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ABSTRACT
We exist in a diverse world in which we are greatly influenced by our culture. Our
preferences, attitudes and beliefs are all shaped by external factors that are outside our
consciousness. Successful marketers must account for these differences when advertising
products. This research paper examines the cultural differences in advertisements from the
United States and Spain through the lens of Hofstede’s cultural dimensions.
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Chapter 1
Introduction
Every country in the world has its own unique culture and history. This culture affects the
traditions, customs, and holidays of its citizens. It influences the actions of the government, the office
dynamics, the interactions between teacher and student, and even the relationships of a family. Most
importantly though, the culture of a country affects the way an individual behaves and perceives himself
and others. Culture has a significant impact on a person’s life and there are noticeable differences that
occur as a result of living in a certain country.
If culture has such a substantial effect on an individual’s thoughts and actions, then how do
companies account for this in their marketing efforts? Do advertisements from different countries show
variances that demonstrate their unique cultures? If so, in what ways does culture manifest itself in
advertisements? These questions are what provoked my research into this subject. I believe that
implications of a country’s culture can be found in its advertisements.
In order to test this theory, I chose to examine culture based on a specific framework—the theory
of Hofstede’s cultural dimensions. This framework evaluates the culture of different countries and how it
influences the behavior and beliefs of its citizens. The advertisements analyzed will be from the United
States and Spain. Using the framework, I will examine various advertisements from both countries in
order to determine if and how their distinct cultures appear. The implications of Hofstede’s cultural
dimensions in advertisements in Spain and the United States will be determined and analyzed.
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Chapter 2
Literature Review
Geert Hofstede’s work on cultural dimensions began with research he performed by studying
IBM in the 1970s. Hofstede analyzed a large amount of data of employee value scores collected by IBM
in over 50 countries. His goal was to identify differences in the value systems of various nations. He
found common cultural themes in numerous countries. For instance, Hofstede found certain social
inequalities present, principally with the relationship with authority. He also found a distinct relationship
between the individual and the group. Another theme he found was the concept of masculinity and
femininity and the implications, socially and economically, of each gender. A final issue Hofstede found
was the way a nation handled ambiguity and uncertainty (Hofstede, “Cultures and Organizations” 30).
These factors that Hofstede discovered greatly influenced his cultural dimensions.
Hofstede later administered these questions he had used with IBM to different companies in 15
countries. The countries had almost the same cultural rankings as in the IBM study. This was Hofstede’s
first confirmation that the differences exhibited in the IBM study existed in other cases (Hofstede,
“Cultures and Organizations” 34). The IBM study was the catalyst that launched Hofstede’s cultural
dimensions into the widely accepted theory that it is today. Geert Hofstede’s five cultural dimensions are
now established as power distance, masculinity versus femininity, uncertainty avoidance, individualism
and collectivism, and long-term orientation versus short-term orientation.

Power Distance
The first cultural dimension is power distance. This is essentially how a society handles
inequality (Hofstede, “Cultures and Organizations” 55). A society with a large power distance tolerates a
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hierarchical order in which every citizen has a set place and does not need justification of his or her given
status. In contrast, in a society with a small degree of power distance, people attempt to make the
distribution of power equal and look for reasoning behind the inequalities of the power allocation
(“National Culture Dimensions”). In general, Asian countries, such as the Philippines and Malaysia, have
a higher degree of power distance than other countries in the world. Also, Latin American countries,
Eastern European countries, Arabic-speaking and African countries are usually high power distance
cultures (Hoftede, “Cultures and Organizations” 60). Power distance can exhibit itself in many different
ways; in the workplace, in the schools, and in the family. For example, in high power distance nations,
children are generally obedient toward the parent, but in low power distance countries, children are often
treated more or less as equals (Hofstede, “Cultures and Organizations” 67). In the workplace, in high
power distance countries, there is substantial dependence of subordinates on their bosses. However, in
low power distance societies, there is limited dependence and more interdependence between
subordinates and bosses (Hofstede, “Cultures and Organizations” 61). Also, in the education system, in
high power distance societies, there is a great deal of inequality between the teacher and the student.
Students do not contradict the teacher publicly and rigid order is maintained in a classroom. However, in
low power distance cultures, there is much more equality between the teacher and pupil. The teacher and
student are basically equals. Often, students find young teachers more likeable because they are seen as
more equal to the student (Hofstede, “Cultures and Organizations” 69). Power distance can manifest itself
in many different ways within a culture. The idea of how a culture deals with inequality became one of
Hofstede’s most important cultural dimensions.
Table 1. High Power Distance Countries

Rank

Hofstede

Country

Index
1-2

104

Malaysia

1-2

104

Slovakia

4
3-4

95

Guatemala

3-4

95

Panama

5

94

Philippines

Table 2. Low Power Distance Countries

Rank

Hofstede

Country

Index
72

26

Switzerland

73

22

New
Zealand

74

18

Denmark

75

13

Israel

76

11

Austria

Masculinity versus Femininity
A second cultural dimension is masculinity versus femininity. If a society is masculine, then there
is a greater partiality to achievement, assertiveness, heroism, and material rewards for success in the
culture (“National Culture Dimensions”). Masculine societies have distinct gender roles; men are tough
and assertive and women are affectionate and sensitive (Hofstede, “Cultures and Organizations” 140).
However, if a culture is feminine, then the society prefers modesty, cooperation, quality of life, and caring
for the weak (“National Culture Dimensions”). These societies also have gender roles that are not as clear.
Men and women are both supposed to have the qualities of each of the respective genders, such as
tenderness, modesty, toughness, and desire for success. Sweden, Latvia, the Netherlands, Denmark, and
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Norway are all very strong feminine countries on Hofstede’s cultural scale. Some of the most feminine
countries in the world are Latin American countries such as Chile, Guatemala, Spain, and Peru. Various
Eastern European countries—Russia, Bulgaria, and Serbia—are also very feminine. There are also some
feminine Asian countries, such as Vietnam, South Korea and Iran (Hofstede, “Cultures and
Organizations” 140). On the other hand, some Asian countries are among the most masculine in the
world, such as Japan and China. Many Anglo countries, the United States, Australia, Great Britain, and
Ireland, are also relatively masculine. Slovakia is ranked the most masculine country in the world.
Additionally, there are Latin American countries (Venezuela, Mexico, and Colombia) that are highly
masculine (Hofstede, “Cultures and Organizations” 141). Unlike other dimensions, masculinity and
femininity is not as regionally separated in the world. Masculinity and femininity can influence the
workplace, school, and government of a given society or country. For example, in the family life of
feminine cultures, relationships and the quality of life are extremely valued. Conversely, in masculine
cultures, earnings, advancements, promotions, and recognition can often be considered more important
factors. Also, in schools in feminine cultures weak students are frequently praised and encouraged.
However, in masculine societies, the best students usually receive the most praise. Also, in masculine
societies, women generally teach young children, whereas in feminine societies, both men and women
perform this task. In the workplace, in feminine cultures, compromise is often preferred to resolve
arguments and conflicts (Hofstede, “Cultures and Organizations” 165). In contrast, in masculine societies,
the strongest argument often wins (Hofstede, “Cultures and Organizations” 166). Masculinity versus
femininity is a dimension that can be found to have effects on all aspects of society.
Table 3. High Masculinity Countries

Rank

Hofstede Country
Index

1

110

Slovakia

2

95

Japan

6
3

88

Hungary

4

79

Austria

5

73

Venezuela

Table 4. High Femininity Countries

Rank

Hofstede Country
Index

72

16

Denmark

73

14

Netherlands

74

9

Latvia

75

8

Norway

76

6

Sweden

Uncertainty Avoidance
The third cultural dimension defined by Hofstede is uncertainty avoidance. It is “the extent to
which the members of a culture feel threatened by ambiguous or unknown situations” (Hofstede,
“Cultures and Organizations” 191). It is based on the fact that ambiguity causes anxiety in society and
relates to how well people deal with this ambiguity. These feelings of anxiety or worry are often shared
with other members within societies. It is important to understand that uncertainty avoidance is not the
same as risk avoidance—risk is not the same as anxiety or ambiguity. Latin American, Latin European,
and Mediterranean countries are often high uncertainty avoidance cultures. Intermediate to low
uncertainty avoidance cultures exist in many Asian countries, except Korea and Japan. Other low
uncertainty avoidance cultures are African countries and Nordic and Anglo countries (Hofstede, “Cultures

7
and Organizations” 195). Members of high uncertainty cultures look for structure and rules within
organizations, such as schools and governments. However, in low uncertainty cultures, people prefer rules
only when they are necessary and believe most problems can be solved without formal rules (Hofstede,
“Cultures and Organizations” 210). In low uncertainty avoidance cultures, rules are generally more
lenient for children, the unknown is interesting, and the family life as well as other aspects of life are
more relaxed. However, in high uncertainty avoidance cultures, there are strict rules for children, a belief
that the unknown is dangerous, and generally a more stressful family life (Hofstede, “Cultures and
Organizations” 203). An interesting example of people avoiding ambiguity is that high uncertainty
avoidance cultures rarely perform do-it-yourself projects. Normally, individuals in these societies rely on
experts for home repairs and generally buy new cars. This is not the case in weak uncertainty avoidance
cultures where do-it-yourself projects are very popular and used cars are frequently purchased (Hofstede,
“Cultures and Organizations” 208). Hofstede’s dimension of uncertainty avoidance is an important
indicator of a culture’s attitude toward ambiguity and rules.
Table 5. High Uncertainty Avoidance Countries

Rank

Hofstede

Country

Index
1

112

Greece

2

104

Portugal

3

101

Guatemala

4

100

Uruguay

5

97

Belgium

Table 6. Low Uncertainty Avoidance Countries

Rank

Hofstede
Index

Country

8
72

29

Hong Kong

73

29

Sweden

74

23

Denmark

75

13

Jamaica

76

8

Singapore

Individualism versus Collectivism
Another cultural dimension is individualism and collectivism. Individualism is when a person’s
ties to society are relatively loose. People from these cultures normally may only take care of themselves
and their immediate family. They are more independent than someone from a collectivistic society. On
the other hand, collectivism is when a person in a society is a member of a strong in-group and can rely
on this group for protection and loyalty throughout their entire lifetime (Hofstede, “Cultures and
Organizations” 92). Almost all wealthy countries are relatively individualistic according to Hofstede’s
scale, while poorer countries are more collectivistic (Hofstede, “Cultures and Organizations” 94). Like the
other dimensions, the degree of individualism affects many facets of a society. For example, in
collectivistic societies, students participate in only when given consent by the group. However, in
individualist societies, participation and speaking up in class are highly encouraged. Also in the work
place, clients and customers in the in-group or those with a relationship receive better treatment. In
individualistic society, it is strongly believed that every customer deserves the same level of service
(Hofstede, “Cultures and Organizations” 124). The degree to which a society is individualistic or
collectivistic reflects on the attitudes and actions of its citizens as well as the behaviors of many
organizations within the system.
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Table 7. High Individualism Countries

Rank

Hofstede

Country

Index
1

91

United
States

2

90

Australia

3

89

Great
Britain

4

80

Canada

5

80

Hungary

Table 8. High Collectivism Countries

Rank

Hofstede

Country

Index
72

13

Colombia

73

12

Venezuela

74

11

Panama

75

8

Ecuador

76

6

Guatemala

Long-Term Orientation versus Short-Term Orientation
Long-term orientation versus short-term orientation is the final of Hofstede’s cultural dimensions
as it was added later to Hofstede’s dimensions. It was not a dimension discovered in the IBM research
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because the right questions had not been asked to uncover it. However, this dimension is correlated to
economic growth and so is considered an important tool by Hofstede. It has to do with the issue of
societies preserving links with their pasts while at the same time handling present and future challenges.
The societies with the highest long-term orientation are in East Asian countries such as Japan, China, and
South Korea. Those with medium orientation are generally in Europe and the United States, while some
of the shortest orientation cultures are in Africa (Hofstede, “Cultures and Dimensions” 239). Societies
with short-term orientation like to maintain their country’s traditions and often view changes in society
with suspicion and wariness (“National Culture Dimensions”). These cultures are also countries that
normally prefer to “save face” (Hofstede, “Cultures and Organizations” 243). In societies with long-term
orientation, changes and modernization are more encouraged in order to prepare for the future (“National
Culture Dimensions”). Long-term orientation also represents the idea of being oriented toward future
goals and rewards. In order to maintain this orientation, the virtues most valued are thrift and
perseverance. Also, countries that lean toward short-term orientation tend to have the sentiment of being
proud of their country, while long-term oriented countries are willing to learn from other countries and
cultures. As a result of the values that accompany short-term orientation, there is often very slow or no
economic growth in poor countries. However, in poor countries that are long-term orientated, there is
often fast economic growth (Hofstede, “Cultures and Organizations” 275). The values of the countries
affect its performance culturally and economically. Long-term orientation also often affects the ideas and
actions of people in a given society. For example, family pride is more important in a short-term oriented
country versus family rationality in a long-term oriented country. Also, in short-term societies, students
often associate their success or failure with luck. However, in long-term societies, they will attribute these
successes or failures to either hard work or lack of effort (Hofstede, “Cultures and Organizations” 275).
The degree of long-term orientation of a society is an important indicator in how well it may adapt to
future circumstances.
Table 9. High Long-Term Orientation Countries
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Rank

Hofstede

Country

Index
1

100

South
Korea

2

93

Taiwan

3

88

Japan

4

87

China

5

86

Ukraine

Table 10. High Short-Term Orientation Countries

Rank

Hofstede

Country

Index
72

13

Nigeria

73

13

Trinidad

74

7

Egypt

75

4

Ghana

76

0

Puerto Rico

Uncertainty Avoidance and Individualism in Spain and the United States
The implications of Hofstede’s cultural dimensions on advertising in Spain and the United States
will be examined thoroughly and therefore it is important to understand the main cultural differences
between the two countries. Spain and the United States are most differentiated in uncertainty avoidance
and individualism vs. collectivism. Uncertainty avoidance will be discussed first. Spain is rated 86 on
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uncertainty avoidance, while the United States scores 46 on Hofstede’s Cultural Dimensions (“National
Culture Dimensions”). The United States is ranked 64th in the world and Spain is ranked 17th-22nd
(Hofstede, “Cultures and Organizations” 96). Spain has a very high degree of uncertainty avoidance while
the United States has a relatively low degree of this dimension. This indicates a very large difference in
the cultures of the two countries. Because of this, uncertainty avoidance will be examined further.
Uncertainty avoidance is centered on the concept of uncertainty and ambiguity. In a high
uncertainty avoidance society this is demonstrated in family relations. Families in high uncertainty
avoidance societies have the tendency to believe that the world is dangerous and that their children must
be protected from unknown, or ambiguous, situations. However, in weak uncertainty avoidance countries,
people look at the world as less hostile and believe that rules can be more flexible. They believe in
encouraging new and exciting experiences (Hofstede, “Cultures and Organizations” 203). Attitude toward
ambiguity is also demonstrated in the work place as in weak uncertainty avoidance societies there are
generally more changes of employers and shorter terms working for a given employee. However, for
strong uncertainty avoidance cultures, employees work longer for the same employers (Hofstede,
“Cultures and Organizations” 209). This represents the reluctance to change positions and face ambiguity.
A recent study in Spain showed that 75% of young people have a desire to work in civil service. To them,
this means job security with little concern for the future. However, in the United States, only 17% of
surveyed young citizens said they wanted to work in civil service (“National Culture Dimensions”). The
survey represents the degree of uncertainty avoidance in Spain. Spanish citizens prefer working in a
sector that provides the most job security possible to prevent ambiguity in their future, while in the United
States, it is not as important.
Uncertainty avoidance also greatly affects the structure and rules of a given society. As
mentioned previously, high uncertainty avoidance societies express their need for predictability and
certainty through rules. In the family, there are stronger systems of rules in order to make children feel
guilty. In low uncertainty avoidance societies, rules are not as strict for children regarding what is wrong
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or forbidden. This can lead to a more relaxed family life than high uncertainty avoidance societies where
rules are very strict for children (Hofstede, “Cultures and Organizations” 203). This also is demonstrated
in the workplace; in high uncertainty avoidance cultures there are more formal laws as well as informal
rules that regulate the duties and rights of employers and employees. Employees feel a stronger need for
formalization and meticulousness in the workplace. However, in low uncertainty avoidance countries,
people often demonstrate an emotional repulsion of these formal rules and only want rules when
absolutely necessary. They tolerate disorder and ambiguity in the workplace as opposed to a strict
framework. The same idea can be found in the government. In high uncertainty societies, there are many
laws, whereas in low uncertainty avoidance societies people often believe that if laws don’t work, they
should be withdrawn (Hofstede, “Cultures and Organizations” 216). The differences in the attitude toward
rules of distinct cultures are very important to uncertainty avoidance.
Another characteristic of uncertainty avoidance is regarding health and purity. Individuals in high
uncertainty avoidance cultures, such as Spain, often have a passive attitude towards health. Instead of
frequent exercise, in order to be healthy, individuals often focus on the purity of their food and drink. For
example, in Belgium, a high uncertainty avoidance country, people drink 10 times as much water as in
Britain, which is a low uncertainty avoidance country (de Mooij, “Consumer Behavior and Culture” 80).
This is a common occurrence in Spain and other European countries. Even though there is good quality of
tap water in Spain and other European countries, the correlation of drinking more mineral water has only
increased over time. Also, individuals in high uncertainty avoidance cultures will also tend to use more
medication. More doses of antibiotics are used in these cultures than in low uncertainty avoidance (de
Mooij and Hofstede, “The Hofstede Model”). Also, in low uncertainty countries, people generally have a
more active approach to their health. Individuals will focus on exercise and sports rather than the purity of
food. More people are members of sports teams or play sports in their free time (De Mooij and Hofstede,
“The Hofstede Model”). In Spain, it is much less likely for people to go for a run outside or exercise as is
very common in the United States. Instead, a stricter diet is often a more frequent approach. This is
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evidence of Spain’s high uncertainty avoidance culture. This attitude towards health is an interesting
reflection of uncertainty avoidance in societies.
Aside from uncertainty avoidance, the second dimension that greatly distinguishes Spain and the
United States is individualism versus collectivism. Spain scores 51 on individualism (“National Culture
Dimensions”). Spain is collectivistic compared to Europe and the U.S., but it is individualistic compared
to the rest of the world. However, the United States is rated a 91 on this dimension, which means it is
extremely individualistic. The United States is ranked 1st in the world in terms of individualism, while
Spain is ranked 32nd (Hofstede, “Cultures and Organizations” 95). The difference on this dimension is
significant in understanding the cultural differences in Spain and the United States.
Individualistic and collectivistic societies vary in many different ways. One of the major
differences is in the concept of the self. In collectivistic societies, people are interdependent with each
other. The self cannot be disconnected from others and the surrounding context. On the other hand, in an
individualistic culture, independence and autonomy are emphasized (De Mooij, “Consumer Behavior and
Culture” 110). People in individualistic cultures are more accepting of people alone in situations,
stemming from their acceptance of a more independent nature. However, people in collectivistic cultures
generally do not like being alone, as this undermines the idea of an interdependent identity. In terms of
self-descriptions, in individualistic countries, people are able to describe themselves easily in terms of
psychological and distinctive characteristics (de Mooij, “Consumer Behavior and Culture” 112). In the
United States, individuals often express their independence by focusing on the self and by conveying their
unique attributes (Hofstede, “Cultures and Organizations” 114). However, in collectivistic cultures, it is
not as easy for people to describe themselves. The opinions are less of personal views and more
references to the in-group and the in-group values (de Mooij, “Consumer Behavior and Culture” 112).
The relationships that collectivists share with others are valued more than self-knowledge (de Mooij,
“Translating Advertising”). The concept of the self is critical to understand the nature of individualism
and collectivism.
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Another important aspect of individualism and collectivism is the family. This correlates with the
concept of the self. In individualistic societies people are commonly only associated, or grouped, with
their nuclear family (de Mooij “Consumer Behavior and Culture” 111). People from individualistic
societies often think of themselves as from an “I” group. However, in collectivistic societies, the first ingroup is the family, but often the extended family plays a larger role (Hofstede, “Cultures and
Organizations” 91). The family is often an automatic part of a person’s identity (de Mooij “Global
Marketing” 281). Collectivists identify themselves as part of a “we” group. Also, the family of the
individual often determines friends and there is not as strong of a need to make specific friendships in
collectivistic societies (Hofstede, “Cultures and Organizations” 91). A significant difference between
individualistic and collectivistic societies is the expectation of children living with their parents. For
example, in individualistic societies, parents are happy if children earn their own money at a young age.
Later in life, it is normal for children to move out of their parents’ homes. However in collectivistic
societies, often children live with their parents later on in life (Hofstede, “Cultures and Organizations”
108). In Spain, it is common for young adults to live with their parents because they cannot afford to live
on their own or because of other circumstances. However, in the United States, it is much more common
for younger people to move out of their parents’ homes once they reach adulthood. The family plays a
large role in the concept of the self and the in-group in either a collectivistic or individualistic society.
A final aspect of individualism versus collectivism that is very significant is the language used in
each culture. An interesting phenomenon called the pronoun drop occurs in certain collectivistic countries
(Hofstede, “Cultures and Organizations” 112). In the United States, people form sentences in the structure
of “I have three dogs.” The pronoun “I” is necessary for the sentence to make sense and to be complete.
However, in some collectivistic countries, such as Spain, a pronoun drop occurs. The translation of the
former sentence is “Yo tengo tres perros.” However, the pronoun of “Yo,” meaning “I,” is almost always
dropped when speaking or writing. The sentence becomes “Tengo tres perros.” This pronoun drop in
language is thought to diminish the prominence of the speaker’s self. It correlates very strongly with low
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individualism in specific cultures (de Mooij, “Translating Advertising”). By dropping the “I” pronoun in
Spain, the importance of the speaker is not emphasized as much as in individualistic cultures, such as the
United States. This is representative of the significance of independence within individualistic cultures
and also the in-group of collectivistic cultures. Language is a very important element when examining a
country’s level of collectivism or individualism.

Implications of Hofstede’s Dimensions for Advertising
Spain and the United States are very different in terms of individualism versus collectivism as
well as their degrees of uncertainty avoidance. These differences in even these specific areas of the two
countries’ cultures can have widespread effects. Companies looking to market and advertise products in
either Spain or the United States take into consideration the cultural differences of the countries in order
to be successful. This causes many differences in the design and delivery of advertisements in the two
countries. There are many implications of Hofstede’s Cultural Dimensions in advertising globally and
specifically in Spain and the United States.
There are many consequences of individualism and collectivism in advertising. The level of
individualism or collectivism in a country causes either high context or low context communication,
which has a substantial impact on an advertisement. Also, the language used in individualistic versus
collectivistic countries is very unique in different cultures. Finally, the concepts of sharing and group
dynamics will be examined when evaluating the differences of Spain and the United States in terms of
individualism and collectivism in advertising.
First, in order to address the differences in cultures, high context communication and low context
communication is a very important factor to consider. These two types of communication occur because
of a society either being individualistic or collectivistic. High context communication is when most or
almost all of the information is part of the context. The true meaning of the message is often not made
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explicit or clear. According to Hofstede, there is a correlation between high context cultures and
collectivism. This is because information tends to flow more easily through members of these in-groups.
There is generally less need for explicit communication than there would be in an individualistic society
(de Mooij, “Consumer Behavior and Culture” 43). Therefore, typically a culture such as Spain is a high
context culture when compared to others. The opposite is low context communication. This is when the
information of the message is very explicitly demonstrated. The meaning is made as clear as possible in
these cultures (de Mooij, “Consumer Behavior and Culture” 44). An example of a low context culture
would be the United States. Whether a culture is a high context culture or a low context culture often
affects the methods of advertising used to target its audience. In a low context culture such as the United
States, advertisements are often more textual (de Mooij, “Global Marketing and Advertising” 278). This
is because in cultures such as the United States, it is often necessary for messages to be communicated
overtly. However, in low context cultures, advertisements are usually more visual (de Mooij, “Global
Marketing and Advertising” 278). Advertisements do not need to include as much text in order to
effectively communicate the desired message. The use of mostly visual ads is sufficient to convey the
anticipated meaning of the advertisement. This is an interesting side effect of high context and low
context cultures and therefore individualistic and collectivistic societies.
Another important aspect of advertising in individualistic and collectivistic cultures is the use of
language in advertisements. There is a noticeable difference in the format of sentences in each culture and
the words chosen. In individualistic cultures, it is very common to use words such as “you, we, I” in
advertisements. Phrases like “Treat yourself right,” and “you have a dream” are not uncommon for
advertisers to use. In individualistic cultures, it is normal for an advertisement to directly address the
viewer or the public. However, in many collectivistic countries using the pronoun “I” in advertisements is
not appealing to consumers. For example, Lucky Strike used the phrase “I Choose” in Spain. The
campaign was not well favored by consumers. A better advertisement for Spain as explained by Marieke
de Mooij in Global Marketing and Advertising is the phrase “Better in Companionship” chosen by L&M
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(de Mooij, “Global Marketing and Advertising” 278). This phrase recognized the collectivistic ideals of
Spain rather than the individualistic leaning catchphrase by Lucky Strike. There are many other examples
of phrasing choices in individualistic and collectivistic societies.
Some individualistic examples are: “Free yourself, to be yourself. Do what you want, wear what
you want any day you want” (Tampax), “Designed for the individual” (Mitsubishi), “In a world of
conformity some things are still made for the individual” (Tchibo Privat Kaffee), and “Go your own way”
(Herblein) (de Mooij, “Global Marketing and Advertising” 281). These slogans all clearly target an
individualistic consumer. The pronouns “you,” and “yourself” are evident indicators of the desired
market. Also, the ideas portrayed within the advertisements unmistakably function to serve the
individualistic purpose. This use of language and the values shown would not work well in collectivistic
advertisements. Some examples of collectivistic advertisements are “Prospering Together” (Chiyoda
Bank), and “Be part of the group” (J&B Whiskey) (de Mooij, “Global Marketing and Advertising” 282).
These slogans do not use pronouns like the previous individualistic advertisement did, which is very
typical of successful collectivistic advertising. They also emphasize the importance of the in-group by
using words like “together” and “group.” It is a very opposite idea than the language used in the previous
advertisements.
Another aspect of individualistic and collectivistic advertising is sharing. Sharing is a significant
idea in collectivism. This affects the language used in advertisements in a given society. For example, in
Portugal, which is a collectivistic culture, an advertisement for Hermesetas said “It is so good you want to
share it with others” (de Mooij, “Global Marketing and Advertising” 280). This advertisement clearly
expresses the sentiment that sharing is a valued quality in the society. However, in an individualistic
society, sharing is often not as important to consumers. In Denmark, which is more individualistic, Evers
created a campaign that said “It is so good, you want to keep it for yourself” (de Mooij, “Global
Marketing and Advertising” 280). The difference in the two advertisements is obvious and demonstrates
the differences in a collectivistic and individualistic society. If either of these advertisements had been
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used in the opposite country, they most likely would not have had much success. It is very important for
advertisers to consider the different values of a society and the language used in advertisements in order
to target the right audience.
Group dynamics also play a large role in advertising in individualistic and collectivistic cultures.
The family is a very important symbol in advertisements and must be used carefully. In individualistic
cultures, multiple generations are seldom shown in ads. Instead, more often a nuclear family is portrayed.
Frequently, depictions of families in advertisements are presumed to be a symbol of collectivism (de
Mooij and Hofstede, “The Hofstede Model”). Interestingly, despite the importance of the family in
collectivistic societies, depicting families in advertising is as often used in individualistic cultures as in
collectivistic cultures. This is because often in collectivistic cultures there is less of a need to show
families in advertisements. The family is an assumed part of a consumer’s identity. Because of this, it
already exists and is not considered the desirable state (de Mooij, “Global Marketing and Advertising”
281). However, family in advertising can also be a reflection of individualism that represents the fear of
the disappearance of family values (de Mooij and Hofstede, “The Hofstede Model”). A representation of
a family in an advertisement can have various interpretations based on the culture in which it’s displayed.
Another aspect of group dynamics is the portrayal of being alone versus being in a group in
advertisements. Being alone and being in a group can have positive or negative connotations depending
on whether the society is individualistic or collectivistic. In an individualistic society, being alone can be
positive. Having an individual success or being independent is encouraged and appeals to people in
individualistic societies. However, in collectivistic societies, being alone can have very negative
implications. In a collectivistic culture, the group is often the identity of the person. Showing a person
alone could imply that he has no identity (de Mooij, “Consumer Behavior and Culture” 280). Often,
people don’t like being alone or eating alone; doing activities unaccompanied can mean that a person has
no friends. For example, a commercial targeted towards an individualistic society may show a setting in
which someone enjoys a beer alone. However, in a collectivistic society a beer commercial may show
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people enjoying beer together. A real life example is when Vodafone launched a campaign throughout
Europe, which displayed an individual alone that said, “I’m at my desk.” However, the Spanish
advertisement Vodafone used depicted a group instead of a lone figure (de Mooij, “Global Marketing and
Advertising” 115). Vodafone recognized that it would be much more successful in Spain if it used an
advertisement representative of its collectivistic values. Group dynamics are important considerations in
individualistic and collectivistic societies.
Like individualism and collectivism, uncertainty avoidance also carries many implications when
advertising globally. The structure of advertisements varies greatly depending on whether a society has a
high or low degree of uncertainty avoidance. There are many differences that occur such as the level of
structure and seriousness of an advertisement. Also, the concept of freshness and purity is a key
difference in high and low uncertainty avoidance cultures. Lastly, style is an important indicator of the
implications of advertising in Spain and the United States.
In cultures where there is a high degree of uncertainty avoidance, advertising is more serious and
structured. There are clear, detailed visuals and often there is a demonstration of how the product
functions. Competence is necessary in high uncertainty avoidance cultures, which is why product
demonstrations are often successful in ads. In these advertisements, there is a demonstrated need for
explanations through testing, scientific proof and advice. Often there are testimonials by experts. These
experts can often be physicians wearing white coats or professors to strengthen the legitimacy of the ad
(de Mooij, “Global Marketing and Advertising” 291). There is also generally a great deal of information
in these advertisements. In addition, fear is often used in these advertisements, especially in regards to
bacteria. With ads about detergents or hand soap, the fear appeal is used to compel the consumer (de
Mooij, “Global Marketing and Advertising” 288). In contrast, in weak uncertainty avoidance cultures,
advertisements are less strict and more ambiguity is tolerated. There is much more humor used in
advertisements (de Mooij, “Global Marketing and Advertising” 211). As opposed to the seriousness of
the legitimate expert, often a parody of the expert is preferred (de Mooij, “Global Marketing and
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Advertising” 291). Whereas, the product demonstration was essential in high uncertainty cultures, in low
uncertainty, the result is the most important aspect (de Mooij, “Global Marketing and Advertising” 289).
A demonstration is not as crucial to the consumer as a clear understanding of what the product will do.
This difference highlights the difference in the attitude toward ambiguity of consumers.
Another distinction of high and low uncertainty avoidance cultures is the significance of purity
and freshness. As mentioned previously, in high uncertainty avoidance cultures, mineral water is
extremely popular. This represents the preference towards more pure food. This attitude shows in the
advertisements targeted toward high uncertainty avoidance cultures. For example, there is a Spanish
advertisement in which a tomato picker enters the kitchen of a consumer straight through the refrigerator
(de Mooij, “Global Marketing and Advertising” 289). This advertisement emphasizes the importance of
the freshness and purity of a product in Spain. It is crucial for marketing it in high uncertainty avoidance
cultures to recognize the importance of purity, especially when in the food industry.
Finally, style is an essential differentiator in societies with varying degrees of uncertainty
avoidance. In high uncertainty avoidance cultures, people tend to be better groomed than low uncertainty
cultures. They generally dress better or more stylishly and care more about how they appear in public.
Honda created an advertisement for Spain that clearly demonstrated this point. In this ad, a picture of a
car was shown and surrounding it were various accessories—a purse, a watch, shoes, sunglasses etc. It
was suggesting to Spanish consumers that they match the color of their accessories to their car (de Mooij,
“Global Marketing and Advertising” 201). In a low uncertainty avoidance culture, an advertisement such
as this would most likely perform poorly—in fact it might seem ridiculous to consumers. However, in
Spain, the advertisement worked very well for the consumer it was targeting. This difference in style
preferences can create a very large design strategy for advertisers in various countries.
There are many implications of advertising globally, especially of advertising in two very
different countries such as the United States and Spain. With their large differences in terms of
individualism and collectivism and their degrees of uncertainty avoidance, there are many factors to
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consider. The implications of advertising in Spain and the United States based on Hofstede’s cultural
dimensions are significant and must not be overlooked.
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Chapter 3
Advertisements from Spain
In order to further understand how Hofstede’s cultural dimensions affect advertising in the United
States and Spain, various advertisements from both countries will be presented and analyzed. They will
be examined to determine if differences exist in the nature of the advertisements because of the
differences in the two cultures and then how these differences are presented. First, commercials from
Spain will be examined.

McDonald’s
A McDonald’s advertisement targeted toward Spanish consumers displays clear elements of
Spain’s collectivistic nature. The video depicts a mother and her young son. In the beginning, she tells
him no when he asks for sweets in a bakery. She also tells him to refuse food from a teammate on a
soccer field. After the boy’s soccer match, the whole team goes to McDonald’s to celebrate. All the kids
are enjoying happy meals, but the boy is left without one and looks very sad and lonely. However, a
happy meal is placed in front of him and he is soon happy with all the other kids. The final screen of the
advertisement says, “Todos happy. Todos juntos.” “Everyone happy. Everyone together.”
The advertisement exemplifies the collectivistic sentiment that being together means being happy.
When the boy is alone and different from the group, he is unhappy. When he is enjoying a happy meal
like everyone else in the middle of the group, he is happy. This is a strong representation of portraying the
in-group to appeal to collectivistic societies. The boy is not alone when he becomes happy—he is among
the group of his peers. The language is also an important part of this advertisement. The translated slogan
“Everyone happy. Everyone together.” is collectivistic in nature. There are no pronouns such as “you”
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used, but rather “everyone” is used. This is a much more inclusive word and appeals to the collectivistic
consumer. Additionally, McDonald’s essentially is equating the word “happy” with “together” which is
fundamental to the Spanish culture. This McDonald’s advertisement works to target the collectivistic
attitudes in Spain in this advertisement.

Figure 1. McDonald's, Mother With Son Outside Pastry Shop: McDonald’s España. “Todos happy. Todos
juntos. McDonald’s España.” Online video clip. YouTube. YouTube, 23 Dec. 2014. Web. 28 Dec. 2014

Figure 2. McDonald’s, Mother With Son By Soccer Field: McDonald’s España. “Todos happy. Todos juntos.
McDonald’s España.” Online video clip. YouTube. YouTube, 23 Dec. 2014. Web. 28 Dec. 2014
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Figure 3. McDonald's, Son Without Happy Meal: McDonald’s España. “Todos happy. Todos juntos.
McDonald’s España.” Online video clip. YouTube. YouTube, 23 Dec. 2014. Web. 28 Dec. 2014

Figure 4. McDonald's, Son With Happy Meal: McDonald’s España. “Todos happy. Todos juntos. McDonald’s
España.” Online video clip. YouTube. YouTube, 23 Dec. 2014. Web. 28 Dec. 2014
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Mahou
Mahou, a Spanish beer company, produced an advertisement that is extremely representative of
Spain’s collectivistic culture. It is about a group of friends, one of whom is narrating the advertisement.
The audience learns that Javier, one of the friends, became unemployed six months ago when his business
closed. At first everything was fine, but slowly he stopped going out with his friends as much, until they
barely saw him at all. The narrator says this can’t continue, because if one of them is missing, it just isn’t
the same. Javier goes to a bar with his friends one night and, as he steps outside to take a phone call, they
all decide to pay for him and pour their beers into an empty glass so that Javier has a full glass. He comes
back in and the friend group raises their glasses and cheers. The end of the advertisement reads “O todos,
o ninguno.” This means, “Everyone, or no one.”
This advertisement by Mahou is very reflective of the Spanish collectivistic culture. Throughout
the entire video the significance of being a part of a group is emphasized. When Javier is not part of the
group, the group is not complete and neither is Javier. Everyone sacrificing a part of his or her beer to
provide Javier with a full beer is significant. In collectivistic cultures sharing is valued and more common
than in individualistic cultures. The group does everything they can to make Javier happy and to bring
him back into the group. Also, the slogan at the end, which reads, “Everyone or no one,” is representative
of the collectivistic nature of Spain. As the narrator said earlier, if one of the friends is missing, it isn’t the
same. The slogan plays into the sacrifice made by the friend group and represents the bond they share.
This Mahou advertisement is a strong depiction of collectivism and the importance of the group in Spain.
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Figure 5. Mahou, Friends Sharing Beer: MahouTV. “Anuncio Mahou- O todos o ninguno.” Online video clip.
YouTube. YouTube, 31 May 2011. Web. 20 Sep. 2014

Figure 6. Mahou, “O Todos O Ninguno” 1: MahouTV. “Anuncio Mahou- O todos o ninguno.” Online video clip.
YouTube. YouTube, 31 May 2011. Web. 20 Sep. 2014
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Figure 7. Mahou, “O Todos O Ninguno” 2: MahouTV. “Anuncio Mahou- O todos o ninguno.” Online video clip.
YouTube. YouTube, 31 May 2011. Web. 20 Sep. 2014

Carbonell
Another advertisement by Carbonell, a Spanish company that produces olive oil, displayed
characteristics representative of both a collectivistic society as well as high uncertainty avoidance.
Carbonell produces olive oil for countries around the world, but this advertisement was specific towards
Spain, its host country. The advertisement begins with a man alone in the kitchen pouring olive oil on a
dish while cooking. He is soon joined by another man and then by his entire family, including young kids.
The whole family is laughing and having fun as they cook together with the Carbonell olive oil. At the
end of the advertisement, a container of Carbonell olive oil is shown. The container spins around and is
transformed into a container full of olives. The narrator of the advertisement also mentions that the olive
oil contains natural antioxidants. At the end of the ad, the slogan, “Alma de la cocina” or “Soul of the
Kitchen” appears on the screen.
This advertisement is representative of Spain’s collectivistic culture as well as its high uncertainty
avoidance. First, Spain is a very family oriented country. In collectivistic cultures the family is very
important and the advertisement captured this. By showing the man cooking alone first and then gradually
adding friends or members of his family, the advertisement demonstrated the importance of the in-group.
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This showed that being alone was not the ideal state, which is true in a collectivistic culture such as Spain.
Togetherness and being a group is strongly emphasized in this video. Another aspect of Hofstede’s
dimensions that this ad recognizes is Spain’s high uncertainty avoidance. In Spain, freshness and health
are important to consumers. This video took this into account in several ways. First, in Spain, people
often take on a stricter diet rather than a stricter exercise routine. Throughout the video, the people are
eating lettuce, fresh tomatoes and mozzarella cheese slices with their olive oil. The actors in the
advertisement are relatively healthy in their diet choices. Also, the natural antioxidants that Carbonell
olive oil contained were mentioned. Finally, the olive oil bottle is transformed into a bottle of olives. This
represents the importance of purity and freshness to consumers in Spain. The Carbonell advertisement is
very demonstrative of the Spain’s collectivism and high uncertainty avoidance.

Figure 8. Carbonell, Man Alone: Post23. “Carbonell Alma.” Online video clip. YouTube. YouTube, 16 Dec. 2014.
Web. 28 Dec. 2014.
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Figure 9. Carbonell, Man with Family:Post23.“Carbonell Alma.” Online video clip. YouTube. YouTube, 16 Dec.
2014. Web. 28 Dec. 2014.

Figure 10. Carbonell, Tomatoes and Mozzarella: Post23. “Carbonell Alma.” Online video clip. YouTube.
YouTube, 16 Dec. 2014. Web. 28 Dec. 2014.
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Figure 11. Carbonell, Olive Bottle: Post23. “Carbonell Alma.” Online video clip. YouTube. YouTube, 16 Dec.
2014. Web. 28 Dec. 2014.

Pescanova
Pescanova, the Spanish fishing company, produced an advertisement that also showed
characteristics relating to Spain’s high uncertainty avoidance culture. In the video, a woman goes to her
freezer in her kitchen and gets out a box of Pescanova frozen fish. Her kitchen immediately starts rocking
as if on a boat and a fishing captain walks in the door. He asks for fish for dinner and another fisherman
appears and says, “Of course, Captain” in Spanish. The fisherman then describes the frozen fish to the
captain and prepares it for the woman and the captain. At the end, the audience finds that the woman is
actually daydreaming and the captain is really her husband. The final line of the video is “Aún mas fresco,
aún mas sabrosa.” This translates to “even more fresh, even more tasty.”
This video displays elements of Hofstede’s cultural dimensions, specifically uncertainty
avoidance. The level of freshness is very important to societies with high uncertainty avoidance like
Spain. It is much more emphasized than in low uncertainty avoidance cultures, such as the United States.
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Even though this fish is frozen, the advertisement makes sure to stress that the fish is fresh. The slogan at
the end, “Even more fresh…” emphasizes the theme of freshness in the advertisement. Not only does this
advertisement represent the significance of freshness, but it also is indicative of the importance of
expertise during an advertisement. The captain and the fisherman are experts in regard to all aspects of the
fish, including freshness. These two men act as spokespeople for Pescanova while bringing a level of
credibility and expertise through their appearance. This Spanish advertisement exemplifies important
cultural aspects of Hofstede’s dimensions.

Figure 12. Pescanova, Freezer: MIguel GARGILIANO. “PESCANOVA.” Online video clip. YouTube.
YouTube. 29 Jan. 2012. Web. 28 Dec. 2014.
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Figure 13. Pescanova, Captain: MIguel GARGILIANO. “PESCANOVA.” Online video clip. YouTube.
YouTube. 29 Jan. 2012. Web. 28 Dec. 2014.

Figure 14. Pescanova, Prepared Fish: MIguel GARGILIANO. “PESCANOVA.” Online video clip. YouTube.
YouTube. 29 Jan. 2012. Web. 28 Dec. 2014.
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Cinfa
An advertisement from Cinfa, a Spanish pharmaceutical company, also shows important
characteristics of Hofstede’s cultural dimensions. The advertisement is for a skin cream, B+, which works
to resolve skin imperfections. The video is very detailed with thorough explanations of how the cream
functions to improve the skin. It goes through step-by-step details of how the cream works. The
commercial has diagrams explaining the cream as well as the parts of the skin that it affects.
This pharmaceutical commercial was representative of the high uncertainty culture of Spain. It is
common for consumers in this culture to require the extra explanation that this advertisement provided.
Customers want specifics of how the product works in order to feel comfortable with a product. This
advertisement was very representative of that aspect. For example, the video had step-by-step details of
the cream and how it works. This could seem tedious to consumers in the United States, but in Spain it
provides reassurance of the product. The Cinfa skin cream showed how uncertainty avoidance is
demonstrated in advertisements in Spain.

Figure 15. Cinfa, Skin: Be+Cinfa, “Be+ Cuidad Piel Grasa Adulta.” Online video clip. YouTube. YouTube. 30
Sep 2013. Web. 15 Jan. 2015.
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Figure 16. Cinfa, Step 1: Be+ Cinfa.“Be+ Cuidad Piel Grasa Adulta.” Online video clip. YouTube. YouTube. 30
Sep 2013. Web. 15 Jan. 2015.

Figure 17. Cinfa, Step 2: Be+ Cinfa.“Be+ Cuidad Piel Grasa Adulta.” Online video clip. YouTube. YouTube. 30
Sep 2013. Web. 15 Jan. 2015.
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Figure 18. Cinfa, Skin Cell: Be+ Cinfa.“Be+ Cuidad Piel Grasa Adulta.” Online video clip. YouTube. YouTube.
30 Sep 2013. Web. 15 Jan. 2015.
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Chapter 4
Advertisements from the United States

Next, advertisements from the United States will be analyzed in order to identify aspects of
Hofstede’s cultural dimensions.

Dove Chocolate
First is an advertisement from Dove Chocolate, which is part of the Mars Company (an American
brand). This is a 15 second video that depicts a young woman eating a frozen Dove Chocolate ice cream
bar. It is a close up of her face as she is enjoying the ice cream. As she finishes the bar, the ice cream stick
says, “Eat Up Your Moment.”
This advertisement is consistent with Hofstede’s cultural dimensions in the United States. The
commercial shows very individualistic elements. First, the woman is alone throughout the entire
advertisement. She eats the ice cream in solitude without anyone to share or enjoy it with, but she clearly
is enjoying herself. This is to be expected for a very individualistic country such as the United States. At
the end of the advertisement, the ice cream stick says, “Eat Up Your Moment.” The language used in this
slogan is individualistic. The use of “your” is more commonly used in individualistic advertising rather
than collectivistic. The slogan is telling the consumer to enjoy his or her moment. The phrase is
characteristic of individualistic advertising and is attention grabbing to the targeted culture. This Dove
advertisement displays the implications of Hofstede’s dimensions in advertising.
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Figure 19. Dove Chocolate, Ice Cream Bar: Jsmmusicology. “Dove ‘Eat Up Your Moment.’” Online video clip.
YouTube. YouTube, 5 Mar. 2012. Web. 15 Jan. 2015.

Figure 20. Dove Chocolate, Woman with Ice Cream: Jsmmusicology. “Dove ‘Eat Up Your Moment.’” Online
video clip. YouTube. YouTube, 5 Mar. 2012. Web. 15 Jan. 2015.

39

Figure 21. Dove Chocolate, "Eat Up Your Moment”: Jsmmusicology. “Dove ‘Eat Up Your Moment.’” Online
video clip. YouTube. YouTube, 5 Mar. 2012. Web. 15 Jan. 2015.

Under Armour
Another excellent representation of individualism in advertising in the United States is a
commercial by Under Armour. Under Armour is an American company and produced a video featuring a
famous ballet dancer, Misty Copeland. The commercial begins with her practicing ballet alone in a mostly
empty studio. In the background, a rejection letter listing all the reasons why she will not become a
successful ballerina is being read by a young girl’s voice. The video then moves to show Copeland
dancing on a large stage. Underneath the words, “Misty Copeland, Ballerina Soloist, American Ballet
Theater,” appear. At the end of the commercial the Under Armour logo is displayed along with the
slogan, “I Will What I Want.”
This advertisement by Under Armour is an extremely individualistic advertisement, which is why
it is fitting that it was produced by an American company and features an American athlete. Similar to the
Dove Chocolate video, throughout the entire video, Copeland is only shown alone. She is depicted
practicing alone in an empty room and also alone on a large stage. This solitude is very important to the
individualistic culture. The slogan “I Will What I Want,” is one of the most meaningful aspects of the
advertisement in terms of individualism. The language used in it is very powerful. The word “I” is used
twice, which signifies individualism. Not only that, but the overall message is very individualistic. “I Will
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What I Want” is representative of the individual being concerned primarily with him or herself. This is
an extremely individualistic message presented by Under Armour and is clearly aligned with Hofstede’s
cultural dimensions.

Figure 22. Under Armour, Copeland: Under Armour. “Misty Copeland- I WILL WHAT I WANT :30.” Online
video clip. YouTube. YouTube, 10 Sep. 2014. Web. 20 Jan. 2015
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Figure 23. Under Armour, Copeland Under Armour. “Misty Copeland- I WILL WHAT I WANT :30.” Online
video clip. YouTube. YouTube, 10 Sep. 2014. Web. 20 Jan. 2015

Figure 24. Under Armour, "I Will What I Want:" Under Armour. “Misty Copeland- I WILL WHAT I WANT
:30.” Online video clip. YouTube. YouTube, 10 Sep. 2014. Web. 20 Jan. 2015
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Miller Lite
Another commercial that represents individualism very well is presented by Miller Lite, which is
sold by MillerCoors (a United States company). Most of the commercial is a close up of beer being
poured. There is holiday music playing in the background. The narration says, “It’s been said that we are
all unique little snowflakes. Miller Lite just happens to be a less filling unique little snowflake brewed to
have more color and taste. You be the snowflake you are and we’ll be the snowflake we are. Happy New
Year. It’s Miller Time.” The commercial ends with the beer in a glass next to a Miller Lite bottle and an
out of focus couple on the couch with holiday lights decorating the room.
This commercial has individualistic tones that represent the United States’ culture. The narration
of the advertisement emphasizes strongly the importance of being unique. The snowflake analogy is used
to describe the viewers of the commercial. By saying that the consumers watching the commercial are
unique, the company is able to appeal to their individualistic nature. The company then goes on to say that
the beer itself is a unique snowflake. Miller Lite is attracting consumers of the United States by saying
that their beer is unique and different from other beers. They believe that this will help them gain
customers. Miller Lite is clearly demonstrating the individualistic tendencies of the United States in this
advertisement.
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Figure 25. Miller Lite, Snowflake Advertisement: Miller Lite. “Miller Lite/Snowflake.” Online video clip.
YouTube. YouTube, 9 Jan. 2015. Web 14. Jan. 2015.

Figure 26. Miller Lite, Beer on Table: Miller Lite. “Miller Lite/Snowflake.” Online video clip. YouTube.
YouTube, 9 Jan. 2015. Web 14. Jan. 2015.
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Nyquil
Not only do commercials from the United States represent individualism, but they also contain
elements of the low uncertainty avoidance culture of the country. For example, a NyQuil commercial,
which is produced by the American company, Proctor and Gamble, shows these characteristics. The
commercial begins with a man coughing into a tissue and appearing very ill as a phone rings in the
background. He opens a door and says, “Dave, I’m sorry to interrupt—I gotta take a sick day tomorrow.”
The video then shows that the man is talking to a baby in a crib. The words “Dads don’t take sick days,
Dads take NyQuil” then appear on the screen and the man is shown sleeping soundly in his bed. The
slogan at the end of the commercial is “The nighttime, sniffling, sneezing, coughing, aching, fever, best
sleep with a cold, medicine.”
There are various aspects of this NyQuil advertisement that represent the low uncertainty
avoidance culture of the United States. This advertisement is for a medical product. As mentioned
previously, in high uncertainty avoidance cultures, often for medical products the advertisement is
serious. An expert, maybe a doctor in a white coat, presents the product. However, in a low uncertainty
avoidance culture, like the United States, humor or parodies are used more frequently (de Mooij, “Global
Marketing and Advertising” 291). This NyQuil advertisement represents how humor is used in a low
uncertainty avoidance country. The advertisement uses humor to attract the consumer and does not have
the serious tone that other medical advertisements may contain. Even the slogan of the brand NyQuil,
“The nighttime, sniffling, sneezing, coughing, aching, fever, best sleep with a cold, medicine,” is not
serious at all and contains some element of humor. This commercial works well in the low uncertainty
avoidance culture of the United States.
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Figure 27. NyQuil, Sick Man: Meriel Amanda. “Dave-Vicks Nyquil Commercial (2014).” Online video clip.
YouTube. YouTube, 17 Dec. 2014. Web. 15 Jan. 2015

Figure 28. NyQuil, "Dads Don't Take Sick Days:” Meriel Amanda. “Dave-Vicks Nyquil Commercial (2014).”
Online video clip. YouTube. YouTube, 17 Dec. 2014. Web. 15 Jan. 2015

46

Figure 29. NyQuil "Dads Take NyQuil:" Meriel Amanda. “Dave-Vicks Nyquil Commercial (2014).” Online
video clip. YouTube. YouTube, 17 Dec. 2014. Web. 15 Jan. 2015

Figure 30. NyQuil, Slogan: Meriel Amanda. “Dave-Vicks Nyquil Commercial (2014).” Online video clip.
YouTube. YouTube, 17 Dec. 2014. Web. 15 Jan. 2015
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Lipitor
Another advertisement that demonstrates the low uncertainty culture of the United States is one
by Lipitor, owned by Pfizer, a U.S. based company. The commercial begins with an attractive older man
walking up to a swimming pool and laying down his towel. He begins stretching and warming up as
women around the pool stare at him. Statistics about him are being shown on the screen such as “push
ups: 75, sit ups: 100, daily laps: 50.” As he is about to jump in the pool the statistic “Total Cholesterol:
258” is shown and he flops into the pool. Then the words “No body is perfect” appear. The narrator then
goes on to say, “When diet and exercise aren’t enough, adding Lipitor can lower your bad cholesterol
from 39% to 60%. In fact, more cardiologists surveyed would prescribe Lipitor for their own family
members.” The side effects of the medicine are then listed as the man is shown swimming through the
pool more gracefully.
This advertisement exemplifies the low uncertainty avoidance culture of the United States in
several different ways. First, similar to the NyQuil commercial, humor is very heavily used in this
advertisement. High cholesterol is more serious than having a cold, but humor is still used in the
advertisement. The cheery music in the background of the advertisement, the women checking the man
out, as well as the man belly flopping into the pool, all give the commercial a very light and humorous
tone. The slogan “No body is perfect” is a clever use of language that added to the light-hearted
atmosphere of the commercial. Besides the humorous nature, in low uncertainty cultures, the end result is
the most important part of a commercial. Unlike high uncertainty cultures, a product demonstration isn’t
necessary and neither is a step-by-step explanation (de Mooij, “Global Marketing and Advertising” 289).
In this advertisement, there is no explanation of how Lipitor is going to work to lower cholesterol; the
narrator only says that it will lower cholesterol. This is normal for the low uncertainty avoidance culture
of the United States. This Lipitor commercial produced by Pfizer is a very good demonstration of low
uncertainty avoidance.
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Figure 31. Lipitor, Man by Pool: MMMawards. “Lipitor Commercial.” Online video clip. YouTube. YouTube,
28 Mar. 2013. Web. 21 Jan. 2015.

Figure 32. Lipitor, Women: MMMawards. “Lipitor Commercial.” Online video clip. YouTube. YouTube, 28
Mar. 2013. Web. 21 Jan. 2015.
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Figure 33. Lipitor, Total Cholesterol: MMMawards. “Lipitor Commercial.” Online video clip. YouTube.
YouTube, 28 Mar. 2013. Web. 21 Jan. 2015.

Figure 34. Lipitor, "No body is perfect." MMMawards. “Lipitor Commercial.” Online video clip. YouTube.
YouTube, 28 Mar. 2013. Web. 21 Jan. 2015.
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Chapter 5
Summary of Findings and Conclusion
The advertisements from the United States and from Spain provide a sample from which
insight can be drawn about how much the implications of Hofstede’s cultural dimensions are present in
advertising. The advertisements analyzed span a wide product category and display various brands from
each country. These specific advertisements were chosen because of the clear representations they
provide of the predicted cultural differences of Spain and the United States. More definitive results could
be obtained from examining advertisements within the same product category or a specific brand in order
to determine more conclusive evidence of the causes of the differences in culture. Further investigation of
advertisements from closer product categories or brands would likely provide valuable insight into this
topic of research. However, through the collection of the various commercials from Spain and from the
United States, a comparison can be made about how the cultural dimensions were displayed within the
advertisements. First, the amount that individualism or collectivism was displayed in the advertisements
will be discussed. Then the representation of high and low uncertainty avoidance will be examined.
Finally, the overall findings of the advertisements will be summarized.
Individualism and collectivism is a very important dimension to Spain and the United States.
These cultural dimensions were identifiable in the commercials in each country. In Spain, elements of
collectivism were shown in the commercials frequently. The importance of the group and the use of
language were two of the most important factors in the depiction of the collectivistic values of Spain. The
McDonald’s España, Mahou, and Carbonell advertisements were all strong examples of collectivism
being portrayed. Togetherness was found to be a key theme in advertising in Spain. In all three of these
advertisements, being a part of a group was strongly emphasized and valued. In the McDonald’s
advertisement, the boy was happiest when he was eating his happy meal with his friends. Similarly, the
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Mahou advertisement showed the friends doing everything they could to make Javier become part of the
group again. Also, Carbonell depicted a man being joined by his family as he cooked a dinner for them.
These advertisements strongly reflected the value of the group—one of the most important aspects of
collectivism in Spain. In addition to the importance of being a part of the group, the language used in the
advertisements was important to representing the collectivistic nature of Spain. The slogans used in the
advertisements for McDonald’s and Mahou displayed elements of collectivism. The translated slogan of
McDonald’s, “Everyone happy. Everyone together.” and that of Mahou, “Everyone or no one,” exemplify
the culture of Spain. They correspond to the idea that being a part of a group is an important part of life
and being happy. The language used throughout the advertisements did not use pronouns such as “I” or
“you.” Instead it often represented the group and ideas related to sharing. The collectivistic tendencies in
the Spanish advertisements were prevalent.
In contrast, in the United States, many advertisements were very individualistic. The United
States is rated extremely high in individualism and this was demonstrated through many of the
commercials examined. The Dove Chocolate, Under Armour, and Miller Lite commercials were
representative of this cultural dimension in the United States and the common advertising implications
that occur with it. In contrast to the collectivistic advertisements from Spain, in the United States, being
alone and being unique was portrayed frequently. Also, the language was very different from that used in
the Spanish advertisements. First, in the Dove Chocolate commercial and the Under Armour commercial,
the individuals in the advertisements were alone throughout the entire video. Unlike Spanish
advertisements, being alone is often a good thing, and so this was portrayed positively in both of the
advertisements. It was one of the most emphasized aspects of each of the commercials. Also, the Miller
Lite commercial was narrated throughout the entire video and was focused on uniqueness. The snowflake
analogy used in the video compared the consumer to a snowflake as well as the Miller Lite beer. This
uniqueness relates to the importance of the individual. Additionally, the language used in the
advertisements was very individualistic. The slogans used in the Dove campaign (“Eat up your moment”)
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and Under Armour (“I Will What I Want”) were very strong individualistic messages. They both used
“your” or “I” and urged the consumer to do what he or she desired. The slogans were encouraging
individualistic tendencies. These three advertisements reflected the high amount of individualism in the
United States.
The advertisements from Spain and the United States also portrayed the levels of uncertainty
avoidance clearly. Through the emphasis on purity and freshness, Spain’s high uncertainty avoidance
culture was depicted in various advertisements. Also, in pharmaceutical commercials, the degree of
seriousness and the amount of detail allowed insight into the culture of both the Spanish and U.S.
advertisements.
First, the high uncertainty avoidance was made very noticeable through several of the
advertisements by the use of freshness in the advertisements and purity. Carbonell and Pescanova used
these concepts in their advertisements. The olives in the bottle of Carbonell were key to providing an
element of purity to the brand. This is common in high uncertainty avoidance cultures such as Spain.
Additionally, the Pescanova translated slogan was “even more fresh…” This again is emphasizing the
importance of freshness. Purity and freshness are extremely important to high uncertainty avoidance
cultures, such as Spain, and the analysis of the commercials proved that this carries through to
advertising.
In addition to the importance of freshness and purity, the pharmaceutical companies of Spain and
the United States had different advertising approaches that represented their high and low uncertainty
cultures. The Cinfa advertisement provided a very detailed explanation of the process including step-bystep diagrams of the skin cells. This is common in high uncertainty avoidance cultures, where consumers
desire more explanation for products such as this. The commercial was also relatively serious. The Cinfa
advertisement showed a great deal of the high uncertainty avoidance characteristics. However, the
advertisements from the United States were very different. The Nyquil and Lipitor advertisements both
portrayed the low uncertainty avoidance culture of the country. There was a great deal of humor used in
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both of the advertisements. The slogans in both of the commercials, “Dads don’t take sick days, dads take
Nyquil,” and “No body is perfect,” both contained elements of humor and parody. Both advertisements
were very light-hearted; neither the cold nor high cholesterol was taken too seriously. Also, unlike the
Cinfa advertisement, there was no detailed explanation for either product. Instead the end result was the
focus. The man’s cold was fixed in the Nyquil commercial and the other man was swimming more
smoothly at the end of the Lipitor commercial. These commercials both showed the end result of the
product and did not mention how this result would be obtained. The Spanish and U.S. advertisements
both displayed unique elements portraying their degrees of uncertainty avoidance.
Implications of Hofstede’s cultural dimensions can be found in advertising in both Spain and the
United States. Differences in the advertisements of both countries were noticeable and correlated with
their cultural dimensions. In Spain, collectivism was perceptible in advertisements through the use of ingroups and sharing, while in the United States, its extreme individualism was represented through strong
language and the depiction of individuals. Additionally, the high uncertainty avoidance of Spain was
represented through the significance placed on freshness and purity in advertisements. Also, extremely
detailed, step-by-step commercials displayed Spain’s uncertainty avoidance. In contrast, in the United
States much more humor was used and the end result was of stronger importance. Hofstede’s cultural
dimensions were strongly represented in advertisements from both Spain and the United States.
Distinctions between cultures are often reflected through the variations in advertisements in
different countries. By studying advertisements through the window of Hofstede’s cultural dimensions,
the differences between the American and Spanish culture are visible. Advertisements that are appealing
in the United States may prove to be unsuccessful in Spain due to variations in the two cultures. It is
evident that the culture of a country must be considered when developing a marketing campaign. These
differences in ideals and social norms affect not only people’s actions, but also their fundamental ideas
and perceptions, and must be recognized. Cultural influences are of a pervasive nature and the
implications are largely present in Spanish and American advertising.
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Appendix A
Advertisements from Spain
Carbonell
https://www.youtube.com/watch?v=BXGuw9g_JNE
Cinfa
https://www.youtube.com/watch?v=mapEQrSHSCE
McDonald’s
https://www.youtube.com/watch?v=YZfE8SzQRx0
Mahou
http://www.youtube.com/watch?v=q7K30NIlqwU
Pescanova
https://www.youtube.com/watch?v=dN6Ycpn28VA
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Appendix B
Advertisements from the United States
Dove
https://www.youtube.com/watch?v=taitLx5Nvf4
Lipitor
https://www.youtube.com/watch?v=2YU5cr7MLu0
Miller Lite
https://www.youtube.com/watch?v=Lwu8mzHSOcU
NyQuil
https://www.youtube.com/watch?v=Hm6eceDa_2E
Under Armour
https://www.youtube.com/watch?v=rtX91YGaBXw
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