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ABSTRACT
This study compares the cultural values in television advertising between
Malaysia and the United States. Malaysia is a growing Muslim nation with a diverse
population that has a number of ethnic groups with their own individual habits and
traditions. United States is Malaysia’s fourth largest trading partner. With the growing
relationship between the two countries, it is important that companies and advertisers
understand the cultural differences and similarities of both countries. This study used a
content analysis method, where commercials were taken from television media channels
of both countries during their prime time over the period of September 2014. Cheng and
Schweitzer’s (1996) modified version of 32 cultural values are used for coding. The study
indicated that Malaysia portrayed similar to cultural values from the American
advertisements. Thus, the results showed no significant differences in cultural values of
TV ads of both countries due to modernization of Malaysia in the last two decades. These
findings are consistent with Khairullah and Khairullah’s (2013) results, where they
concluded that the Indian society is adopting Western cultural values, thus suggesting
modernization. The findings contribute to the debate of localization versus
standardization in global marketing.
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Chapter 1: Introduction
Understanding cultural differences is a necessity for successful global advertising
(Kalliny & Gentry, 2007). Cultural awareness is crucial in international marketing
because consumers are more willing to respond to messages that are consistent with their
cultural values. Furthermore, the future of international marketing will be to focus on the
details of particular cultures. As a result, one of the challenges that multinational
marketing companies face is the issue of standardization versus localization, that is,
whether to portray the same advertising messages and tools across nations or to adapt to a
particular foreign country’s culture (Cheong, Zheng, & Kim, 2011). This is a rising issue
particularly in an emerging Southeast Asian country – Malaysia.
This study will contribute to the international marketing literature by filling the
research gap regarding Malaysian television advertising. Malaysia is a growing economy
of an upper-middle income country with an open economy. As of 2013, Malaysia had a
gross domestic product (GDP) of $313.2 billion U.S. Dollars (World Bank, 2015). In the
last quarter of 2013, the GDP expanded at a faster pace of 2.1%, up from 1.7% in the past
3-month period. In addition, Malaysia’s GDP is forecasted to grow from 5.7% in 2015 to
5.1% and 5.2% in 2016 and 2017, respectively. Malaysia has also progressed from being
a producer of raw materials (tin and rubber) to a diversified economy and a leading
exporter of electrical appliances, electronic parts and components, palm oil, and natural
gas (World Bank, 2015). Since Malaysia stands at 11 in the ranking of 189 countries on
the ease of trading, the country has the potential to grow its economy, as well as increase
its relationship with foreign countries (World Bank, 2014).
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Furthermore, with the integration of the Asia-Pacific Economic Cooperation
(APEC), Malaysia, as one of the APEC nations, will have the opportunity to become a
growing market. APEC is a forum that promotes economic growth, cooperation, trade,
and investment in the Asia-Pacific region. APEC enhances growth in the region by
supporting free and open trade investment. This will allow opportunities for Malaysia to
grow even stronger in international trade and investment. Thus, with the growing
economy in Malaysia, it is imperative that international businesses understand the
Malaysian market. This thesis will also shed some light on the current television
advertising market in Malaysia – thus, benefitting global marketers.
Malaysia acts as a leading voice for Muslim countries by being an active
participant in the Organization of Islamic Conferences (OIC), as well as launching the
initiative of the Global Movement of Moderates (GMM) (Rinhart, 2014). These
involvements help the country to improve the public image of Muslims worldwide. Thus,
Malaysia could also be representative of other Muslim Southeastern countries as majority
of Malaysians are Muslim. Global marketers can apply the results from this study to other
Muslim countries in the Southeast, such as Indonesia, Brunei, and elsewhere. The
comparison between Malaysia and the United States is also imperative as it could imply
cultural changes, such as modernization, especially since Malaysia is a conservative
country.
The partnership between the United States and Malaysia is an important strategy,
as the former country is rebalancing its resources and attention to the Asia-Pacific region
(Rinehart, 2014). The two countries are major trading partners, where Malaysia was the
25th largest market for U.S. exports in 2013, and the 18th largest supplier of U.S. imports.
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On the other hand, the United States was Malaysia’s 4th largest export market and the 4th
largest supplier of imports. The partnership is further strengthened from both countries’
involvement in the Trans-Pacific Partnership Negotiations (TPP), which aims to create
trade agreement among the 12 countries.
However, Malaysia faces some restrictions and issues, which hinder bilateral
trading between the country and the United States. These issues include Malaysia’s
government procurement policies, provisions for intellectual property rights protection,
and market access for key commodities and services. The country limits foreign
ownership in certain sectors, which consequently blocks access for U.S. companies to
enter the Malaysian market. Thus, understanding Malaysia’s television advertising will
aid in marketers and businesses that want to enter the country’s market.
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Chapter 2: Literature Review
Post marketing studies have examined cultural values in television advertising.
Most of these studies focused on comparing two different cultures in order to find any
similarities or differences (Khairullah & Khairullah, 2013; Lin, 2001; Punyapiroje &
Morrison, 2007; Kalliny & Gentry, 2007).

Ultimately, these prior studies took the

findings and applied them to the major challenge that international marketers face today:
the debate of localization vs. standardization. Essentially, these authors concluded that
international marketers have to take the cultural differences into account. Understanding
a foreign culture plays a crucial role in marketing products and services effectively, as
consumers are more responsive to advertising messages that pertain to their own unique
cultures. Thus, examining prior studies will allow this current thesis to analyze what has
been done and found regarding cultural values in television advertising, and what still
needs to be done in the future.

2.1. Background of Malaysia and the United States
2.1.1. Malaysia. Malaysia is located in Southeast Asia. It borders with Thailand,
Brunei, and Indonesia. As of July 2013, Malaysia had an estimated population of
29,628,392. Malaysia is considered “Truly Asia” in the world of tourism due to the fact
that it is a melting pot of many cultures. There are five ethnic groups in Malaysia: Malay
(50.4%), Chinese (23.7%), native (11%), Indian (7.1%), and others (7.8%) (Central
Intelligence Agency, 2014). There are many languages that are spoken in Malaysia:
Bahasa Malaysia (the official language), English, Chinese, Tamil, Thai, and many
dialects. This ethnic diversity is also manifested through the different religions including
Muslim (60.4%), Buddhist (19.2%), Christian (9.1%), Hindu (6.3%), traditional Chinese
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religions (2.6%), no religion (0.8%), and unknown (1.5%). These statistics suggest that
Malaysia is an Islamic country. Islamic religion plays a major part in how marketers use
visuals, texts, and audio in their advertisements. Abdullah and Lim (2001) described
Malaysia as a “minefield of cultural sensitivities.” He argued that despite the various
languages, cultures, and religions, the people of Malaysia have managed to coexist
harmonically in one nation.
However, even with the diverse cultures, the regulation for advertising is strict in
Malaysia due to the government’s cautious stance towards foreign cultural influences
appearing in advertisements (Wah, 2005). In addition, Wah mentioned that the
Advertising Code for Television and Radio, a policy established by the Ministry of
Information in Malaysia, restricts the adaptation or projection of foreign culture that is
not acceptable to the Malaysian society. This restriction depicts that Malaysia is
conservative in its advertising content and presentation.

2.1.2. The United States. The United States is located in North America
(between Canada and Mexico), and borders both the North Atlantic Ocean and the North
Pacific Ocean. Compared to the size of Malaysia, the United States is far bigger in size
and in population, with 316,438,601 people reported in July 2013 (Central Intelligence
Agency, 2014). Similar to Malaysia, the United States has a diverse ethnicity. According
to the CIA Factbook, the biggest groups include Caucasian (including Hispanics) (80%),
African American (13%), and Asian (4.43%). Unlike Malaysia, English is the official
language in the United States, with 82.1% people speaking it, followed by Spanish at
10.7%. The CIA Factbook also outlines how the majority of the people are of the
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Protestant religion (51.3%), followed by Roman Catholic (23.9%), Mormon (1.7%),
Jewish (1.7%), Buddhist (0.7%), and Muslim (0.6%). Comparing Malaysia and the
United States, Muslims are a minority in the latter country, whereas they are a majority in
Malaysia. These statistics suggest that there might be a difference in religious messages
portrayed in potential television advertisements.
Prior studies have described the American culture. For example, Lin (2001)
claimed that the U.S. way of life is more focused on individualism and has a greater
emphasis on “self-reliance” (p. 83). The study further stated that the U.S. culture is
future-oriented, emphasizing on change and movement. On the other hand, Malaysia has
a normative culture. Such society prefers to maintain traditions and norms while viewing
social changes with suspicion (Hofstede, 2011). This conservativeness is further reflected
through Malaysia’s advertising regulations, which this study will discuss.

2.2. Significance of Cultural Values in Advertisements
Prior studies have examined and compared cultural values in television
advertising in Western and Eastern countries. These studies looked at the different types
of cultural values portrayed in India (Khairullah & Khairullah, 2013), China (Zhang &
Gelb, 1996), and Thailand (Punyapiroje & Morrison, 2007) and how their values differ
from those in Western countries such as the United States and the United Kingdom. In
addition, there have been prior studies focusing on television advertising in Malaysia.
However, these studies did not conduct comparative analysis between Malaysia and other
Western countries – thus, there is a research gap regarding how Malaysia’s television
advertising differs to that of Western countries. In this section, the author will examine
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findings from prior studies regarding television advertising in Malaysia, as well as
findings from studies that have looked at cultural values in television advertising.

2.2.1. Television Advertising in Malaysia. Waller and Fam (2000) examined
Malaysian media professionals’ perceptions regarding the advertising restrictions in their
country. Specifically, their study analyzed the Advertising Code for Television and Radio
(1990), where it states that culture and religion go hand-in-hand in Malaysia. The Code
heavily promotes Islamic values, affecting the content, dress code, and messages in
advertisements. Waller and Fam found that due to religious and cultural sensitivity, ads
for certain products such as female contraceptives and hygiene products were omitted on
the mass media. Consequently, these restrictions could hinder foreign companies’
advertising strategies in Malaysia. The authors concluded that marketers must be aware
of various marketing environmental differences, which they should address when
entering a new market such as Malaysia. Consequently, analyzing the advertising
restrictions in a foreign country will help marketers to better understand business
communications in Southeast Asia, particularly in the Muslim countries.
Similar findings are shown in Wah’s (2005) study where he compared cultural
values portrayed in Malaysian and Singaporean television commercials. His study
focused on the effect of religion on television content. His findings showed that the “sex”
cultural value was completely absent in Malaysian commercials, whereas it was found
twice in Singaporean advertisements. Wah’s reasoning was that Islam plays a big role in
the formation of advertising guidelines. He also made an argument that the advertising
restrictions in Malaysia could discourage future advertisers from doing business in the
country.
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These restrictions already hint that cultural values portrayed in T.V. commercials
in Malaysia and the United States will differ to a great extent because Malaysia’s
advertising is determined by the Islamic beliefs. According to a study by Erdogan, Fam,
and Waller (2002), Islamic is based on the belief that “spiritual, social, political, and
economic” values create a unity that must be incorporated into Islamic values (p. 541).
The abovementioned authors found that their Muslim respondents consider the
advertising of gender/sex related products, social/political groups, and health care
products the most offensive (Erdogan, Fam, & Waller, 2002). Thus, their findings
addressed how the Islamic religion affects advertising content.
Even though these studies provide background information on Malaysian
television advertising and the effect of Islamic beliefs, they do not give insight to how
Malaysia’s use of cultural values in its advertisements differs to those of other countries,
particularly Western countries, in which the cultures are significantly different.

2.2.2. Cultural Values in Advertising. Culture is defined as the “pattern of
values, traits, or behaviors shared by the people within a region” (Herbig, 1998, p.11).
Many studies have focused on the relationship between culture and advertising – mostly
on comparing Asian countries and the United States (Khairullah & Khairullah, 2013; Lin,
2001; Punyapiroje & Morrison, 2007; Kalliny & Gentry, 2007). It is crucial to study
cultural values in advertising as it is “seen as a mirror that only reflects and exposes
existing cultural values and behaviors” (Pollay, 1986). Often, advertisements portray
cultural values that are understood and accepted by the target audience.
Khairullah and Khairullah (2013) examined the cultural values depicted in Indian
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television commercials. Specifically, they analyzed the cultural values found in Indian
T.V. commercials and compared them to the Western brands portrayed in Indian T.V.
commercials. Their findings outlined that there were several common cultural values
between the T.V. commercials of Indian and Western brands and that their statistical
analysis showed no significant difference between the cultural values in these two brands.
Khairullah and Khairullah concluded that the findings reflect the impact of globalization,
as seen as how marketers promote both Eastern and Western cultural values in their
advertising campaigns. The reason for this finding may be attributable to the concept of
“global village,” in which the world is considered as a single community due to
technological advancements (Dixon, 2009). The emergence of worldwide TV programs
creates global village, where consumers expect identical benefits and treat advertising
messages similarly, irrespective of religion, nationality, and residence (The State
University of New York, 2015).
On the other hand, Kalliny and Gentry (2007) argued that ads produced in one
country should not simply be standardized or directly translated for use in another. They
compared the cultural values used in T.V. commercials in the Arab region and the United
States. Their findings showed that these two cultures are different due to their religious
backgrounds. They concluded that advertisers should pay special attention to significant
religious values because it would be a great offense if advertisers were to go against
them. However, Kalliny and Gentry made a similar point to Khairullah and Khairullah’s
(2013), as they assumed that the similarities were due to the influences from the Western
world.
Similar to Kalliny and Gentry, Lin (2001) examined cultural values in television
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commercials in China and the United States. Lin found that there were significant
differences between the cultural values between these two countries. For example, she
found that group consensus appeals were more apparent in Chinese commercials whereas
individualism was mostly manifested from the American commercials. Lin argued that
despite Western influences, Chinese ads still retain characteristics of the Chinese culture
– which implies localization – where American products in China have been localized
and are made into Chinese versions.
In short, these findings suggest that non-Western countries have adopted some
cultural values from the Western world due to globalization. However, in spite of the
similarities, global marketers still have to take the differences into consideration. These
studies suggest that even with the adoption of Western cultural values, countries are still
retaining their own cultural characteristics in order to market to their audience.
This research also takes Geert Hofstede’s cultural dimensions into account to
better understand those differences between Malaysia and the United States. Geert
Hofstede’s cultural dimensions have been implemented in research regarding
international marketing and cross-cultural communication. Hofstede identified six
dimensions that varied across countries: power distance, individualism, masculinity,
uncertainty avoidance, pragmatism, and indulgence (Hofstede, 2011). Malaysia and the
United States differed significantly in the dimensions of power distance and
individualism, where the former country has a 104 score in power distance and a 26 score
in individualism (Hofstede, 2001). On the other hand, United States scored a 40 and a 91
in power distance and individualism, respectively (Hofstede, 2001). Since Malaysia
scored a 104 on the dimension of power distance, this means that the society accepts a
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hierarchical order. On the contrary, the society in the U.S. tends to minimize inequalities
and encourage individual difference with a low score of 40 in power distance.
Consequently, the encouragement in individual differences also leads to the dimension of
individualism, where the United States scored a high 91. People in an individualistic
society tend to look after themselves, whereas people in a collective society, such as
Malaysia, tend to integrate into groups (Hofstede, 2011). Although these dimensions do
not illustrate the two country’s cultures as a whole, they allow us to gain some insight
into the cultural differences.
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2.2.3. Sources of Cultural Values. Many prior studies that examined cultural
values adopted some of Pollay’s (1986) list of 42 advertising appeals and a list of appeals
identified by Mueller (1987). Mueller studied the extent to which traditional or modern
values existed in Japanese advertisements. He proposed two categories of appeals: 1)
traditional and 2) Westernized and modern appeals. The traditional appeal included group
consensus, soft-sell, veneration of elderly and traditional, status, and oneness with nature
appeals. On the other hand, the Westernized and modern appeals included individualism
and independence, hard-sell, youth and modernity, product merit, and manipulation of
nature appeals. His study applied these appeals to the Japanese advertisements to
examine which appeals were more apparent. Many prior studies have adopted Mueller’s
list of appeals in their cross-cultural studies as it provided a good contrast between the
Western and Eastern cultures. For example, Lin (2001), examining T.V. advertising in
China and the United States, adopted Mueller’s appeals in her data and methodology. Lin
argued that Mueller’s appeals truly reflected the differences manifested between the two
distinct cultures.
Similarly, Pollay (1986) composed a list of 42 appeals that can be found in
advertisements. However, many studies did not adopt all of the 42 appeals, but instead
used Cheng and Schweitzer’s (1996) adaptation of Pollay’s appeals and created a cultural
value framework. The framework included values of: adventure, beauty, collectivism,
competition, convenience, courtesy, economy, effectiveness, enjoyment, family, health,
individualism, leisure, magic, modernity, natural, neatness, nurturance, patriotism,
popularity, quality, respect for elderly, safety, sex, status, technology, tradition,
uniqueness, wealth, wisdom, work, and youth (Cheng and Schweitzer, 1996).
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A number of authors chose to use Cheng and Schweitzer’s modified cultural
values as the values can be applied to almost all studies that examine cultural values in
advertisements. Khairullah and Khairullah (2013) took 26 cultural values out of Cheng
and Schweitzer’s 32 cultural values shown above to identify the values in Indian T.V.
commercials. Khairullah and Khairullah divided the 26 cultural values into four groups
based on descriptions and definitions adapted or proposed by past researchers. The
groups were: modern, symbolic, traditional, and utilitarian values. Likewise, Kalliny and
Gentry (2007) used nine of the values that were adopted by Cheng and Schweitzer, as
well as from studies focused on the Arab world and the United States: tradition, feminine
appearance and beauty enhancement, respect for the elderly, harmony with others,
interdependence, competitiveness, attitude toward nature, and attitude toward enjoyment.
On the other hand, Punyapiroje and Morrison (2007) employed Komin’s (2001)
nine value clusters to determine if the message strategies exhibited Thai cultural values in
Thai television commercials. In the same way, Fam and Grohs (2007) did not apply
Cheng and Schweitzer’s values but used Zandpour et al.’s (1994) strategy of examining
differences in style, information, and strategy in advertisements.
In sum, the variety in the sources of cultural values is in accordance with the
nature of the study. Both Khairullah and Khairullah (2013) and Kalliny and Gentry
(2007) compared the cultural values used in two countries with significant cultural
differences and both studies employed Cheng and Schweitzer’s cultural values.
Conversely, Punyapiroje and Morrison and Fam and Grohs focused on cultural values in
one country and in multiple countries, respectively – thus, using different analyses.
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2.2.4. Methodology Used in Cultural Value Studies. Khairullah and Khairullah
(2013) argued that content analysis is widely used when it involves advertising and
international marketing research because it “focuses on the content of verbal written, and
pictorial communications of advertisements” (p. 270). Similarly, Punyapiroje and
Morrison (2007) supported the use of content analysis by stating that it allows researchers
to capture meanings, emphasis, and themes of messages. The popularity of content
analysis suggests it is the most effective way of interpreting TV commercials.
Content analysis involves obtaining a sample of TV commercials from T.V.
programs that broadcast worldwide. Commercials were recorded during prime time
hours. Lin (2001) chose two national television networks in China, Channel One and
Channel Two, and chose cable television networks in the U.S., which were NBC, ESPN,
and A&E. Lin focused on these networks because they each provided different content,
such as sports, entertainment, or news. Alternatively, Wah (2005) chose television
networks in Singapore and Malaysia by their use of English. In Singapore, TCS 5 was
selected as the study’s sample channel as its programming was completely in English,
whereas RTM 2 was chosen in Malaysia by its high percentage of English programming.
Conversely, Kalliny and Gentry (2007) had two guidelines in selecting television
channels: 1) the channel had to broadcast nationwide, and 2) the network was accessed
for free and no subscription of any kind was required. Consequently, these three studies
suggest several criteria in selecting television channels: 1) Channels that are primarily in
English; 2) Channels that offer different content and; 3) Channels that are free and
require no subscription.
Prime time hours were taken into account when studies chose to record

15
commercials. Punyapiroje and Morrison (2007) claimed that 7:00 p.m. and 10:00 p.m.
were the most heavily viewed time period in Thailand. Likewise, Wah (2005) recorded
commercials between 7:00 p.m. and 11:00 p.m., which he stated to be the prime time
hours in Singapore and Malaysia. Lin (2001) also chose to record between the times of
8:00 p.m. and 11:00 p.m. for the Chinese and American television channels. The almost
identical prime time hours used in the studies suggested that prime time hours are almost
the same across nations.
The coding procedure consisted of coders to interpret the advertisements
according to the cultural values given. Khairullah and Khairullah (2013) were the coders
in their study examining cultural values in Indian T.V. advertising. These two authors
were first-generation Indian immigrants to the U.S, so they were fluent in both English
and Hindi. In contrast, Lin (2001) had two graduate students, one who was a native
English speaker and another a native Mandarin speaker, to code the Chinese and
American commercials.
Similarly, Wah (2005) used three undergraduate students to code the Malaysian
and Singaporean T.V. commercials. Likewise, three U.S. undergraduate students and
three bilingual Middle Eastern students coded the U.S. and Arab sample commercials,
respectively, in Kalliny and Gentry’s (2007) study. Patterns arose from examining the
coding procedures of these studies: 1) Coders were either undergraduate or graduate
students; 2) Coders were proficient in English and the language of the foreign country
and; 3) Each study consisted of 2 or more coders. The reason for having several coders is
that it eliminates bias and inaccuracy. Punyapiroje and Morrison (2007) had only one
coder to code all 255 Thai commercials. However, a second Thai native coded 50% of
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the commercials in order to reduce bias. In a similar manner, the coders in Khairullah and
Khairullah’s (2013) study compared their responses and resolved the differences through
a brief discussion, which resulted in a consensus for the appropriate cultural values to be
recorded.

2.2.5 Krippendorff’s Alpha for Intercoder reliability. Content analysis requires
data generated by trained human coders who transcribe elements of texts, pictures, or
audio for analysis (Hayes & Krippendorff, 2007). By using human observers, researchers
have to take the quality of the data into account, such as their reliability. While there are
many intercoder measures in the content analysis literature, this study will use
Krippendorff’s alpha as a measure of reliability. This particular measure can be used with
any number of observers, satisfies all criteria for a good measure of reliability, and can be
used with missing data (Hayes & Krippendorff, 2007). By using Krippendorff’s alpha,
the findings from this study will be reliable for contribution to the topic of international
marketing.

2.3. Challenges in International Marketing
A long debated issue in international marketing was the topic of standardization
vs. localization. This debate is of long duration, which can be traced from as early as
1961 (Vrontis, 2003). Vrontis argued that individuals who supported standardization
claimed that a single marketing strategy and marketing mix should be used in
international markets. On the other hand, individuals who supported localization asserted
the need for marketing adaptation to fit “the unique dimensions of each local market” (p.
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284). This means that product or service offerings should be changed to meet the local
foreign market’s needs.
However, Cheong, Zheng, and Kim (2011) presented an alternative view. They
proposed that instead of treating standardization and localization as two separate
practices, marketers should integrate them. Having partially standardized and partially
localized advertisements were much more common in international campaigns.

2.3.1. Frameworks by Prior Studies. Multiple studies have developed
frameworks regarding the challenges marketers face. Luna and Gupta (2001) developed a
framework that integrated and reinterpreted current research in cross-cultural consumer
behavior. The need for this framework was the result of the world economy becoming
increasingly cross-cultural, impacting global marketers, as they would need to understand
how culture influences consumer behavior. The framework offers a dimensionalization of
culture, provides a widely accepted definition of consumer behavior, and integrates and
interprets current research.
Similarly, Zvobgo and Melewar (2011) presented a framework as a result of the
current environment. The study mentioned how the marketing environment is becoming
increasingly competitive. Consequently, marketers would have to embrace an integrated
marketing communications (IMC) concept, the process of combining all elements of the
promotional mix to deliver consistent messages. The study also outlined the concept of
global integrated marketing communications (GIMC), the practice of IMC in
international marketing. Thus, Zvobgo and Melewar (2011) proposed a framework that
could be used to determine the factors that influence firms’ decisions to implement
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GIMC strategies. In consequence, this framework would especially help marketers be
aware of different factors in the competitive target markets. Marketers can develop and
implement appropriate marketing communication strategies.
Alternatively, Kaynak and Kara (2013) addressed a theoretical framework for
international marketing and examined a critical case of advertising that appealed to
religious, national, and cultural cues, and their impact on the ideological consumption.
The issue examined in their study was the anti-American sentiments around the world
due to recent conflicts in the Middle East and North Africa. These recent upheavals have
negatively influenced consumer judgments about American-labeled global brands in
international markets. As a result, this allows opportunities for new competitors to
emerge, which may take significant market share from global U.S. brands. The authors
concluded that it is crucial for marketers to use message strategies that will appeal to
“religious, nationalistic, and cultural cues in order to defuse ideological tensions” (p. 86).
The theoretical framework in their study outlined the consumer culture theory, which
focused on the sociocultural dimensions of consumption. Essentially, their theory
explained how symbolic meanings of products influence consumer behavior. Kaynak and
Kara asserted that culture is crucial as it influences how an individual views the world, as
well as influencing an individual’s social action and behavior. Similarly, Cheong, Zheng,
and Kim (2011) stated how values portrayed in advertisements influences consumers’
purchase decisions. They argued how advertising reflects and creates a global target
audience across nations who share the same values by portraying and communicating a
shared set of signs and symbols.
In essence, researchers agree that marketers should take into account how their
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products are being advertised. Some consumers may not respond well to certain
advertising messages that do not pertain to their own cultures, beliefs, and ideas. Thus,
one of the challenges that international marketers face is the portrayal of their products
and adapting their advertising strategies in order to cater to foreign markets while not
sacrificing consistency of the brand image. This issue motivates the current study by
comparing the cultural values illustrated in two culturally diverse countries – Malaysia
and the United States.
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Chapter 3: Research Question and Hypotheses
3.1. Research Question
1. What are the dominant cultural values portrayed in the Malaysian and United
States television advertisements?

3.2. Hypothesis
1. There is a relationship between cultural values and product categories in both
Malaysian and the United States advertisements.
2. Malaysian advertisements use more traditional values than advertisements from
the United States.
3. Malaysian advertisements use more symbolic values than advertisements from the
United States.
Geert Hofstede’s cultural dimensions provide reasoning for the third hypothesis.
Cheng and Schweitzer (1996) placed values such as “enjoyment,” “leisure,” and
“collectivism” as symbolic values. According to Hofstede’s cultural dimensions,
Malaysia scores a high score of 57 in the dimension of “indulgence” (2011). In addition,
societies with a high score of indulgence place a high priority in leisure time, where they
exhibit enjoyment by giving in to their impulses and desires. In addition, Malaysia is a
collectivistic society, meaning it fosters strong relationships and values organizational
benefits (Ting & Ying, 2013). Thus, Hofstede’s cultural dimensions suggest that
Malaysia may use symbolic values in its advertisements to appeal to the Malaysian
consumers.
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Chapter 4: Data and Methodology
4.1. Sampling Method
Three television channels were chosen for the Malaysian sample: Star World, TV
3, and TV 2. These channels were chosen because they have the highest percentage in
terms of viewers in the country and cater to the general audience. TV 3 and TV 2 show
both Malaysian and English programs, as well as news. Star World consists mostly of
entertainment content and is primarily in English. The American channels that were
chosen are: NBC, CBS, and ABC. Likewise, these channels were chosen because they
have the highest percentage of viewers and provide a broad range of content. The local
times for taping was from 7 p.m. to 10 p.m., three times a week in both countries. The
choice in these times is selected because they are considered the prime time hours in the
two countries. Samples were collected for four weeks during the month of September
2014. September was chosen because there were no significant holidays or religious
events in both countries during that month.
The sampling procedure involved several steps. Firstly, T.V. channels from
Malaysia were randomly paired with the ones in the United States. Secondly, days of the
week and pairs of T.V. channels were randomized. Thirdly, the days of the weeks were
randomly assigned to each of the randomized pairs. For example, Monday was assigned
to the pair of Star World and NBC, Tuesday was assigned to TV 2 and CBS, and so on.
This procedure allowed each T.V. channel to be recorded many times during the course
of the four weeks.
The cultural values that were analyzed were taken from Cheng and Schweitzer’s
(1996) modified version of 32 cultural values seen from Table 26 in Appendix B, along
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with the description of each value originally developed by Pollay (1983) and Mueller
(1987). Khairullah and Khairullah (2013) argued that many of the 32 values are apparent
in either Eastern or Western cultures. Thus, the values will provide a good contrast
between Malaysian and American cultures. In addition, this study adopted Khairullah and
Khairullah’s (2013) four groups of categorizing the cultural values:
Group 1: Modern Values (M) consisting of modernity, sex, and youth
Group 2: Symbolic values (S) consisting of values suggesting human emotions
Group 3: Traditional values (T) consisting of family, health, traditions, and
nurturance
Group 4: Utilitarian values (U) consisting of convenience, economy, safety, and
wealth
The four groups were grouped into two pairings. Modern and traditional values
were paired together, and symbolic and utilitarian values were paired together. Coders
had to apply each cultural value to the commercial, while also coding whether the
commercial was symbolic or utilitarian, and modern or traditional.
Additionally, ten product categories were adopted from Cheng and Schweitzer’s
study (1996). These categories were: automobile, beauty and personal care, clothing,
food and drink, household appliances, medicine, services, travel, industrial products, and
miscellaneous. Coders assigned one product category to each commercial.

4.2. Coding Procedure
Three independent undergraduate students, including the bilingual author who
coded both sets of advertisements, were recruited to code the final sample of
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advertisements. The coders for the Malaysian commercials were both fluent in both
English and Malay, as most of the commercials in the Malaysian sample would be in
Malay. In addition, since the current research is focused on the Malaysian and American
T.V commercials, it was important that the coders are familiar with the respective
cultural values and languages.
The coders were given the 32 cultural values to examine and become familiar
with before the actual coding. Furthermore, the coders practiced coding commercials,
which were not included in the study’s final sample, until they were accustomed to the
process in order to achieve an acceptable reliability standard.
Each cultural values, groups, and product categories were coded alphabetically,
starting from 0. For example, the cultural value of adventure was coded 0 while the value
of youth was coded 32. Utilitarian was coded as 0 and symbolic was coded as 1, modern
was coded as 0 and traditional was coded as 1. Similarly, the first product category,
automobile, was coded as 0 and the last category, miscellaneous, was coded as 9. This
system was used so that the codes can be exported into SPSS.
The coders were instructed to identify the most dominant value in each
advertisement during the actual coding procedure. The values were determined by the
overall first impression of the commercial’s “gestalt” – the overall first impression of the
commercials – which was used by many previous researchers (Khairullah & Khairullah,
2013; Wah, 2005). The coders focused on the visuals such as the setting, or on elements
such as audio messages, background music, or captions in order to determine the values.
Adopted from Khairullah and Khairullah’s (2013) methodology, the coders coded
the commercials independently on a coding sheet consisting of cultural values. The
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coders also compared their responses to achieve intercoder reliability and conducted a
brief discussion to reach consensus if there were any differences. In order to calculate the
intercoder reliabilities from the two sets of coding procedures, Krippendorff’s (1980)
alpha was used, which is crucial as intercoder reliability enhances the validity of the
results.

4.3. Analysis
A total of 366 television advertisements – 212 from the United States and 154
from Malaysia – were collected during the four weeks period in September 2014.
Repeated commercials were taken out and not used during the coding procedure.
The frequency of each cultural value was calculated and compared between
Malaysian and American commercials. This allows the author to analyze if a particular
cultural value is more apparent in one country than the other. In addition, Chi-Square,
correlations, and regression tests were conducted to answer the research question and to
test the hypotheses.
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Chapter 5: Results
5.1. Research Question: Dominant Values
The research question asked which dominant values were portrayed in the
advertisements from Malaysia and the United States. To answer the research question,
Table 1 and 2 present the frequencies of each cultural value in the American and
Malaysian advertisements. The most frequently used cultural values in the American
advertisements are “effectiveness,” “economy,” and “enjoyment” at 13.7%, 10.8%, and
8.5% respectively. The Malaysian advertisements also share cultural values of
“enjoyment” and “effectiveness” as the most frequently used at 16.2% and 14.3%
respectively, as well as the value of “family” at 10.4%.
Comparing the frequencies of the shared dominant values, “enjoyment”
represented 8.5% of the overall American advertisements and 16.2% of the overall
Malaysian advertisements. In addition, “effectiveness” was 13.7% of the American
advertisements and 14.3% of the Malaysian advertisements. Even though “family” was
not in the top three most frequently used value in the American advertisements, Table 1
shows that it was the fourth frequently used value at 8%. While “economy” was one of
the top three values seen in the American advertisements at 10.8%, it placed very low in
the Malaysian advertisements at 3.9%.
On the other hand, the three least frequently used cultural values in the American
ads are “safety,” “social status,” and “patriotism” at 5% each. The two least frequently
used cultural values in the Malaysian ads are safety and sex at 6% each. There are also
six cultural values from the original list missing from the Malaysian advertisements
sample: courtesy, neatness, patriotism, popularity, respect for the elderly, and social
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status. The absent values mean that none of the 154 Malaysian advertisements portrayed
these values. The sample from the United States only had four absent values: courtesy,
magic, respect for the elderly, and wealth. Figure 1 and 2 show how the cultural values
are distributed in the Malaysian and American advertisements.
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Table 1: Frequencies of Cultural Values in American Advertisements
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Table 2: Frequencies of Cultural Values in Malaysian Advertisements
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Figure 1: Cultural Values in American Advertisements
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Figure 2: Cultural Values in Malaysian Advertisements

5.2. Hypothesis 1: Cultural Value and Product Category
Descriptive statistics, bi-variate correlation, and regression tests were conducted
to test the hypotheses. Hypothesis 1 stated that there is a relationship between cultural
values and product categories in both Malaysian and the United States advertisements.
Results support the hypothesis, where they show that there is a relationship between
cultural values and product categories.
A Chi-Square test was conducted to compare the variables of cultural values and
product category in order to test the hypothesis. Table 3 shows that there is a relationship
found between cultural values and product category, X2, (203, N= 366) = 466. 40, p =
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0.000. Since the significance value of 0.000 is less than the alpha 0.05, the author can be
95% confident that the relationship between cultural values and product category is not
due to chance.
Table 3: Cultural Value and Product Category Pearson Chi-Square Test

Furthermore, the bi-variate correlation test was used to test the hypothesis. As
shown in Table 4, the Pearson Correlation value is 0.007. According to literature in
statistical analysis, the closer the correlation is to 1, the stronger the relationship is. Thus,
the value of 0.007 signifies that the correlation between the variables is very weak, as it
0.007 is closer to 0 than to 1. However, since the value of 0.007 is a positive number, this
illustrates that the relationship has a positive correlation. Thus, from the two statistical
tests, the author concludes that while there is a relationship between cultural values and
product category, that relationship is not a strong one.
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Table 4: Cultural Value and Product Category Pearson Correlation Test

5.3. Hypothesis 2: Traditional Values
Hypothesis 2 stated that Malaysian advertisements use more traditional values
than advertisements from the United States. Results show that there is a relationship
between traditional values and country, where the Malaysian advertisements had more
traditional values than the American advertisements.
A cross-tabulation was conducted to compare the two variables. It indicates that
out of all the Malaysian ads, 56.4% were traditional values, compared to the 43.6% in the
American ads (Table 5). The table also shows that the difference in modern values used
in the two sets of ads is apparent, where the values are 61.8% of the American ads and
38.2% of the Malaysian ads. Table 6 shows that the Pearson Chi-Square was performed
and a relationship was found between traditional value and country, X2, (1, N = 366) =
8.36, p = .004. Since the significance value of 0.004 is less than the alpha 0.05, the author
can be 95% confident that the relationship between the variables is not due to chance.
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Table 5: Traditional Value and Country Cross-tabulation

Table 6: Traditional Value and Country Pearson Chi-Square Test

Additionally, the bi-variate correlation test was performed to measure how strong
the relationship between traditional values and country is. As shown in Table 7, the
Pearson correlation value is 0.151. According to literature, there is a strong relationship
between variables when Pearson correlation is close to 1. Since the value of 0.151 is
closer to 0 than 1, the author can conclude that while there is a relationship between
traditional values and country, that relationship is not a strong one. Since the result of
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0.151 is a positive value, this depicts that as one variable increases in value, the second
variable also increase in value. Thus, the author can assume that as the more Malaysian
the advertisements are, the more symbolic the advertisements will be.
Table 7: Traditional Value and Country Pearson Correlation

To further validate the results, a linear regression test was conducted to predict the
value of the dependent variable based on the value of the independent variable. In this
case, the dependent variable was the traditional values and the independent variable was
the two countries. Table 8 presents the model summary of the linear regression test,
where Pearson correlation (R) of 0.151 is confirmed from the previous test and the
coefficient of determination, R2, is 0.023. The R2 measures how close the data are to the
fitted regression line. Thus, R2 value illustrates that the independent variable, country,
can explain about 2.3% of the change in the dependent variable of traditional values.
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Table 8: Traditional Value and Country Model Summary

The ANOVA (Analysis of Variance) test shows whether the model can predict the
dependent variable (traditional values) using the independent variable (country). The
result from Table 9 shows that the significance value is 0.004, which further verifies that
there is a relationship between traditional values and country.
Table 9: Traditional Value and Country ANOVA Test

The Beta (B) value in the Coefficients model shown in Table 10 is 0.160. This
positive Beta value means that a positive relationship between traditional values and
country exists, where one variable increases as the other increases. This pattern further
attests to the Pearson correlation’s values mentioned above. Through these tests, the
author accepts hypothesis 2.
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Table 10: Traditional Value and Country Coefficients

5.4. Hypothesis 3: Symbolic Values
Hypothesis 3 stated Malaysian advertisements use more symbolic values than
advertisements from the United States. Results support hypothesis 3, where they indicate
that there is a relationship between symbolic values and country. Specifically, they show
that symbolic values are more apparent in the Malaysian advertisements.
A cross-tabulation between the two variables is shown in Table 11, where it
illustrates that there is not much difference in percentages between symbolic values being
present in Malaysian and American advertisements. 48.6% of symbolic values are present
in the American ads and 51.4% of symbolic values are present in the Malaysian ads. On
the other hand, there is a much greater difference between the percentages in utilitarian
values used. Table 11 illustrates that 62% of the American ads use utilitarian values and
38% of the Malaysian ads use utilitarian values. The author is able conclude that there are
more symbolic values present in the Malaysian ads.
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Table 11: Symbolic Value and Country Cross-tabulation

To further determine if there is a relationship between the variables, the next test
conducted was the Pearson Chi-Squared test, as shown in Table 12. The results showed
that a relationship was found between symbolic values and country, X2, (1, N = 366) =
5.62, p = .018. Since the significance value, 0.018, is less than alpha 0.05, it means that
there is a 95% confidence level that the existing relationship between the variables is not
due to chance.
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Table 12: Symbolic Value and Country Pearson Chi-Square Test

The Pearson correlation test result shows a value of 0.124. As mentioned earlier,
there is a strong relationship between two variables if the Pearson correlation is closer to
1. However, since the value of 0.124 shown in Table 13 is closer to 0 than 1, the author
can conclude that the relationship between symbolic values and country is not strong.
Since the value of 0.124 is a positive number, this means that there is a positive
correlation. Thus, it can be assumed that as the Malaysian advertisements increase, the
amount of symbolic values will also increase.
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Table 13: Symbolic Value and Country Pearson Correlation

Linear regression was also used to determine whether Malaysian advertisements
use more symbolic values, as shown in Table 14. R2 is 0.015, which means that the
variable of country can explain 1.5% of the change in the variable of symbolic value.
Table 14: Symbolic Value and Country Model Summary

The result from ANOVA from Table 15 shows a value of 0.018, which is less
than the alpha 0.05. This result confirms that there is a relationship between symbolic
values and country, as indicated from the Chi-Square test above.
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Table 15: Symbolic Value and Country ANOVA Test

Beta (b) shows a value of 0.255, as illustrated from Table 16. Since the value is a
positive number, this further validates that the relationship between symbolic values and
country is positive. In addition, this correlation reflects the Pearson correlation’s values
shown above. Through these tests, the author accepts hypothesis 3.
Table 16: Symbolic Value and Country Coefficients

5.5 Relevant Tests
Other tests were conducted to further analyze Malaysian and American
advertisements, and to determine if any other similarities and differences exist. The
author conducted tests to determine if there is relationship between product category and
country. A cross-tabulation table shows the frequencies of each product category among
the Malaysian and American advertisements, where the category of Food and Drink
appeared the most in both sets of advertisements (Table 17).
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Furthermore, a linear regression test was implemented to further determine the
relationship. The regression test was conducted to determine if the product category was
affected by the country origin of the advertisements. In this case, the product category
was the dependent variable and country was the independent variable. Table 18 shows the
model summary of the linear regression, in which the R2 value is 0.000. This value
signifies that the independent variable, country, explains 0% of the change in the
dependent variable of product category. Thus, the nonexistent change shows that there is
no relationship between the two variables.
Table 17: Product Category and Country Cross-tabulation

Table 18: Product Category and Country Model Summary

To further validate the non-correlation between the two variables, the analysis of
variance (ANOVA) test was also used. Table 19 shows that the regression has a
significance value of 0.712, which is higher than the alpha 0.05. Thus, the author can
conclude that there is no relationship between product category and country.
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Table 19: Product Category and Country ANOVA Test

The author also conducted the Pearson Chi-Square test and a linear regression test
to determine if there is a relationship between cultural values and country. Table 20
presents a significance value of 0.021, where X2 (29, N = 366) = 46.54, p = 0.021. Since
the significance value 0.021 is less than alpha 0.05, the relationship is considered to be
significant. Thus, the author can be 95% confident that the relationship between cultural
values and country is not due to chance.
Table 20: Cultural Value and Country Pearson Chi-Square Test

A Pearson correlation test was conducted to determine the strength of the
relationship between the two variables. Table 21 shows that the Pearson Correlation
value of -0.028 is both a negative number and is closer to 0 than 1. Since the value is a
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negative number, this means that as one variable increases in value, the second variable
decreases in value. In this case, the author can conclude that as the variable of country
increases, the variable of cultural value decreases. The relationship between the two
variables is also weak because -0.028 is closer to 0 than to 1. This signifies that changes
in one variable are not correlated with changes in the second variable. Thus, the author
concludes the relationship between cultural value and country weak and is negatively
correlated.
Table 21: Cultural Value and Country Correlations
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5.6 Krippendorff’s Alpha Intercoder Reliability
In order to measure the reliability of results, the Krippendorff’s alpha (α) test was
used. This reliability coefficient allowed the author to measure the agreement among the
three coders. The author used the following formula in order to measure reliability
between the two coders with nominal data (Krippendorff, 2011):
𝛼𝛼 =

(𝑛𝑛 − 1)Σ𝑜𝑜𝑐𝑐𝑐𝑐 − Σ𝑛𝑛𝑐𝑐 (𝑛𝑛𝑐𝑐 − 1)
𝑛𝑛(𝑛𝑛 − 1) − Σ𝑛𝑛𝑐𝑐 (𝑛𝑛𝑐𝑐 − 1)

The formula indicates that 𝑛𝑛 is the total number of coding decisions, 𝑜𝑜𝑐𝑐𝑐𝑐 is each

agreement coincidence (where both coders agreed), and 𝑛𝑛𝑐𝑐 is each coincidence marginal
(where there was disagreement). The 𝑜𝑜𝑐𝑐𝑐𝑐 values are depicted as the diagonal cells in the

matrix and the 𝑛𝑛𝑐𝑐 values are illustrated as the grand total of each variable. Table 22

presents an example of a matrix table.

The intercoder reliabilities for the American sample show that there is a reliability
of 85% for cultural values, 100% for the product category, 79% for the symbolic values,
and 89% for traditional values. These percentages indicate that both coders completely
agreed on the product category but had more disagreements on the symbolic values.
The intercoder reliabilities for the Malaysian sample show that there is a
reliability of 95% for cultural values, 100% for product category, 100% for symbolic
values, and 98% for traditional values. The reliabilities for the Malaysian sample are
higher than the American sample. This could be due to the fact that both of the Malaysian
sample coders were Malaysian, thus they may have perceived the advertisements
similarly.
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Table 22: Matrix Table of Cultural Values in the Malaysian Sample
Category
0
1
3
4
5
6
9
Grand Total

0
17

1

3

4

5

6

15
62
3
2
26
17

15

62

3

2

26

9 Grand Total
17
15
62
3
2
26
29
29
29
154
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Chapter 6: Discussion
6.1. Cultural Values Manifested in Advertisements
6.1.1. Dominant Values. The research question presented the dominant cultural
values manifested from the Malaysian and American advertisements and allowed the
author to determine the differences between them. The results indicate that both sets of
advertisements share two cultural values, which are “effectiveness” and “enjoyment.”
However, Figure 1 shows that “enjoyment” was used more in the Malaysian
advertisements, where it consisted of 16.2% out of the 154 samples, compared to the
8.5% in the American advertisements. The higher frequency in the Malaysian
advertisements suggests that Malaysians respond more to messages that pertain to having
fun. This notion corresponds to Geert Hofstede’s cultural dimensions, in which Malaysia
scored a high score of 57 in the dimension of “indulgence” (Hofstede, 2011). Societies
with a high score in the mentioned dimension tend to exhibit enjoyment by giving in to
their impulses and desires.
The second shared cultural value, “effectiveness,” does not have a significant
difference in the frequencies, where it is 13.7% in the American sample and 14.3% in the
Malaysian sample. The similar frequencies imply that both Malaysians and Americans
prefer to see how a product or service work and solve their needs or problems. The fact
that “effectiveness” was frequently used in the American advertisements further confirms
that the American culture is a low-context culture (Kalliny & Gentry, 2007). This type of
society values explicit information by it being “spelled out as concisely and thoroughly as
possible” (p.18). An advertisement that manifests “effectiveness” would show how the
product or service has the abilities to meet consumers’ needs, thus explicitly letting
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consumers know the functions and benefits of the product or service. Interestingly,
“effectiveness” was the second more frequent cultural value used in the Malaysian
sample. Unlike the United States, Malaysia is a high-context culture, meaning the society
is indirect and favors the use of nonverbal communication (Salleh, 2005). Thus, it is
surprising that a utilitarian value such as “effectiveness” placed highly in the Malaysian
sample.
On the other hand, it was not surprising to learn that the value of “family,” at
10.4%, was the third most frequent value used in the Malaysian advertisements. This
finding aligns with literature regarding the Malaysian culture. According to Hofstede’s
(2011) cultural dimensions, Malaysia is a collectivistic society which places emphasis on
relationships such as family. Consequently, this cultural dimension would be apparent in
Malaysian advertisements, where local consumers would likely respond to messages and
images consisting of family values.
The value “economy” placed as the second most frequent cultural value in the
American advertisements, representing 10.8% out of the 212 samples. Commercials that
manifested the “economy” value emphasized how the product or service is affordable and
how it will save consumers costs. This value may reflect the economic status in the
United States, suggesting that consumers are seeking products or services that are
affordable.
6.1.2. Least Frequently Used Cultural Values. One key finding that stood out
among the least frequently used cultural values in the Malaysian advertisements is the
value of “sex.” It was expected that this value would be completely absent from the
Malaysian samples due to the country’s Advertising Code for Television and Radio
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(1990), where it states that sexually implicit content is prohibited, as well as the majority
Muslim population in the country. During the data collection, the value of “sex” was
coded once, making up for 0.6% of the 154 advertisements. In contrast, a prior study by
Wah (2005) found that “sex” was absent from the Malaysian sample when he compared
television advertising in Malaysia and Singapore. This study’s finding may reflect the
influence of Western values in Malaysia.

6.2. Symbolic and Traditional Values
The results from the cross-tabulation of traditional values and country show that
28.6% of the Malaysian advertisements manifested traditional values, whereas it was
16% for the American advertisements (see Table 5). This shows that Malaysian
advertisements use more traditional values, thus accepting hypothesis 2. According to
Khairullah and Khairullah (2013), traditional values include cultural values such as
family, health, traditions, and nurturance. Since Malaysia is a collectivistic society
compared to the individualistic society of the United States, it would only be fitting that
Malaysia has more traditional values than the United States. However, the results show
that the Malaysian advertisements portrayed more modern than traditional values as a
whole. Modern values make up 71.4% of the Malaysian advertisements and 84% of the
American advertisements. While it seems appropriate that a developed country like the
United States would have more modern values, it is interesting to see the same results
reflected in Malaysia, an advanced developing country. Like mentioned earlier, this may
suggest that Malaysia is adopting more Western values.
Hypothesis 3 was also proven, where the author accepted the prediction that there
would be more symbolic values used in the Malaysian advertisements than in the
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American advertisements. Khairullah and Khairullah (2013) stated that symbolic values
consist of values that suggest human suggestions, such as enjoyment, leisure, and
wisdom. Table 11 shows that 37% of Malaysian advertisements were symbolic and 63%
were utilitarian. It also shows that 25.5% of American advertisements were symbolic and
74.5% were utilitarian. The author expected a higher percentage of the Malaysian
advertisements to be symbolic, since Malaysia scored high in Hofstede’s (2011) cultural
dimension of “indulgence.” This means that Malaysia prioritizes leisure time, as well as
exhibiting enjoyment. Cheng and Schweitzer (1996) stated that many of the values that
fall under utilitarian, such as “individualism” and “modernity,” are typically regarded as
Western values. Since the United States is a low-context culture, it emphasizes more on
factual and logical explanation (Lin, 2001). Hence, while it was not surprising to see that
the American samples had a higher percentage of utilitarian values, it was interesting to
see that utilitarian values made up 63% of the Malaysian samples.
Statistics show that Malaysia’s advertising expenditure has increased from
Ringgit (RM) 5.99 billion in 2013 to RM6.8 billion in 2014, reflecting a 14% growth
(“Malaysian advertising,” 2014). The past four years show that pay-TV (cable/satellite
channels) have replaced newspapers as the medium with the highest revenue volume and
market share in Malaysia’s advertising expenditure. The change in medium may reflect
societal changes in Malaysia, where it is becoming more modernized. The unexpected
findings could also be attributed to the growth of television advertising.

6.3. Cultural Value and Product Category
Results indicate that there is a relationship between cultural value and product
category, thus accepting hypothesis 1. Table 23 (see Appendix A) shows a cross-
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tabulation between the two variables, where it indicates the frequency of each cultural
value in a product category. The relationship may indicate that consumers respond better
to advertisements of products when certain values are used to portray the intended
message. The findings also show that advertisers tend to use a particular value when
advertising a product, such as the value of “enjoyment” for food and drinks.
The study also determined if the cultural values used in product category differ
across the two countries (Table 24 and 25). Major differences show that “adventure” is
used to advertise automobile in the United States, whereas “modernity” and
“effectiveness” were used in Malaysia. In addition, the value “economy” was the most
portrayed for the category of services in the American sample, whereas the value of
“nurturance” was most used in the Malaysian sample. On the other hand, there were some
similarities between the two countries. Both samples showed that “beauty” was used
most for the category of beauty and personal care, and “enjoyment” was used most for
the category of food and drink. The differences in the portrayal of cultural value in
product category show that Malaysians and Americans view products differently. In
Malaysia, automobiles are seen as something modern, whereas they are seen as vehicles
that provide adventure for the American consumers. The similarities may be due to a
universal perception of food and drink, where advertisers portray the value of
“enjoyment” to appeal to the respective countries.

6.4. Implications of Findings
One of the biggest challenges multinational companies face is developing
marketing strategies that would effectively communicate intended messages to foreign
cultures (Kaynak, 1989). Companies typically have to decide whether to use
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standardization or a localization approach, where the former follows the “think global, act
global” approach and the latter follows the “think local, act local” approach (Gamble,
Peteraf, & Thompson, 2015). If they were to follow the localization approach, advertisers
would have to take into account the cultural environment of that foreign country. On the
other hand, a standardized approach would result in cost savings, as a company would
offer the same promotional copies across countries, with just variations in functional and
media features (Kaynak & Mitchell, 1981). The findings from this study may provide an
opportunity for multinationals to use a standardized approach to appeal to the Malaysian
society.
Many of the results indicate discrepancy between prior studies about Malaysian
advertising and this study. This study’s findings show that the Malaysian advertisements
are adopting more Westernized values, seen from the value of “sex” and the high
percentages of modern and utilitarian values. A study by Salleh (2005) further supports
the mentioned suggestion, as evident through his focus on Malaysia and its high-context
culture. Salleh concluded that the Malaysian society is going through communication
changes by gradually becoming low-context. The author illustrates by giving evidence in
the workplace, where interactions are more direct and individuals strive to get
performance appraisal for themselves. In addition, social interactions between Malays are
more low-context. Salleh describes how wedding receptions time are now fixed, as
opposed to in the past, where guests can arrive any time after the announced time. The
cause of this changing societal change may be due to global mobilization (Salleh, 2005).
The world is becoming flatter (Friedman, 2005). People are more exposed to other
cultures and even assimilate foreign cultural nuances into their own. Thus, the surprising
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findings from this study have implications for international marketers, cross-cultural
researchers, and companies.
While symbolic values were used more in the Malaysian than the American
advertisements, results show that majority of the Malaysian samples had utilitarian
values. Cheng and Schweitzer (1996) defined utilitarian values as product features or
qualities, such as “economy” and “effectiveness.” This finding shows that utilitarian
values were used more than symbolic values in the Malaysian advertisements. This may
present opportunities for Western companies wanting to enter the Malaysian market,
where advertisers can successfully construct a marketing strategy by using utilitarian
values. However, symbolic values are still widely used in Malaysia, as seen from the
third frequently used value of “family” in the Malaysian advertisements. Regarded as a
traditional value, “family” consisted of 10.4% out of the 154 Malaysian samples.
Advertisers can take this finding into consideration by emphasizing family importance
and values in marketing strategies in order to convey the intended message effectively.
The Western values that are present in the Malaysian advertisements further show
the change in the advertising regulations in the country. Malaysia’s Advertising Code for
Television and Radio (1990) does not encourage portrayal of unacceptable foreign
cultures in its advertisements. However, manifested values such as “sex” and
“modernity” suggest that Malaysia is becoming more adaptable to other cultures and less
conservative. This proposal may be due to Malaysia’s growing open economy. As
mentioned in the introduction, Malaysia is increasing its partnership with the United
States, as well as other Asia Pacific countries, as seen as its involvement in the AsiaPacific Economic Cooperation forum.

Malaysia being a diversified economy also
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signifies that its business with other countries will continue to rise, resulting in more
cross-cultural interactions and less strict regulations. In addition, Malaysia’s growth of
television advertising may indicate that Malaysians are more exposed to foreign content
in television programs.
Global marketers also face the problem of using local products to target local
problems or using global products to satisfy the needs of consumers (Kaynak, 1989). As
seen in the findings of cultural value and product category, they show that the cultural
values portrayed in both countries’ advertisements are affected by the advertised product
categories. The findings suggest that while advertisers should be sensitive to the cultural
values used in advertising messages in Malaysia, they should also take into account how
product categories affect the cultural values portrayed. Thus, global marketers may use
global products to satisfy Malaysian consumers’ needs if they use the appropriate cultural
values to advertise those products. For example, this study’s results show that the value
of “enjoyment” was used the most frequently in both the Malaysian and American
advertisements for the product category of food and drink. This implies that global
marketers can be successful in advertising a global food and drink product if they use the
value of “enjoyment” in its advertising message.
The findings from this study present implications for foreign businesses
wanting to enter the Malaysian market. The differences in findings from the Malaysian
and American advertisements imply that marketers should not completely standardize
their marketing strategies, as Malaysia presents some cultural differences. However, the
similarities found from the findings also imply that marketers would not have to
completely localize their marketing strategies. Perhaps, markets should follow Cheong,
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Zheng, and Kim’s (2011) proposal of integrating the standardization and localization
approaches. By having a mix Western and Malaysian cultural values, marketers would
not have to completely tailor their products or services to appeal to the Malaysian
consumers.
.
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Chapter 7: Conclusion
7.1. Summary of Study and Findings
The purpose of this study was to compare two multicultural countries with
different societal cultures. Malaysia, a high-context culture, and the United States, a lowcontext culture were the best countries for analysis, as they both represent opposite ends
of the continuum in terms of culture, economy, and other factors. Since there have not
been many studies focusing on Malaysia and a Western country, this study intended to
fill the research gap. The author’s research question focused on finding the dominant
values in Malaysian and American advertisements, allow the author to determine the
similarities and differences between the two countries. Testing the correlation between
symbolic values, traditional values, and cultural values and product categories also
allowed the author to make further comparisons.
The author accepts all three hypotheses from the results. The author concluded
that while the hypotheses were accepted, the relationships between the variables are not
strong. Other aspects of the findings were not as expected. Since the dominant values
found were similar in both samples, making comparisons was challenging. Additionally,
symbolic values were used more in the Malaysian than the American advertisements, as
predicted. However, the analysis showed that utilitarian values were more apparent in the
Malaysian samples than symbolic values. The same finding was applied for the
traditional values. Findings also indicate that there is a relationship between cultural
values and product categories. By conducting additional analysis for this prediction, the
author found that the Malaysian and American advertisements had similar cultural values
that were portrayed in certain product categories. However, the author also discovered

56
that both sets of advertisements portrayed different cultural values for the same product
category.

7.2. Limitations and Future Research
Limitations should be taken into consideration when interpreting the results from
this study. The time frame of when the advertisements were recorded was for a short
duration of only four weeks. A longer duration would have allowed the author to collect
more samples and would have allowed for a more accurate representation of the
advertisements in Malaysia and the United States. Furthermore, the author of this study
coded both samples, alongside a Malaysian undergraduate student and an American
undergraduate student for the Malaysian and American advertisements, respectively. This
may have presented some source bias. In the future, coders should include a mix of
representatives of the samples by having a Malaysian and an American code the
Malaysian and the American advertisements. Additionally, since little research has been
done on television advertising in Malaysia, the author adapted a cultural framework that
were used to examine cultural values in United States and Eastern countries such as
China and Japan. Thus, the established cultural framework may not have been the most
suitable to examine Malaysian cultural values.
Future research will allow a deeper analysis of Malaysian advertising. By having
a larger sample, researchers may be able to see more differences. In addition, future
research should take the different races in Malaysia into consideration, as this factor may
have affected the advertisements. Malaysia should also be compared to other Western
countries such as the United Kingdom, as well as other Asian countries. These
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comparisons will paint an overall picture of how Malaysia’s advertising differ from other
parts of the world. Lastly, future research should include product origins such as
“domestic,” “joint-venture,” and “imported,” as these origins may have affected the
advertising content shown.
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Appendix A: Additional Data
Table 23: Cultural Value and Product Category Cross-tabulation

59
Table 24: Cultural Value and Product Category in American Advertisements Crosstabulation
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Table 25: Cultural Value and Product Category in Malaysian Advertisements
Cross-tabulation
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Appendix B: Raw Data
Table 26: Cheng and Schweitzer's (1996) 32 Cultural Values
Values
Adventure
Beauty

Collectivism

Competition

Convenience
Courtesy

Economy

Effectiveness
Enjoyment
Family
Health

Individualism

Leisure
Magic
Modernity

Descriptions
This value suggests boldness, daring,
bravery, courage, or thrill.
This value suggests that the use of a
product will enhance the loveliness,
attractiveness, elegance, or handsomeness
of an individual.
The emphasis here is on the individual in
relation to others typically in the reference
group. Individuals are depicted as integral
parts of the group.
Emphasizes on distinguishing a product
from its counterparts by aggressive
comparisons.
A product is suggested to be handy and
easy to use.
Politeness and friendship toward the
consumer are shown through the use of
polished and affable language in the
commercial.
The inexpensive, affordable, and costsaving nature of a product is emphasized in
the commercial.
A product is suggested to be powerful and
capable of achieving certain ends.
Product will make its user wild with joy.
Emphasizes on the family life and family
members.
Recommends that the use of a product will
enhance or improve the vitality, soundness,
strength, and robust of the body.
Emphasizes on the self-sufficiency and
self-reliance of an individual or on the
individual as being distinct and unlike
others.
Suggests that the use of a product will
bring one comfort or relaxation.
Emphasizes on the miraculous effect and
nature of a product.
Notion of being new, contemporary, up-todate, and ahead of time is emphasized.

62
Natural

Neatness
Nurturance

Patriotism

Popularity
Quality
Respect for the Elderly

Safety
Sex

Social Status

Technology

Uniqueness

Wealth

Wisdom

Work
Youth

Suggests spiritual harmony between man
and nature by making references to the
elements, animals, vegetables, or minerals.
Stresses on being clean and tidy.
Stresses giving charity, help, protection,
support, or sympathy to the weak, disabled,
young, or elderly.
The love of and the loyalty to one’s own
nation inherent in the nature or in the use of
a product are suggested here.
Focuses on universal recognition and
acceptance of a certain product.
Emphasizes on the excellence and
durability of a product.
Displays a respect for older people by
using a model of old age or asking for the
opinions, recommendations, and advice of
the elders.
The reliable and secure nature of a product
is emphasized.
The commercial uses glamorous and
sensual models or has a background of
lovers holding hands, embracing, or kissing
to promote a product.
Use of a product is claimed to be able to
elevate the position or the rank of the user
in the eyes of others.
The advanced and sophisticated technical
skills to engineer and manufacture a
particular product are emphasized.
The unrivaled, incomparable, and
unparalleled nature of a product is
emphasized.
Conveys the idea that being affluent,
prosperous, and rich should be encouraged
and suggests that a certain product or
service will make the user well-off.
This value shows respect for knowledge,
education, intelligence, expertise, or
experience.
This value shows respect for diligence and
dedication of one’s labor and skills.
The worship of the younger generation is
shown through the depiction of younger
models.
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Table 27: Coding Sheet for American and Malaysian Advertisements
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