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ABSTRACT'

This study uses contentvanalysis to determine the
degree of standardization between the United States and
Hong Kong cosmetics and fragrances advertising ihdustries.
Advertising theories such as standardization, adaptatiqn
and glocalization are also reviewed.

The findings suggest that there is a high level of
standardization for perfumes beeause Honé Kong belonged to
British for a long time and individuals’ needs and desires
such as love and acceptance are the same, while there is a
moderate form of standardization for cosmetics because
different beauty concepts are held among different regions.
This study would benefit marketers by helping them create
better messages that wiil appeal to their target markets in

the skincare, cosmetics and fragrance industries.
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CHAPTER ONE

INTRODUCTION

With aging babyiboémers not willing.to.accept aging
~gracefully; it is no wonder‘why the U.S. is‘the iargest
market in the world for cosmetics and France 1is thebbiggeét
expo;tér (Kumar, 2005). However, the growth: of the mérket.
haS'éhifted from the Western hemispheie to'developing
regions in South America, Eastern Europe; and Asia'(Kumar,
‘2005). For example,vChina'had 10.4 percent growth in
consumptién ih this market during past five years (Kumar,
2005).:The cQsmetiC»and fragrance industry performed well
with average gfowth'of almost five percentvaCross the
indusﬁry evén’in the midst of économic crisis around the
world in the past few years (Kumar, 2005).

1As mentioned previously, one of the trends fueling
this gr0wth is an aging world population not jﬁst'in the
U.S. but”worldwide. Batini, Cailen, and Mckibbin (2006)
stateS'that.the world’s population will continue tolage~aﬁd
| that there will_bé;an increaéed number of elderly people
a;ound the world. Although the ?ace ahd timing of aging
varies wideiy-bétwéeﬁ.coﬁntfies, the mediah age of the‘world

is expected‘to increase by over 10 years durinngOOO to 2050



to 37 years (Batini, Callen, & Mckibbin, 2006). According to
U.S. Census Bureau (2004), the aging populatibn is a
universal phenoméﬁon where the global population in 2002 for
age group of 45 to 49, 50 to 54, 55 to 59 and 60 to 64 weré
360 million, 280 million, 230 million and 200 million
respectively. While the globalfpopulation in 2050 for these
same age dgroups are expected tobbe 560 million, 540 millioh,v
510 million and‘495 million respectively (U.S. Census
Bureau, 2004).

Sherwood (2007) states older individualsvare in their
peak earning.years and have the‘méhey to‘p;y for antiaging
products. Compare to the current world sales $11.3 billion
for antiaging creams énd nourishers, the 2010 forecast sales
is expected to be $15.8 billion (Jeffries, 2007). Therefore,
anti-aging products.afe one of the highest—growth
subcategories in the,béauty industry KThau, 2006) . Because
of the treméndous growth for anti-aging products, the
cosmetics industry is introducing numerous line extensions
of well known brandé to meet the needs of this growing
market (“Growing thential in over 65 niche,” 2007).

Further, marketers are using a new strategy to capture

this market (Jeffries, 2007). Celebrities in their 40’s such

as Sharon Stone,‘SO’s—Christine Brinkley and 60’s-Janes



Fonda and Diana Keaton are being used as spokespersons for
various cosmetic campaigns such as Christian Dior’s Capture
Totale, CoverGirl’s Advanced,Radiance line and Loreal’s Agé
Re-Perfect line (0O’Loughlin, 2006; Tannen, 2006;vJeffries,
2007; “Grbwing‘potential in overb65 niche,” 2007).

However, iﬁ fragrahcés,'this type éf‘strategy doesn’t
work rather Busch (2003) states thatvin advertising
fragrances, there is a pbwerful link between image and
product that is leveraged to drive sales heavily, thus
achieving a holistic or cohesive multi-sensorial expefience
for consumers. So much so, Busch (2003) introduced a
Multisensual Interaction Model that examines emotions and
thoughts to improve marketing efforts in this product
category.

In the Far East, speéifically Hong Kong, the cosmetic
and toiletries market sales increased four percent and
reached $1,107 million in 2006 (Euromonitor International,
2007) . Further, color cosmetics sales increased five
percent reaching $112 million; and skincare sales increased
four percent to $509 millidn’in the same year (Euromonitor
International, 2007)..Finally, fragrance sales increased
three percent in 2006 reaching $83 million with continued

growth expected in years to come (Euromonitor



Internatioﬁal, 2007) . Mofeové;; given theigrowing
population and'increased;tourist industry, cosmetic sales
will continue to grow (Ausﬁralian Go&ernment, 2006) .

But, uniike their Chinese neighbors, those liVing in
ang Kong aré far mdre cosmopolitan:and aré willing to try
new products (Australian Government, 2006). Hui (2006)
stated that after the transfer of power, the improvement in
the ecohomy and the job market had led to:high confidehce
among consumers and a feason to continue to buy. Moreover,
like many countries around the worid, females in their
40"s, that are established in their professional careers,
desire to buy branded cosmetics and fragrances fhat will
continue to drive sales in this industry (“The World Fact
Book: Hong Kong,” 2007).

Yet, individuals ih»the U.S. with sufficient
discretionary incomes are the ones that are spending the
" most money oﬁ cosmetics (Feedback Research Services, 2004).
According to Euromonitor International (2007), the sales of
cosmetics and toiletries in the United Sfates inéreased
'three percent reaching $50,446 million in 2006; color
cosmetics had total“sales of $8,601 million in 2006, a two

percent increase. As well, fragrance sales reached $6,126



millioﬁ in 2006, an increase of two percent (Euromonitor
International, 2007) .

Yet even given this, the area with the largest growth
has been skincare, given the aging population and their
needs to stay young,'this has spur skincare companies to
use technology to slow down the aging process while
charging more for products (“Technology, youth 1lift skin
care sales,” 2005). The skincare industry increased three
percent with revenues reaching almost eight million dollars
in 2006 in U.S. (Euromonitor International, 2007).

Another trend in‘the cosmetic and skincare industries
are organic products such as Aveeno by. Johnson and Johﬁson
and Ofigins dbsmetiCs (“Téchhblbgy;'ybﬁth lift skin care
sales;” 2005) . A'segment of consumers believe organics are
the solution to ldOking beautiful and driving sales by 7.4%
annually totaling $409 million in 2006 (Kumar, 2005). This
trend has alSo.Spread to thetfobd industry with the growth
of organic offerings in mainstreém grocery stores. Whether
it is natural or not, aging baby boomers are not treaﬁing
aging lightly and are seeking solution to smooth wrinkles
and reduce age spots (Kumar, 2005).

An instrumental part of driving sales in the

fragrance, skincare and cosmetic industries is advertising.



The very recent trend in the U.S. is to use real women or
older looking‘models in ads (Rao, 2005)} Baby boomer women
have complained that they cannot relate to young 20’ models
shown in ads (Rao, 2005). Hence, ads lack believability.
Following the glut of reality shows, real people that‘havé
been deemed more credible (Champagne,- 2007).

In fact, the use of everyday women was used last year
by Dove in promoting their line of skincare products and
most recently, older wonen in introducing their Proage line
(Westphal, 2005). This was a result of a study that found
women tended to agree that the media and advertising were
driving unrealistic beauty standards (Westphal, 2005).
Advertisements from drug manufacturefs have been using
older models but only lately has the cosmetic industry.

Like Dove, CoverGirl will employ a real womén to
introduce their Queen Collection designed for women of
color (Bittar, 2007) . As well( Markwins Corporation, makers
of Wet N Wild launched a search throngh Seventeen and
MySpace.cdm for a ynnng woman‘tn be their spokesperson for
their Fresh Face skincare line (“Wet n Wild asks are you
the next frésh-face,” 2006).' |

Advertising plays a significant role in educating

consumers regarding products. Norton (1994) states that


https://MySpace.com

advertising serves to'communiéate benefits‘of a brand, an

integral part of why conéumers buy.

However, the Hong Kong advertising industry was
affected by the takeover (Ha; 1998). Yet unlike other
>indﬁstries, they did not change their practices and kept
them the same prior to the takeover (Ha, 19985. In fact,
since the takeover, advertising practices have become more
westernized supporting ideals and manners that are
incongruent with the Chinese way of life (Ha, 1998).

Hence, given the above, the purpose of the study was
to extend the research in cross-cultural advertising by
investigating the differences in cosmetic and fragrance
advertising in Hong Kong and the United'States.
Specifically,‘the objectives Qére to:

(1) Determine the brands of cosmetics and fragrénces most
prevalently advertised in Hong Kong and the United
States; and,

(2) Determine the‘extent of standardization or adaptation
in cosmetic and fragrance advertising in Hong Kong and
U.s. magaziﬁes.

The study would benefit marketersvby helping themv

create better messages that will appeal to their target

audiences and drive sales in the skincare, cosmetics and



fragrance industries. Furthermore, findings will assist
marketers in advertising their brand locally while still

'maintaining a global image.

Organization of the ProjeCt‘

Chapter one presentedvthe"0verview, the purpose and
objectives. Chapter two réviewed the literature regarding
multinational advertising practices. Chapter three
explained the methodology of the study aﬁd data collection.
Chapter four explaioed‘the reéults of the study and focus
on the findings as they related to the objectives. Chapter
five oiscussed fhe findings and implications of them and

laid out plans for future research.



CHAPTER TWO

REVIEW OF LITERATURE

Advertising helps a company to communicate its
products’ features and benefits to markets through mass
media (Belch, 2004). Different advertisingvappeals build a
solid brand image of a company,‘so.that audiences can
differentiate a.company/s product from other competitors
and generate selee (Beleh, 2004). When multinational
companies expand its produets te foreign countries, they
have to consider whieh kind of‘edvertising methods they
should use tO‘best gpproaeh target'markete (Madhu, 1995).
Therevare'three differeﬁt approaehes:»l) standardization,
2) adaptation, and 3) glocalizetion to communicate messages
in foreign markets (Madhu, 1995). These three appreaches

are presented in the following literature review.

Standardization
Wei & Jiang (2005) stated thet standardized
advertisigg messages have the_same themee, positioning and
illustrations for different countries regardlesslof local
beliefs? social, legal, and religious factors except

translations for the copy.



Factors that affeét Whether‘a company wQuld
standardizs their adﬁettisiagvmessages or not depend on
product relatéd factors (MaléWar & Vemmervik,-2004),>
castomer similarityv(Okazaki, Taylor, & Zou, 2006); markét
similarity (Duncan & Ramaprasad, 1995), global‘srientatioﬁ
(Zou & Cavusgil, 2002), thébability to,implsment a global
advertising campaign across markets (Kitchen & Schultz,-
1999; Okazaki, Taylor, & Zou, 2006), level of control
(Laroche, Kirpalani, ans, & Zhou, 2001; Okazaki, Taylor &
Zou, 2006) and size_of.the,firm (Samiee, Jeqng, Pae, & Tai,
2003);

'Standardization depends on product relatéd factors
(Melewar»& Vemmervik, 2004). Inaustrialiand»coﬁmérciai
goods had the:highest lsvél-of standardizationb
possibilities becauss‘the buying prscess is‘similar in
drganizations‘(BoddeWyn,vSoehl,'&_Picard, 1986; Melewar &
Vemmervik, 2004) .. However, consumer‘goods had the lowest
level of standardizatiOn where buying is ihdividual;
purdhases are,affscted more by cuiture and emotional
factors, thétefore, adaptation seems‘a better stratégy
(Cavusgil,lzbu, &,Naidu,'1993; Meiewar & Vemmervik, 2004).

‘CaStsmer similarity‘means consumers in differsnt

markets have similar‘perspectives; values, buying habits,



socializing styles and hobbies (Okazaki, Taylor, & Zou,
2006) . When customers have similar lifestyles in different
countries, it infers that they may accept similar
advertising messages and thérefore, standardized
advertising is faﬁored (Okazaki, Taylor, & Zou, 2006).

Market'similarity means countries served by the
multinational corporation have similar economic
development, per capita income, market infrastructure as
well as media infrastructure (Duncan & Ramaprasad, 1995).
Standardized advertising is best under this condition
(Duncan & Ramaprasad, 1995).

A global orientation is where a company emphasizes its
operations to be.applied globally instead of different
countries having different systems (Zou & Cavusgil, 2002).
When firms focus on global orientation; they would like
their subsidiaries to use a single advertising message
around the globe, and hence, standardized or prototype
advertising is preferred (Okazaki, Taylor, & Zou, 2006).

A firm’s ability to implement a global advertising
campaign across markets means the ability to convey its
company and products information through different channels
(Okazaki, Taylor, & Zdu, 2006) . Internet, video

conferencing, international distribution of television
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shows and movies are'fhe most eommonly used channels to
send a message to large markets (Kitchen & Schultz, 1999).
When companies such as Proctor and Gamble sell its products
around the WOrld, it is likely that the company will engage
in a form of standardized messages, which is patterned
advertisihg (Gould, Lerman, &‘Grein, 19995. Standardizati0n
is the more likely course (Gould, Lerman, & Gfein, 1999).

Level of control refers to when parent firms.have high
level of control over its subsidiaries, they promote :
prototype advertising.strategy as opposed to other methods
of delivering an advertising campaign (Laroche, Kirpaiani,
Pons, & Zhou, 2001). It is becausebwhen advertising is
standardized,.parent firms can be assﬁred that'adveftising
goals are attained and there is control over good ideas
(Okazaki, Taylor, & Zou, 2006); However, 1f subsidiaries
can create their own sets of advertising, subsidiaries may
not accept corporate suggestions, which could lead to
friction between them and hinder future cellaboration
(Okazaki, Taylor, & Zou, 2006).

Samiee, Jeong, Pae, and Tai (2003) note size of.the
firm.can affect‘the use of standardized advertisement_by'a
company. Multinational firmsvare those most likely te‘have

sales over $500 million are often preferred to have wholly

12



owned subsidiaries and centralized decision making when
developing an advertising campaign on a global scale (KWon
& Konopa, 1993; Okazaki, Taylor; & Zou( 2006) . Therefore,
largevsize firm is a factor that can affect the choice of
advertising that large firms desire standardization

. (Okazaki, Taylor; & Zou, 2@06}.

There are several advantages of standardization
include economies of scale due to the ad being shared by
multiple countries, a uniform image of avbrand (Melewar &
Vemmervik, 2004), control over positioning (Shoham, 1995),
budget conservation (Tai, 1997)( consistent meSSage and
minimal effort by subsidiaries (Kirpalani, Laroche, &

Darmon, 1988).

Adaptation
Adaptation refers to whenicompany alters an
advertisement to suit various markets that allows for
adjustments to the creative strategy, positioning, and
execution (Wei & Jiang, 2005). As opposed to
standardization, adaptation is an individualized strategy
for each country (Mueller, 1996) .
- Adaptation 1is preferred because different countries

have different beliefs) lifestyles, economic situations,

13



language, consumption patterns and preferences frOm food to
clothing (Wang, 1996; Cutler & Javalgi, 1992; Tai, 1997;
Kaﬁso & Nelson, 2002; Samiee, Jeong, Pae, & Tai, 2003; Weil
& Jiang, 2005).‘Other factors affecting'companies’ use of
adaptative advertising include whether‘the broduct can be
used globally, competition the companies experience in that
country, company control over subsidiaries, media channels
to promote»the_brand and the legal constraints over
advertising (Harvey, 1993). As well, adaptation works when
education level and percéptions of the company differ (Hill
& James, 1990; Samiee, Jeong, Pée, & Tai, 2003).

AdaptatianadvoCatés stresﬁithat different cultures
exist in different countries, so standardized advertising
will not work (Riéks, Arpan,,& Fu, 1974).:Both the U.S.vand
many other countries’ companies have produced majori
marketing blunderé from not undérstanding the marketplace,
for example, why-wodld peopie want to buy NOVA in Spanish
speaking countries when NOVA means NOgo‘(Onkvisit & Shaw,
1999).

Since advertising is communication, it is difficult to
standardiZeI(Melewai & Vemmervik, 2004) . Adaptétion’may
take the form of creative execution, media mix‘andv |

scheduling (Melewar & Vemmervik, 2004). For example, when

14



marketing in Asia particularly varlous Asian countries,
what dialect 1is being used, what benefits ofta produot are
'important to the target market and what media is‘best used
to reach them are all culturally:different_(Boddewyn;
Soehl, &'Picard; l986;iHite & Fraser, 1990).

iwhile multinational brands euch as Georgia Armani and:
Chanel need little adaptation}rnew brands in foreign
t marketS'need far more adaptation (Pae, Samiee, & Tai,
2002) . Greater understanding of the market wlll produce far
‘morevbrand loyalty (Pae, Samiee, & Tai, 2002) .

Although the message is different the positioning of
“the brand is approprlate for the market and reflectlve of
corporate de51res_for the brand (Shoham, 1995) As
mehtioned earlier ifvthevprodﬁct or service 1siadaptive'asl
opposed to’blaok or white market, prlcinggvariations can
spur the growth of the grey‘markets (Shoham, 1995).
| Understanding the local culture, the language and the
use of slang allowsmarketers not to simply trahslate‘an ad
but to communicate a‘message that’reflects their,lives and
the behefite thatvarevassociated.with wﬁat théy desire
(Melewar & Vemmervik 2004) . This strategy prodUced hrahd
loyalty by the target market for the efforts made by the

company (Hlte &_Fraser, 1990)7 Brand loyalty can proud cash

15



flow at a later point in the campaign as it travels through
life cycle (Cavusgil, Zou, & Naidu, 1993).

Although adaptation recognized cultural differencés,
some of the problems relate to a higher propensity‘to send
the wrong message, higher costs and a lack of control bf
the brand image (Melewar & Vemmervik, 2004). Adaptation
requires a study of the market place and may involve more
than just the advertising and creative execution but

product packaging, price and other components of the

marketing mix.

Glocalization

At each end of the continuum, there are globalization
and adaptation whilé somewhere in the middle is
glocalization (Onkvisit & Shaw, 1990). It is a matter of
degree rather than being literally in the middle (Onkvisit
& Shaw, 1990).

Link (1988) states how organizations can be situated
on the glocalization continuum. Imagine there are‘companies
that allow its subsidiaries autonomy for its daily
operations (Link, 1988). On the right are corporations that
control subsidiaries’ every move (Link, 1988). Companies

situated between the two extremes can market their

16



advertisement glebally With adjustment being made to meet
regional differences (Link, 1988). |

Coined by Featherstone, Lash, and Robertson (1995),
glocalizationlis a version of standardization and
localization working together‘to communicate advertising
messages to their target markets. Glocalization involves a
creative theme given by parent firm and market execution
and scheduling held by subsidiary firm to suit different
target markets (Featherstone, Lash, & Robertson, 1995).
Multinational corporations usually apply glocal strategy
with several nations at one time (Wei & Jiang, 2005).

The creative strategy is a guide to give subsidiaries
directions regarding the advertising message (Frazer, 1983;
Wei & Jiang, 2005). The major components of creative
strategy are the theme, positioning, and target market
(Mueller, 1996). On the other hand, execution is a method
used to express the theme and position such as slice of
life (Mueller, 1996). Further, execution includes the
picture selection, size, color, layout, headiine, and use
of copy (Whitelock & Chung, 1989; Wei & Jiang, 2005). In
general, advertising strategy focuses on “what is said”
while execution concentrates on “how it is said” in an

advertisement (Mueller, 1996, p.150).
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‘Glocalization can be categorized into two types of
standardization including prototype standardization and
pattern standardization (Peebles, Ryans, & Vernon, 1977;
Kenso & Nelson, 2002); Ptototypevetandardization has the
potential for failure since the home office creates theme
and the brénch officeiexecutes the advertisement (Peebles,
Ryans, & Vernon, 1977; Kanso & Nelson, 2002). Only minor
changes are mede such as:iangﬁage (Peebles, Ryans, &
Vernon, 1977; Kanso & Nelson, 2002). While pattern
standardization is more flexible and is being used by more
companies that it gives the home office the ability to
decide the target market, positioning of the brand and
primary theme (Peebles, Ryans, & Vernon, 1977; -Kanso &
Nelson, 2002). However, the branch office can decide the
‘creative eXecution, media mix and scheduling (Peebles,
Ryans, & Vernon, 1977; Kanso & Nelson, 2002).

Tai and Wong (1998) mentioned the advantages and
disadvantages of glocalization. For example, local
execution allows the‘branch offices to have authority to
decide tactics, such as size, color, general layout, etc,
, rathervthen receiving home offices’ commands, so that it
gives subsidiaries a sense of empowerment‘(Tai & Wong,

1998) . However, because local offices can decide the

18



execution for their countries’ advertisements, bfanch
offices may beché more detached from the hoﬁe ofﬁices’
policiés and corporate objectives (Tai & Wong, 1998).

Wei and Jiang (2005) show how multinétibnal cdmpahy
like Nokia uses glocalization in an'inteinational campéigne
The ads had the same creatiVe cpmponents but are executed
differently depending on the magket (Wei & Jiang, 2005).
Both U.S. and,Chinafuééd'thefsame theme “Connectiﬁg people”
but fhe Chinese execution'coﬁtained more graphics’Whilevthe
United States cbnfained more copy to communicate the
benefits of the product (Wei & Jiang, 2005, p.849). Due tQ
the Chineée‘beingbculturaliy:différént from the U.S., these
‘changes were made to communicate effectively with the
target markets (Weli & Jiang, 2005) .

Mueller (1996) used Esprit, a U.S. brand to explain
the use of glocalization. Although Esprit used the same
creative strategy‘“What wduld you do?” in thé United States
and Germany; the execution Was different (Muellef, 1996,
p.l41);‘First, U.S. used English'while Germany used German
in the ads (Mueller,'l996; Wel & Jiang, 2005); Second, the
picture was different (Mueller, 1996; Wei & Jiahg, 2005);

Not only the female models but male models were
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incorporated in the German ads (Mueller, 1996; Wei & Jiang,
2005) .

In conclusion, standardization proponents believe that
even when people are different, they have the séme
underlying physiological and psychological needs especially
nowadays with the influence of technology leading to a
convergence of media activity, living circumstances, social
mores and advertising. Adaptation proponents assert that
consumers vary in different regions, such as differences in
culture, taste, media infrastructuré, and economic
situation, therefore, advertising differs. Glocaliéation
refers to marketing products for a global market but
customizing products to suit local cultures and involving a
given creative strategy but with each branch office

executing the strategy according to its environment.
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CHAPTER THREE

METHODOLOGY

Sample and Data Collection

One women’s magazine, Cosmopolitan was selected for

content analysis since it is published in the United States

and Hong Kong. Further, Cosmopolitan is the largest—selling
young women’s magazine in the world (“Cosmopolitan,”2007).
Circulation figures for Cosmopolitan U.S. edition are
2;900,000 (“Cosmopolitan,” 2006). It is an upbeat monthly
magazine that focuses on discussions of relationships,
fashion trends and beéuty care‘tips (“Cosmopolitan,” 2007).
Circulation figures for Cosmopolitan’s Hong Kong edition is
60,000, that is higher thao ofher magazines inoluding Marie
Clarie and COSMO girl with ciroulation figures of 22,044
and 46,000 respectively (QMedia Coverage,” 2006).

The sample was collected‘from May 2006 to October
2006. A total number of 480 cosmetics and fragrances
advertisements were collected from theée two magazines_for
a 6vmonth’périod. The final sample consisted of 168
American énd 312 HongoKong advertisements (Table 1).
Subsequently, the top fen advéftised brands and product

categories were chosen>and analyZed from the selected 480
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~ frequency that the advertisements appeared in the two

magazines. .

~ Those brand advertisements chosen for inclusion for. .

‘  furthef»aﬁélY$iSyW¢r§'basgdypnﬁtheksame'brahds and’produCtsf‘f"

. that were advertised in the America and Hong Kong editions.

As a result, three brands each of perfumes and makeup were

choSénffof”furtheijaﬁalysis;fFor:perfumes; the‘thréé;brahds ‘5
were Lancome, DKNY and Calvin Klein. For makeup, the three =

brands were Revlon, Chanel and Clinique. =

" Table 1 . Number ‘ OfAdvertlsements ‘per’ Cb(.).u‘nt.rY/C:ity Magazine .

T Fof

: 'Country/City_ ":Magdﬁine :f??adveftisementrlf‘%vdffTbﬁalff

Hong Kong . Cosmo . . 168 | . o . ‘ 35% o . .‘
. USA . Coswo. . 312 . 5%
~ Total . . 480 1008

B fInétruméhtiji":;f

The instrument used in this study followed Seitz and

”17:'Johér’(1993)jguidelinéS;‘the modifiéd model devélopgd e

”.Vbriéihélly;by-Whitélock.and Chung‘(1989)'for SOrting'bﬁt‘ "
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differences when comparing advertisements. Mueller (1991)
stated content analfsis allo;ed’a comparison of two
advertisements'to determine the degree of
similarity/differenee getﬁeenbthem}'

There were six factors for examination including
picture, color, size,.general layout, slogan, and copy
(Whitelock &'Chung, 1989). A point was given for
differences‘of each factor (Wﬁiteloek & Chung, 1989). For
example, when an advertisement was totally adapted whereby
the picture was entirely different from the other ad, the
maximum points could be 10 (Whitelock & Chung, 1989). For
differences in the general layout, color, and size, one
point would be given; however, the differences of slogan
and copy could score up to three points (Whitelock & Chung,
1989). For example, if the slogan or copy in advertisements
had different meanings and were written in the language of
the country, three points would be assigned (Whitelock &
Chung, 1989); When the score was higher, the slogan or copy
were less standardized (Seitz & Handojo, 1997).

Number 10 would be used to subtract the total points
for each comparison to determine the degree of
standardization (Seitz & Handojo, 1997). A high score like

10 meant the advertisements were completely standardized
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while a low score like zero suggested total adaptation

(Seitz & Handojo, 1997).
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CHAPTER FOUR

RESULTS

In this study, a total of 480 advertisements were

collected from Cosmopolitan magazines for content analysis.
Out of the 480 advertisemenfs, 312 were collected from the
Hong Kong editions while 168 were collected from their
American counterparts. The samplés were collected from the
magazines published between May 2006 and October 2006.
Analyzing the frequency‘that the advertisements appeared in
the magazines, the top ten brands and products were chosen
for comparisons. For perfumes, Lancome “Hypnose”, DKNY "“Be
delicious”, and Calvin Klein “CK One Sﬁmmerf were evaluated>
and for makeup, Revlon’s foundation, Chanel’s lipstick and

Clinique’s mascara were analyzed.

Brand Analysis
A total of 168 cosmetics advertisements from the
American magazines were initially comprised of 45 brand
names. These 45 brands were then narrowed down to the ten
most advertised brands bésed on frequency that the

advertisements appeared (Table 2). This same procedure was
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‘used for the Hong Kong advertisements that resulted in a

final list of the 10 most advertised brands (Table 3).

Table 2. Top Ten Cosmetics Brand Advertised in Cosmopolitan

in American Edition

Brand
Ranking  Headquarters Brand Name Frequency Percent

1 USA NEUTROGENA 18 21%
2 USA OLAY 14 17%
3 USA NOXZEMA 10 12%
4 FRANCE - LOREAL 7 8%
5 USA MAYBELLINE 7 8%
6 USA COVERGIRL 6 7%.
7 USA MAXFACTOR 6 7%
8 USA | RIMMEL 6 7%
9 USA REVLON 6 7%
10 USA AVVENO 5 6%

TOTAL 85 100%

The tables showed that cosmetic brands advertised in
the U.S. and Hong Kong were quite different regarding their
origin. The brands advertised in the U.S., such as
Neutrogena, Olay, and Noxzema, were all western brands,

primarily Américan (90%) and French (10%) (Table 2).
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Meanwhile, the brands advertised in Hong Kong were

dominated by three cOuntries including Japan, USA and

France (Table 3). Japanese brands included Shiseido, Fancl

and IPSA; American brands included Dior; Clinique and Estee

Lauder;

and, French brands included Lancome,

Chanel and

Guerlain._Laneige,”a’sbuth Korean brand appeared seven

times, far less_than Japanese or American brands (Tablé 3).

Table 3. Top Ten Cosmetics Brand Advertised in Cosmopolitan

in Hong Kong Editions

Brand
Ranking Headquarters Brand Name Frequency Percent
1 JAPAN SHISEIDO 12 13%
2 USA DIOR 11 13%
3 USA CLINIQUE 10 11%
4 JAPAN FANCL 10 11%
5 FRANCE LANCOME 9 10%
6 JAPAN IPSA 8 9%
7 USA ESTEE LAUDER 8 9%
8 FRANCE CHANEL 8 9%
9 SOUTH KOREA LANEIGE 7 8%
10 FRANCE GUERLAIN 6 7%
TOTAL 89 100%
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Product Type Analysis
Table 4. A Classification of Product Types Advertised in

Hong Kong and the United States Editions of Cosmopolitan

Ranking Hong Kohg Freq. Percent American Freq. Percent

1 FRAGRANCE 49  16% CLEANSER 42 25%
2 WHITENING 41 13% FRAGRANCE 28 17%
3 WRINKLE 38 - 12% LIPSTICK 21 13%
4 LIPSTICK 30 10% FOUNDATION 21 13%
5 FOUNDATION 26 8% MASCURA 14 8%
6 CLEANSER 26 8% MOISTURIZER 13 8%
7 EYE GEL 18 6% EYE MAKEUP 12 7%
8 MOISTURIZER 17 5% SUN BLOCK 11 7%
9 MASK 15 5% FACE POWDER 3 2%
10 MASCURA 11 4% LOTION 1 0%
11 SUN BLOCK 11 4% WRINKLE 1 0%
12 EYE MAKEUP 11 4% CONCEALER 1 0%
13 LOTION 10 3%
14 CREAM 9 2%
TOTAL 312 TOTAL 168

Fragrahces were advertised most often in Hong Kong
editions, occup?ing 16% of ad space (Table 4). The second
most frequently advertised product type in Hong Kong
editions was skin whitening products with 13% of the

market. On the other hand, cleansers were the most
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“”:y.frequently advertlsed product type 1n‘U S editionSVWith’7

',f‘25, of the advertlslng space. The second most frequentlyf

- ‘advertlsed product type 1n Amerlca was fragrances w1t_

':afiof the advertlslng space’(Table 4) U.W”’”’”*"x“'““

o HonglKong}and‘t‘eZU'ﬂ

and Hong Kong

:htoisi?ﬂofﬁthews ‘e brands 1n both U S

seditlons Thls allowed the researcher_tovanalyze the exten,

1g_of advertlslng standa;dlzat on and adaptatlon 1n the twozﬁf

fa‘countrles The'S1x brands»examlned were Lancome, DKNY

:QhCalyianlein,>Revlon, Chanel and Cllnlque, and the productsf

examlned were perfumes and cosmetlcs :For perfumes, Lancomefvw
“HypnoSe" DKNY “Be dellc1ous”,and"Calvranle;n‘“CK:oné:f',

HfSummer”ywere evaluated and for makeup, Révibﬁffoandaﬁian;

Hml;analyzed

'fadvertlsements from each country were analyzed The codlng.

sheetrrs’showniln»thquppendrng;jjf 5

. Perfumes

'_I La'n"come'; ‘ Lan&:ome ) Hyp‘nds,é »H:érdf ‘a ‘s@c'jor'féi‘ bf = 8 fﬁlj‘i ff’er'én'c':e s

”_were found in advertlsement plcture and layout The Hong mﬁf_“ff?;

‘.;Kong s,advertlsement (Appendlx B) showed the model’s body

wdfjll29;?‘jf)?*u¥uiﬁ\.vvx}




more than the American’s advertisement (Appendix C), for
example the'right arm could be seen in the Hong Kong’s
edition while it could not be seen in the American
editions. In addition, the layout of slogan was slightly
different. In the Hong Kong edition, the slogan “the new
hypnotizing fragrance” was displayed on the right side of
fhe page while in the American edition, the slogan was
displayed at the bottom and on top of the fragrance of the
advertisement. Also, both countries were 2 page
advertisements. In the Hong Kong edition, the advertisement
was a 2 page spread while it was front and back with a
scent strip in the American edition.

DKNY. DKNY’s Be Delicious had a score of 10, which is
indicative of high standardization, with no differences in
the advertisements. The Honq Kong and.American
advertisements are shown ihxthe Appendix D and E

respectively.

Calvin Klein;-Calvin'Klein’s “CK -One Summef" had a
score of 6. The Hong'Kong adve:tisement (Appendix F) was
one page while the American»advertisement (Appendix G) was
2 pages front and back; The content in the first page of

the American advertisement was the same as the one page

Hong Kong advertisement. However, the Hong Kong
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advertisement7didn’t_have:theycontentfofythefsecondfpageZofgftﬂ

‘American.advertisement, which showed skin moisturizer and

:bodyywaSh{ Anotherjminor;dlfferenCe_WasdinvtheﬁAmefican:“ll‘l

editionrdtheladvertisementfhadja‘scentgstri?#thét“the*Hong,yiw,

Kong \editil,on'i ‘d'-id ‘ﬁo‘t | 1nclude
VCOSmeticsf‘?N |

‘,Revlonl Ihe‘Reylonlfonndatlon receiyeqlayscoreﬂofHS
hecanse‘there wererdlfferencesnin pictﬁrééfaﬁd.eapy In thetﬂ

HAmerican'editiOn (Appendlx H) a llst of foundatlon colors .

were shown on the rlght 81de of the advertlsement however,hff;v

the'Hong'Kong advertiSement.(Appendix I)'didhzt:shpwgany‘offié
~ them. Méreévérf‘thé°héadiiné/was writtenfin*ﬁnglishﬁinithéfi
_U; W edltlon andlln Chlnese 1n the Hong Kong edltlon, asv
';lwell the descrlptlons‘varled sllghtly In the Amerlcan ’gV
H;edltlon, the.headllnes were “Now so comfortable; you ll
ffﬁfOfééﬁiféu'fé Wéaringvltf. Whlle the headllne in the Hong

yKong edltlon was “Foundatlon that can last for a long tlme,n‘

ﬂﬁlet is so soft that you ll forgot you re Wearlng 1t”>

rfFlnally, the copy was sllghtly dlfferent51n both

’f;advertlsements In the Amerlcan edlt there were f7x*'

lfl;y‘descrlptlons that dld not appear in theEHong Kong

'*"fiadvertlsement that 1ncluded “formulated for your skln type”f‘

*”;and “20 luxurlous, love to wear shades”' However, 1n&the]fjf




Hong Kong edition, there were also descriptions that did
not appear»in?the Ufé;iaas’seeh as “The preduct includes
herbal essence which moisturizes the skin to get a prefect
result”. | | |
Chanel. Advertisements for Chanel lipstick scored 4.
Differences in the advertisements were apparent in the
layout, color, size and copy. When comparing the American
and Hong Kong editions, the layout of the advertisements
varied slightly. In the American edition (Appendix J), the
product image was placed in the middle of the page while
the product image in the Hong Kong edition (Appendix K) was
on the right side of the page. Also, the headline
“Seduction in just one click” in the American edition was
expressed at the top of the advertisement while the
headline in the Hong Kong edition was on the left side of
the advertisement. Moreover, the color of the lipstick in
the American edition was red while the color of the
lipstick in Hong Kong advertisement was pink. In addition,
the U.S. advertisement was one page as opposed to a two
page spread in the Hong Kong edition. Finally, besides
having the English headline “Seduction in just one click”
appeared in both advertisements, Hong Kong advertisement

contained a subheadline in Chinese “Shiny and sparkling
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lipstiCk”. Also, in the Hong Kong edition, the copy written
in Chinese mentionedﬁthét ﬁhére‘were 22 colors available at
HK$185 that the U.S. edition did not include.

Clinique. Fof'Clinique'mascaré,.advertisements that
appeared in both countries’ edifions had a score of 3.
Differences in the advertiseméﬁts were apparent in the
picture, slogan and copy. Apparently, the mascara wand that
was used for ééch country’é‘product differed. In the Hong
Kong edition (Appendix L), the shape of the comb was like a
S shape while the comb in the American advertisement
(Appendix M) was like a V shape. Moreover, the slogan “New
defining lengths” in both editions were the same, however,
it was translated into Chinese in the Hong Kong edition. In
addition, there were words that appeared in the Hong Kong
advertisement that were not present in the U.S.
advertisement. For example, “This mascara 1is specifically
designed for Asians” and “Warm water can remove the
makeup”. Also, different wording was used in both editions.
For example, in the Hong Kong edition, "“defining power
mascara” was written on the mascara wand while “high

definition lashes” was printed in the U.S. edition.
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CHAPTER FIVE

DISCUSSION AND IMPLICATIONS

Discussion

In determining the cesmeticvand fragranee.brands most
prevalentiy'adrertised in editions of Cesmopolitan, results
indicafed that the top five advertised brands in the United
'Steteebeditions were’Neutngena,.Olay, Ndxema, LQreal and
Maybelline; Their origin was the United States except for
Loreal, which was Freneh; Meanwnile, the ton five brands
advertised in Heng Kong.editions were Shiseido, Dior,
' Clinique, Fancl and Lancome; Those'brandsf origins were
Japan,‘the‘United States and France, which were different
from the origin of the top five brands in the U.S.
According to Sims (1999) and Koh et ai..(1999), people have
a tendency to Want products from countries they pereeive as
better and that country is Japan for Hong Kong people.
Since Japan and Hong Kong share cultural similarities, they
share similar needs for cosmetics such as’using skin
whitening products (Koh et al., 1999; Bray; 2002). The idea
ef light skin comes from “one white cover up three
ugliness” along history with China and Japan (Bray, 2002,

p.l). Further, due to cultural similarities, Hong Kong
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:'fgapproprlate for thelr needs (Cheong,%2007)' leen the U S.
‘:‘y}K¢ng and;AmerlcalconsumerspValuehAmericanﬁproducts»(Cheong,'“:

":¢w1th»Amerrcans (Cheong, 2007},

'h];fAmerlca were llpSthk and foundatlon

’yconsumers prefer Japanese packaglng and con81der them j?}nl:“

thlgh standards that manufacturers have to follow and

a,ninnovative”products séllinggatjcompet1tlveyprlCes, Hong

ﬁ*2004);'HOWeverffwhenzit”comes;to'cosmeticS,;fragrances,_and;

"}hmost 1mportantly,.sklvcare,f'3anCefhasfaﬂlotgoffiﬁﬁluéhge[h3,sf

French cosmetics are well-

) kﬁQWﬁ,for;it-: ality, so that Hong Kong -~ - =
'__conSumersYaS“Well'as‘America;consumersfadmire.FrenCh,§a~;,~"”

z'g,cosmetlcs (Cheong, 2007)

The flndlngs also 1ndicated that fragrances and

'}WhitenlnngroduCts wereénhe most frequently advertlsed
lwproduct types 1n Hong Kong whlle cleansers and fragrances i

'f'were the most frequently advertlsed product types in f?;{;7ffjg.y;

'5E3Amerlca' Meanwhlle, the next most advertlsed product types
vln Hong Kong were wrlnkle products and llpstlcks, on the | T

}fvother hand the next most advertlsed product types 1n

'”QYernkle_prOductS{adVertrsementsgshowedfatblgfti;d'i“
h“?fdifferencelin‘advertlSementffregueHCY;infthefHong‘Kongiﬁ?f
b“fjmaga21nes versus the Amerlcan maga21nes. The reason why

"7[wr1nkle products are popular in Hong Kong is that Hong Kong tj'




has an aging population that the.42—46 baby boomeré who
born between 1958 and 1962, compose a large percentage of
Hong Kong’s'popﬁlation (“Business thinking on golden pond,”
2005) . Euromonitor International’s research (2006)‘shows
that the buoyant economy allows Hong Kong upscale working
womeh to purchase premium products to reduce wrinkles.
Therefore, anti-aging products sales had a growth rate of
9.5% in 2005 (Euromonitor Internatiohal, 2006) .

The results from the analyses suggested that Hong Kong
advertisements tended to focus more on skincare while
American advertisements tended.to focus more on makeup
products. The findings suggested that some products that
were advertised in Hong Kong were not advertised in the
U.S. and vice versa. These products included whitening
products, eye gel, masks and cream that were advertised
only in Hong Kong magazines. On the contfary, face powder
producﬁs and conceaiér that Wéfe advertised in the American
magazines weren’t present in the Hqﬁg Kong magazines during
the period of‘study, Lv

The results from the analyses suggested that American
advertisements tended to focus more on image while Hong
Kong ones tended to focus more on providing information.

The findings were concurrent with Sin, So, Yau, and Kwong
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(2001) study that Hong Kong females rated instrumental
value rather than aesthetic value as the most important
product attribute in purchase decisions. It implied
performance, product quality and value for money.are the
key factors to be shown in an advertising message rather
than just focusing on image and brand name for selling
cosmetic products (Sin; So, Yau, & Kwong, 2001). In the
U.s., tﬁe magazine is a national medium that covers allv50
states and Puerto Rico (Ha, 1998). Therevare too many
‘locations and different prices for different states to be
listed in the ad (Ha, 1998). Therefore, U.S. advertisers
might emphasize more on quality that can be applicable to
different locations across the country (Ha, 1998).

There are gcent strips in the American magazines’
fragrance advertisements while Hong Kong doesn’t provide
such sample. It is because American firms beiieve
advertising can create customers’ awareness of their
products and build brand images to distinguish themselves
from competitors. As a result, samples can increase their
companies’ sales.

in determining the extent of standardization of
cosmetic advertising!in'Hong Kong and American magazines,

findings showed that perfume advértisements were highly
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‘standardized with a mean score of 8 while cosmetics were in
the middlé of‘standardization and localization with a
continuum mean scbre of 4. Thése findings were consistent
with those found by Seitz and Joﬁar (1993) regarding
advertising standardizétion practices for perfumes and
cosmetics. Their findings_shoWed a score of 7 for perfumes
implying a high degree of standardization while cosmetics
had a score of 6.25 implying a moderate degree of
standardization.

The moderate to high standardization of Hong Kong
advertisements can also be explained by its Westernized
cuiture (Neelankavil, Mummalaneni, & Sessions, 1995). Hong
:Kong fof mény years belonged to the Biitishvand thus
industries grew from a procapitalistic environment
(Neelankavil, Mummalaneni & Sessions, 1995). Hence, ads
would mostly reflect Western ideals (Neelankavil,
Mummalaneni, & Sessions, 1995). Further, given its history
as a British colony for years, Hong Kong resident accept
Western ideals and products readily (Pée, Samiee, & Tai,
2002) .

As pointed out by Domzal and Unger (1987), and shbwn
by Seitz and Johar (1993), standardization is most likely

where little copy is necessary as in fragrance'that are
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primarily image ads. Moreover, other types of products and
services that touch all individuals’ needs and desires such
as love and acceptance lead tﬂemselves to standardized
advertising (Seitz & Johar, 1993).

Some say that‘és a resuit df'the‘Internet, peoples’
needs and desires are homogenized yet that is furthest from
the truth (Kanso & Kiﬁchen,v2004). Localization is
necessary for products such as cosmetics as studied here.
Although costs would be higher, a glocalized approach would:
be better suited to communicate messages since people are
not the same around the world (Kanso & Kitchen, 2004). As a
result, the findings showed cosmetics.fell somewhat in the
middle of the advertising continuum that advertisements
were localized to meet regional customers’ taste. According
to So (2004), peoples’ needs and desires are different
around the world. For example, flawless white skin is
admired in many Asian countries where having tanned skin
makes American women look especially beautiful in the
summer (“Amway makes moves in China,” 2004). Skin color is
an reflection of social status in Asia that light skin
implies rich people who don’t need to work while darker
skin meaﬁs hard labor often work under the sun (Iy, 2005).

Therefore, light skin is favored in Asian countries (ly,
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2005). As a result, Chinese women use whitening creams to -
avoid darkiskin and prevent sun freckies,(Foster & Yeh,
2006). Therefore, more advertiSementsvfor whitening
products are presented in thevHong Kong mégazines as
opposed té other products. On the whole, differences in
culture and beauty concept do have an effect on the nature
of brands and products"advéftised in thé printed media in-

- both Hong Kong and the‘U.S.

”Implicatioﬁs

Findings from-the'studyksugéested several
implicétions. First, findings suggested that cosmetic needs
of women in the U?S. and Hong Kong are not homogeneous.
Whitening prdducts are frequently édvertise in Hong Kong
éditions while cleaners:predominate the U.S. market.
Marketers need to understand thé needs and desires of their
‘markets:and promote the.appropriate prqducts; Although ang
vKong reéidents are agingisuch as women baby boomers in the
-U.S., few adaptations wouldvbe needéd to advertise anti—
vwrinkle produétsvin the market.

Fiﬁdihgs showed that staﬁdardiZatidn of advertisements
- 1s mostly found in perfume ads. Iﬁ the case of perfumes,

‘advertisers might best create and maintain a unified image
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through a standardized advertising campaign that Caucasian
models are accepted in Hong Kong, as well as Asian women in
the U.S. Besides maintaining a single image for the brand,
standardized advertisements can take advahtage of economies
of scale. Given those advantages, standardized advertising
for perfume is the recommended strategy for this product
cafégory.

Findings also showed that glocalization is the
prevalent strategy in cosmetic advertising. In the case of
cosmetics, advertisers'would do best to take pattern
standardization approach since the brand may be the same
but the consumers’ needs and preferences are different.
Factors that should be considered include different
concepts of beauty in different countries that affect
‘consumers’ choice of cosmetic purchases. Therefore, when
the home and host QulturGSjarevdifferent, a more adaptive
strategy is feasibie. Findings in the.present study
indicated that the natu;e‘9f;the bran&s and products in
these two countries héd differeﬁées as a result of cultural
differencés. The Hong Kong people tendéd td support
Japanese and Americaﬁfbréndébwhile Americans mostly favored
theit own brands. Understanding the:.nature of the brands

and products in these two countries can assist marketers
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and advertisers in developing strategies and programs‘to'
attract these markets.

When advertisers have-to decide whether ﬁo adapt or
standardize advertising, they should‘be concerned regarding
consumers’ preferences and culture. Marketers might
consider a glocalized strategy that takes all these factors
into consideration.

As China’s economy is growing stronger, more
multinational companies are interested to sell and
advertise their products to that market, this study could
acﬁ as guidelines for advertisers. According to Seitz,
Rézzouk, Lee, Yang, and Koh (2004), “Hong Kong, China and
Taiwan advertising industries were ét different levels of
the adVertising life cycle that Hong Kong was in the
maturity stage, Taiwan was in the growth stage, and China
was in the introductory stage” (p{240—247). “As China, Hong
Kong and Taiwan cultures were similar, U.S. advertisers
could use Hong Kéng and Taiwanese advertising trends
anélysis to forecast future China's advertiéing trend in
order to develop appropriate marketing strategies to reach
target customers” (Seitz, Razzouk; Lee, Yang, & Koh, 2004,

D.240-247) .
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Limitations and'Future Research

Given that this study was exploratory in nature, it

had several iimitations.

two countries thaf may not
advertising trends. If the
the findings would be able
regarding specific product
analysis had a sample size
Kong and the United States

research should use larger

First, the study compared only

reflect multinational

study examined more countries,
to support previous studies
cateéories. Further, this

of 480 advertisements ffom Hong
over a six month period. Future

sample over a longer period, so

that results would not be affected by seasonal influences.

Moreover, more countries over a longer period should be

used in a longitudinal study, so that it would greatly

benefit marketers and expand the knowledge base for

multinational advertising.
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APPENDIX A

THE CODING SHEET
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Sample Lancome  DKNY Calvin Revlon ,Chanel Clinique

Klein

Picture 1 | 3 2 2
General 1 : 1

layout |

Color 1

Size 1 1

Slogan 3 2
Copy 3 3
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APPENDIX B

LANCOME ADVERTISEMENT (HONG KONG VERSION)
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APPENDIX C

LANCOME ADVERTISEMENT (AMERICAN VERSION)
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APPENDIX D

DKNY ADVERTISEMENT (HONG KONG VERSION)
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APPENDIX E

DKNY ADVERTISEMENT (AMERICAN VERSION)
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APPENDIX F

CALVIN KLEIN ADVERTISEMENT (HONG KONG VERSION)
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APPENDIX G

CALVIN KLEIN ADVERTISEMENT (AMERICAN VERSION)
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APPENDIX H

- REVLON ADVERTISEMENT (AMERICAN VERSION)
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APPENDIX T

REVLON ADVERTISEMENT (HONG KONG VERSION)
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APPENDIX J

CHANEL ADVERTISEMENT (AMERICAN VERSION)
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APPENDIX K

CHANEL ADVERTISEMENT (HONG KONG VERSION)
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ROUGE ALLURE

SEDUCTION IN JUST ONE CLICK

REAREEE

- CHANE

- www.chaneloom
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APPENDIX L

CLINIQUE ADVERTISEMENT (HONG KONG VERSION)
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APPENDIX M

CLINIQUE ADVERTISEMENT (AMERICAN VERSION)
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