer of advertising sentiment choscn for this study
was Advertising Age. Billing itself as an international newspaper
of marketing, the publication boasts a twice weekly (Monday and
Thursday), paid circulation of 88,675 with subscribers on al l
continents. In July of 1983, Advertising Age (A.A.) inaugurated
an "lnternational" section devoted exclusively to coverage of
worldwide issues affecting advertisers. The section arose in re-
sponse to both the editors' evaluation of the growing significance
of international marketing, and to readers' requests for addit ional
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international coverage. Articles previously scattered throughout
the periodical were drawn together as a unit,  making global in-
formation more easily accessible to readers. A.A. employs
freelance correspondents around the world to supply a gcographi-
cal and topical mix of reports to its readers. As might be pre-
dicted, regions such as Europe and Austral ia are especial ly well
covered, while other regions, such as Black Africa, for instance,
are virtually ignored. A.A. has received favorable rcadcr re-
sponse to i ts " lnternational" section, and regularly receives re-
quests for addit ional information in the international domain.

The "lnternational" section of A.A. contains a number of
specif ic features. Art icles treat part icular issues in international
busincss. Photographs are frequently used to support copy, and
are occasionally employed as discrete, indepcndent fcaturcs.
Graphics are similarly uti l ized. A column entit led "World News
Round-Up," beginning in the front of the periodical is regularly
continued and concluded in the "lnternational" section. An ir-
regularly appearing column entit led "Talk of the Town," which
features news blurbs from a selected city of the world, and which
may contain from fifteen to fwenty information items, is also
housed in thc "lnternational" section. Coverage of global events
bcyond those reported in the "lntcrnational" section is quite var-
iable. In addit ion to these scattered art icles, two othcr conduits
are employedby A.A. to dcl ivcr international news. The f irst is a
featurc cntit led "Global Gallery," which showcases str iking ad-
vert ising cxcmplars from around the world. The second is a
"Special Report" which may occupy the bulk or the entirely of a
part icular issue of 1.1.. In sum, the newspaper devotes a consid-
erable amount of space to international news, and serves as an
appropriate touchstone for genuine practi t ioner conccrns. It  is the
intention of this author to use Advertisittg Age as adage, to distill
the collective wisdom of the industry in order to render i t  more
useful.

SAMPLE AND METHOD

Drawing from the archives of the Needham Harper Worldwide
Chicago Information Center, materials from the "lnternational"

section of A.A. from its inception in July 1983 through August
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1985-a span of 123 issues over 26 months-were selected for '
study. These materials did not include information contained in
the features "Global Gallery," "World News Round-Up" or
"Talk of the Town." With the exception of issues devoted to
World Brands, Global Media and Markcting Research, no "Spe-

cial Reports" edit ions af A.A. were examined. In al l ,  834 items
were examined in the study. The distr ibution of these items over
time is prcsented in Figure 1. Every effort was made to be ex-
haustive in cul l ing these items, and the pool of materials is cer-
tainly representative of the information contained in the "lnter-

national" section.
Designing a content analyt ic approach to answer the question

"What in the world is going on?" was predicted on Wells'
(1985) assert ion that advert ising research is akin to the contcm-
porary anthropology of the western world. Simply stated, the
data was approached from an anthropologist perspective, seeking
to discover patterns in some social behavior. Using an inductive
approach, and guided only by the hypothesis that international
advertising issues of interest to professionals could be discerned
from the trade press, it was sought to discover how these profes-
sionals assessed their world.

The exercise was viewed as an exploratory outing to be trian-
gulated with other methods such as part icipant observation,
depth interviews, col lateral reading and consumcr expcrience, al l
geared toward helping the interprctation of the complex cultural
system of advert ising. In this endeavor, the author worked in the
tradit ion of the soli tary ethnographer. In this process the item
was used as the unit of analysis and allowed the categories to
emerge as a result of the author's close reading. By al lowing
such lat i tude, i t  was hoped to capture the crit ical concerns em-
bedded in the text. No other readcrs or raters were employed, and
the study reflccts the author's bias as a consumer researcher in-
terested both in cross cultural communication and in meaning
system. The author's perspective is further tempcred by cultural
ecological and phenomenological incl inations. This study does
not purport to be exhaustive in its analysis of the issucs, but
rather descriptive in its coverage of key concerns. In attempting a
"thick descript ion" that would reveal patterns, mutually exclu-
sive catcgorics were not constructed. Several categories may be
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present in any part icular i tem. An item entit led "European

broadcasting Union Fights Offensive Ads" is one such example.

CATEGORIES

Six major content categr:ries emerged from the item analysis.
These categories include: (a) Environments in which advcrt isers
must operate; (b) Signif icant actors on the international scene;
(c) Activit ies or behaviors which occupy advert isers; (d) Part icu-
iar products and services of current interest; (e) Trends afoot in
intelnational advertising; (f) Advertising itself in cross-cultural
perspective. A seventh catcgory, which was aggregatcd from
particular accounts, and which promises some insight, is t i t led
regions on which advertisers are concentrating.

Each of these categories wil l  be described in detai l .  Table 1
describes the distr ibution of these categories over t ime, and Ta-
ble 2 presents the distr ibution of regions over t ime. In each of
these tables, both synchronic and diachronic frequencies are re-
corded. That is, the percentages of categories and regions both
within years and across years have been calculated.

Once again, i t  wil l  be emphasized that the data presented is
descriptive, and represents the author's reading of concerns ex-
hibited by advertising practitioners. The data is derived from a
single source, and ends after midyear 1985. Therefore, trends
which were identif ied may be in part inferential,  and the reader is
so warned.

Environments

The term "environment" is employed in a restricted sense to
refer solely to the geographical scope of operation indicated by
an item. Four levels of operation emerge from the articles, and
they have been labelled to conform approximately to the aca-
demic nomenclature of international business. Ethnocentric re-
fers to an art icle focusing on a single country (e.g., "Playboy

seeks a U.K. l icense"). Polycentric indicates a fwo-country
scope of operation (e.g., "Levi and Cachareljoin forces to sel l
female sportswear in Germany"). Regiocentric denotcs a re-
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gional scope, that may encompass an economic grouping (e.9.,
EEC) or an entire continent (e.g., "P & G plans orange juice
launch into Germany, then the rest of Europe"). Finally, the
label geocentric was attached to articles exhibiting a global orien-
tation; a firm expanding into several regions, for example, would
be so designated (e.9., "Cabbage Patch Kids go global").

One country items have increased steadily and are by far the
most common fype. Regiocentric items have similarly increased.
The polycentric perspective has grown quite slowly. Finally, the
global orientation has peaked rapidly, and appears as i f  i t  wi l l
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TABLB 2
REGIONS OVER. TIHE

1983 (6  nos) 1984 i  t 9 8 5  ( 8  m o s )

hequency

z
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7
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either plateau or decline. Several interpretations of this pattern
suggest themselves. Marketers st i l l  regard the international do-
main as ancil lary to, or as an extension of the domestic domain,
and thus treat i t  either cautiously as an unknown quantiry, or by
default as an outlet for surplus production. They may gamble or
experirnent with a single foreign market, but more rarely with
fwo. As a less conseryative strategy, some marketers have dis-
covered that enough similari t ies exist across a number of coun-
tries to warrant a regional approach. The rush to globalization
witnessed in 1981 seems to have given way to a more studied
approach to international markcting, ES indicated by the f igures
regarding the geocentric perspective. Whether marketers have
grown skeptical or merely wary of global operations remains to
be seen. That the ministrations of global gurus may have been
oversold could have serious consequences in the forging of a
rational strategic geocentric vision, if backlash against the fever-
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ishly sought global hot buttons that have yet to material ize coa-
lesces in the advert ising communiry.

Actors

Signif icant players in the international cnvironment are la-
belled actors. Corporate actors include agencies, cl ients, associa-
t ions, media, testing services and other business f irms. Govern-
ment actors include any formal legislat ive, executive or judicial
body, no matter what the provenance (e.g., " lreland considers
legislat ion to ban pirate radio"). Consumerist actors wcre de-
f ined broadly to include any advocate-whether individual or
group-of consumcrs' r igtrts (c.g., "Consumcr groups renew at-
tack on Ncstle ") Individual actors include consumcrs, rcfercnce
figures (Wayne Grctzky), powcr brokers (Rupert Murdoch) or
other sol i tary f igures (Ronald Rcagan) fcaturcd in an item.

Corporate activiry appears to have incrcascd rapidly and then
decreased sl ightly over t ime. Individual activiry has grown stead-
i ly over t ime. Government involvcment in advert ising issues has
also increased steadily. Consumerism appears to havc grown
moderately and then levelled off over t ime. Two trends appear to
emerge from this pattern. First of al l ,  corporations incrcasingly
must share the international stage with other signif icant actors.
This prol i feration of actors should furthcr scnsit izc us to the uti l-
iry of the concept of "stakcholder" to international marketing.
Secondly, the r ise of advocacy in the form of consume rism and
government intervention must be recognized. Thc prominence of
advocacy calls attcntion to the essential ly poli t ical cast of much
marketing activity.

Activities

Thc behaviors in which various actors engage have been la-
belled activity. Once again, four kinds of activiry emerge from
the items. Any bchavior which threatens or l imits the autonomy
of advert isers is labelled a barrier; "U.K. govcrnment bans latest
EEC poli t ical ad" is one such example. Behaviors which faci l i-
tate or enhance the autonomy of advcrt isers are labelled broker-
age (e.g., "French government al lows F.M. radios to carry ad-
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ve r t i s i ng " ) .  The  concep tua l  o r  t echn ica l  "do ing "  o f
advert ising - that is, the activity which leads directly to the prod-
uct of a f inished advert iscment-is labcl led business. Thus,
"Leo Burnett wil l  try for the second t ime to create to 'Big ldea'
for Cathay Pacif ic," is so labcl lcd. Finally. any strategic or orga-
nizational behavior ancil lary to, support ing or otherwise impact-
ing the "doing" of advcrt ising is labelled byplay. Byplay is an
omnibus term which includcs such phenomcna as mergers, ac-
quisit ions, divesti tures, rol louts, pul lbacks. piracy, rcal ignntcnts
and the l ike (e.g. ,  "J .W.T.  ga ins South Korean presence " ) .

Barriers to advert ising have risen sl ightly and lcvelled off over
t imc, while brokerage activit ies havc declined aftcr a brief eff lo-
rescence. This pattcrn may mirror some cross cultural perception
that advert ising is inherently dangerous and in nced of regula-
t ion, and furthcr that advert iscrs have had l i t t le luck or incl ina-
t ion toward shaping an environment more favorably disposcd to
their trade. The steady increase in busine ss i tems may reflcct the
industry's growing recognit ion of the potcntial for synergy in
message design, as well as a basic fascinating with thc craft of
advcrt ising as practiced cross-cultural ly. I tems designated as by-
play cxperienced a sharp increase which has levelled off over
t ime. This pattern echoes the observation that the honeymoon
may be over in the rush to globalization. It  also dramatizes thc
intensily of commitment prescnt day marketcrs may feel to a
global marketplace. It  is signif icant to notc that l . l .  devotes far
more space to the report ing of corporate activiry-i .e., pol i t ical
activi ly-abett ing the craft then it  docs to advert ising or i ts prac-
t ice per se.

Products and Services

This part icular catcgory addrcsses the goods which advcrt ising
invests with meaning and attcmpts to sel l .  Two dimensions of
contrast emerged from the art icles. The f irst dimension concerns
the dcgree to which a good is profi t  centered; i t  is bounded by
commcrcial on one pole and social on thc othcr. "P & G gambles
on shampoo market in German launch" contrasts with "South

Africa promotes smaller family size" in this regard. The second
dimension revolves around the degree to which a good is popu-
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larly recognized as a good, as opposed to some other entity; it is
bounded 6y tradit ioni l  on one pole and nontradit ional on the
other. Judgment as to a good's tradit ional status was bascd upon
the authorts own intuit ion and upon textural inference. A social
good would include products such as birth control, pol i t ical cam-
paigns, and erotical ly executcd public health campaigns. A.non-
iradit ional good would include products such as cit ies or nations,
the American dream, Western values or the art world. Thus,
"Parker Pen drops its global plans" contrasts with "Superbowl a
hit overseas."

Predictably, commercial and tradit ional products and services
have enjoyed a steady growth ovcr time, and appear to be level-
l ing off.  This levell ing may coincide with a disi l lusionmcnt with
*oi ld brands. Social and noncommercial products and serviccs
have experienced strong growth, but are currently in decline.
This pattern reflects both thc low perceivcd incentive relative to
"profi table" goods advert isers have to promote such items, and
also the relative success marketers have enjoycd in convert ing
commodit ies and other apparently unrclated phenomena into
products. There is perhaps some hope that advert ising wil l  in-
creasingly address prosocial "nonprofit" issues which affect the
l i fe chances of al l  cultures.

Trends

Perhaps the most elusive of the categories emerging from this
study is the one which has been labelled trends' Any tendencies
or patterns observed across market boundaries wcre desig-nated
as irends. Four trends were thus discerned. The imitation of any-
thing pcrceived as "American" was labelled American (e.g.,
"Brazl l ian copycats of U.S. game shows popular"). The diffu-
sion of professional marketing thought or practice ( l icensing, re-
tai l ing, etc.)was labelled marketing. "Finns to givc on day sem-
inar on western marketing and advertising methods in Moscow to
government shop" is such an instance. Lifestyle was categorized
as the commercial dimension of a way of l iving, and might in-
clude items such as the implications of demographic change for
fast food providers. "Japan is lcaving the keeping up with the
Saito's ear" is i l lustrative. Finally, the standardization of any
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dimension of l i fe across cultures was labelled globalization. " ln-

dia opens its doors to the West," and "PRC incrcascs in matcri-
al ism since 1978; Western products popular" reflcct this trend.

Commonalit ies in l i festyle across markets have incrcased
gradually over t ime; American trcnds, a subset of the large l i fe-
style domain, have similarly increased, but appear to have lev-
el led off recently. That America is the global capital of adve rt is-
ing, and arguably of media journalism, may explain in large part
this diffusion of symbolic value. The diffusion of modern mar-
kcting theory and practice appears to have lost momcntum ovcr
t ime. This loss may be attr ibutablc in part to the relative infancy
of the discipl ine, and perhaps as well to the varying demand of
local markets. The process of globalization appears to be gradu-
al ly accelerating, regardless of the impact of eithcr markcting or
advert ising. Just as the process of diffusion predates the practice
of marketing, so also may thc globalization process proceed un-
aided by our professional efforts.

Advertising

For the purposes of this study, advert ising is defined as the
investing of goods with me aning, and the disseminating of that
meaning with intent to sel l  those goods. A.A. contains occasional
commentary on the nature of international advert ising which is
i l luminating. International advert ising is considered by turns
controversial, unusual, racy and expensive. Controvcrsial ads
provoke dispute befween advertisers, or between advcrtisers and
their publics (e.g., "Brazi l  bans Calvin Klein Jeans ad"). Unu-
sual advert ising involves innovative ads that may challcngc con-
ventional wisdom, such as "AIDS target of erotic homosexual
ads in Austral ia." Racy is the epithet attached by A-A. to ads
which are sexually graphic, explicit  or suggestive (e.9., "Scxy

ads blossom in Japan"). Finally, expensive ads are those ad-
judged by advert isers to be more costly than usual (e.g., "Cable

TV costly in Japan").
International advert ising appears to have begun as a controver-

sial and expensive proposit ion, when viewed from the pcrspec-
t ive of local marketers. Increased expert ise, economies of scale,
and qeneral habituation mav have acted in concert to erode both
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the cost and notoriety of most advertising. Converse ly, the inci-
dence of racy and unusual ads appears to have increased appre-
ciably. I f  this increase is attr ibutable to factors other than the
A.A. editors' featuring of markets enjoying relaxed legal stand-
ards and especial ly talented shops, i t  may be that the advert ising
world enfranchises and potentiates the creative proccss, and that
certain primal drives wil l  always be associated with persuasive
appeals. The patterns indicate at least that worldwide, advcrt isers
engage in pushing back the boundaries of the convcntional and
permissible as a matter of routine.

Regions

The f inal content category to be considered in this study is the
geographic distr ibution of i tems over t ime. This category gives
us a rough approximation of the hot spots of international adver-
t ising, and indicates which markcts are of growing interest to
advert iscrs. In terms of sheer historical signif icance, one can di-
vide the regions into three t iers. In the f irst t ier, Europe is far and
away the most significant region, followed by North America
and Asia. The second t ier is composed of Latin Amcrica, Japan,
Austral ia/New Zealand, and Central America. The third t icr,
which has been largely neglected by marketers, includes the Peo-
ples Republic of China, the Mideast, and Soviet bloc nations.
These t iers correspond very roughly to industrial ized nations and
their entrepreneurial satel l i tes, recently dcvelopcd and dcvclop-
ing nations, and nations which have been poli t ical ly inaccessible
or unstable. This loose correspondence is one relative gauge of
marketers' interest.

A more discriminating interpretation of the pattern would track
marketers' intcrest by country over time. Interest in Central
America, and Soviet bloc countries has waned fairly consist-
ently, with Mexico being the one bright spot on the map. This
relative disinterest merits further investigation, and suggests that
the marketing imagination might somehow be engaged to reach
these potential consumers. Interest in North America, Europe,
Austral ia/New Zealand and Asia, which has increased over t ime,
gives indications of levell ing off in the prcsent. Issucs of l inguis-
t ic and cultural similari ty may explain this plateau in part, as well
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as the fact that markets may be quite mature in these countries.
Interest in Latin America, Japan, Africa and the Mideast appears
to be on the upswing. Several of these markets are large and
virtually untapped, others are relatively affluent. The market
which appears to be generating the most interest is the PRC,
which is in the throes of producing a hybrid capital ist-social ist
economy. Not surprisingly, each of these markets can be entered
only at signif icant r isk, and wil l  require business f irms to rede-
f ine their notions of "current cxpense" versus "investment."

Each further requires marketers to adopt a long term perspective.

IMPLICATIONS

Several implications for advertising research emerge from this
exploratory study. The implications wil l  be discussed under the
very large umbrella constructs of field propositions and native
models. Perhaps the most fundamental implication to be drawn
from this study, and one which certainly informs the balance of
this discussion, is that our concept of the structure and function
of advert ising research must be broadened. The mere compil ing
or dist i l l ing of information to faci l i tate cl ient 's decisions or crea-
t ives' judgments-as daunting a task as i t  is on the domestic
sce ne - is no longer an optimal or adequate use of a researcher's
t ime. Investing products with meaning appropriate to the market
is only one of the awesome tasks facing international advertisers.
Researchers must acquire the skills which will permit them to
become "differentially contexted" and fluent in cultural analy-
sis. They must be able to discover and create synergies across
markets. The assessment of pol i t ical cl imates impacting advert is-
ing now and in the future wil l  become increasingly complicated,
and wil l  demand continuous examination. Similarly, the assess-
ment of organizational culture, with an eye toward international
expansion, must be grounded in an even more thorough under-
standing of cross-cultural behavior. Finally, our very conception
of creativiry and our understanding of its role in advertising may
stand in need of radical revision as one continues to cross cultural
boundaries. Advertising researchers should be in the vanguard of
a new wave of cross-cultural investisation.
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Field Principles

A short list of principles emerge from the A.A. materials. The
first set has to do with advertisers' perceptions of the interna-
t ional domain. Advert isers acknowledge that thcre are numerous
countries which are potential markets, that many of these country
markets can be consolidated into regions, and that a few of these
regions can, on a product by product basis, be further consoli-
dated into a global rnarketplace. The regiocentric viewpoint may
represent a compromise in t ime between domestic and global
marketing. Further, advert isers recognize that their stakeholders
or publics are rapidly prol i ferating, that the cl imate in which they
must operate is largely indifferent or actively hosti le to their ef-
forts, and that much of their "business" effort must be geared
toward securing goodwill and acceptance. That effort may be
drained from traditionally creative pursuits may be an unfortu-
nate outcome. Finally, the reactions of advert isers to the notion
of global marketing are worth cataloging. Following an init ial
period of disinterest in global advert ising, a rush to international-
ize occurred, in which agcncies sought to rctain old cl ients with
expanding horizons and to capture new mult inational cl ients. Wc:
seem to be. experiencing -a cooling off period in which advertisers
are assuming a more reflective mood. Qucstions such as "Can

we get there from hcre?" are emerging as agencies adopt a wait
and see att i tude.

Another set of principles i l lustrates the hierarchy of intcre sts in
the f ield, as well as emergent interests. Advert isers have dwelled
most intensively upon developed markets, have been less ardent
in their efforts in developing nations, and have effectively ig-
nored. central ly planned economies. These last two country
groupings may represent markets of the future, and pose special
challenges to the marketing imagination. In a similar vcin, we
are witnessing a surge of intcrest in the PRC and in the Southcrn
Hemisphere. These markets are largely impoverishcd, but have
the potential of being transformed into the largest consumer cul-
tures on the planet. This situation poses both tcchnical and ethi-
cal challenges to advert isers. Linked to this growing interest in
currently impoverished markets is the expansion of our notion of
marketing beyond the tradit ional/commercial realm to the nontra-
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ditional/social realm. Advertisers have both the means and the
incentive for adopting a creative approach to social problems as
well as for diffusing a package of culturally appropriate "basics"

to developing markets.
The last principle to be discerned has to do with windows of

opportunify. Western trends are relatively popular worldwide.
Globalization-broadly interpreted-faci l i tates the diffusion of
lifesfyles and bridges many cultural communication barriers. In-
terestingly enough, Western professional marketing thought and
practice have diffused rather slowly across national boundaries.
Advertisers committed to this "professional package" would
benefit greatly by actively promoting it as they expand. Such
promotion assumes that the package be adapted to local realitie.s,
which in turn should fuel the process of synergy, which will im-
prove the package further.

Native Models

Before describing the model of international advertising that
emerges from the study, it may be useful to describe the impres-
sion which has been gathered of the contextual dimension of in-
ternational advert ising from readingA.A. One can use Cateora's
(1983) classic diagram of the international marketing task as a
foundation. This diagram is reproduced in Figure 2. This part icu-
lar model is useful becausc it  describes the prospects for success-
ful global marketing in terms of variables which may or may not
be directly manipulated by the marketing manager. Tradit ion-
al ly, the elements of the marketing mix are viewed as control la-
ble factors, which the manager must decide to standardize or
adapt in cross-border transacticlns. Elements over which the man-
ager has l i t t le or no control- forces and structures in both domes-
tic and foreign environments-are the parameters within which
the manager must decide to maintain or alter the mix. The com-
poncnts of Cateora's model depict the minimum number of fea-
turcs about which we must gather information in ordcr to make
an informed decision. They also represent common conceptions
of the l imits to the marketer's inf luence. The model provides us
with a framework for col lecting marketing intel l igence, and a
world view which shapes the marketing imagination. The use to
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which advertisers seem to have put this model is quite interest-
ing.

Envision Cateora's circle as the objective lens of a refracting
telescope. In the author's analogy, this large lens is the adver-
tiser's first foreign market, and cross-sections of the tube repre-
sent each additional foreign market that the advertiser encoun-
ters. Given the state of the art of current research, the advertiser
studies markets at a distance by looking through the wrong lens
of the telescope, such that new foreign markets are perceived in
poor resolution. Further, the advert iser must train this lens on a
moving target, in keeping with a cl ient 's new interests, the rate
of change of social behavior in the market, and his or her own
agency's management information system. Given the degree of
heterogeneiry of cultures with which the advert iser must cope,
the telescope threatens to become a kaleidoscope. Such a threat
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underscores the need for advertisers to acquire the critical skill of
pattern discrimination, so that fundamental behaviors can be dis-
cerned and compared across markets.

l f  this is the international advert iser's contextual di lemma,
how then does one perceive the enterprise in which one is en-
gaged? The complex model can be reduced, for the purposes of
this discussion, to a simple set of components. The model is
presented in Figure 3, and purports to be the practi t ioncr's view.
A variery of stakeholders - the publics we have describcd such as
consumers, cl ients, governments, suppliers and competitors-
exert influences of varying degrees of intcnsiry upon the adver-
t iser. These inf luences may either help or hinder the agency in
performing its two fundamental tasks. The first task is the accu-
mulation and coordination of the tcchnical expert ise essential to
successful creative execution: the task which has been described
earl ier as the "doing" of advert ising. The second task is the
creation and management of an organizational culture that wil l
permit the "doing" to flourish. The first task involvcs activities
such as informing, persuading, posit ioning, reposit ioning and the
like. The second involves acquir ing, divesting, realigning, main-
taining, nurturing and the l ike. Each task is geared ult imately to
the production of a product-whether that product is viewed as
the ad or organization which created the ad - that is curiously
schizophrenic. The product must be locally appropriate, but have
global, potential.  Synergy is the term for this product schizophre-
nia. Global potential may be very dircct. Pattern standardization
and decentral ized, cultural ly informed backtranslation (the crea-
t ive reconstruction of the kind practiced at Needham Harper
Worldwide) are examples of direct potential.  An agency which
has charted its own culture and can conduct a r igorous audit of
prospective aff i l iates is another example. Indircct potcntial refers
to the knowledge base that an agency amasses, and thc wisdom it
acqui res by expcr icnce.  as i t  opcratcs in  cach ncw markct .
Again, this is synergist ic potcntial.  The f inal component of thc
model concerns the monitoring and use of feedback result ing
from an agency's product introduction. This feedback emanates
from cach of advert ising's publics. Advert ising research should
mediate i:ach step of the cycle from creation through evaluation.
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CONCLUSION

This art icle marks the attempt of one consumer rcsearcher to
interpret the domain of intcrnational advcrt ising from the per-
spective of practi t ioners as re f lected in the trade press. The study
is clearly cxploratory, and requires the tr iangulation with other
methods in order to approximate more closely thc practi t ioner's
model. The author has tr icd to systematize native intuit ion in
order to render i t  more useful.

Advert isers acknowledge the importance of international mar-
keting, but recognize the l imits to current knowlcdge of global-
ization. If  properly harnessed, A.A.'s " lnternational" section
could become a useful forum for enhancing that knowledge.
Such a forum might treat in far grcater dctai l  then the technical
"doing" of advert ising, becoming in effect an ongoing work-
shop. The expansion and direction of the section wil l  he impelled
by reader response. It  is this author's desire that international
researchers become a morc vocal minorifv.
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APPENDIX

DEFINITION Or' TERMS

ACTIVITIES: Behaviors employed by actors

BARRIERS: Any behavior which inhibits or threatens ad-
vcrt isers' autonomy
BROKERAGE: Any behavior which faci l i tates or enhances
advert iser's autonomy
BUSINESS: The conceptual/technical "doing" of advert is-
ins
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BYPLAY: Organizational behavior ancillary to or support-
ing the "doing"

ACTORS: Significant players in the international arena

CORPORATE: Agencies, clients and other business firms
GOVERNMENT: Any formal legislative/executive/judicial
body
CONSUMERIST: Any advocate of consumers' rights
INDIVIDUAL: A single person

ADVERTISING: Investing good with meaning and disseminat-
ing that meaning with intent to sell goods

CONTROVERSIAL: Provoking dispute between adver-
tisers, and befween advertisers and their publics
UNUSUAL: Innovative ads that may challenge conven-
t ional wisdom
RACY: Sexually graphic or explicit or suggestive
EXPENSIVE: Recognized as more costly than usual, by ad-
vertisers

ENVIRONMENT: Scope of operation indicated by item; "orien-

tation" of the item

ETHNOCENTRIC: One country focus
POLYCENTRIC: Several country focus
REGIOCENTRIC: Regional country focus
GEOCENTRIC: Global country focus

PRODUCTS/SERVICES: The "goods" which advertising in-
vests with meaning and attempts to sell

COMMERCIAL: Profit-centered good
SOCIAL: Non-profit centered good
TRADITIONAL: A good popularly recognized and widely
accepted as a good
NONTRADITIONAL: An item beins transformed into a
good
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TRENDS: Tendencies or patterns observed across market bound-
aries

AMERICAN: The imi ta t ion of  anyth ing perceived as
"American"

MARKETING: The diffusion of professional marketing
thought and practice
LIFESTYLE: The commercial dimension of a common way
of living
GLOBALIZATION: The standardizine of l i fe across cul-
tures
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