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Session objectives

m Communication process

Local market characteristics that affect the advertising and

promotion of products

m The strengths and weaknesses of international
communication

m Global advertising: Problems and opportunities
m Misfires in advertising
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Basic communication model
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Exhibit 16,1 Top 20 Global Advertisers (§ millions)*
Exhibit 16.2 Percent Change
20?1 2020 & m:d:;::;'e . ""dq“r?" . 5?:';0 & P'mmb?'m Top ‘GIO Advertiser’s Category 2001 from znoug Percent Total
I r incinnati X X Global Spending by
2 1 General Motors Corp. Detroit 30289 -20.1 Ca.eg[)rf‘s rmillons) i o B 22
0 1220, -
3 3 Unilever London/Rotterdam 3,0055 26 el e £2 e
e 8 [l Bz (€ eaisiu, L] 2 oy . Electronics, computers 65575 -80 92
5 5 Toyota Motor Corp. Toyota City, Japan 22133 =31 [ e e T 6.285.4 32 89
6 8 AOL Time Wamer New York 2,099.8 9.5 il 58558 3% 80
7 a4 Philip Morris Cos. New York 1,934.6 -19.0 Fast food 2.989.4 23 42
8 7 DaimlerChrysler Stuttgart 1,8353 -124 e e 22035 64 37
i ? Nestlé Vevey, Switzerland 1,798.5 3.2 Telecommunications 17330 -19.7 24
10 10 Volkswagen Walfsburg, Germany 1,574.1 -2.0 Financial services, credit 1,156.3 -148 16
1 13 Honda Motor Co. Tokyo 1,4260 5.6 Retail 9873 64 1.4
12 1 McDonald’s Corp. Oak Brook, IL 1,4053 36 Beer, wine and liquor 9513 78 13
13 14 Coca-Cola Co. Atlanta 1,402.4 6.5 Toys 529.2 =122 07
13 12 LOreal Paris 1,34838 -2.1 Photo film 490.4 49 07
15 16 Walt Disney Co. Burbank, CA 1,260.4 -1.6 Miscellaneous 556.3 =107 08
16 18 Johnson & Johnson New Brunswick, NJ 1.227.3 0.4
17 17 Nissan Motor Co. Tokyo 12240 -3.8
18 15 Sony Corp Tokyo 1.2189 4.9
19 20 GlaxoSmithKline Greenford, Middlesex, U.K. 1,130.1 60
20 21 PepsiCo Purchase, NY 1,0258 8.3
Rep
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Exhibit 16.3a Percent Change Exhibit 16.3b Percent Change
Russia’s Top Ten Advertiser 2001 from 2000 China’s Top Ten Advertiser 2001 from 2000
Advertisers (§ millions) Procter & Gamble Co $105.32 24 Advertisers (§ millions} Procter & Gamble Co $102.45 1149
Nestlé 61.19 487 Taita Pharmaceutical 56.54 98.6
Mars Inc. 54.85 254 Diaopai 55.41 153.4
Unilever 50.44 51.0 Naobaijin Pharmaceutical 52.66 -15.6
PepsiCo 45.88 622 Changijia 50.96 240.4
Wm. Wrigley Jr. Co. 42.80 37 Medical Treatment Information 50.54 9.1
Danone Group 38.08 227.9 Sanjing Pharmaceutical 44.85 -385
‘Wimm-Bill-Dann 35.53 46.0 Hutong Pharmaceutical 42.68 NA
Henkel 31.23 3289 Danwang Pharmaceutical 4191 NA
Coca-Cola Co. 2388 485 Neptunus 37.52 2305.5
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Communication constraints

m Campaigns must comply with legal regulations around the
world

m Comparative advertising is heavily regulated in many parts
of the world

m A variety of restrictions on advertising of pharmaceuticals
is restricted in many countries

m Advertising on television is strictly controlled in many
countries, e.g., in Germany, for example, commercials
must be spaced at least 20 minutes apart and total ad time
may not exceed 12 minutes per hour. Commercial stations
in the United Kingdom are limited to 7 minutes per hour
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Communication constraints

Cultural Diversity

Media Limitations

Production and Cost Limitations
Coverage

Lack of Market Data

Direct Mail

The Internet
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Exhibi 5 Media Penetration in Selected Countries (per 1000 persons)

Telephone Internet
Country Color TV Cable TV Satellite TV Lines Users
United States 842 268 64 703 501
Canada 666 294 68 709 434
Argentina 265 176 34 210 88
Germany 605 252 172 634 374
Poland 411 108 150 333 98
Israel 359 190 75 508 281
South Africa 216 58 36 124 7
China 165 a3 8 142 1
Japan 701 140 102 590 440
Australia 617 74 78 526 3n
B & Euromonitor, Wi Bank 2003, Repre & h p 33 f Transaction Py Copynig
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236
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World's Top 10 Advertising Agency Organizations

Global
Expenditures  Percent Change
Agency Headquarters 2002 from 2001

Omnicom Group  New York $7,536.3 9.4
Interpublic Group  New York 6,203.6 87

of Cos.
WPP Group London 5,781 03
Publicis Groupe Paris 27119 243
Dentsu Tokyo 20609 80
Havas Suresnes, France 1,841.6 9.8
Grey Global Group ~ New York 1,199.7 -14
Hakuhoda Tokyo 860.8 -11
Cordiant London 7885 9.6

Commurications

Group
Asatsu-DK Tokyo 339.5 151

c " Ad Age Specil Report

UsS. only
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$4,284.6
34911

24482
11795
445
8045
520.5
13
2272

Percent
Change
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153
10.0

=37
72
s
-84
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148
7.2
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Media Planning & Analysis

m Tactical Considerations
m Availability

m Cost

= Coverage

m Lack of Market Data

e ot e

Media Selection

Newspapers

Magazines

Radio & Television

Satellite and Cable Television
Direct Mail

Other Media

e ot e

Mistires in Advertising

m Phonetic Problems with Brand Names
- Bardok (Sounds like Brothel in Russian)
- Coca Cola (Sounds like bite the Wax Tadpole)
- Misair (Sounds like Misery in French)

m Translations
= Intent Translation
- Stepping Stone - Stumbling Block
- CarWash - Car Enema
- Highly Rated - Over Rated
m Symbols
- Owl - Bad Luck in India
m Other Countries make mistakes too

- Zit
- Koff

(Chocolate from Germany)
(Beer)




