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Resumé  

 

Reklameindustrien er større end nogensinde. At vide hvad der virker inden for reklame er derfor også 

et aktiv der er værdifuldt og skal beskyttes. Derfor er data omkring hvad der virker heller ikke nemt 

tilgængeligt. Dette studie undersøger om reklameindhold i et specifikt land hensigtsmæssigt kan 

baseres på nationalkulturelle værdier i det pågældende land med udgangspunkt i hhv. Danmark, 

Irland og Singapore. Analysen er baseret på Hofstedes kulturdimensioner, Halls høj- og lavkontekst 

kulturer, Elaboration Liklihood Model, ‟framing‟ og Specks humortaksonomi. Studiet er delt op i to 

faser. I specialets fase 1 analyseres 30 reklamecases med påvist succes fra de tre lande, for at finde ud 

af hvilke former for humor og overtalelsesstrategier der bliver brugt i dem. Dernæst sammenkædes 

disse data med hvilke nationalkulturelle værdier, der findes i de lande, hvor reklamerne blev vist, 

fordi det i fase 2 skal undersøges om reklamernes succes skyldtes nationalkulturer eller andre 

faktorer. I fase 2 blev personer fra uspecificerede lande stillet spørgsmål for at afgøre deres score på 

Hofstedes kulturdimensioner og dernæst blev de forevist reklamer, der indeholdt forskellige former 

for humor og overtalelsesstrategier. Dette blev gjort som led i at undersøge hvilke personer, uden 

hensyntagen til nationalitet, der kunne lide hvilke reklamer. Hvis personer, der udviste lignende score 

på Hofstedes dimensioner, kunne lide de samme reklamer, ville det være en indikation på at 

succesraten for reklamer ikke nødvendigvis er nationalt betinget.  Specialet konkluderer, at det er 

svært at kunne svare på, om kulturdimensioner kan bruges til at afgøre hvilke faktorer, der er 

effektive i et land. Samtidig blev der dog fundet flere mulige forklaringer, der kan være til inspiration 

for det akademiske felt.  

  



Cand.merc.(kom.) thesis   15-01-2018 

Sebastian Rosenmejer Ibsen   Supervisor: Dan Kärreman  

Page 3 of 85 

 

 

Advertising effectiveness across cultures 

Table of Contents 
Introduction .......................................................................................................................................... 5 

Background and research questions ................................................................................................. 5 

Definitions of terminology and key constructs ................................................................................ 8 

Culture .......................................................................................................................................... 8 

Advertising effectiveness ........................................................................................................... 10 

Case study .................................................................................................................................. 12 

Introduction to theory ..................................................................................................................... 14 

Choice of culture-samples and criteria ........................................................................................... 17 

Methodology ...................................................................................................................................... 19 

Paradigms ....................................................................................................................................... 20 

Importance of proclaiming choice of paradigms ....................................................................... 20 

Choice of paradigms .................................................................................................................. 21 

Ontology ................................................................................................................................. 21 

Epistemology & axiology ...................................................................................................... 23 

Methodology .......................................................................................................................... 24 

Qualitative research ........................................................................................................................ 25 

Methods .............................................................................................................................................. 27 

Cases .............................................................................................................................................. 28 

Sources ....................................................................................................................................... 28 

Case criteria ................................................................................................................................ 28 

Determining effectiveness of cases ............................................................................................ 28 

Online surveys ................................................................................................................................ 29 

Theoretical review .............................................................................................................................. 29 

The Elaboration Likelihood Model (ELM) .................................................................................... 29 

Prospect Theory Based Framing Tactics ........................................................................................ 31 



Cand.merc.(kom.) thesis   15-01-2018 

Sebastian Rosenmejer Ibsen   Supervisor: Dan Kärreman  

Page 4 of 85 

 

Humor ............................................................................................................................................ 32 

National culture and the dimensions attempting to describe it ...................................................... 34 

Types of culture .......................................................................................................................... 34 

National culture as a research unit ............................................................................................. 35 

Cultural dimension models ........................................................................................................ 37 

Hall‟s two cultural dimensions ............................................................................................... 37 

Hofstede‟s six cultural dimensions ........................................................................................ 38 

GLOBE .................................................................................................................................. 39 

Schwartz‟s dimensions ........................................................................................................... 40 

Criteria for culture models and dimensions ............................................................................... 40 

Discussion of culture models and dimensions ........................................................................... 41 

Hall ......................................................................................................................................... 41 

Schwartz ................................................................................................................................. 42 

Hofstede vs. GLOBE ............................................................................................................. 43 

Conclusion of literary review of culture .................................................................................... 46 

Results and analysis ........................................................................................................................... 48 

Case study ...................................................................................................................................... 48 

Presenting the cases .................................................................................................................... 49 

Assessing the effectiveness of cases .......................................................................................... 51 

Data availability and comparison ........................................................................................... 52 

Assessment of case effectiveness ........................................................................................... 53 

Combined scores .................................................................................................................... 60 

Evaluating the cases ................................................................................................................... 61 

Analyzing the results .................................................................................................................. 63 

Country differences ................................................................................................................ 63 

Effectiveness differences ....................................................................................................... 67 

Survey ............................................................................................................................................ 68 

Discussion .......................................................................................................................................... 70 

Conclusion .......................................................................................................................................... 71 

Perspectivation and limitations .......................................................................................................... 72 

Works Cited ....................................................................................................................................... 73 

Appendices ......................................................................................................................................... 80 



Cand.merc.(kom.) thesis   15-01-2018 

Sebastian Rosenmejer Ibsen   Supervisor: Dan Kärreman  

Page 5 of 85 

 

Introduction  

Background and research questions 

Advertising is a part of most people‟s lives, in fact worldwide advertising spending is expected 

to reach almost $550 billion in 2017 (Statista, 2017).  Given that the global population today is 

around seven billion people, we can deduce that approximately $79 are spent on advertising per 

capita, with significantly more being spent per capita in developed countries (Wurff, Bakker, & 

Picard, 2008, pp. 33-34). Given the immense value of this industry, knowin what works in 

advertising has also become valuable and protected, meaning that advertisers and agencies are 

not willing to share their data on what works. Thus, the job of finding out what works in 

advertising has fallen to the world of academia, which in most cases cannot access raw data 

from actual campaigns, making it hard to research the subject.  

 

Through more than 50 years, a plethora of research has gone towards answering a central 

question; should international marketing strategy be standardized or adapted to specific markets 

to be most effective? (Ryans Jr, Griffith, & White, 2003, p. 591).  Two of the main proponents 

of this field of research have been Ted Levitt advocating for standardization and Phillip Kotler 

advocating for adaption or customization (Ryans Jr, Griffith, & White, 2003, pp. 591-592). The 

central arguments in the debate of standardization vs. customization of international marketing 

strategy revolve around two key ideas; Advocates of standardization postulates that cost savings 

via economies of scale is more effective, and advocates of customization postulates that 

enhanced value delivery through adaptation is more effective. Both ideas are connected to the 

notion of homogeneity of national markets (Ryans Jr, Griffith, & White, 2003, p. 593). The 

notion of homogeneity is challenged by the idea of heterogenic national culture. Hofstede, Hall, 

House, Adler, Trompenaars and other researchers has spent their academic careers creating 

frameworks for testing, quantifying, and understanding national cultures and how they vary 

from each other (Lenartowicz & Roth, 1999). However, cultural studies face challenges as well 

and they are far from accepted by everyone in the scientific community (Sivakumar & Nakata, 

2001, pp. 556-557). Thus, the main research question of this paper is:  

 

R1: Can research on national culture be used to make advertising campaigns more effective? 
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The answer to this research question is very complex and abstract. Between the years 1963-

2014, a myriad of studies on international advertising was conducted: 262 studies examining 

cultural aspects, and 250 studies examining advertising effects. It would be impossible to 

include them all in a single study (Khang, Han, Shin, Jung, & Kim, 2016, pp. 551-554). Instead, 

to answer the research question, this study will try to validate or invalidate three impactful 

theoretical branches from international advertising research, namely, humorous advertising, 

framing tactics, and the Elaboration Likelihood Model. A review of existing literature showed 

two main problems with previous approaches to the subject, failure to address cultural 

implications and a focus on experiments in laboratory settings (Davis, Golicic, Boerstler, Choi, 

& Oh, 2013).  

 

This thesis compares conclusions found in previous research to insights found in praxis, and 

attempts to identify elements in advertising campaigns that work in a given culture or across 

cultures, and reveal if this reality matches conclusions made in academic research papers. This 

is done by analyzing a large set of actual effective advertising campaigns from three different 

national cultures namely, Denmark, Ireland and Singapore, these choices will be explained later 

in the paper. Empirical evidence is sourced mainly from World Advertising Research Center‟s 

(WARC) database containing more than 12,000 cases of effective advertising campaigns, 

including both hard and soft metrics. Other sources, such as cases from national advertising 

effectiveness award competitions, are used to secure a large number of relevant cases. 

Hofstede‟s (2010) six cultural dimensions and Hall‟s (1976) dimension of high-context/low-

context are used to gauge the cultures of the three countries. The cultural dimensions signify 

independent preferences and values that differentiate countries from one another (Hofstede). 

These considerations allow for the creation of more operational research questions: 

 

R2: Does high or low scores, respectively, in Hofstede‟s (2010) six dimensions or Hall‟s (1976) 

dimension reflect/predict which specific advertising elements are more effective in praxis in 

certain cultures? 

 

R3: Are conclusions or elements from any of the three branches of advertising theory in 

question better at predicting effectiveness in one or more countries?  
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As mentioned earlier, marketing and advertising research is characterized by a focus on 

laboratory experiments. This type of research provides high levels of precision as laboratory 

experiments are completed in artificial surroundings to minimize the influence of other 

variables (Davis, Golicic, Boerstler, Choi, & Oh, 2013, p. 1246). But precision requires control 

of variables which limits both realism and generalizability.  The approaches needed to answer 

R2 and R3, however, limits precision and also to some extent generalizability. Thus, in order to 

add robustness and reliability to the paper, a different research method should be included 

(Davis, Golicic, Boerstler, Choi, & Oh, 2013, p. 1247).  

 

The biggest issue with the research design of this thesis is the lack of control and precision. By 

utilizing archive data about cultural dimensions from Hofstede‟s framework and applying it to a 

wide array of campaigns, it becomes difficult to conclude anything with certainty. The 

campaigns have run at different periods in time, advertising different products, aimed at 

different target groups, and seeing how the national culture scores in Hofstede‟s archive are 

averaged, the actual culture scores for the groups purchasing the products remain largely 

unknown. To resolve this issue, a survey was conducted to gauge actual culture scores of people 

from Denmark, Ireland, and Singapore, respectively, and subsequently had them rate specific 

advertisements on several criteria.  The results of this survey were compared to the results of 

the former analysis to exanimate if individuals scoring similarly to a country on certain 

dimensions, prefer the same type of advertising as said country. This reflection leads to the two 

final research questions:  

 

R4: Will a survey show a correlation between individual scores on Hofstede‟s (2010) 

dimensions and the preference of specific ads?  

 

R5: Will the results of the analysis of cases correlate with the results from the survey?  
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Table 1 

Definitions of terminology and key constructs   

The motivation for writing this paper is to add to the discourse of the advertising field in some 

way. The goals of science are prediction and understanding (Ryans Jr, Griffith, & White, 2003, 

pp. 591-592). In order to create understanding for the readers of this paper, it is of the upmost 

importance to define the key constructs of this paper. Three key constructs will be presented 

and discussed in this section, in order to ensure understanding. These are: culture, effectiveness, 

and case study method.  

 

Culture 

Culture has been researched for more than 80 years, starting in the field of anthropology and 

later in many other fields of research (Baldwin, Faulkner, Hech, & Sheryl, 2008, p. x). Since 

then, a myriad of definitions has been proposed. As early as 1952, A. L. Kroeber and Clyde 

Kluckhohn presented more than 150 different definitions from a wide array of scientific fields 

(Baldwin, Faulkner, Hech, & Sheryl, 2008, p. 4). The term „culture‟ has also been adopted in 

everyday language, muddying the waters even more (Just & Burø, 2010, p. 20). In fact, this 

ambiguousness has led some researchers to call for the abandonment of the term altogether 

(Baldwin, Faulkner, Hech, & Sheryl, 2008, p. 4). But while researchers cannot agree on a single 

definition of culture, most agree that the term should be retained. Bodley (1994) divided the 

definitions into eight categories, ranging from topical to symbolic (see table 1). In this paper, 

the most relevant definitions of culture concern how culture makes people act and think. Bodley 

categorizes these two definitions as „behavioral‟, meaning culture is shared learned human 

behavior and „normative‟, meaning culture is shared ideals and values about how to live life 

(Bodley, 1994, p. 9). While these definitions are good for making categories, separating thought 

from action in is problematic, as these are naturally interconnected.  
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Given that this paper is in part based on Hofstede‟s national culture framework, it is important 

to examine his definition of culture to ensure that it is compatible with the chosen definition of 

culture in this thesis. Hofstede, Hofstede & Minkov (2010) defines culture as “the collective 

programming of the mind that distinguishes the members of one group or category of people 

from others.” (Hofstede, Hofstede, & Minkov, 2010, p. 6). This definition falls into Bodley‟s 

(1994) normative category and disregards the behavioral aspect of culture. Due to this disregard 

of the behavioral aspect, this definition of culture cannot be adopted in this paper, since the 

measuring of effectiveness is in large part about measuring (change in) behavior. Hofstede‟s 

definition has also been criticized for having a static view of culture (Signorini, Wiesemes, & 

Murphy, 2009, p. 258). These critics argue for a dynamic view of culture, arguing that “culture 

is to be considered as fundamentally flexible” (Signorini, Wiesemes, & Murphy, 2009, p. 262). 

At least one study has shown that scores in Hofstede‟s culture dimensions can change over time 

(Beugelsdijk, Maseland, & Hoorn, 2015, p. 236). However, marginal changes over a 30 year 

period, in which countries largely keep their relative positions to each other, can hardly be 

called fundamentally flexible (Beugelsdijk, Maseland, & Hoorn, 2015, pp. 236-237). 

Conversely Just & Burø (2010) argues for a broader definition of culture as “patterns of public 

opinion” (My translation) (Just & Burø, 2010, p. 20). This definition is an attempt to make 

culture into an umbrella term where all the 150 other definitions can be integrated. While this 

definition is too broad and abstract to be used suitably in this paper, it does highlight the fact 

that a definition of culture can encompass both a static and a dynamic view of culture (Just & 

Burø, 2010, pp. 20-22). In this definition the word “patterns” highlight the static aspect of 

culture, while “public opinion” refers to the dynamic and unending process wherein publics 

decide on what is meaningful (Just & Burø, 2010, p. 20).  

 

To summarize, a definition of culture should be [1] relatable to Hofstede‟s definition, [2] 

normative and behavioral, [3] encompass both static and dynamic aspects of culture. Browaeys 

& Price (2011) define culture as:  

  

“[…] the fundamental aspect of culture is that it is something all humans learn in one way or 

another. It is not something people inherit but rather a code of attitudes, norms and values, a 

way of thinking that is learnt within a social environment.” (Browaeys & Price, 2011, p. 3)  
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This definition matches Hofstede‟s definition well and encompasses both static and dynamic 

aspects of culture, even though the dynamic aspects are not very pronounced. So while it is not 

perfectly suited for this thesis, this definition is a good starting point, as it only lacks a 

behavioral perspective and a slight enrichment of the dynamic aspects of culture in order to be 

perfectly suitable for this paper. The revised definition below fulfills the criteria for being 

applicable in this paper and will be the definition of culture used in the rest of this thesis. 

Revisions are highlighted by being in bold.  

 

“[…] the fundamental aspect of culture is that it is something all humans learn in one way or 

another. It is not something people inherit but rather an ever-changing code of attitudes, 

norms, values, and behaviors. It is a way of life and a way of thinking that is learnt within a 

dynamic social environment.” 

Advertising effectiveness  

Unlike culture, effectiveness seems more straightforward. Few people would feel perplexed if 

they were asked to define effectiveness. In fact, researchers often do not even provide a 

definition in scientific articles about effectiveness in business, and advertising is no different 

(Ryans Jr, Griffith, & White, 2003, pp. 592-593). Refraining from defining a key construct such 

as advertising effectiveness in advertising effectiveness research limits the ability for true 

advancement of the field as it becomes impossible to reliably compare results across studies 

(Ryans Jr, Griffith, & White, 2003, p. 593). An example of this practice of not defining 

effectiveness is seen in the research by the creators of the ELM led by Richard E. Petty, even 

though it is the most cited work in the field of advertising effectiveness. In fact none of the 

major articles by these researchers define the term, even though the titles often contains the 

word effectiveness, as in their 1986 paper: Central and Peripheral Routes to Advertising 

Effectiveness: The Moderating Role of Involvement (For more examples see Petty, Cacioppo, & 

Schumann, 1983; Cacioppo, Petty, Kao, & Rodriguez, 1983; Petty & Cacioppo, 1986; Petty & 

Briñol, 2014). But Petty et al. are not the only researchers within the field of advertising 

effectiveness who fail to clarify what is meant with effectiveness, indeed it turned out to be 

challanging to find enough definitions to compare them and find the one best suited for this 

thesis.  
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Some researchers, however, do attempt to define advertising effectiveness before claiming that 

one factor is more or less effective than another. Most of these definitions focus on one or more 

performance aspects (Ryans Jr, Griffith, & White, 2003, p. 592). Ryans Jr, Griffith, & White, 

(2003) present several scholars views on how to define these performance aspects for example 

“Cavusgil and Zou (1994) conceptualize performance as the extent to which a firm‟s objectives, 

both economic and strategic, are achieved through planning and execution.” (Ryans Jr, 

Griffith, & White, 2003, pp. 592-593). This definition however is of little use in this paper; 

firstly, because it is too broad when using the term „economic and strategic objectives‟, as that 

could mean almost anything. Secondly, because measuring performance as the extent of 

achived objectives is ill-advised as the firm sets these objectives themselves. This paper 

compares effectiveness of different advertising campaigns, hence the definition of effectiveness 

must be capable of being quantified. Some researchers propose using sales as the primary 

criterion for defining advertising effectiveness, as the endgoal of advertising inevitably is to 

increase sales (Wells, 2014, p. 5). However, several factors and modifiers apart from 

advertising can serve as channels and barriers affecting the final sales (Wells, 2014, p. 5). Other 

researchers argue for the use of consumer knowledge and beliefs as primary indicators of 

effectiveness, but a clear relation between these factors and actual sales has not been established 

(Wells, 2014, p. 5). Furthermore, due to the constraints in this paper posed by the availability of 

data, a broader definition of effectiveness is needed in order to maintain an appropriate number 

of cases. Wells (2014) propose a definition of advertising effectiveness, which is both 

quantifiable and broad enough to apply to diverse cases:   

 

“Advertising effectiveness is concerned with making a tangible contribution to a company or 

brand. This benefit must exceed its cost if it is to be considered worthwhile. Effectiveness is 

cumulative over time and affects feelings, attitudes, and behaviors.” (Wells, 2014, p. 4) 

 

This definition highlights the importance of sales and return-on-investment (ROI) as the most 

important criteria for advertising effectiveness. Furthermore, it adds that effectiveness affects 

feelings, attitudes and behaviors, meaning that a wide array of hard and soft metrics can be used 

to gauge advertising campaign effectiveness. Lastly, it mentions that effectiveness is cumulative 

over time, which is an important point as some advertising narratives span years or even 
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decades, which then must be adjusted for in comparing campaigns. Wells (2014) definition of 

advertising effectiveness is used throughout this paper. 

Case study 

In this paper the term „case study‟ is utilized in a different way than how it is typically used in 

humanities research. Traditionally, the object of a case study is to study one single case or a few 

cases. A case is defined as a qualitative written document which can be based on both 

quantitative and qualitative research methods and knowledge. These cases are complex in 

nature, unique, and therefore not comparable with other cases (Verschuren, 2003, p. 121). Most 

often the case study is a way to research a complex phenomenon qualitatively (Verschuren, 

2003, p. 122). In this paper, however, the cases have already been written by the advertisers and 

advertising agencies and the object of the paper is to compare them to each other, making the 

traditional view of case studies less than optimal. Verschuren (2003) argue for a change in the 

way case studies are defined, toward seeing them as a methodological approach, he defines his 

view as so:  

 

“A case study is a research strategy that can be qualified as holistic in nature, following an 

iterative-parallel way of preceding, looking at only a few strategically selected cases, observed 

in their natural context in an open-ended way, explicitly avoiding (all variants of) tunnel vision, 

making use of analytical comparison of cases or sub-cases, and aimed at description and 

explanation of complex and entangled group attributes, patterns, structures or processes.” 

(Verschuren, 2003, p. 137).  

 

While this definition still views the case study as the result of research and argues against using 

many cases, there are many elements that can be used to make a definition that fits this paper. 

First of all, Verschuren (2003) argues that work with case studies should follow an open-ended 

iterative-parallel way of preceding, meaning using stimulus-free techniques and a having non-

linear approach (Verschuren, 2003, p. 131). A stimulus-free technique is one that does not 

affect the scene or context like qualitative content-analysis of written and audio-visual 

documents (Verschuren, 2003, p. 131). By following an iterative-parallel approach the research 

activities are conducted in an unplanned order and what is found in the later stages of the 

research can be used to reshape earlier stages (Verschuren, 2003, p. 131). This method fits well 

with the chosen paradigm of hermeneutics, which will be introduced later in the paper. Finally, 
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Verschuren (2003) mentions analytical comparison of cases aimed at describing and explaining 

patterns etc. which is what this paper aims to do (Verschuren, 2003, p. 137). Thus, combining 

these elements with the fact that the cases in this paper are prewritten, the following definition 

of case study is used:  

 

A case study is a research strategy that can be qualified as holistic in nature, following an 

open-ended and iterative-parallel approach. The case study makes use of analytical comparison 

of cases and is aimed at describing and explaining of complex and entangled group attributes, 

patterns, structures or processes. 

 

Limitations  

As the analysis is grounded in diverse cases from different contexts and cultures as well as the 

limited information they provide, several limitations have to be presented and discussed. These 

limitations include but are not limited to:  

 Finite amounts of data 

 No possibility to change variables and watch effects 

 Different volume and use of metrics and data from case to case 

 Ad agencies author the cases and therefore they are likely to be presented very positively 

 Effectiveness awards are created by organizations who benefit from positive cases  

 No information about the reviewing process and thoroughness of such  

 Publication bias (in academia, ineffective cases are not published) 

 Different types of products may need different types of elements to be successful. 

Batteries and baby wipes for example may need different types of framing or humor.  

 It is not possible to accurately distinguish gender preferences, if they exist  

 Cultural issues:  

o Can culture even be quantified? 

o Cultural differences in:  

 Best practices  

 Success criteria  

 Choice and availability of media  

 Regulations 
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The original focus of this thesis was fast moving consumer goods (FMCG), as they appeal to 

the mass market and products are more or less generic, making market communication more 

influential (Berger & Smith, 1998, p. 593). However, in order to acquire enough cases to make 

the findings reliable, it was necessary to expand the product category and include products that 

similarly have a broad customer base and generic offerings, i.e. paint and over-the-counter 

pharmaceuticals. In most instances, it has been possible to ensure that each subcategory is 

represented in at least two cultures, however, in a few subcategories it has only been possible to 

find a single successful business case.  

 

Introduction to theory  

The paper investigates three theoretical frameworks from advertising academia that have been 

used to explain effectiveness of advertising stimuli, namely, the Elaboration Likelihood Model, 

the use and taxonomy of humor, and Prospect Theory based framing tactics. The 

aforementioned three national cultures are analyzed using Hofstede‟s six cultural dimensions 

and Hall‟s high-context/low-context dimension, to discover whether some conclusions from the 

theoretical frameworks ring more true in certain cultures or in the presence of certain cultural 

dimensions. Each of the frameworks has been chosen for three main reasons. Firstly, the 

theories can be used to analyze any advertising campaign through a simple categorization of 

different elements. Secondly, each of the theories has only been tested in lab experiments and 

has not been applied to actual market communication cases. Thirdly, either the phenomenon in 

question, the theory on which the framework is based, or the theoretical framework itself is 

widely utilized in academia or in praxis.  

 

The Elaboration Likelihood Model (ELM) is the most prominent theory in advertising research 

and will therefore be examined in this paper (Kerr, Schultz, Kitchen, Mulhern, & Beede, 2015, 

pp. 391-392). ELM tries to explain how attitudes are shaped and reinforced by persuasive 

arguments. When a subject is presented with a persuasive message, some level of elaboration of 

the message occurs. Elaboration means the effort the subject makes to evaluate, accept or reject, 

and remember a message. (Petty & Cacioppo, 1986). ELM is part of a class of theories called 

dual process theory which divides behavior and thought into two categories; one operating 

automatically and one operating in a more controlled fashion (Gawronski & Creighton, 2013, p. 
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282). ELM proposes that there are two basic routes to persuasion. One route is based on the 

thoughtful consideration of arguments central to the issue (Central), the other is based on the 

affective or heuristic associations tied to peripheral cues. Being the most cited theoretical 

framework in advertising theory it has been the subject of both many criticisms and many 

praises. Despite these criticisms and many failed attempts to replicate the findings of the 

original study, new theoretical frameworks continue to build on the foundations of ELM and the 

dual-processing model of persuasion it presents (Kerr, Schultz, Kitchen, Mulhern, & Beede, 

2015, pp. 392-393).  

 

The use of humor in advertising is investigated as it has become a hugely popular tool in 

advertising (Beard, 2005, p. 54). Humor used to be held in low regard (Beard, 2005, p. 54), in 

fact, most advertisers in the beginning of the 1900‟s refused to utilize humor, and a famous 

quote from advertising pioneer Claude Hopkins reads “People don‟t buy from clowns” (Vitullo-

Martin & Moskin, 1994, p. 4). Today, however, about 20% of television advertisements use 

some form of humorous appeal (Eisend, 2010, p. 115). This has led to countless studies and 

theories regarding humorous advertising. These theories often contradict each other and a single 

theory has not been found to be significantly more successful in explaining the phenomenon, 

and failed attempts at humorous advertising are abundant (Beard, 2005, pp. 54-55). In this 

thesis, humorous advertisements are categorized based on Speck‟s (1987) humorous message 

taxonomy (HMT) (Speck, 1987).  Speck postulates specific combinations of three different 

humor mechanisms (arousal-safety, incongruity-resolution and disparagement), can create five 

basic types of humor; comic wit, sentimental comedy, sentimental humor, satire, and full 

comedy (Hoffmann, Schwarz, Dalicho, & Hutter, 2014, pp. 95-96).    

 

Framing in advertising is widely adopted in practice and studied in academia (Tsai, 2007, p. 

364). However, most research focus on frame valence i.e. framing messages as positive or 

negative (For examples see: Keller, 1991; Homer & Yoon, 1992; Tsai, 2007). The main theory 

examined in this study, however, is Berger & Smith‟s (1998) the Impact of Prospect Theory 

Based Framing Tactics on Advertising Effectiveness. This paper relates framing to Kahneman 

& Tversky‟s Prospect Theory which is a major part of the fields of neuro economics and 

behavioral economics. According to Berger & Smith (1998) framing can be utilized with three 

main tactics; the presence of frames of reference, frame valence, and frame perspective.  Frame 
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valence and perspective are simple tactics. Frame valence can be either positive or negative, and 

frame perspective can be either prospective or retrospective. Frames of reference, however, can 

be divided into three groups; attribute frames which focus on product attributes, price frames 

which focus on product price, and outcome frames which focus on the outcome of using a 

product. An advertisement can use either of these or a combination of two or more frames of 

reference (Berger & Smith, 1998, p. 594).   

 

In the thesis, elements and conclusions from the aforementioned theories are tested in relation to 

different cultures in order to analyze and reveal if correlations between the effectiveness of the 

different theories and cultures can be found. In order to determine how the cultures vary from 

each other, Hofstede‟s (2010) six cultural dimensions are used as well as Hall‟s (1976) 

dimension of high-context/low-context. In advertising research, the cultural dimensions most 

often applied are Hofstede‟s dimensions of power distance, individualism, and masculinity 

(Khang, Han, Shin, Jung, & Kim, 2016, p. 558). Nevertheless, in this report all six of 

Hofstede‟s dimensions will be tested as well as Hall‟s high-context/low-context dimension. 

These four additional dimensions are included as they can provide valuable insights, as this 

kind of study has never been completed before, additionally there is a relative ease of adding 

them. The thesis will also go into detail as to why each of these dimensions has the potential to 

add value the study. Furthermore, this paper will discuss the larger questions regarding 

Hofstede‟s framework, namely: 

 

 Do national homogenous cultures exist?   

 Are national boarders a legitimate way to divide culture?  

 If national cultures exist, are they stagnant?  

 If national cultures exist, can their intricacies be captured by Hofstede‟s framework?  

 If Hofstede‟s dimensions provide valid insight about cultures, can it be applied equally 

to all fields of business research from advertising to accounting?  

 

Researchers have tried to answer these questions since Hofstede introduced the original four 

dimensions in his national culture framework in 1980. The vast amount of research that has 

examined this framework is best illustrated by Taras, Kirkman & Steel‟s (2010) meta-analysis 

of 598 studies regarding Hofstede‟s dimensions, representing over 200,000 individuals over the 
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course of three decades (Taras, Kirkman, & Steel, 2010). Regardless of all this research, no 

widely accepted answer to any of these questions has been found, and this thesis does not 

attempt to provide one. Instead, the questions are discussed based on previous studies, and the 

strengths and limitations of the six dimensions, in regard to the present research, are scrutinized. 

To test these dimensions, three different cultures are studied: Denmark, Ireland and Singapore. 

In the following section the choice of countries will be discussed.  

 

Choice of culture-samples and criteria  

Denmark, Ireland, and Singapore have been chosen due to several criteria. Other countries 

might have been better to compare based on a single criterion, but the overall fitness of the three 

chosen countries was better than any other candidates. A central consideration when choosing 

the national culture sample was language. Here, it was necessary to utilize convenience 

sampling, which is the most common form of sampling, as it is convenient for the researcher 

and relatively inexpensive (Tracy, 2013, pp. 134-135). Convenience samples are often chosen 

due to time and resource constriction, but is seen by some reviewers as lazy and not credible 

(Tracy, 2013, p. 135). However, since this thesis is not written in cooperation with a business 

that could lend financial support for the cost of translation etc., the choice of countries were 

limited to countries where advertisements are in languages that the author of the study fully 

comprehends, i.e. Danish and English. Consequently, in the three chosen countries, the 

language barrier is low as English is most prominent in both Ireland and Singapore, and Danish 

is the native language of the author of this paper, meaning that little to none is lost in 

translation. It should be noted that there are four official languages in Singapore (English, 

Mandarin, Malay and Tamil), but English dominates in school, workplaces, and the media. 

There are, however, several television channels, radio stations, and news publications in each of 

the three other official languages (Lim, Pakir, & Wee, 2010, pp. 169-170).  Ireland similarly has 

two official languages (Irish and English), but while Irish is the official and national language, 

only 10% of the population speaks it fluently. English dominates everyday life in Ireland, 

though, like in Singapore, there are media available in the official language Irish (Pariona, 

2017).  

 

An important criterion when studying culture is that the cultures in question are different from 

each other (Isabella, Mazzon, & Dimoka, 2015, p. 347). The three countries have diverse scores 
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Figure 1 

in the cultural dimensions in question, with at least one country scoring high and one country 

scoring low on each of the cultural dimensions (see figure 1). The dimension of uncertainty 

avoidance is however an exception, as all countries score relatively low on this dimension, but 

no other country which met the other criteria offered a more applicable score across 

dimensions. This inability to adapt certain variables is a drawback of this kind of research 

design. Later in the thesis there is a discussion of the tradeoffs in this type of study.  

 

 

 

 

 

 

 

 

 

 

 

A key, and often overlooked, criterion in international business research is rigorousness in 

research design and sampling (Lenartowicz & Roth, 1999, pp. 781-782). In order to measure a 

culture it is important to adjust according to socio-demographic variability (Lenartowicz & 

Roth, 1999, p. 784). Thus, socio-demographic data from the countries are presented and 

compared in order to compare the cultures validly. In table 2 below, certain important socio-

demographics are presented in order to illustrate to similarities of the chosen countries. The 

countries have a similar size in terms of population, all being within a one million range, as well 

as geographical size all being smaller than 75.000 km
2
 (Singapore being a lot smaller) making 

comparisons more valid. Another reason these specific countries were chosen was the similarity 

in the average monthly disposable income for each of the three countries. Disposable income is 

very important to account for when researching advertising as this is the buying power the 

consumers have to buy the advertised products. In lab studies, researchers often give 

participants a set amount of money in an attempt to mimic disposable income when testing how 

the participants would spend said money, (Toubia, Jong, Stieger, & Füller, 2012, pp. 138-141). 

Disposable income is an average, so the income share of the top 10% households has been 
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Table 2 

included to make sure the results are not skewed. Ireland has the lowest population and the 

largest area, this understandably result in a lower urbanization rate. Though not ideal, it is still 

acceptable, being more than 10 percentage points higher than the global average, on the same 

level as Austria, Portugal and Montenegro. Literacy and internet penetration is high in all three 

countries, and are important as it affects how much of the population certain media can reach. 

Median age, male/female ratio and unemployment are all on similar levels, though Denmark‟s 

mean age is slightly higher and Singapore‟s unemployment rate is slightly lower than the other 

countries.  

 

 

 

 

 

 

 

 

 

 

A survey is used to gauge actual respondents actual values based on Hofstede‟s dimensions, 

while testing the effectiveness of several advertising materials, to see if this can be correlated 

with Hofstede‟s studies as well as the previous findings of the paper.  

Methodology  

The methodology used for this thesis is an alternative case study design based on the 

constructivist, the hermeneutic, and the positivistic paradigm. The following is a delineation of 

the methodological considerations for this thesis.  

                                                 
1
 (Central Intelligence Agency) 

2
 (Nation Master) 

Socio-Demographics1 Denmark Ireland Singapore 

Population (in mil.) 5,6 5 5,9 

Size (in km²) 43,094 70,273 719.2 

Disposable income2 $3269 $2991 $2759 

Income share (top 10%) 28,70% 27,20% 26% 

Urbanization  88% 64% 100% 

Literacy 99% 99% 97% 

Internet penetration 97.0%  82.2% 81% 

Median Age 42 36,5 34,3 

Male/female ratio 0,97/1 1/1 0,96/1 

Unemployment 6,20% 7,90% 2,10% 
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Paradigms  

Importance of proclaiming choice of paradigms  

Before writing a major academic paper, one of the first methodological decisions to be made is 

which paradigm(s) to use. A paradigm can be described as a set of basic principles governing a 

research field (Nygaard, 2012, pp. 23-24). It‟s important to clarify the basic principles a 

researcher has chosen to adhere to, as paradigms can be in direct conflict when it comes to the 

way information is used, and even how information is defined. E.g., the positivist paradigm 

seeks to find definitive answers to explain an object or phenomenon by measuring and weighing 

it, while the constructivist paradigm is defined by the rejection of definitive answers (Nygaard, 

2012, pp. 122-124). 

 

Paradigms are differentiated from each other based on three elements: ontology, epistemology 

and axiology, which all affect the methodology (Brier, 2012, p. 41). Ontology deals with how to 

perceive the world. It concerns the nature of being and reality (Nygaard, 2012, pp. 10-13). 

Different ontologies decide if an object or phenomenon is real or whether it is merely a social 

construction. Epistemology, on the other hand, is about what knowledge is and whether 

objective knowledge is possible at all. Epistemology concerns the nature knowledge in the same 

way as ontology concerns the nature of reality. A major part of paradigms is how these two 

factors relate to each other. E.g., it is possible to believe that there is an objective reality 

[Ontology], but still believe that we are unable to definitively know this reality [Epistemology]  

(Nygaard, 2012, pp. 10-13). The last element is axiology, which concerns the values and norms 

or the ethics and esthetics of research and theorizing (Brier, 2012, p. 41). Axiology deals with 

what researchers view as “good” and “beautiful”, and how it affects them. This results in norms 

within some paradigms and values in others (Brier, 2012, p. 41).  

 

As mentioned earlier, paradigmatic frameworks can preclude the use of another, this issue is 

called incommensurability (Tracy, 2013, p. 47). This, however, does not mean that it is 

impossible or even inadvisable to use tools and concepts from multiple paradigms (Tracy, 2013, 

pp. 47-49). Tracy (2013) argues that employing several paradigms may in fact be beneficial to 

research, as it provides new and different perspectives, and allows researchers to use the best 

suited tools for a given situation.  These tools are the methodology. The methodology deals with 

how to actually examine a topic, which concerns the use of different methods (Nygaard, 2012, 
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pp. 28-29). It is often the methodology that must be looked to in order to figure out which 

paradigmatic framework a researcher has used as most researchers do not explicitly write which 

paradigm they follow (Nygaard, 2012, pp. 14-19).  

 

Choice of paradigms 

This thesis has a so-called pragmatic approach, as the crafting of the thesis is based on elements 

from a range of paradigms. Given that a key part of this thesis regards culture, constructivist 

ontology is used.  The main purpose of this thesis is to gain a deeper understanding of how and 

why some advertising campaigns fare better than others do, which is why a hermeneutic 

epistemology and axiology is utilized. The central idea of hermeneutics is to understand human 

actions, and since buying products is a human action, this paradigm has been chosen. Finally, 

the report draws from methods from both the hermeneutic paradigm and the positivistic 

paradigm in that the hermeneutic circle will be used to gain insight through quantitative and 

qualitative data. In the following sections, each of these choices will be presented and 

elaborated, after which, a discussion of the consequences that these have for the report follows.  

 

Ontology 

For this report, a constructivist ontology has been chosen to research advertising effectiveness 

in different cultures, and I will explain and discuss this choice in the following, as well as 

clarify why constructivism is of particular relevance to this subject. The theorists which this 

section is based on are; [1] Nygaard (2012), who works with a number of concepts of 

constructivism, including constructivism in relation to knowledge and science, with specific 

focus on ontology and epistemology; [2] Wenneberg (2002), who expands on social 

constructivism and addresses most of the positions of social constructivism and treats them in a 

very accessible way; and [3] Brier (2012), who discusses the history and origin of different 

paradigms to a great extent. I will only deal with the positions in this area that I find relevant to 

my research area. 

 

Constructivism has a broad reach and there are several different views depending on the area of 

constructivism in question (Nygaard, 2012, pp. 121-122). This means that constructivism is not 

unambiguous; several slightly diverging constructivist paradigms exist. Within the 
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constructivist area, there are a number of approaches ranging from the generally accepted to the 

more radical interpretations. Focus in this paper will be on one of the more generally accepted 

interpretations, what Nygaard (2012) calls an “ontological constructivist paradigm regarding the 

social reality” (My translation). This branch of constructivism state that social reality is made 

real only when we recognize it as such (Nygaard, 2012, p. 123).  This means that social objects 

such as brands and culture are not seen as concrete structures, but merely social structures that 

are created in interaction between people. This ontology clashes with Hofstede‟s theories of 

culture, which will be dealt with in the theory section. This view has led several researchers to 

the more radical position that the physical reality itself is also a social construct (Brier, 2012, p. 

249), but that position is not held in this thesis. Another key part of social constructivism, is 

skepticism towards the status quo, Wenneberg (2002) describes this branch of social 

constructivism as “the critical perspective” and defines it as such:  

 

“The most widespread and least pretentious form of social constructivism is the critical 

perspective. Here the point is that you only say that you are critical of “the natural” or 

something one takes for granted. […] It says that you should not take the surface - the natural - 

for granted, but look behind the original / actual mechanisms and connections. As the detective, 

it finds the right pattern behind the false façade” (Wenneberg, 2002, p. 8) (My translation)  

 

Two factors in the above definition are especially important in this paper: being critical of 

something that is taken for granted, and patterns behind a false façade. This thesis is based on 

the fact that most popular research within advertising effectiveness theory takes several things 

for granted, which this report challenges. Something that is often taken for granted is that 

human actions is rational and calculated, but according to Kahneman & Tversky‟s prospect 

theory this is not the case. It is simply impossible to always be rational and make informed 

decisions (Kahneman, 2002, pp. 458-460). Thomas Ramsøy argues that our choices are often 

based on unconscious process and influences (Ramsøy, 2015, p. 7), Therefore problems arise 

when theories are based on laboratory experiments that do not resemble the real world. 

Wenneberg uses the term “right pattern” which is not suitable when discussing social 

constructivism, when the critical perspective directed to an area, it dissolves the familiar 

structures and contours themselves. The reality becomes fluent, which means that there is not a 

single “right” pattern. But since this is a meta-analysis of sorts, the aim is to look for patterns in 
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a large amount of information and disinformation. This critical perspective of social 

constructivism will be the ontology used in this thesis.  

 

Epistemology & axiology 

The epistemology and axiology of the thesis will be based on hermeneutics. In this section a 

brief introduction to hermeneutics will be presented, after which a discussion of how it relates 

to the ontology of the thesis will follow, before ending with how these choices affect the report. 

The key theorists this section are: [1] Nygaard (2012) who presents the history of hermeneutics 

as well as several distinct perspectives within the paradigm, [2] Baran & Davis (2009), who 

discuss the use of different paradigms in a business setting focusing especially on mass 

communications and [3] Schwandt (1998) who discusses commonalities and differences 

between hermeneutics and social constructivism.  

 

Hermeneutics is an interpretive paradigm where, for example, a text is interpreted from the 

historical, cultural or societal context in which it is possible for the interpreter to get an 

impression of what the author had in mind when this authored text. However, it will never be 

possible for the interpreter to come up with an objective interpretation of the text, as the 

interpretation will always be characterized by the interpreter's subjective attitudes and 

understanding. The interpreter can therefore never be completely objective and neutral in his 

interpretation. This means that all knowledge is seen as a product of perspective. In this view 

knowledge cannot be separated from the person who created the knowledge (Nygaard, 2012, 

pp. 31-32). What is seen is always subjective but it does not mean that there is no objective 

truth (Nygaard, 2012, pp. 31-33). Social constructivism and hermeneutics are not 

contradictions, but two outer poles of the same thought with a number of common features. 

Schwandt (1998) argues in the following quote that social constructivism and hermeneutics are 

not incompatible: 

 

“The constructivist or interpretivist believes that to understand this world of meaning one must 

interpret it. The inquirer must elucidate the process in the language and actions of social 

actors. To prepare an interpretation is itself to construct a reading of these meanings; it is to 

offer the inquirer's construction of the constructions of the actors one studies. Although they 

share this general framework for human inquiry constructivist and interpretivist persuasions 
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are unique in the manner in which each answers these questions: What is the purpose and aim 

of human inquiry (as distinct from inquiry into the physical world)?” (Schwandt, 1998, p. 222) 

 

Here, Schwandt emphasizes that the aspect of interpretation is shared by both hermeneutics 

[interprevists] and social constructivism, as both approaches are based on the interpretation of 

actors in the social world. Where social constructivism interprets the social world as a whole, 

hermeneutics, on the other hand, sees the social world from a sample of this, for example, how 

the social world is represented in the interpreters themself.  This is the essence of the 

hermeneutic epistemology; all knowledge (texts) is an interpretation and is reinterpreted when 

read or used. This epistemology is well aligned with the critical perspective ontology in the 

report, as the truth of texts does not get taken for granted, as it is nothing more than a subjective 

interpretation. This also means that the purpose of this thesis is not to create definitive 

knowledge of what works in advertising, it is merely an interpretation of the texts, which aims 

to deepen the understanding of what people of different cultures respond to. For the axiology, 

this perspective means that the researchers‟ subjective view is not something that should be 

limited but rather embraced and be made explicit so that other researchers gain a better 

understanding of the researchers‟ text (Baran & Davis, 2009, p. 13).  

 

 

Methodology 

The methodological considerations for this thesis are based in the philosophical hermeneutic 

paradigm, supplemented by insights from the positivist paradigm. Therefore, both qualitative 

and quantitative methods will be used to get a better and deeper understanding of the subject. 

However, contrary to the ways in which positivists view reality and knowledge, i.e. quantitative 

sources and results as definite truths, the results are something that can give a better and wider 

understanding of consumers in the three cultures in question and their response to different 

communicative products. This section will start with a brief description of the methodology of 

these paradigms, followed by a discussion on how to combine the two into a single framework, 

and end with how this framework will affect the report. The section is based on the same key 

sources as the previous section with the addition of Lee (1991) who explores the possibilities of 

using both positivist and interpretive paradigms in a single study.  
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Hermeneutics started as a science of understanding aimed at literary and religious texts, which 

meant that quantitative methods were not relevant (Fredslund, 2012, pp. 78-79). Since then 

hermeneutics has evolved into primarily deal with people and try to understand why they act as 

they do, which is why qualitative methods are utilized most often. Like constructivism, 

hermeneutics also have many different branches like phenomenology, radical hermeneutics and 

critical hermeneutics, to mention a few. In this report however, philosophical hermeneutics will 

be used as the methodological base. The philosophical hermeneutics are characterized by 

working for a process called "the hermeneutical circle" or “the hermeneutical spiral” 

(Fredslund, 2012, pp. 78-79). Just as there are different branches of hermeneutics, there are also 

several different hermeneutical circles, but the methodology of this thesis utilizes the process 

that alternately focuses on prejudice or as Gadamer calls it “pre-understanding” and 

understanding (Brier, 2012, p. 249). The pre-understanding is the prejudices and assumptions a 

researcher has before the research begins on any given subject. However, this does not mean 

that on conclusion of the research that pre-understanding has changed into understanding. 

Understanding must be seen as a process and not a result (Fredslund, 2012, pp. 93-94). This 

means that the researcher must understand the perspective of a person or group, and create a 

space where it is possible to construct something completely different from the individual's 

perceptions. Then you can proceed with a new understanding. The hermeneutic circle is an 

infinite process (Fredslund, 2012).  

Positivism, on the other hand, originated due to a desire to promote science and undermine the 

metaphysical aspect of knowledge production. In positivism, valid knowledge is universal – it is 

a truth. Universal here means that the knowledge is valid always, everywhere and at all times 

(Nygaard, 2012, pp. 29-30). This of course means that it‟s in stark contrast to the philosophical 

hermeneutic epistemology of the report, and most researchers believe that it is impossible to 

utilize both these paradigms in one report (Lee, 1991, p. 342).  

 

Qualitative research 

When writing qualitative research, it is important that the work adheres to certain criteria in 

order to ensure its quality. Work of quality tells the audience that this research is to be trusted 

and taken seriously. However, criteria of quality are man-made constructions, hence no 

objective, universal laws of quality exist. Criteria for quality are therefore subject to change and 

inconsistency, and implications may arise when different people or different academic areas of 
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research delineate conflicting criteria for quality. Specifically within the area of quantitative vs. 

qualitative research, criteria for quality may especially differ. Whereas quantitative research 

values measurability, objectivity, and the generalizability of findings; qualitative researchers 

generally do not believe in such objective, unvarying findings that do not acknowledge the 

importance of their context (Tracy, 2013, pp. 228-229). Some qualitative researchers even argue 

that imposing criteria of quality onto qualitative research are not beneficial to qualitative 

research (Tracy, 2013, p. 231) seeing how this type of research typically involves in-depth 

studies rather than random samples, and results are not meant to be generalized (Tracy, 2013, p. 

229). Sarah J. Tracy, however, argues that creating criteria for qualitative research can be 

beneficial in helping to answer whether findings are sufficiently authentic and secure, as 

qualitative research, just like quantitative research, need to be trustworthy and may lead people 

to act on their implications. Hence she has created eight „big tent‟ criteria for excellent 

qualitative research describing how to achieve these eight goals in qualitative research:    

 (a) worthy topic, (b) rich rigor, (c) sincerity, (d) credibility, (e) resonance, (f) significant 

contribution, (g) ethics, and (h) meaningful coherence. (Tracy, 2013, p. 230). The eight criteria 

are defined in the following (Tracy, 2013, pp. 230-246).  

 

(a) worthy topic: the topic of research should be relevant, timely, significant, and interesting. 

Research may be worthy e.g., when it covers areas that have been overlooked, when it 

challenges taken-for-granted assumptions, or when it provokes transformation.  

(b) rich rigor: rigor means that research should be carried out in an appropriate manner. The 

study need therefore to be carried out with the application of sufficient, abundant, appropriate, 

and complex means. A researcher who puts in the time, effort, and thoroughness in his or hers 

work adds rigor to qualitative research.    

(c) sincerity: a sincere study is characterized by self-reflexivity by the researcher about 

subjective values, biases, and inclinations, as well as transparency. A self-reflexive researcher 

should be aware of his or her own role and impact in the study. Therefore researchers should 

become aware of their shortcomings as well as their strengths and not hide them. A transparent 

researcher is honest and open about the research process such as the methods and challenges.   

(d) credibility: research should be marked by being dependable, trustworthy, and expressing a 

reality that is plausible. This is important because readers of research will only use its findings 

if they seem credible. Qualitative credibility can include: thick description (detailing), 
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crystallization (gathering multiple types of data through multiple lenses), multivocality 

(analyzing social actions from different points of views), and engaging in member reflections 

with participants (this allows for questions, critique, feedback, affirmation, and collaboration 

between the researchers and participants).  

(e) resonance: this criteria means that qualitative research should meaningfully reverberate and 

impact an audience, and can be achieved through: aesthetic merit, naturalistic generalization, 

and transferable findings. Writing with an aesthetic merit means that researchers may achieve 

resonance through literary style; readers should feel engaged and compelled when reading the 

research. Naturalistic generalization and transferability refer to readers feeling as if they were 

there when data was gathered, and believing that research findings correspond to something 

significant in their own world, respectively. 

(f) significant contribution: research should bring some sort of new insight to the table to be 

considered a contribution. It may be small, but it should be something that has enough meaning 

to make an impact on the current state of the research area.  

(g) ethics: ethics in qualitative research should consider procedural ethics, situational ethics, and 

relational ethics. This means that researcher should obey ethical actions and regulations 

prescribed by organizational or institutional review boards, as well as doing what is morally 

right by adhering to social preferences or considering participant needs.       

 (h) meaningful coherence: qualitative studies should make readers understand the purpose of 

the study and feel that the findings fit with its goals. Researchers should therefore aim to 

achieve their stated purpose, use methods and procedures that fit with its stated goals, and 

meaningfully interconnect literature with research questions, findings and interpretations.   

Methods  

The main source of empirical data in the thesis, are cases from global advertising awards like 

The Effie Awards, The Institute of Practitioners in Advertising Effectiveness Awards as well as 

local awards such as the Danish Advertising Effectiveness Awards and the Irish ADFX Awards. 

Most of these cases have been found in World Advertising Research Center‟s (WARC) 

database, but several have come from books and from other online sources. Working with cases 

presents challenges and opportunities that are very different from what advertising research 

normally face. These will be explored in the following sections. Specific methods will also be 

presented throughout the paper to better coherence.  
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Cases  

According to Davis et al. (2013) research should be “… optimizing (1) precision in 

measurement of variables related to the behavior of interest, (2) realism for the context in 

which behaviors are observed, and (3) generalizability of results across relevant populations” 

(Davis, Golicic, Boerstler, Choi, & Oh, 2013, p. 1247). This, as mentioned earlier, can best be 

achieved through a combination of methods. Biometrics and neuromarketing methods are both 

high in precision and generalizability, but most of these methods are low in realism, especially 

neuromarketing methods where subjects are scanned by big, noisy machines like the fMRI, are 

low in realism. Behavioral psychology, however, scores high in realism, as it is partly based on 

observed behavior in relevant contexts (Kahneman, 2002, p. 455). 

Sources  

WARC gathers successful advertising cases which include different measures. In the analysis, 

cases should either use the same measures or be adapted, in order to ensure comparability. The 

case library on WARC is very extensive, meaning that many cases exist within most 

geographical markets. This allows the paper to draw on either a few cultures or many. 

„Reklamen til eksamen‟ is a Danish book series, with yearly publications presenting the best 

cases in the Danish Advertising Effectiveness Awards. These cases are characterized by a high 

level of data and thorough describtions, with a single case often spanning more than 20 pages.   

Case criteria 

 FMCG or other low-involvement products  

 Product focused (No industry groups etc.) 

 TV as hero media  

 Enough data in case  

 Rigor in review   

 Promotions or discounts accounted for 

 Less than 10 years old 

Determining effectiveness of cases  

 ROI  
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 Profit  

 Revenue   

 Limitations  

 Forms of analysis  

Online surveys 

No leading questions  

Right order of questions  

From different nationalities  

Advertisements from a neutral country  

Advertisements showing different elements of the theories  

Right questions regarding purchase intentions  

Disclaimer about prize  

Theoretical review  

In an increasingly competitive market, differentiation between products becomes less 

pronounced than ever before. It has long been argued that in competitive markets advertising 

plays a large role in differentiating products from competitors (Telser, 1964, p. 541). 

Advertising theory however, has several systemic problems, e.g. a big focus on the USA, lack 

of rigor in theory and little variation in methods used (Khang, Han, Shin, Jung, & Kim, 2016, 

pp. 564-565). This means that no one really knows what works in international advertising or 

what does not work (Khang, Han, Shin, Jung, & Kim, 2016, p. 564). The following section will 

review the existing literature within three influential branches of advertising research, the 

elaboration likelihood model, framing tactics, and humor in advertising. These will be reviewed 

based on existing literature with a focus on international and cross-cultural advertising. The 

section will end with an extensive discussion of culture and how to measure it.  

The Elaboration Likelihood Model (ELM) 

The Elaboration Likelihood Model is the most cited theory within advertising research today, 

and has therefore left a major mark on the direction this field of research has taken (Kerr, 

Schultz, Kitchen, Mulhern, & Beede, 2015, p. 391). ELM was created in 1980s by Petty, 

Cacioppo, and Schumann, and is a theory describing attitude change. It provides a general 

framework for organizing, categorizing, and understanding how effective the processes 
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underlying persuasive communications are. ELM introduced the idea of dual processing, 

meaning that persuasive messages can be processed through either the central route or the 

peripheral route (Kerr et al. , 2015, p. 392).  According to Petty et al. (1986), the conditions 

provided for persuasion foster motivation and ability to elaborate on arguments, which is called 

elaboration likelihood. The route taken depends on how much cognitive effort is expended on 

elaborating on arguments in a message  (Kerr et al. , 2015, p. 392). When elaboration 

likelihood is low, messages are processed through the first route: the peripheral route. Receivers 

of the messages are persuaded by cues peripheral to the actual informational content provided 

e.g., message source and writing quality instead of the message. When the receiver‟s focus is on 

peripheral issues, it is a sign that involvement or relevance in the persuasion process is low, 

which is why actual logical arguments for persuasion are less relevant (Shelby, 1998, p. 397). 

Furthermore, attitudes formed via the peripheral route are deemed less persistent and more 

sensitive to heuristics than attitudes formed via the central route (Petty, Kasmer, Haugtvedt, & 

Cacioppo, 1987, p. 234). In the second approach to persuasion, messages are processed through 

the central route. When central processing occurs, receivers of the message focus on the actual 

content of the message. They think about the real message presented which means they 

elaborate on the message. When a receiver‟s involvement is high, he or she is more likely to 

focus on argument quality, increasing the probability of central processing (Shelby, 1998, p. 

397). Attitudes formed via the central route are deemed more persistent, more predictive of 

subsequent behavior, and more resistant to change than attitudes formed via the peripheral route 

(Petty, Kasmer, Haugtvedt, & Cacioppo, 1987, p. 234) 

 

While the ELM model continues to be widely cited and is one of the major cornerstones of 

advertising teachings, some researchers are questioning the validity and relevance of the ELM. 

In “Does Traditional Advertising Theory Apply to the Digital World” by Kerr et al. (2014), the 

authors ask: “Does the ELM explain how today's consumers process advertising and change 

attitudes through the central and peripheral routes to persuasion?” (Kerr, Schultz, Kitchen, 

Mulhern, & Beede, 2015, p. 393). Kerr et al. question the relevance of using a traditional 

advertising model such as ELM in this day and age, as consumers in the digital world of the 21
st
 

century are very different from what they were in the 1980s. Not only have the means of 

advertising changed (e.g. traditional mass media vs. online and digital channels), but purchasing 

behaviors, consumer choice, and access to information have also. Today, consumers have 
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increasing control over most aspects of the advertising process. Add to this, the facts that ELM 

was constructed in a time when mass media advertising dominated, and focus was on a U.S-

centric marketplace. Kerr et al. therefore argue that the massive social, marketing, and media 

changes seen today require a different approach to explaining advertising (Kerr, Schultz, 

Kitchen, Mulhern, & Beede, 2015, pp. 390-392). Kerr et al. conclude that a theory is not 

relevant merely based on how many scholars cite it. Given the massive changes that have 

occurred in the marketplace, advertising theorists should take into consideration that theoretical 

foundations need change too (Kerr, Schultz, Kitchen, Mulhern, & Beede, 2015, p. 399).  

 

In spite of Kerr et al.‟s sound criticism, ELM is not useless today. Even though consumers 

today have more control over advertising processes than they used to have, they are by no 

means autonomous in their purchasing behaviors. If they were, advertising would be 

superfluous. Thus, at least for the purpose of this thesis, ELM is still relevant as it provides a 

framework for attitude and persuasion, which, in spite of changes in the marketplace, is still a 

very important aspect of advertising. In this thesis, ELM was used to test if there exists a 

correlation between viewers‟ attitude (positive/negative) to an advertisement/ a product / a 

brand and the amount of central arguments and peripheral cues, respectively, provided in the 

advertisements. This entailed a prior specification of the respective amounts of central 

arguments and peripheral cues used in each advertisement.  

.  

Prospect Theory Based Framing Tactics 

Framing is an essential part of advertising, where outcomes a framed in a myriad of ways (Kees, 

2011, p. 8). Advertising aims to influence the recipient in a particular direction through 

affecting the recipient's ideas and by drawing on known genres, this is done through different 

kinds of framing (Tsai, 2007, p. 364). Most framing research however take a rudimentary 

approach, focusing exclusively on frame valence i.e. framing messages as positive or negative 

(Smith, 1996, p. 49). Studies using frame valence exclusively have found contradictory 

conclusions, which has led to much confusion in the field, however, studies have suggested 

using a more complex framing typology can explain these differences (Levin, Schneider, & 

Gaeth, 1998, p. 182). Many studies have found that effectiveness and framing are related, with 

certain framing tactics being more effective in some contexts (Smith, 1996, p. 62). Some of 

these studies however are flawed, e.g. (Keller, 1991) equates ad recall to effectiveness, 
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however, studies have shown that this relationship does not always exist (Gentry & Haley, 

1984).  

 

The main theory utilized in this paper, is Berger & Smith‟s (1998) the Impact of Prospect 

Theory Based Framing Tactics on Advertising Effectiveness, which is based on Kahneman & 

Tversky‟s Prospect Theory. According to these researchers framing consists of three categories 

of frames; valence, perspective and frames of reference  (Berger & Smith, 1998, p. 594). As 

mentioned earlier, valence, which is based on Kahneman & Tversky‟s loss aversion, concerns if 

the framing is positive or negative e.g. ground beef being framed as either 80 % meat or 20 % 

fat  (Berger & Smith, 1998, p. 594). Frame perspective decides if the framing is prospective or 

retrospective, i.e. does the framing focus on how a consumer could use a product in the future, 

or on how a consumer could have used the product to solve a problem in the past  (Berger & 

Smith, 1998, p. 594). Frames of reference, which is based on Kahneman & Tversky‟s anchor 

point heuristic, can be divided into attribute frames which focus on product attributes, price 

frames which focus on product price, and outcome frames which focus on the outcome of using 

a product  (Berger & Smith, 1998, p. 594). Figure 2, shows these fives framing tactics, which 

will be used to examine TV commercials later in the paper. 

 

 

 

 

 

 

 

 

 

Figure 2: (Berger & Smith, 1998, p. 598) 

  

Humor  

Studies have found that up to 50% of American advertisements use humor, and researchers have 

found similar results in various other countries (Beard, 2005, p. 54). As humor in advertising is 

so widely used, it has been the subject of many studies; most of them, however, have done lab 
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experiments measuring advertising likability. Advertising likability or ad liking has been used 

in most of the advertising effectiveness literature, but a recent study by Bergkvist & Rossiter 

(2008) questions its relevance. According to their study there were no direct correlation 

between ad liking and brand attitude or purchase intent (Bergkvist & Rossiter, 2008, p. 93). 

However, many studies have found a positive correlation between ad liking and effectiveness in 

some product categories (Eisend, 2010, p. 194). Interestingly, Gelb & Zinkhan (1986) found 

that humor had negative effects on effectiveness when used for low-involvement products (Gelb 

& Zinkhan, 1986, p. 19). However, many studies have found a correlation between attitude 

towards the ad and purchase intention, and furthermore it is well established in research that 

humor in advertising has a positive effect on attitude towards ad (Crawford & Gregory, 2015, 

pp. 570-572).  

 

Thus, there are clearly competing ideas when it comes to humor in advertising. Most studies 

also do not account for culture, though some do. One of the studies that account for culture 

found that different types of humor worked better in certain cultures (Hoffmann, Schwarz, 

Dalicho, & Hutter, 2014). They based their study on Specks (1991) taxonomy of humor, which 

includes five types of humor and cultural dimensions from Hofstede and Hall & Hall 

(Hoffmann, Schwarz, Dalicho, & Hutter, 2014, pp. 95-96). Speck (1991) explains that “there 

are three basic humor processes: arousal-safety (HP1), incongruity-resolution (HP2), and 

humorous disparagement (HP3). Each humor process involves (1) a play manipulation, (2) 

arousal, (3) tension, and (4) some mechanism that allows one to reduce the tension and enjoy 

arousal.” (Speck P. S., 1991, p. 5). The arousal-safety process gives the joke-perceiver anxiety 

or strain about something, and then offers relief by offering safety, e.g. if an ad shows someone 

in danger but is then saved. This way of building up anxiety and then offering release is a 

classic way to make something funny (Speck P. S., 1991, p. 6).The incongruity-resolution 

process is an iterative process where the joke-perceiver is presented when a incongruity, which 

is then tested and tried to be made sense of.  Then the incongruity is resolved either by the joke-

perceiver or more often by the communicator and the joke-perceiver “gets” the joke. Humor is 

achieved through playful confusion and mastering that confusion (Speck P. S., 1991, p. 8). 

Disparagement humor is used to put down a „victim‟ in a humorous manner.  The joke-teller 

attacks a victim who may be present. The joke-hearer condones the attack, if the person laughs 

the laughter is evidence of his/her complicity. This type of humor is usually used in 
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comparative advertising (Speck P. S., 1991, p. 9). These basic humor processes can be used 

either alone or in combination, except disparagement humor, which is only considered funny 

and acceptable in combination with the other processes. In figure 3 below, Speck (1991) present 

the five types of humor that exists, based on the basic humor processes. These five types will be 

used to examine TV commercials later in the paper. 

  

 

 

 

 

National culture and the dimensions attempting to describe it  

Culture has already been touched upon in this thesis several times, as an introduction to the 

main concepts that are used in the thesis. This section presents and discusses different theories 

regarding culture and cross-cultural research in order to explain why the chosen concepts and 

frameworks have been chosen for this thesis.  

 

Types of culture  

Earlier in the thesis, the following definition of culture was chosen for this thesis, as it fulfilled 

a number of criteria: “[…] the fundamental aspect of culture is that it is something all humans 

learn in one way or another. It is not something people inherit but rather an ever-changing 

code of attitudes, norms, values, and behaviors. It is a way of life and a way of thinking that is 

learnt within a dynamic social environment.”. This definition of culture also allows for 

acknowledging the different types of culture researchers have presented in their research. There 

is an important debate surrounding the level of analysis that should be used in order for the 

concept of culture to be a practical instrument (Dahl, 2004). Just & Burø (2010) offer a good 

Figure 3: (Speck P. S., 1991, p. 11) 
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overview of the different types of culture that can be found in the world. These types range 

from national culture to organizational and occupational culture, all the way to the products of 

culture (Just & Burø, 2010, pp. 17-21). Products of culture are further divided into products of 

high culture and products of popular culture, and are dynamic in the way that they are both 

guided by culture and are at the same time guiding culture (Just & Burø, 2010, pp. 18-19). 

Advertising can be seen as a product of culture, and must be understood as affected by culture 

and affecting culture. Organizational and occupational cultures on the other hand, relate to how 

organizational and occupational members share certain norms, values and behaviors, i.e. how 

stockbrokers differentiate from other occupational groups in the way they act, talk and dress 

(Just & Burø, 2010, pp. 18-19). However, advertisements are rarely aimed at specific 

organizations or occupations, so the focus in this paper will be on national culture.  

 

National culture as a research unit  

Nation-states arose from already existing unities based on common traditions and ethnicities 

(Just & Burø, 2010, p. 17) . National boundaries have been the preferred division in culture 

research and therefore countries have in most cases been the units of analysis (Dahl, 2004, p. 7). 

There are two main reasons for this; segmentation through nationality is easy to establish, and 

because members of a country face similar challenges and everyday-life, they are shaped 

largely by the same values, norms and behaviors (Dahl, 2004, p. 7). This has led many 

researchers to study the field of national culture (de Mooij, 2017, p. 446). But national culture is 

more complex than just common traditions and ethnicity. Dahl (2004) illustrates national 

culture like this: “This view of culture is embodied in the popular „iceberg model‟ of culture. 

The multilevel nature of culture is important because of several aspects: It identifies a visible 

area as well as an area that is not immediately visible, but that can be derived by careful 

attention to the visible elements of the cultural system as we understand it.” (Dahl, 2004, p. 4). 

The top of the iceberg consists of what is observable such as language, gestures, ways of 

dressing, rituals, methods of greeting etc. The more powerful elements of culture however lie 

beneath the surface and guide much of people‟s behavior. These are norms, beliefs, attitudes, 

opinions, and values. Hofstede, (2010) referring to an earlier article he wrote, takes it a step 

further by relating national culture to an onion (Hofstede, 2010, p. 1341). The onion consists of 

a set of four layers, each of which encompasses the lower level, and is a result of the lower 

level. Practices which consist of symbols, heroes, and rituals form the skins of onion, while are 
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values the core (Hofstede, 2010, p. 1341). At the core of Hofstede‟s onion model of culture is 

the hidden area of values, or in his words: “broad tendencies to prefer certain states of affairs 

over others” (Hofstede, Hofstede, & Minkov, 2010, p. 9).  Rituals are social collective activities 

such as ways of greeting and paying respect to others.  Heroes are persons or personas 

representing characteristics that are highly valued in a culture, such as admired persons who 

serve as an example for behavior. Symbols are the outermost layer of the onion, they are objects 

like words, color or other artifacts that carry a special meaning in a given culture and are easily 

changed or copied from other cultures (Hofstede, Hofstede, & Minkov, 2010, pp. 8-9). Whether 

national culture consists of two or four layers, most researchers agree that both visible and 

invisible aspects are important when studying the field of culture.  

 

However, many researchers have called the use of countries as cultural units into question. 

Craig & Douglas (2006) state “Deterritorialization, market fragmentation and the development 

of linkages across national borders imply that national culture is no longer as relevant as the 

unit of analysis for examining culture” (Craig & Douglas, 2006, p. 336). Hofstede (2001) 

acknowledges that nation-states might not be the best units for studying culture, but argues that 

often it is the only units available for comparison (Hofstede, 2001, p. 73).  Dicken (2015) 

argues that the „black box‟ of the state persists and that national distinctiveness perseveres in 

the face of increased globalization (Dicken, 2015, pp. 178-180). In fact, some researchers argue 

that globalization in some cases actually help strenghten and revive national identity and culture 

(Scholte, 2005, pp. 304-307). Zhang & Neelankavil (1997) point out another issue with national 

culture as research unit ”Just as there exists different subcultures within one national culture, 

how the differences in national culture exhibit themselves can be different with different groups 

of people and situations.” (Zhang & Neelankavil, 1997, p. 147). In this quote Zhang & 

Neelankavil warn against relying too heavily on national culture and using it to explain the 

values and behavior of different groups of people entirely based on nationality. These warnings 

relate to the ecological fallacy described by Donthu and Yoo (1998), in which it is simply 

assumed that national generalizations can explain individual behaviors (Taylor & Ford, 2014, p. 

43). This fallacy is articulated by many national culture scholars including Hofstede, and is the 

result of a misunderstanding of the purpose of national culture research (Dahl, 2004, p. 8). 

Other researchers argue that national culture is fundamentally changeable and even if it is 

understood at a single point in time, it is heterogeneous within a country (Sivakumar & Nakata, 
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2001, p. 557). As mentioned earlier in the paper, culture is fairly stable, at least in the way 

countries differ from one another. But the heterogeneousness of culture is an important point to 

address. Hall views culture as primarily subconscious. He views culture as an invisible control 

mechanism in the minds of the members of a society. In the following quote, Hall (1983) 

elaborates on this idea: “Culture has always dictated where to draw the line separating one 

thing from another. These lines are arbitrary, but once learned and internalised they are 

treated as real.” (Hall, 1983, p. 230). Here, Hall emphasize the fact that culture does not 

control peoples identity, instead it should be seen as a guideline as to how to understand 

different things.  National culture can be seen as an anchor, as it allows member identities to 

drift from a certain point, which means that members can share commonalities and still be 

heterogeneous. However, several heterogeneous countries, such as the USA, Canada and India 

have been discovered by researchers i.e. Huo & Randall (1991) who conducted research finding that 

China had geographically dispersed subcultures showing strong and diverse cultural preferences 

(Huo & Randall, 1991). But since the countries being analyzed in this paper are small in size and 

population relative homogeneous populations are assumed. When comparing countries, researchers 

have commonly turned to frameworks outlining values in countries, based on a set of cultural 

dimensions, most notably Hall, Hofstede, Schwartz and the GLOBE project, led by Robert 

House (Okazaki & Mueller, 2007, p. 504). In the next section, different frameworks are discussed 

and the choice of framework for this paper are justified.  

Cultural dimension models  

This section will commence with an introduction of each of the four cultural frameworks 

mentioned in the previous section, from Hall, Hofstede, Schwartz and the GLOBE project 

respectively. This will be followed by a discussion of various criticisms of each framework as 

well as the advantages and disadvantages of choosing one over the others. 

 

Hall’s two cultural dimensions  

Linguist and anthropologist Edward T. Hall is best known for his book "The Silent Language" 

(1959), where he introduced the terms "High-context" and "Low-context cultures" (Rogers, 

Hart, & Miike, 2002, p. 5). As a linguist, Edward Hall believed strongly in the creating role of 

communications, and that knowing the characteristics of high- and low-context cultures are the 

key aspects for successful communicative acts, which, according to Hall, are at the core of 

culture  (Rogers, Hart, & Miike, 2002, p. 5). "High context transactions feature pre-
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programmed information that is in the receiver and in the setting, with only minimal 

information in the transmitted message. Low context transactions are the reverse. Most of the 

information must be in the transmitted message in order to make up for what is missing in the 

context." (Hall E. T., 1976, p. 101). High-context cultures represent relational, collectivist, 

intuitive cultures, meaning that people mainly focus on interrelationships. Therefore, is it of the 

upmost importance to create confidence in order to achieve any successful communication (Hall 

& Hall, 1987, pp. 9-10). Completely opposite from high-context cultures, are low-context 

cultures which give priority to individuality, readiness for action, continuity and logic. In these 

cultures all information must be spoken, unlike in high-context cultures, where much of the 

information must be surmised by the members themselves (Hall & Hall, 1987, pp. 9-10). Hall's 

second concept, polychronic versus monochronic time orientation, relates to how a given 

culture view and structure time. Members of a monochronic time culture prefers doing “one 

thing at a time”, while the polychronic time cultures focus on multiple tasks being handled at 

one time. Furthermore, time in polychromic cultures is subordinate to interpersonal relations 

and thus not followed quite as strictly (Hall & Hall, 1987, pp. 16-17).   

Hofstede’s six cultural dimensions 

Geert Hofstede is by far the most known and cited theoretician within the field of national 

culture research. Hofstede introduced his framework of four national culture dimensions in 

1980 and has updated and expanded the theory to six dimensions, while gathering a large 

following in academia (Okazaki & Mueller, 2007, pp. 499-500). As presented by Hofstede 

(2011), these six dimensions are: 

 

1. Power Distance, related to the different solutions to the basic problem of human 

inequality  

2. Uncertainty Avoidance, related to the level of stress in a society in the face of an 

unknown future  

3. Individualism versus Collectivism, related to the integration of individuals into primary 

groups  

4. Masculinity versus Femininity, related to the division of emotional roles between 

women and men 

5. Long Term versus Short Term Orientation, related to the choice of focus for people's 

efforts: the future or the present and past  
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6. Indulgence versus Restraint, related to the gratification versus control of basic human 

desires related to enjoying life (Hofstede, 2011, p. 8) 

 

The original four dimensions were based on a survey completed by 116,000 IBM employees 

living in 72 different countries during the late 1960s and early 1970s (Taras, Kirkman, & Steel, 

2010, p. 406). The two supplementary dimensions are based mostly on the data from the World 

Value Survey, containing approx. 400,000 respondents at the time of Hofstede, Hofstede, & 

Minkov‟s (2010) book (Hofstede, Hofstede, & Minkov, 2010, p. 239). Since Hofstede‟s first 

book was published in 1980, thousands of empirical studies have examined his six dimensions 

framework (Taras, Kirkman, & Steel, 2010, p. 405). Taras, Kirkman & Steel‟s (2010) meta-

analysis of 598 studies regarding Hofstede‟s dimensions, as mentioned earlier, represents over 

200,000 additional individuals (Taras, Kirkman, & Steel, 2010).  

 

GLOBE 

Apart from Hofstede, one of the most comprehensive studies to date that empirically researched 

national culture is the research of the Global Leadership and Organizational Behaviour 

Effectiveness (GLOBE) group (House, Hanges, Javidan, Dorfman, & Gupta, 2004 ). More than 

160 researchers conducted research on 17.300 middle managers in 951 organizations focusing 

on the preferred states of behavior as measurement instrument (Okazaki & Mueller, 2007, p. 

506). This research springs from the results of the research of Hofstede, but differs in a number 

of ways. So while it uses several terms seen in Hofstede‟s framework many of the terms have 

different meanings (Hofstede, 2010, p. 1340), and while some dimensions have similar names 

they actually measure different things (Okazaki & Mueller, 2007, p. 506). The major focus of 

the research was on contextual leader effectiveness, but several researchers see potential in 

using it to other areas of business (Gamlath, 2016, p. 909). GLOBE empirically established nine 

cultural dimensions to capture the similarities and differences between cultures, these are: 

Power Distance, Uncertainty Avoidance, Future Orientation, Institutional Collectivism, In- 

Group Collectivism, Assertiveness, Performance Orientation, Gender Egalitarianism, and 

Humane Orientation (House, Hanges, Javidan, Dorfman, & Gupta, 2004 , pp. 45-47). These 

dimensions are, as opposed to Hofstede, not based on inductive reasoning, but instead deductive 

reasoning (Gamlath, 2016, p. 912). 
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Schwartz’s dimensions  

A different approach to finding cultural differences has been taken by Shalom Schwartz (1992, 

1994). Where GLOBE and Hofstede focus on behavior, Schwartz instead focus on values 

(Dahl, 2004, p. 16). This means that Schwartz did not ask for preferred outcomes, but asked 

respondents to assess a set of values as to how important these were as “guiding principles of 

MY life” (Schwartz, 1999, p. 30). His research is primarily based on surveys completed by 

35,000 students and teachers (Schwartz, 1999, pp. 29-33). His research identifies seven types of 

values structured along three polar dimensions: Conservatism versus Intellectual and Affective 

Autonomy; Hierarchy versus Egalitarianism; and Mastery versus Harmony, which is illustrated 

in figure 4 (Schwartz, 1999, pp. 28-29). In this figure, the dimensions that are compatible are 

located close to each other while contradictory dimensions are located in opposition to each 

other.  

 

Figure 4 

 

Criteria for culture models and dimensions  

Before discussing the usefulness of the different models, it is important to have a set of criteria 

to judge them by. Yeganeh et al. (2009) stress the importance of comprehensiveness and 

historical validity when choosing a national culture framework (Yeganeh, Su, & Sauers, 2009, 

pp. 14-16). Taylor & Ford (2014) present eight guidelines when doing international advertising 

research, the following three are the most applicable in this thesis: 
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“When conceptualizing a study, be certain that it (a) makes a new contribution to theory 

development; (b) provides new insights for managers; or (c) makes both a theoretical and 

practical contribution.” (Taylor & Ford, 2014, p. 33) 

 

“Countries included in a study should be chosen to closely match the theory base used in the 

study as opposed to being chosen solely for reasons of convenience.” (Taylor & Ford, 2014, p. 

34) 

 

“If a cultural dimension is used to predict differences in a cross-national advertising study, 

data should be collected from the sampled subjects on the degree to which they exhibit the 

cultural dimension.” (Taylor & Ford, 2014, p. 36)  

 

 

Discussion of culture models and dimensions  

A common criticism for all culture models that are based on a set number of culture dimensions 

is that they simplify the complex field of culture too much. These researchers argue that culture 

is multifaceted and cannot be reduce to just a few dimensions (Gamlath, 2016, p. 914). 

However, no other validated framework allowing for comparison of countries has caught on in 

culture research. So while cultural dimensions may not explain everything about a culture, it is 

the most viable tool for cultural comparison of countries and several frameworks have shown a 

degree of validity (Gamlath, 2016, p. 913). Firstly, in this section, Hall‟s and Schwartz‟ 

frameworks are discussed individually, as these frameworks are relatively different from the 

rest of the cultural dimension research. Then follows a discussion of the merits and faults of the 

similar frameworks from GLOBE and Hofstede, culminating in the justification of the choice of 

Hofstede‟s framework for this paper. 

 

Hall 

Hall‟s framework is the only framework that is not based on statistical evidence, meaning it is 

very different from the other frameworks (Dahl, 2004, p. 11). Since there is no statistical data, 

comparing cultures becomes difficult, as there is no way of knowing exactly how much 

countries differ on the dimension. It is of more use as a descriptive framework, when doing 
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qualitative research which may be why it remains one of the most frequently used concepts 

when analyzing communication ranging from face-to-face to mass communication (Dahl, 2004, 

p. 10). However, it is possible to apply the dimension by searching for clues in the literature. 

Scandinavian countries are considered some of the lowest context countries in the world, The 

British Isles, are considered to be more high-context than Scandinavia and is often depicted 

near the middle in illustrations of the spectrum (Würtz, 2006, p. 277). Singapore, on the other 

hand, has been found to be a high context culture despite the fact that English, which is usually 

linked to low context cultures, is the dominant language (Li & Lee-Wong, 2005, pp. 713-714). 

So while there are not clear empirical values, the chosen countries can classified as low-, 

medium- and high context cultures, for Denmark, Ireland, and Singapore, respectively. Time 

orientation is even harder to empirically test, and since correlations between this dimension and 

advertising effectiveness is very unlikely, it will not be included in this research.  

 

Schwartz  

Schwartz‟ framework is an interesting break from the other dimensional frameworks by 

focusing on values. Additionally, Schwarz survey and research is clearly separated into an 

individual-level analysis and a culture-level analysis, which the other frameworks fail to do 

(Dahl, 2004, p. 16). While it is not as popular as Hofstede‟s framework, several researchers 

choose to utilize Schwarz‟ framework due to its strong theoretical foundations (Okazaki & 

Mueller, 2007, p. 505). Yeganeh et al. (2009) argue that Schwartz provide a more 

comprehensive framework with thicker descriptive capabilities than any other framework 

(Yeganeh, Su, & Sauers, 2009, pp. 28-29). However, Schwartz has been criticized for his use of 

values as this can lead to utopian answers (Dahl, 2004, p. 19). This may be the reason why the 

dimensions from different countries are more alike in this framework than the others (see figure 

5), which is one of the main reasons this framework was not chosen for this thesis. Another 

reason why this framework did not fit this paper is due to the length of the questionnaire that 

contains 57 items. If these 57 items was to be incorporated in the research of this paper it would 

make the survey employed in this research to long, as this would be one of several sections in 

the survey.  

 

 



Cand.merc.(kom.) thesis   15-01-2018 

Sebastian Rosenmejer Ibsen   Supervisor: Dan Kärreman  

Page 43 of 85 

 

 

Figure 5: 

https://www.researchgate.net/publication/304715744_The_7_Schwartz_cultural_value_orientation_scores_for_80_count

ries 

 

Hofstede vs. GLOBE  

Hofstede‟s and GLOBE‟s frameworks are very similar. Trompenaars & Hampden-Turner‟s 

framework is equally similar, so similar in fact that has not been mentioned so far Trompenaars 

& Hampden-Turner‟s framework differ in some ways from the others and has been utilized by 

researchers to study cultural differences (Dahl, 2004, pp. 15-16). The framework has been 

excluded as only a single peer-reviewed study with empirical data has been published 

(Hofstede, 2001, p. 43). Thus, in reality, the choice for cultural framework was between 

Hofstede and GLOBE.  Hofstede‟s framework is as mentioned the most cited and consequently 

also most utilized cultural dimensions framework (Sivakumar & Nakata, 2001, p. 556). But 

from the initial conceptualization in 1980, many criticisms have appeared, casting doubt on this 

framework (Warner-Søderholm, 2012, pp. 88-91). Hofstede‟s framework is, however, the most 

extensive study completed to date and a comparison of national cultures can be found on his 

webpage, giving access to a large amount of data (Sivakumar & Nakata, 2001, p. 559). This 

data can be tested and leveraged in the paper. This makes it easy to incorporate in a student 

thesis, as the survey questions are available and can be distributed at relatively low costs. 

Hofstede‟s framework has mainly been criticized for:  

 

1. Using outdated data (Okazaki & Mueller, 2007, p. 505) 
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2. Focusing on a single company (Sivakumar & Nakata, 2001, p. 557) 

3. Few survey questions, meaning more questions could improve survey (Warner-

Søderholm, 2012, p. 91) 

4.  Focusing on individual level measures instead of national (Dahl, 2004, p. 16) 

5. Ignoring heterogeneity within countries (Sivakumar & Nakata, 2001, p. 557) 

6. Dimensions are linear and exclusive (Yeganeh, Su, & Sauers, 2009, p. 22) 

 

The GLOBE framework does address a number of these criticisms. The data is significantly 

more up to date, with data collected between 1993 and 2004 (Javidan, House, Dorfman, 

Hanges, & Luque, 2006, p. 914). Furthermore, the GLOBE Project collected data from more 

than a single company, choosing domestic businesses rather than a single multinational 

(Warner-Søderholm, 2012, p. 87).  When it comes to items in the questionnaires, GLOBE has 

116 items, which is more than 3 times as many as Hofstede‟s 34 items (Warner-Søderholm, 

2012, p. 85). However, the three remaining criticisms remain. Peterson & Castro (2006) state 

that the GLOBE survey is based on individual level measures, then transfer the scales to a 

national level (Peterson & Castro, 2006, p. 507). The remaining two criticisms are directed at 

the very core of Hofstede‟s framework, which GLOBE derived its framework from leading to 

the same issues (Yeganeh, Su, & Sauers, 2009, p. 27).  

 

So why not use the GLOBE framework since it solves some of the issues regarding Hofstede‟s 

framework? First of all, as mentioned earlier, GLOBE is an acronym for „Global Leadership 

and Organizational Behaviour Effectiveness‟ so it comes as no surprise that the GLOBE 

framework puts a heavy emphasis on leadership and organizational behavior. In fact some 

researchers believe that the questionnaire and scale are so particular that the framework is of 

little use outside of fields of leadership, organizational behavior and human resource 

management  (Yeganeh, Su, & Sauers, 2009, p. 27). Secondly, GLOBE has had a history of 

ignoring heterogeneity, more than what can be said for Hofstede. An example is how GLOBE 

groups Germany, Austria, Switzerland, and the Netherlands into the „Germanic cluster‟ due to 

similarities on the nine dimensions and expects little conflict in cross-cultural interactions to 

emerge, however, studies have found this to be untrue (Fink, Neyer, & Kölling, 2006, p. 43). 

Thirdly, Hofstede is based on a much larger sample and therefore seem to be more 

representative of reality. This is backed up by studies finding that despite the age of Hofstede‟s 
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data, indices based on Hofstede‟s framework is superior compared to indices based on 

Schwartz‟ and GLOBE‟s frameworks (de Mooij, 2017, p. 447). Finally, from a practical 

standpoint GLOBE has two major issues; length of questionnaire and the available data. A 116 

item questionnaire is too immense for the research design of this thesis. Asking respondents to 

answer that amount of questions simply to gauge cultural dimensions, before moving on to 

questions regarding advertising preference would likely lead to a survey so long that 

volunteering respondents would drop out before finishing. While GLOBE in the recent years 

released their country scores, there is an issue with this data. Much like with Schwartz‟ scores, 

countries are fairly close and do not differ significantly. Furthermore, as can be seen in figure 5, 

five of the nine value dimensions have average scores above five or below 3 in a seven-point 

scale, which stand to illustrate to limited differentiation among samples.  

 

Looking at the criteria presented for choosing a national culture framework that were mentioned 

earlier, it is seen that Hofstede‟s framework is most suitable for this paper. While the GLOBE 

framework is more comprehensive, with more questionnaire items and more dimensions, 

Hofstede‟s framework has shown more historical validity. Using Hofstede also improves the 

possibility of contributing to theory development and practice, as this is the most used 

framework in both areas. Country scores in Hofstede‟s framework are also more diverse, which 

makes it possible to study three countries with diverse cultures without a need for translation. 

And lastly since Hofstede‟s questionnaire includes 34 items as opposed to 116, it is much easier 

to collect primary data from subjects, by including these items in a larger survey. This 

discussion clearly shows the value of using Hofstede‟s framework as opposed to using 

GLOBE‟s.  
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Conclusion of literary review of culture  

This literary review started off by explaining the different types of cultures exists and narrowed 

down the field of interest in this paper to national culture. This was followed by a discussion 

about the consequences of utilizing national culture as a research unit. Afterwards, the most 

popular research tool in the field of national culture, dimensional models, was described. 

Finally, a set of criteria was set up for choosing a framework, and four frameworks were 

discussed, leading to choosing Hall‟s dimension of high context/low context as well as 

Hofstede‟s framework being chosen for this paper. In the “introduction to the theory” section of 

this paper, five big questions regarding culture were posed. All of these questions were touched 

upon in this literary review and answers will be summarized here.  

 

 Are national boarders a legitimate way to divide culture?  

o While national boarders might not be the best way to divide cultures, they are a 

useful unit, as similarities within countries do exist. Furthermore, national 

boundaries are often the only tangible unit available for research.  

 Do national homogenous cultures exist?  
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o As mentioned above, similarities within cultures have been found and can be used to 

differentiate values of different countries. However, larger countries with large 

populations, like China and the U.S. have been found to have several distinct 

homogenous groups, which makes the country more heterogeneous overall  

 If national cultures exist, are they static?  

o National cultures can be seen as both static and dynamic. While studies have shown 

that cultures change over time, studies have also found that countries keep their 

positions relative to each other. Besides, change often happens slowly.  

 If national cultures exist, can their intricacies be captured by Hofstede‟s framework?  

o Probably not all of them. Hofstede‟s framework uses a survey containing 34 items, 

which likely does not provide a completely accurate and in depth answer to what a 

given country‟s culture is like. However, the framework has been validated to 

capture at least some intricacies of a culture, better than any competing frameworks. 

 If Hofstede‟s dimensions provide valid insight about cultures, can it be applied equally to all 

fields of business research from advertising to accounting?  

o Hofstede‟s dimensions were originally created to be used within IBM, which is why 

it may be best suited for studies concerning organizational behavior. However, it has 

been used and results have been validated in many fields. It is hard to compare the 

applicability of the framework across fields, but the framework is widely applicable. 
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Results and analysis 

In this section results from the case study (phase 1) and the survey (phase 2) are presented and 

analyzed. The section follows the chronological order of the process, starting with the 

presentation of cases, followed by the assessment of effectiveness of each case. Subsequently 

an analysis of the TV advertisements from the cases will be presented, before finally exploring 

the patterns emerging through analysis of all the data and a conclusion of the findings from 

phase 1. Phase 2 starts a discussion and justification of items included in the survey, thereafter 

the main results are presented and analyzed. To finish the section the findings in the two phases 

are compared and related in a discussion. Before moving to the results and analysis, however, 

there will be a short clarification of the motives for carrying out the study in this order.   

 

In phase 1 it was important to assess the relative effectiveness of cases before seeing the TV 

advertisements, as the assessment will be subjective in nature. This means that if the two 

processes were carried out simultaneously, it would be possible to skew the assessments of 

effectiveness to fit the theories being tested. So all case assessments have been carried out 

without the author of this study has seen the advertisements the cases describe. Though, it 

should be noted that some of the cases describe the advertisements to some point, but none in 

enough details to skew the assessment intentionally or not. It was chosen to do the study in two 

separate phases to make the study more reliable and robust. Phase 1 is based on a limit number 

of samples, just ten cases from each culture, which means conclusions drawn from this phase 

alone could be misleading. The findings from phase 1 can be used to direct the survey creation 

in phase 2. Unexpected findings in phase 1 could then be researched further in face two while 

conclusions from phase 1 could be confirmed or reputed. Finally it was important to have a step 

where results from both phases could be compared critically, in order to find the most plausible 

explanations. There is no guarantee that the findings in phase 2 are more valid than in phase 1 

that is why this final step is critical. 

 

Case study 

This section starts by introducing the cases used in the study, and then each of the cases is 

assessed to gauge the effectiveness of each. The assessment is based on media mix, hard 

metrics, soft metrics, online metrics and other modifiers such as duration, budget and year of 

campaign. This is a qualitative assessment, not a quantitative one. Then a TV advertisement 
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from each of the campaigns from the cases are evaluated based the three theoretical frameworks 

mentioned earlier. Then the results from the assessment and the advertisement evaluation are 

analyzed alongside with the seven cultural dimension scores for the three countries. From this 

analysis, patterns should emerge showing correlations between cultural dimension scores and 

effectiveness of different elements from the theory.  

 

Presenting the cases  

In table 3 the 30 cases of this case study are presented. Ten cases have been chosen from each 

of the cultures in question. The table contains information regarding the country of origin, 

brand, product category, name of campaign, year of launch and number of months then 

campaign ran. The criteria for choosing these cases have been discussed earlier, but here is a 

quick summary. Cases should be:  

 Low-involvement products  

 Product focused (No industry groups etc.) 

 TV as hero media (TV must account for at least 50% of media budget) 

 Adequate data in case  

 Rigor in review   

 Promotions or discounts accounted for 

 Less than 10 years old (from 2017, where cases were collected)  

 

These criteria severely limited the number of suitable cases from each country. In fact the ten 

cases from Singapore were the only available cases fulfilling the criteria, though the cases from 

Singapore as a general rule had a smaller amount of data included in the cases. While there 

were a small number of additional available cases from Denmark and Ireland, the ones included 

in the study best matched the criteria above. All cases are found in either the “Reklamen til 

eksamen” books or in World Advertising Research Center (WARC). As data from the cases are 

presented, citation will be limited to the first table presented below, unless specific data is cited. 

This is to ensure readability and simplicity as well as to avoid inserting 30 citations every time 

new data is presented in a table.   

  



Cand.merc.(kom.) thesis   15-01-2018 

Sebastian Rosenmejer Ibsen   Supervisor: Dan Kärreman  

Page 50 of 85 

 

Base information about campaigns 

Country Brand Category Campaign Year Months 

Denmark
1 

Royal beer Beer Tak Rock 2010 2 

Denmark
2 

Bayvantic Pet care Beskyt din hund 2011 8 

Denmark
3 

Faxe Kondi Soft drink Play everywhere! 2010 4 

Denmark
4 

Orifarm Over-the-counter Do you yellow? 2009 12 

Denmark
5 

Sommersby Alcoholic Cider Unreal History 2008 9 

Denmark
6 

Carlsberg Sport Soft drink Sport inside 2008 4 

Denmark
7 

Riberhus Cheese Lidt bedre end andre gode oste 2007 18 

Denmark
8 

Tuborg Beer Hold-da-kæft-bajer 2014 4 

Denmark
9
* Wasa Food There is a taste for you too. 2012 7 

Denmark
10

* Max Factor Makeup Beautiful framed eyes 2007 12 

Ireland
11 

Duracell Batteries Lasts up to 12 times longer 2013 10 

Ireland
12

* Kenco Beverage Coffee Vs. Gangs 2014 5 

Ireland
13

* Febreeze Cleaning Noseblind 2013 8 

Ireland
14 

Water Wipes Baby Care The World's purest wipe 2016 8 

Ireland
15 

Cadburys Candy Free the joy 2014 8 

Ireland
16 

McDonnells Food Makes food taste great 2014 7 

Ireland
17 

Denny Food Natural Lesson 2012 3 

Ireland
18 

Super Milk Beverage Sunshine 2010 5 

Ireland
19 

Lenor Infusions Cleaning The affair 2008 8 

Ireland
20 

Virgin Media Communications Here comes the magic 2015 3 

Singapore
21 

Tiger Beer Beer The Unofficial Official 

History of Singapore 

2014 6 

Singapore
22

* Jotun Paint The Scarlet Red stays as good 

as new 

2012 8 

Singapore
23 

Panadol Over-the-counter restore your focus 2014 5 

Singapore
24 

Starhub Communications Love Tails 2011 4 

Singapore
25 

Sensodyne Toothpaste Dentist Pledge 2010 4 

Singapore
26 

Charoen Pokphand Food Cook like a chef 2007 2 

Singapore
27

* L'Oreal Makeup multi-benefit' anti-ageing 

serum 

2013 4 

Singapore
28 

Brand's Essence of 

chicken 

Food Blur or not 2011 7 

Singapore
29 

Pizza Hut Food Cheesy 7 - The Guru 2011 3 

Singapore
30 

Singtel Communications The Journey 2016 2 

Table 3 

*As part of a larger international campaign 

 
1
 (Jonas, 2011)  

11 
(Euro Effies, 2016) 

21 
(Yap, 2015) 

2
 (Dangaard, 2011) 

12 
(Euro Effies, 2016) 

22 
(Wadhwa, 2013) 

3 
(Jonas, 2010) 

13 
(Euro Effies, 2016) 

23
 (Labarthe & Afridi, 2014) 

4 
(Søndergaard & Hansen, 2010) 

14 
(Euro Effies, 2016) 

24 
(Weiyi, 2012) 

5 
(Rannes, Lynholdt, & Brandt, 2009) 

15 
(IAPI ADFX Awards, 2016) 

25 
(Manglik, 2013) 
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Assessing the effectiveness of cases  

In the review of existing literature undertaken for this thesis no tool for assessment of 

advertising effectiveness was found, perhaps due to the fact that novelty of this research design. 

Indeed, as mentioned earlier, the term of effectiveness in advertising is shrouded in ambiguity. 

In this paper Wells‟ (2014) definition was chosen as it acknowledges the value of both hard and 

soft metrics:  

 

“Advertising effectiveness is concerned with making a tangible contribution to a company or 

brand. This benefit must exceed its cost if it is to be considered worthwhile. Effectiveness is 

cumulative over time and affects feelings, attitudes, and behaviors.” (Wells, 2014, p. 4) 

 

This definition stretches the importance of „making a tangible contribution‟ which is likely to 

mean the hard metrics. This includes all economic measures, i.e. growth in sales, growth in 

market share, profits, ROI etc. Wells (2014) then argues that the benefit must exceed the cost, 

for the advertising to be considered effective. However, the benefit is not merely based on hard 

metrics, as effectiveness also „affects feelings, attitudes, and behaviors‟ which include soft 

metrics. Soft metrics can be defined as “Soft metrics are often those that demonstrate intent or 

interest but may not be ultimately quantifiable down to the buyer, the sale or other valued 

conversion.” (Neifield, 2017). In this paper it includes measures such as PR value, brand 

awareness & recognition, ad recall,  targets reached, brand trial, message comprehension etc. 

Furthermore, in this report online metrics are included as a separate category as it describes 

specific consumer behaviors. Finally since the purpose of this thesis is to find the relative 

effectiveness of advertising campaigns, it is necessary to include the context as a modifier. 

Context is here seen as situational factors such as duration and year of campaign, but also 

market and sales growth and decline.  

6
(Jelved, Christensen, & Grønlund, 2009) 

16 
(IAPI ADFX Awards, 2016) 

26 
(Ogilvy Asia Pacific, 2007) 

7 
(Bung, 2009) 

17 
(IAPI ADFX Awards, 2012) 

27 
(Cruz & Jang, 2014) 

8 
(Jonas & Moresco, 2009) 

18 
(IAPI ADFX Awards, 2010) 

28 
(WARC , 2012) 

9 
(Euro Effies, 2013) 

19 
(Euro Effies, 2009) 

29 
(Daly, 2011) 

10 
(Effies, 2007) 

20 
(IAPI ADFX Awards, 2016) 

30 
 (Wong, 2017) 
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Data availability and comparison   

One of the main limitations of this type of research is the availability of data. Because even 

though cases were chosen based on having an acceptable level of data, the data included in each 

case differ from case to case. This means that the most popular hard metrics (market share after 

campaign and ROI/ROMI) were represented in 15 cases each. While other metrics like „sales 

increase in Euro‟, „penetration increase and‟ „profit‟ were only mentioned in 3, 1 and 1 cases 

respectively. Of the 1340 fields in the spreadsheet containing data from the cases, only 13 % are 

filled as the cases use so diverse metrics, see table 4 for an idea of the range of metrics used in 

cases. So comparing cases directly based on the available data would be comparing apples to 

oranges. Limited, if any knowledge, can come from comparing an advertising campaign with a 

sales increase of 4.5 million with a campaign that has increased its market share by 2 

percentage points. This leads to the next issue, how to weigh the different metrics. As 

mentioned in the definition of effectiveness as well as the section above, hard metrics must 

necessarily hold more value than soft metrics. However, soft metrics like brand awareness and 

message comprehension has been shown to affect consumer choice (Hoyer & Brown, 

1990)(Laskey, Fox, & Crask, 1995). Online metrics also affect a campaign and consumer 

choice after the campaign, and additional Facebook fans can drive sales (Andzulis, 

Panagopoulos, & Rapp, 2012). A quantitative framework could possibly be set up where hard 

metrics form the base for an effectiveness score, which then gets multiplied based on soft and 

online metrics. However, as the cases contain differing amounts of metrics, this approach could 

end up equating thoroughness in case creation with effectiveness. For this paper it would be 

particularly unsuitable as cases from Singapore contain less metrics than either of the two other 

countries. This is why the assessment of effectiveness must be qualitative and not quantitative. 

 

Table 4 

Earlier in the paper, the eight big-tent criteria for qualitative research was presented. In this 

section, four criteria are especially important; rich rigor, sincerity, credibility and resonance. 

Rich rigor and sincerity has already been covered above, by accounting for choice of countries, 

cases, and theoretical constructs used (rich rigor) while also describing the definitions chosen to 

adhere to, which metrics are given more weight and the challenges finding cases that are 
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comparable. This sections aim is to provide credibility and resonance to the assessment of 

effectiveness to ensure this contribution is acceptable to the scientific community. Resonance 

will be achieved through creating transferability allowing researchers and practitioners to relate 

the findings to their own worlds (Tracy, 2013, p. 239). This will be done through ensuring 

credibility and reducing theoretical constructs to operational elements. Credibility of the 

assessment will be based on thick description of the assessment process and crystallization of 

the data (Tracy, 2013, pp. 236-237). This means that the different steps of the assessment 

process will be explained utilizing examples of the data used. A key part of this will be to 

compare the data point from the different cases to each other in a number of different ways to 

accomplish crystallization and thereby make the assessment more credible.  

 

Assessment of case effectiveness 

Before a comparison of the cases, the metadata will be compared. Comparing this data is 

important as it ensures that the cases are comparable. As seen in figure 6, cases from Denmark 

are slightly older than the other countries, with 2009.6 as the average year campaigns ran, 

however these are well within the limit of comparability. Average number of channels used is 

also fairly close, with Denmark using a marginally fewer channels, but this is likely due to the 

difference in the age of the cases, as more channels have become popular in recent years. The 

two final graphs in the figure are more problematic. The number of data points is lower in the 

Singaporean cases, as mentioned before, but all cases include hard metrics enough to gauge 

effectiveness. The average campaign duration of the cases however is problematic. This 

however is mainly due to a single case, running for 18 months, meaning that the conclusions of 

the analysis can be tested with and without this case, to see if it changes the results. Overall the 

Figure 6 
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metadata suggest that these cases are suitable for comparison.  

As mentioned, the hard metrics are serving as the baseline for assessing effectiveness, with soft 

metrics, online metrics and modifiers serving as supplementary data. This means hard metrics 

are used to score effectiveness one a 1-10 scale, thereafter the other metrics will be used to 

amend these scores ending with a final effectiveness score. The hard metrics are divided into 

three categories each eligible for a score from 1 to 10. Soft metrics and online metrics will be 

reduced to one score each and the result is then averaged before the entire score is modified 

based on the context. This is done to emphasize the importance of hard metrics as well as make 

comparison more manageable as there are more than 50 different metrics used in the cases.  

 

Hard metrics 

For simplicity the hard metrics have been divided into three categories, ROI/ROMI, market 

share and sales increase. The cases will be assessed based on each of these categories, if data is 

available, from a scale from 1 to 10. The scores are then averaged showing the overall 

effectiveness based on hard metrics. Considerations regarding scoring each category are 

presented below as part of the thick description.  

ROI/ROMI 

The only relative metrics used in these advertising cases are ROI and ROMI. These metrics are 

based on additional revenue divided by cost of the investment. ROI and ROMI can be defined 

in a number of ways, but the definitions used in this paper are based on the definitions in the 

cases. The difference between the two is that ROI focus on the cost of the campaign and the 

additional revenue believed to have been generated by the campaign (Rannes, Lynholdt, & 

Brandt, 2009, p. 37). ROMI on the other hand also include the cost of elements not usually 

associated with the campaign, like internal communication and new packaging design 

(Søndergaard & Hansen, 2010, p. 217). These metrics can be compared without drawing on 

additional data, while all the other metrics need to be related to another metric before doing a 

comparison. In the definition of effectiveness Wells (2014) writes “This benefit must exceed its 

cost if it is to be considered worthwhile” (Wells, 2014, p. 4), which is basically the definition of 

ROI/ROMI and is therefore considered very important in this study.  Due to this importance as 

well as the robustness of these measures, ROI/ROMI scores are counted as double. 

Consequently, if a case scores 10 in ROI/ROMI and 9 in another category the final scores 
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would be 29/3= 9.66, giving ROI/ROMI more influence on the final score. In table 5 the 

scoring key is shown, ROMI are generally lower, so a lower ROMI is needed to receive a good 

score. Table 6 show the 16 cases that include ROI or ROMI and the scores given to each of 

these cases. As can be seen these metrics are more popular in cases from Ireland and Denmark 

than those from Singapore.  

 

 

 

  

 

              Table 5 

 Table 6 

Market share 

Market share is another important category of metrics. Captured market shares can continue to 

pay dividends a long time after a campaign has ended and is continuously used to describe the 

relative power in an industry (Dunkelberg, 1988). Many different metrics concerning market 

share have been used in the cases, but here it has been limited to: market share before 

campaign, market share after campaign, increase in market share, and increase in market share 

in percentage points. Some cases include all of these measures, while others online provide one 

ROI Score ROMI Score2 

> 2 10 > 1.5 10 

> 1.5 9 > 1 9 

> 1 8 > 0.75 8 

Country Brand Actual ROI ROMI Score RO(M)I 

Ireland Water Wipes    2.11 10 

Denmark Sommersby 3.7   10 

Singapore* Sensodyne 3   10 

Ireland Kenco 3.03   10 

Ireland Cadburys 3.45   10 

Denmark Tuborg 2.4   10 

Ireland Super Milk 3.31   10 

Denmark Royal beer 1.71   9 

Denmark Riberhus   1.13 9 

Ireland Virgin Media 1.72   9 

Denmark Orifarm   0.93 8 

Denmark Carlsberg Sport 1.07   8 

Ireland McDonnells 1.18   8 

Denmark* Faxe Kondi 1.16   8 

Ireland Denny 1.1   8 

Singapore Starhub   >1 8 
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or two of them. Contrasting ROI/ROMI, increase in market share is not a relative measure, so it 

must be related to other metrics in order to compare it reliably. An example is „increase in 

market share‟ can be related to „duration of campaign‟ or „market share before campaign‟ in 

order to better compare cases. The same increase in market share achieved in shorter time is 

considered more effective, as is market share increases by companies already having large 

market shares. Therefore a comparison of market share increases must be a holistic analysis of 

many elements. Here instead of having a key where specific metrics resulted in a specific score, 

scores where first given based on; relative increase, based on initial market share, increase in 

percentage and increase in percentage points. After these first scores, duration and budget is 

used to amend the scores. This means e.g., that Royal Beer and Water Wipes increase their 

scores, while Duracell and Wasa scores decrease. All scores can be seen in table 7. Due to 

physical space limitations „budget‟ could not be included but see appendix 1 for full spread 

sheet or table 8, where some of the budgets are included.  

Table 7 

Country Brand Duration MS Before MS After 

MS 

Increase 

Increase  

points Score MS 

Ireland Water Wipes  8 13.2% 25.2% 190.9% 12.0% 10 

Denmark Sommersby 9 0.0% 80.0%   80.0% 10 

Denmark Orifarm 12 2.9% 5.9% 205.2% 3.0% 10 

Denmark Carlsberg Sport 4 2.0% 9.1% 455.0% 7.1% 10 

Ireland* Lenor Infusions 8 3.5% 10.1% 288.0% 6.6% 10 

Singapore Panadol 5 0.0% 17.0%   17.0% 10 

Denmark Max Factor 12 5.5% 11.0% 200.0% 5.5% 10 

Singapore 

Brand's esssence 

of chicken  7 74.0% 86.0% 116.2% 12.0% 10 

Ireland McDonnells 7 53.0% 64.0% 120.8% 11.0% 9 

Ireland Febreeze 8     123.4%   9 

Singapore Tiger Beer  6 25.0% 33.8% 135.0% 8.8% 9 

Denmark Bayvantic 8 24.6% 32.4% 131.8% 7.8% 9 

Denmark Royal beer 2     113.9%   9 

Ireland* Duracell 10 28.0% 34.5% 123.2% 6.5% 8 

Singapore* Sensodyne 4   18.4%     8 

Ireland Kenco 5 16.0% 19.0% 118.8% 3.0% 8 

Denmark Riberhus 18 16.5% 19.2% 116.2% 2.7% 8 

Denmark* Faxe Kondi 4     114.3%   8 

Denmark* Wasa 7 75.6% 78.4% 103.7% 2.8% 7 
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Sales increase 

Sales increase is based on two metrics; sales increase in volume and sales increase in value. 

Understandably the metric providing the best assessment of effectiveness is „sales increase in 

value‟ as it shows the actual value added, while increased sales volume can be due to 

promotions or discounts in the campaign period. Like with market share, sales increase must 

use a holistic analysis of several elements to ensure a reliable comparison. However, as there 

are only two metrics in this category, the assessment is less complicated. Cases were given an 

initial score based on the metric and subsequently amended using budget and duration of 

campaign. The amendments meant several changes in scores e.g. that Febreeze and Royal Beer 

fell in score while Wasa and Denny increased in score due to budget and duration of campaigns.  

Table 8 shows the amended scores for sales increase. This metric is the most utilized hard 

metric in the Singaporean cases.  

 

Country Brand Duration Budget 

Sales increase 

value 

Sales increase 

volume Score SI 

Ireland Water Wipes  8    195,000    64.0% 10 

Singapore L'Oreal 4   72.0%   10 

Singapore Charoen Pokphand 2   600.0%   10 

Singapore* Jotun 8   51.0%   10 

Denmark Orifarm 12 1,545,699  31.0%   9 

Denmark* Faxe Kondi 4     17.6% 9 

Ireland* Lenor Infusions 8   14.0%   8 

Singapore 

Brand's esssence 

of chicken  7   16.0%   8 

Ireland McDonnells 7     15.0% 8 

Denmark Royal beer 2 1,142,473  10.6%   8 

Ireland Cadburys 8   12.0%   8 

Denmark Tuborg 4     10.3% 8 

Singapore Pizza Hut 3   15.0%   8 

Singapore Singtel 2   14.0%   8 

Denmark* Wasa 7 >270,000   7.7% 8 

Ireland Denny 3   6.3%   8 

Ireland Febreeze 8     8.1% 7 

Singapore Starhub 4   5.0%   7 
Table 8 

Combining the scores 

When the scores are combined in table 9 it shows that eight cases gain the maximum score of 

10, two cases from Ireland and two from Denmark with the remaining four coming from 
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Singapore. The four top-scoring cases from Singapore are based on a single metric, which of 

course makes it easier to get a top score when only one hard metric has to be high. However, 

this also means that these are more likely to be affected by soft metrics and online metrics in the 

next sections. 

Table 9 

Soft metrics 

The soft metrics are used to amend the scores from the hard metrics. A holistic analysis of all 

soft metrics will result in a single score from 1 to 10 which will be included in the averaging of 

Country Brand Duration 

Score 

RO(M)I 

Score 

SI 

Score 

MS 

Acc. 

score 

Number 

metric 

Final 

score 

Ireland Water Wipes  8 10 10 10 40 4 10.0 

Denmark Sommersby 9 10   10 30 3 10.0 

Ireland Super Milk 5 10     20 2 10.0 

Singapore L'Oreal 4   10   10 1 10.0 

Singapore Charoen Pokphand 2   10   10 1 10.0 

Singapore* Jotun 8   10   10 1 10.0 

Singapore Panadol 5     10 10 1 10.0 

Denmark Max Factor 12     10 10 1 10.0 

Ireland Cadburys 8 10 8   28 3 9.3 

Denmark Tuborg 4 10 8   28 3 9.3 

Singapore* Sensodyne 4 10   8 28 3 9.3 

Ireland Kenco 5 10   8 28 3 9.3 

Ireland* Lenor Infusions 8   8 10 18 2 9.0 

Singapore 

Brand's esssence of 

chicken  7   8 10 18 2 9.0 

Ireland Virgin Media 3 9     18 2 9.0 

Singapore Tiger Beer  6     9 9 1 9.0 

Denmark Bayvantic 8     9 9 1 9.0 

Denmark Orifarm 12 8 9 10 35 4 8.8 

Denmark Royal beer 2 9 8 9 35 4 8.8 

Denmark Carlsberg Sport 4 8   10 26 3 8.7 

Denmark Riberhus 18 9   8 26 3 8.7 

Denmark* Faxe Kondi 4 8 9 8 33 4 8.3 

Ireland McDonnells 7 8 8 9 33 4 8.3 

Ireland Denny 3 8 8   24 3 8.0 

Ireland Febreeze 8   7 9 16 2 8.0 

Singapore Pizza Hut 3   8   8 1 8.0 

Singapore Singtel 2   8   8 1 8.0 

Ireland* Duracell 10     8 8 1 8.0 

Singapore Starhub 4 8 7   23 3 7.7 

Denmark* Wasa 7   8 7 15 2 7.5 
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scores. The metrics included in this section are: PR value, brand awareness, brand recognition, 

unaided ad recall, aided ad recall, percentage of targets reached, message comprehension, brand 

trial increase, brand trial total, decrease in brand rejection, and AI-score. Brand trial is evaluated 

higher as it is more directly connected with sales, while brand awareness, and brand recognition 

are evaluated lower, as this in most cases is well established. In cases regarding new launches of 

products brand metrics are evaluated on equal footing with the other metrics. Only metrics 

appearing in three or more cases are included in the assessment to be able to compare results. 

Table 10 shows the remaining metrics and the resulting scores. These scores have also been 

based on budget and duration but space limitations impeded showing them here, see appendix 1. 

  

Country Brand 

PR 

value 

Brand 

awareness 

Unaided 

ad recall 

Aided 

ad 

recall 

Brand 

trial 

increase 

Brand 

trial 

total 

Soft 

metric 

score 

Denmark Sommersby 873,656  94%       64% 9 

Ireland Water Wipes  268,000            9 

Ireland Denny   93% 58%     29% 9 

Ireland 

Virgin 

Media   44%         9 

Singapore Tiger Beer  679,012            9 

Singapore 

Brand's 

esssence of 

chicken          50% 79% 9 

Denmark Royal beer 268,817    21%   7%   8 

Denmark Faxe Kondi 201,613            8 

Denmark 

Carlsberg 

Sport   82%       47% 8 

Denmark Tuborg       90%     8 

Ireland Cadburys   99%         8 

Ireland Super Milk           29% 8 

Singapore Panadol     47%       8 

Singapore 

Charoen 

Pokphand         22%   8 

Singapore* L'Oreal         21%   8 

Denmark Bayvantic       71%     7 

Denmark Riberhus     29%       7 

Singapore Singtel   84%   60%     7 
Table 10 

Online metrics  

The online metrics are just like the soft metrics used to amend the scores from the hard metrics. 

A holistic analysis of all online metrics will result in a single score from 1 to 10 which will be 
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included in the averaging of scores. The method is exactly the same as in the soft metrics, 

except, when giving scores for online metrics, the year of the campaign is also a deciding 

factor, as the use of online and social media has increased dramatically the last decade (Perrin, 

2015). Metrics in this category include; unique visitors, page views, fans before campaign, fans 

after campaign, fans increase, virality rate, online video views and social actions. However, as 

with soft metrics, only metrics mentioned in three or more cases are included in the analysis. In 

table 11 online metrics and scores can be seen.  

 

Country Brand Year Duration 

Page 

views 

Fans 

before 

Fans 

After 

Fans 

increase OV views 

Online 

Metric 

score 

Ireland 

Water 

Wipes  2016 8   2,800  37,000  1321%   10 

Denmark Faxe Kondi 2010 4 415,000    80,000      10 

Singapore Starhub 2011 4   29,400  60,400  205% 160,000  9 

Singapore Pizza Hut 2011 3 1,300,000  13,400  23,500  175%   9 

Denmark Royal beer 2010 2 543,791    14,000      8 

Singapore 

Brand's 

esssence of 

chicken  2011 7   5,500  13,000  236%   8 

Singapore Tiger Beer  2014 6         3,500,000  7 

Singapore Singtel 2016 2         4,600,000  7 
Table 11 

Combined scores  

When combining all the five scores, ROI/ROMI, market share, sales increase, soft metrics, and 

online metrics, the overall effectiveness of campaigns can be seen (see table 12). ROI/ROMI 

was counted twice, due to the importance of this metric. The scores range from 7.3 to 10.0, 

which was to be expected since all the cases have won effectiveness awards. The average 

number of metrics used per case is 3.17, but one case from each culture only had data for one 

metric. These single metric cases will be controlled for in the analysis by running tests 

including them and tests excluding them, to see if it significantly changes the results. 14 cases 

scored 9 or higher, of these six were Irish, five were Singaporean, and three were Danish. Six 

cases scored 8 or under, two from each country. Looking at the metadata in figure 7 below it is 

possible to see that while Danish cases use more metrics, all cases are evenly matched in score. 

Figure 7 
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Country Brand 

Score 

RO(M)I 

Score 

MS 

Score 

SI 

Score 

soft 

Score 

online 

Acc. 

score 

Num

ber 

Final 

score 

Denmark Max Factor   10       10 1 10.0 

Denmark Sommersby 10 10   9   39 4 9.8 

Denmark Tuborg 10   8 8   36 4 9.0 

Denmark Orifarm 8 10 9     35 4 8.8 

Denmark 

Carlsberg 

Sport 8 10   8   34 4 8.5 

Denmark Royal beer 9 9 8 8 8 51 6 8.5 

Denmark Riberhus 9 8   7   33 4 8.3 

Denmark Bayvantic   9   7   16 2 8.0 

Denmark* Faxe Kondi 8 8 9 8 10 51 6 8.5 

Denmark* Wasa   7 8     15 2 7.5 

Ireland Water Wipes  10 10 10 9 10 59 6 9.8 

Ireland Kenco 10 8       28 3 9.3 

Ireland Super Milk 10     8   28 3 9.3 

Ireland Cadburys 10   8 8   36 4 9.0 

Ireland Virgin Media 9     9   27 3 9.0 

Ireland Denny 8   8 9   33 4 8.3 

Ireland McDonnells 8 9 8     33 4 8.3 

Ireland Febreeze   9 7     16 2 8.0 

Ireland* 

Lenor 

Infusions   10 8     18 2 9.0 

Ireland* Duracell   8       8 1 8.0 

Singapore 

Charoen 

Pokphand     10 8   18 2 9.0 

Singapore L'Oreal     10 8   18 2 9.0 

Singapore Panadol   10   8   18 2 9.0 

Singapore 

Brand's 

esssence of 

chicken    10 8 9 8 35 4 8.8 

Singapore Pizza Hut     8   9 17 2 8.5 

Singapore Tiger Beer    9   9 7 25 3 8.3 

Singapore Starhub 8   7   9 32 4 8.0 

Singapore Singtel     8 7 7 22 3 7.3 

Singapore* Jotun     10     10 1 10.0 

Singapore* Sensodyne 10 8       28 3 9.3 
Table 12 

Evaluating the cases 

As mentioned earlier, the cases will be evaluated on the basis of three advertising theories, 

ELM, use of humor, and framing tactics.  
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The main idea of ELM is that advertising stimuli get processed in one of two ways, through the 

central or the peripheral route. Through the central route, the key arguments regarding the 

product are elaborated and processed. The peripheral route on the other hand relies on 

peripheral cues. These cues are more related to the context of the advertisement than the actual 

product, and include factors such as affective cues, source credibility and heuristics. To evaluate 

the use of the ELM in the cases, arguments and cues are counted to see if there are correlations 

between number of arguments and cues and effectiveness in a given culture or across cultures.  

 

Humor can be used in five specific ways according to Speck (1991) based on a combination of 

three fundamental humor processes. Two of the humor types, comic wit and sentimental humor 

are based solely on one process each, incongruity-resolution and arousal-safety respectively. 

These two simple types of humor are easier to understand and less complex. The remaining 

three types of humor are more complex and therefore harder to understand. All of the three 

complex types of humor are based on incongruity-resolution, with satire including the use of 

humorous disparagement, sentimental comedy including the use of arousal-safety and full 

comedy including all three processes. An advertisement can therefor only include one of these 

types of humor, since they are mutually exclusive. Thus the use of humor in the cases is 

evaluated and correlations between types of humor and effectiveness in a culture or across 

cultures are investigated.  

 

Framing, like humor, consists of a set of five types based on three tactics, namely valence, 

perspective and frames of reference. Frame valence decides if an advertisement focuses on 

positive or negative factors, e.g. a cold medicine can have a positive valence if it focuses on the 

joys of being healthy or a negative valence by focusing on the annoyance of having a cold. 

Frame perspective focus on time orientation and can be prospective or retrospective. 

Retrospective advertisements generally focus on how an undesired outcome could have been 

avoided, by owning the advertised product while prospective advertisements focus on the 

benefits gained in the future. Finally frames of reference decide on what aspect is focused on in 

an advertisement and is divided into three types of frames, price, attribute and outcome. These 

five types of framing are located in the cases correlating positive/negative valence, 

prospective/retrospective perspective, and present/not present price, attribute, and outcome 

frames to effectiveness. The five types of framing tactics are not mutually exclusive but only 
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one type of valence and one type of perspective can be used in a single advertisement. In table 

13 the results of the evaluation can be seen.  

Analyzing the results  

Country differences  

 

 

Figure 8: country-specific metadata 

 

Looking at the metadata for the countries, some key differences appear, see figure 8. 

Advertisements from the different countries seem to use different types of humor. Cases from 

Denmark and Singapore utilize „comic wit‟ the most, while Ireland use „sentimental comedy‟ 

most. By taking a closer look it‟s possible to see that there are major differences in the use of 

simple and complex humor types. Cases from Denmark use simple humor in 87 % of the cases 

utilizing humor, from Singapore it is 57 % while only 29 % percent of the humorous 

advertisements from Ireland use simple humor, see figure 9.  

 

Figure 9: Use of humor 
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Furthermore it can be seen that price framing and retrospective perspective framing is 

unpopular in cases from all three countries. Use of attribute and outcome framing is similar 

across countries, but there is a major difference in valence. Negative valence is present in half 

of the Singaporean cases while only 20 % of the cases from Denmark and Ireland use negative 

valence. When it comes to cues and arguments, we also see a major difference, see figure 10. 

Cases from Denmark use central arguments in a much higher degree than cases from both 

Ireland and Singapore. Singapore use the least number of cues and arguments overall, more 

than 16 % fewer than Denmark, which use marginally fewer than Ireland. Looking at the 

composition of arguments and cues, it is seen that Singapore by far uses the largest percentage 

of peripheral cues opposed to central arguments see figure 11.  

 

 

Figure 10: Average use of central arguments and peripheral cues 

 

 

Figure 11: cue and argument composition 
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Brand 

Comic 

wit 

Sentimental 

humor Satire 

Sentimental 

comedy 

Full 

Comedy Price Attribute Outcome Valence Persp. Central Peripheral   
Bayvantic Present             Present Negative Pros 4 3 

Carlsberg Sport Present               Positive   1 3 

Faxe Kondi Present             Present Positive   2 3 

Orifarm Present         Present   Present Negative Pros 5 1 

Riberhus       Present     Present   Positive   3 4 

Royal beer               Present Positive Retro 2 3 

Sommersby Present               Positive   1 3 

Tuborg   Present           Present Positive   1 4 

Max Factor             Present Present Positive Pros 5 1 

Wasa   Present         Present   Positive Pros 5 2 

Cadburys Present             Present Positive   1 4 

Denny       Present     Present   Positive Pros 2 4 

Duracell       Present       Present Negative   2 3 

Lenor Infusions       Present     Present   Positive Pros 1 4 

McDonnells     Present         Present Positive Pros 1 5 

Super Milk             Present Present Positive Pros 3 3 

Virgin Media             Present   Positive Pros 3 4 

Water Wipes              Present   Positive   3 3 

Febreeze         Present     Present Negative Retro 2 4 

Kenco   Present           Present Positive Pros 1 4 

Brand's esssence of 

chicken          Present     Present Negative Pros 2 4 

Charoen Pokphand Present             Present Positive   1 3 

Panadol             Present Present Negative Pros 3 3 

Pizza Hut Present           Present   Positive Pros 2 3 

Sensodyne               Present Negative Pros 2 2 

Singtel   Present         Present Present Positive Pros 1 4 

Starhub       Present         Negative   1 4 

Tiger Beer          Present       Positive   0 6 

Jotun Present           Present Present Positive Pros 2 4 

L'Oreal               Present Negative Pros 2 3 

Table 13 
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So to summarize these findings:  

 Denmark use more simplistic humor (87%), followed by Singapore (57%) and then 

Ireland (29%)  

 Singapore use more negative valence (50%) compared to Denmark and Ireland (20%)  

 Singapore use the fewest total arguments and cues  

 Denmark use significantly more central arguments than the other cultures, relatively 

Ireland (35 %) use more than Singapore (28%)  

 

Relating these findings to the cultural dimensions from Hall and Hofstede may shed some light 

on why these differences occur. The preference for simplistic humor in Denmark may be related 

to Hofstede‟s masculinity dimension as the relative difference in use of simple humor 

corresponds with the relative difference in this dimension, see figure 12. Denmark as a fairly 

feminine culture value cooperation, modesty, caring for the weak and quality of life, while 

Ireland as a masculine culture value achievement and assertiveness. Masculine values may lead 

to a preference of humor containing disparagement, which is part of two of the three complex 

humor types, because these values are more focused individual success. Feminine cultures value 

caring for others which may mean that disparagement is frowned upon in these cultures. 

Singapore‟s preference for negative valence may be due to this cultures lower level of 

indulgence. Cultures showing more restraint suppress gratification of needs, which could 

explain why the cultures with high indulgence focus more on positive outcomes related to this 

gratification. The fewer cues in Singapore and the preference for central arguments in Denmark 

may be related to Hall‟s high-context/low-context dimension. Singapore is a high-context 

culture which means that 

people living there are used 

to get more information out 

of a context, while 

Denmark which is one of 

the lowest context cultures, 

and need more information 

and more clear information 

to understand a message.  

 

 Figure 12: Hofstede's culture scores 
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Effectiveness differences 

In this section the differences between the most effective cases and the least effective cases will 

be explored. The average effectiveness score is 8.73, so that is chosen as the cutoff point. 16 

cases score more than 8.73 while the remaining 14 score less than that. These groups are then 

compared. The 16 most effective cases are composed of six cases from Ireland, six from 

Singapore and four from Denmark. See figure 13 for the main data used for comparison.  

 

Column1 Simple Complex Attribute Outcome Central Peripheral Total 

High effectiveness 7 2 7 12 2.19 3 5.19 

Low effectiveness 6 7 5 7 1.93 3.57 5.5 
Figure 13: comparison of high and low effective cases 

The biggest surprise here is that even though Denmark is underrepresented the high 

effectiveness group, simple humor is much more pronounced, see figure 14. Out of nine cases 

using complex humor, only two cases were within the 16 most effective cases. More than half 

the cases using simple humor were considered highly effective.  

 

 

 

Differences in framing are also found. All effective cases use prospective perspective framing, 

while positive/negative framing tactics are similar in to two groups. The most interesting 

finding, however is the number of frames of reference used. 20 frames of reference are used in 

the high effectiveness group while only 14 are found in the low effectiveness group. While 

there is a difference in the number of cases in each group, the average number of frames used in 

each group also differs, see figure 15. While the difference might seem small, effective cases 

actually used 46 % more frames of reference on average.  

Figure 14: Humor composition for difference in effectiveness 
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Figure 15 

 

The last interesting finding in this section regards the use of arguments and cues. The high 

effectiveness group use fewer total arguments and cues but more central arguments than the 

other group. And again this is despite Denmark being underrepresented in the group. The 

average of central arguments in the high effectiveness group is higher than the averages of both 

Ireland and Singapore.  

 

Survey 

Due to a limited number of survey responses (34), all respondents are pooled into a single 

grouping and not into culture groups. Based on Hofstede‟s value measure survey, the 

respondents represent these values in Hofstede‟s dimensions. The highest scores are found on 

individualism and indulgence, the rest of the scores are relatively low, especially uncertainty 

avoidance and long term orientation.  
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After completing the survey, the respondents were asked to watch four TV advertisements and 

answer questions about their attitude towards the advertisements and about purchase intent. The 

choice of advertisements were based on diversity of the included theoretical elements, the product 

category, and country of origin. The product categories chosen matched the categories from the case 

study, advertisement 1 is for toothpaste, advertisement 2 is for beverage, advertisement 3 is for 

cheese and advertisement 4 is for an over-the-counter medicine. The TV advertisments in the 

survey were from the USA, as it was expected that few respondents from that country would answer 

the survey. This meant that the ads were unknown by the respondents until this survey. The results 

can be seen here.  

 

 

 

 

The most well liked advertisement is the only advertisement using complex humor. This is also 

the advertisement that had the highest score in whether or not respondents would buy the 

product. The least liked advertisement used simple humor, two frames of reference and negative 

valence. Interestingly, the least liked advertisement was not the product people were least likely 

to buy, it was instead the only advertisement that did not include humor of any kind. The least 

liked and most liked advertisements used similar amounts of arguments and cues.  

Ads Simple humor Complex humor Attribute Outcome Valence Perspective Central Peripheral   
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Discussion  

The two phases seems to provide contradictory information. The case study found that simple 

humor in most cases was more effective than complex humor; however, the survey showed the 

exact opposite, with the most effective advertisement using complex humor while the least 

effective advertisement used simple humor. Furthermore, the case study found that effective 

cases in general used more frames of reference than less effective ones, while the survey 

showed that the two least effective advertisements used two frames of reference while the two 

most effective only used one frame of reference.  

 

So why are the results so different in phase 1 and phase two? First, it should be noted that the 

trends found in phase 1 of the analysis are just that, trends. These are not hard facts but merely 

suggestions as to what can be effective in a given culture. However, some of these differences 

may be due to the research design. Comparing effectiveness in real market situations may be 

comparing apples to oranges. Take the preference for simple humor in phase 1 and the 

preference for complex humor in phase 2. A possible reason as to why simple humor is more 

effective in real life situations is that there are way more distractions in real life, making 

complex humor harder to comprehend. In the survey, however, respondents are in another state 

of mind, knowing that they have to answer questions about the advertisement after they have 

seen it. Most likely this means that respondents in the survey are paying more attention to the 

advertisement than they would have done if it was in a real market situation. Humor can also be 

culturally based, meaning that the humor used in the cases are aimed at a certain culture, while 

the humor in the survey is aimed at a different culture. The least liked ad may be too American 

for the respondents to properly comprehend, as it features a man at a barbeque party, driving a 

monster truck while talking about heartburn. There is also the fact that the survey is based on a 

very small sample and probably should not have been included. Finally, there is ambiguity 

about the assessment of effectiveness in the case study. While many precautions were taken to 

ensure transparency and transferability, some level of subjectivity was unavoidable. 

 

It should be noted, however, that the author believes that the case study does provide some 

interesting results that should not be discounted in spite the contradictory survey.  
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Conclusion 

This paper has tried to investigate the relationship between advertising effectiveness, culture 

and three prominent advertising theories. In doing so, culture and what constitutes advertising 

effectiveness have been defined. The notion of culture has been thoroughly debated and key 

elements have been clearly defined and the author‟s thoughts on the matter presented. The 

thesis used a qualitative research method to analyze 30 prewritten case studies describing 

effective advertising campaigns from Denmark, Ireland and Singapore. These cases were 

critically assessed based on hard, soft and online metrics to compare their relative effectiveness. 

An online survey was used to supplement the analysis, but few respondents as well as much 

different research approaches may have resulted in a situation of comparing apples to oranges. 

Five research questions were posed in the beginning of the paper these will now briefly be 

answered. 

 

R1: Can research on national culture be used to make advertising campaigns more effective? 

 Answering this question conclusively is difficult, but previous research has found that 

correlations between certain cultural factors and effectiveness. This thesis proposes a number of 

new ideas based on a different kind of research, these should be tested in the future to validate 

or invalidate them.  

 

R2: Does high or low scores, respectively, in Hofstede‟s (2010) six dimensions or Hall‟s (1976) 

dimension reflect/predict which specific advertising elements are more effective in praxis in 

certain cultures? 

A conclusive answer is difficult to provide. However, correlations have been found in this paper 

that suggest it. An example of this is the use of humorous disparagement which may be more 

effective in masculine cultures, as the values in feminine cultures could mean that putting 

people down is considered wrong.  

 

R3: Are conclusions or elements from any of the three branches of advertising theory in 

question better at predicting effectiveness in one or more countries?  

Elements from all three branches correlated with effectiveness of campaigns, a larger study 

should be completed to test the prediction power of each of these branches.  
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R4: Will a survey show a correlation between individual scores on Hofstede‟s (2010) 

dimensions and the preference of specific ads? 

Perhaps a larger survey could show a correlation, but in this paper the sample size is too small 

to divide respondents into similar groups and compare results.  

 

R5: Will the results of the analysis of cases correlate with the results from the survey? 

In a different research design, it might have. But here, the approaches might have been too 

different. An experiment in where distractions could be added and the effectiveness measured in 

another way than attitude and purchase intention would most likely show more correlations.  

 

The results of the of the study are therefore inconclusive, as no substantial correlations can be 

conclusively determined due to the limited amount of data and the contradicting analysis.   

Perspectivation and limitations 

While this paper certainly has its issues, several very interesting findings came from the 

analysis of the case study. These should be tested in larger studies as well by using different 

methods. First of all, the preference for simplistic humor in very effective cases across cultures 

should not be completely discounted, as logically humor that is easy to comprehend is better at 

gaining attention than complex humor that needs more resources to follow. The connection 

between feminine cultures and a preference for lower use of disparagement is also interesting 

and follows logic. The same can be said for the lower number of arguments and cues in 

Singaporean cases due to the high context dimension as well as the Danish preference for cases 

with central arguments due to the low context dimension. The last interesting finding is 

Singapore‟s use of negative valence. It should be researched if other cultures low in indulgence 

share this preference. It could also be interesting to compare high and low involvement 

products. This paper had many limitations. The most central one was the availability of data for 

both phases of the research. Choosing small countries in size and population meant that these 

could be reliably homogenous in culture and comparability increased. However it also meant 

that only a few cases were available using different metrics. Choosing bigger countries could 

solve this problem but possibly present other problems. Widening the categories of products 

could also have given access to more cases for comparison.  
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Country Brand Catagory Campaign Years Duration Media used Budget Actual ROI ROMI Score RO(M)I

Denmark Bayvantic Pet care Beskyt din hund 2011 8 4

Singapore Brand's esssence of chicken Food Blur or not 2011 7 5

Ireland Cadburys Candy Free the joy 2014 8 4 3.45 10

Denmark Carlsberg Sport Soft drink Sport inside 2008 4 5 1.07 8

Singapore Charoen PokphandFood Cook like a chef 2007 2 5

Ireland Denny Food Natural Lesson 2012 3 6 1.1 8

Ireland* Duracell Batteries Lasts up to 10-12 times longer2013 10 3

Denmark* Faxe Kondi Soft drink Play everywhere! 2010 4 4 1.16 8

Ireland Febreeze Cleaning Noseblind 2013 8 5

Singapore* Jotun Paint The Scarlet Red stays as good as new2012 8 3

Ireland Kenco Beverage Coffee Vs. Gangs 2014 5 5 3.03 10

Ireland* Lenor Infusions Cleaning The affair 2008 8 5

Singapore L'Oreal Makeup multi-benefit' anti-ageing serum2013 4 3

Denmark Max Factor Makeup Beautiful framed eyes 2007 12 3

Ireland McDonnells Food Makes food taste great 2014 7 4 1.18 8

Denmark Orifarm Over-the-counter Do you yellow? 2009 12 3 1,545,699 0.93 8

Singapore Panadol Over-the-counter restore your focus 2014 5 2

Singapore Pizza Hut Food Cheesy 7 - The Guru 2011 3 6

Denmark Riberhus Cheese Lidt bedre end andre gode oste2007 18 1 1.13 9

Denmark Royal beer Beer Tak Rock 2010 2 5 1,142,473 1.71 9

Singapore* Sensodyne Toothpaste Dentist Pledge 2010 4 3 3 10

Singapore Singtel Communications The Journey 2016 2 5

Denmark Sommersby Alcoholic Cider Unreal History 2008 9 5 3.7 10

Singapore Starhub Communications Love Tails 2011 4 4 >1 8

Ireland Super Milk Beverage Sunshine 2010 5 5 3.31 10

Singapore Tiger Beer Beer The Unofficial Official History of Singapore2014 6 6

Denmark Tuborg Beer Hold-da-kæft-bajer 2014 4 5 2.4 10

Ireland Virgin Media Communications Here comes the magic 2015 3 4 2,000,000 1.72 9

Denmark* Wasa Food There is a taste for you too.2012 7 1 >270,000

Ireland Water Wipes Baby Care The World's purest wipe 2016 8 3 195,000    2.11 10

Appendices  
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Sales increase value Sales increase volume Score SI MS Before MS After MS Increase Increase  points Score MS Score soft Score online

24.6% 32.4% 131.8% 7.8% 9 7

16.0% 8 74.0% 86.0% 116.2% 12.0% 10 9 8

12.0% 8 8

2.0% 9.1% 455.0% 7.1% 10 8

600.0% 10 8

6.3% 8 9

28.0% 34.5% 123.2% 6.5% 8

17.6% 9 114.3% 8 8 10

8.1% 7 123.4% 9

51.0% 10

16.0% 19.0% 118.8% 3.0% 8

14.0% 8 3.5% 10.1% 288.0% 6.6% 10

72.0% 10 8

5.5% 11.0% 200.0% 5.5% 10

15.0% 8 53.0% 64.0% 120.8% 11.0% 9

31.0% 9 2.9% 5.9% 205.2% 3.0% 10

0.0% 17.0% 17.0% 10 8

15.0% 8 9

16.5% 19.2% 116.2% 2.7% 8 7

10.6% 8 113.9% 9 8 8

18.4% 8

14.0% 8 7 7

0.0% 80.0% 80.0% 10 9

5.0% 7 9

8

25.0% 33.8% 135.0% 8.8% 9 9 7

10.3% 8 8

9

7.7% 8 75.6% 78.4% 103.7% 2.8% 7

64.0% 10 13.2% 25.2% 190.9% 12.0% 10 9 10
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Country Brand PR value Brand awareness Unaided ad recall Aided ad recall Brand trial increase Brand trial total Soft metric score

Denmark Bayvantic 71% 7

Singapore Brand's esssence of chicken 50% 79% 9

Ireland Cadburys 99% 8

Denmark Carlsberg Sport 82% 47% 8

Singapore Charoen Pokphand 22% 8

Ireland Denny 93% 58% 29% 9

Ireland Duracell

Denmark Faxe Kondi 201,613        8

Ireland* Febreeze

Singapore* Jotun

Ireland* Kenco

Ireland Lenor Infusions

Singapore* L'Oreal 21% 8

Denmark* Max Factor

Ireland McDonnells

Denmark Orifarm

Singapore Panadol 47% 8

Singapore Pizza Hut

Denmark Riberhus 29% 7

Denmark Royal beer 268,817        21% 7% 8

Singapore Sensodyne

Singapore Singtel 84% 60% 7

Denmark Sommersby 873,656        94% 64% 9

Singapore Starhub

Ireland Super Milk 29% 8

Singapore Tiger Beer 679,012        9

Denmark Tuborg 90% 8

Ireland Virgin Media 44% 9

Denmark* Wasa

Ireland Water Wipes 268,000        9

Appendix 2: Soft metrics 
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Country Brand Years Duration Budget Page views Fans before Fans After Fans increase OV views Online Metric score

Denmark Bayvantic 2011 8

Denmark Carlsberg Sport 2008 4

Denmark Faxe Kondi 2010 4 415,000         80,000          10

Denmark Orifarm 2009 12 1545698.925

Denmark Riberhus 2007 18

Denmark Royal beer 2010 2 1142473.118 543,791         14,000          8

Denmark Sommersby 2008 9

Denmark Tuborg 2014 4

Denmark* Max Factor 2007 12

Denmark* Wasa 2012 7 >2000000 €

Ireland Cadburys 2014 8

Ireland Denny 2012 3

Ireland Duracell 2013 10

Ireland Lenor Infusions 2008 8

Ireland McDonnells 2014 7

Ireland Super Milk 2010 5

Ireland Virgin Media 2015 3 2000000

Ireland Water Wipes 2016 8 195000 2,800              37,000          1321% 10

Ireland* Febreeze 2013 8

Ireland* Kenco 2014 5

Singapore Brand's esssence of chicken 2011 7 5,500              13,000          236% 8

Singapore Charoen Pokphand 2007 2

Singapore Panadol 2014 5

Singapore Pizza Hut 2011 3 1,300,000       13,400            23,500          175% 9

Singapore Sensodyne 2010 4

Singapore Singtel 2016 2 4,600,000      7

Singapore Starhub 2011 4 29,400            60,400          205% 160,000        9

Singapore Tiger Beer 2014 6 3,500,000      7

Singapore* Jotun 2012 8

Singapore* L'Oreal 2013 4

 

Appendix 3: online metrics 
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Country Brand Comic wit Sentimental H Satire Sentimental C Full Comedy Price Attribute Outcome Valence Perspective Central Peripheral  Final score

Denmark Bayvantic Present Present Negative Prospective 4 3 8.0

Denmark Carlsberg Sport Present Positive 1 3 8.5

Denmark Faxe Kondi Present Present Positive 2 3 8.5

Denmark Orifarm Present Present Present Negative Prospective 5 1 8.8

Denmark Riberhus Present Present Positive 3 4 8.3

Denmark Royal beer Present Positive Retrospective 2 3 8.5

Denmark Sommersby Present Positive 1 3 9.8

Denmark Tuborg Present Present Positive 1 4 9.0

Denmark* Max Factor Present Present Positive Prospective 5 1 10.0

Denmark* Wasa Present Present Positive Prospective 5 2 7.5

Ireland Cadburys Present Present Positive 1 4 9.0

Ireland Denny Present Present Positive Prospective 2 4 8.3

Ireland Duracell Present Present Negative 2 3 8.0

Ireland Lenor Infusions Present Present Positive Prospective 1 4 9.0

Ireland McDonnells Present Present Positive Prospective 1 5 8.3

Ireland Super Milk Present Present Positive Prospective 3 3 9.3

Ireland Virgin Media Present Positive Prospective 3 4 9.0

Ireland Water Wipes Present Positive 3 3 9.8

Ireland* Febreeze Present Present Negative Retrospective 2 4 8.0

Ireland* Kenco Present Present Positive Prospective 2 3 9.3

Singapore Brand's esssence of chicken Present Present Negative Prospective 2 4 8.8

Singapore Charoen Pokphand Present Present Positive 1 3 9.0

Singapore Panadol Present Present Negative Prospective 2 3 9.0

Singapore Pizza Hut Present Present Positive Prospective 1 3 8.5

Singapore Sensodyne Present Negative Prospective 2 2 9.3

Singapore Singtel Present Present Present Positive Prospective 1 4 7.3

Singapore Starhub Present Negative 1 4 8.0

Singapore Tiger Beer Present Positive 0 5 8.3

Singapore* Jotun Present Present Present Positive Prospective 1 3 10.0

Singapore* L'Oreal Present Negative Prospective 2 3 9.0

Humor Frame Arguments and Cues
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Appendix 5: List of links for cases  

Country Brand Category Campaign  TV advertisement 
Denmark Bayvantic Pet care Beskyt din hund https://www.youtube.com/watch?v=j7___4XVb2Q  

Denmark Carlsberg Sport Soft drink Sport inside  https://www.youtube.com/watch?v=RaWA1vKmSNQ  

Denmark Faxe Kondi Soft drink Play everywhere!  https://www.youtube.com/watch?v=luFTSXZua5E  

Denmark Orifarm Over-the-counter Do you yellow? https://www.youtube.com/watch?v=4Vt6g0qW_YU  

Denmark Riberhus Cheese Lidt bedre end andre gode oste https://www.youtube.com/watch?v=uNRA69tNKZc  

Denmark Royal beer Beer Tak Rock https://www.youtube.com/watch?v=r2vtIOiu204  

Denmark Sommersby Alcoholic Cider Unreal History http://cargocollective.com/ulrikjessen/CARLSBERG-SOMERSBY  

Denmark Tuborg Beer Hold-da-kæft-bajer https://www.youtube.com/watch?v=w2P9D_WTSw4  

Denmark* Max Factor Makeup Beautiful framed eyes https://www.youtube.com/watch?v=EHwrfqzxyl0   

Denmark* Wasa Food There is a taste for you too. https://www.youtube.com/watch?v=vjdyGsNJpT4  

Ireland Cadburys Candy Free the joy https://www.youtube.com/watch?v=OHhunPO3FQw   

Ireland Denny Food Natural Lesson https://www.youtube.com/watch?v=Zz8GEg81TiU  

Ireland Duracell Batteries  Lasts up to 10-12 times longer https://www.youtube.com/watch?v=XpJbB_ajBJg   

Ireland Lenor Infusions Cleaning The affair https://www.youtube.com/watch?v=58q8C1sck3U   

Ireland McDonnells Food Makes food taste great https://www.youtube.com/watch?v=RsQeBA-ITa8  

Ireland Super Milk Beverage Sunshine https://www.youtube.com/watch?v=cNbzygS_-T4  

Ireland Virgin Media Communications Here comes the magic https://www.youtube.com/watch?v=S6QrngO5H0A  

Ireland Water Wipes  Baby Care The World's purest wipe https://www.youtube.com/watch?v=z-p2EMt8J-0 ad  

Ireland* Febreeze Cleaning Noseblind https://www.youtube.com/watch?v=boDURu_Bjp4   

Ireland* Kenco Beverage Coffee Vs. Gangs https://www.youtube.com/watch?v=GkyxpuSd5u4 AD  

Singapore Brand's esssence of chicken  Food Blur or not https://www.youtube.com/watch?v=lNIZHFPoqnI   

Singapore Charoen Pokphand Food Cook like a chef https://www.youtube.com/watch?v=sdLVcUknpSY    

Singapore Panadol Over-the-counter restore your focus https://www.youtube.com/watch?v=iJAqiQpNOx8  

Singapore Pizza Hut Food Cheesy 7 - The Guru https://www.youtube.com/watch?v=dDB9bRzaPhQ  

Singapore Sensodyne Toothpaste Dentist Pledge https://www.youtube.com/watch?v=10MIF3mwnLc   

Singapore Singtel Communications The Journey https://www.youtube.com/watch?v=klZoGZG6Ml0  

Singapore Starhub Communications Love Tails https://www.youtube.com/watch?v=CQghxjQ2BkE   

Singapore Tiger Beer  Beer The Unofficial Official History of Singapore https://www.youtube.com/watch?v=FwgafzOihP4  

Singapore* Jotun Paint The Scarlet Red stays as good as new https://www.youtube.com/watch?v=vQnbkqb2bIw   

Singapore* L'Oreal Makeup multi-benefit' anti-ageing serum https://www.youtube.com/watch?v=pfEFvEnNKYA  
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