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ABSTRACT 

A content analysis was conducted in order to determine the level of 

westernization in Taiwanese advertisements. It was hypothesized that there 

will be more Eastern advertising appeals used in ads, and the use of Western 

external symbols will have increased over time. In addition, the relation 

between the level of product involvement and the utilization of advertising 

appeals was also examined. In each 1982 and 1992,439 print advertisements 

were gathered from two Taiwanese magazines. 

The results of the study indicated that Western appeals were generally 

used more than Eastern appeals, hard-sell appeals were used more than soft

sell appeals for both high- and low-involvement products, and there was an 

increasing tendency for the use of Western models and languages in 

Taiwanese advertisements. It was concluded that Taiwanese advertisements 

were not Easternized, but moving toward being more Westernized. 
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CHAPTER I 

INTRODUCTION 

Background 

Advertising is concerned with the use of symbols to affect the exchange of 

values, that is, advertising uses the discourse of words and images to bring 

about the dialogue of values (Leymore, 1975). Advertising and marketing 

practitioners are trying to find the best way to communicate with people 

when advertising crosses national boundaries. 

When cultural differences are encountered, what many international 

advertising managers need are guidelines about situations where message 

adaptations are likely and situations where they may be able to standardize. 

Although cultural values are not the only factors that should be taken into 

account, ignorance of the cultural values of intended markets could cause 

some serious, even dangerous, misunderstanding and miscommunication. 

Today, the development of advertising campaigns can be an especially 

difficult task for those firms that market their products on a worldwide basis. 

This difficulty arises because these firms are confronted with the decision of 

whether to standardize their ad campaigns across countries or to localize the 

programs in every country. 

International promotion has generated considerable discussion since the 

1960s, mainly concerning whether international companies should share 

advertising themes across international boundaries. Advertisers who use the 

standardized approach argue that consumers anywhere in the world have the 

same basic needs and desires and can therefore be persuaded by universal 

appeals. 
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On the other hand, advertisers who follow the specialized approach assert 

that consumers differ from country to country and must accordingly be 

reached by advertising tailored to their respective cultures. 

One of the most controversial articles on global marketing is by Levitt 

(1983). His argument suggested that people everywhere want products that 

are advanced, functional, reliable and low-priced; different cultural 

preferences, tastes, standards are vestiges of the past, the world is becoming 

homogenized, and common brand names, packaging and communications 

are great cost advantages over competitors that only sell in narrow segments. 

Advertising and marketing executives increasingly view the needs and 

desires of consumers around the world as more homogenized (Greenhouse, 

1988). Therefore, the consumer may be satisfied with similar products and 

advertising messages (Miracle, 1971). 

On the other hand, advertising theorists supporting the specialization of 

commercial messages claim that most blunders in international advertising 

occur because of legal restrictions that require changes in copy or make certain 

media unavailable, and more often because advertisers fail to understand 

foreign cultures. As Brand (1987) noted, the world is not really becoming one 

large village, but rather a single conurbation. Although the world's villages 

are so intensely linked with each other that they increasingly act like 

boroughs of one large city, they remain wonderfully varied and distinct. The 

global market, in fact, consists of hundreds of countries, each with its own 

customs, lifestyles, economies and buying habits. Advertisers should take 

these differences into account (Green, Cunningham, & Cunningham, 1975; 

Ryans, 1969; Hornik, 1980). 
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Values are the core of the advertising message and are manifested in 

advertisements in both the art and words (Pollay & Gallagher, 1990). Cultural 

values, the deep-seated perceptions, attitudes and beliefs people hold about a 

particular way of life, become the road-map that advertisers use to persuade 

consumers (McCracken, 1986). 

Purpose and Significance of The Study 

The controversy over standardization or specialization of international 

advertising is based on the fact that cultural values are essential determinants 

of a person's wants and behavior. Consumers in different societies may have 

very different traditions and value systems. Therefore, it is important to 

understand the cross-cultural differences and how they are expressed in 

advertisements. Cultural values provide the context for interpreting 

advertising. 

To avoid the cross-cultural misfires, advertisers seek guidances to make a 

wise decision when they encounter the choice of a standardized or specialized 

approach. If Western models and celebrities, setting and artifacts, advertising 

appeals, and words are commonplace in one Eastern country, it is feasible for 

Western advertisers to employ standardized message in this market. H not, 

advertising should be tailored to fit into the value system of the intended 

market. 

Therefore, to investigate the level of westernization in advertising is an 

appropriate way to determine which market is likely to be ready for 

standardized advertising or not. 

One example is Mueller's (1992) examination of westernization in 

Japanese magazine advertisements. She analyzed the usage of Western 
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appeals, models, languages, artifacts, and settings in Japanese advertisements. 

Then, the results of Mueller's study pointed out that Japanese ads were more 

likely to utilize soft-sell appeals than hard-sell appeals. 

In addition, the percentage of advertisements utilizing the soft-sell 

appeals significantly increased, from 35.5% in 1978 to 45.9% in 1988. Other 

findings revealed that there were no significant increases found in the use of 

Western models, languages, artifacts, and settings from 1978 to 1988. 

Therefore, the results suggested that Japanese advertising is still far from 

being Westernized. These results should serve as an indicator to those who 

would make use of standardized advertising for international markets. 

The purpose of this study is to examine the level of westernization in 

Taiwanese advertisements. The results may be helpful to advertising 

executives who attempt to determine the appropriateness of a standardized or 

specialized approach for this market. 

That Taiwanese advertising is noteworthy is based on both an economic 

perspective and a cultural perspective. 

An Economic Perspective 

Since the 1970s, Taiwan has enjoyed substantial economic growth, is 

regarded as one of five economic miracles in Asia and is labeled a Newly 

Industrialized Country (Tse et al., 1989). In 1989, the Gross National Product 

(GNP) in Taiwan ranked eighteenth in worldwide. The per capita GNP 

ranked fourth in Asia in 1991. It was lower than in Japan, Hong Kong, and 

Singapore, but greater than those in Korea. However, at the same time, the 

Economic Growth Rate in Taiwan (7.54) was markedly higher than Japan 

(4.5), Hong Kong (3.9), and Singapore (6.7) (Directorate-General of Budget, 
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Accounting and Statistics, 1992). During the past decades, Taiwan has 

experienced the highest sustained economic growth in her history. This 

growth has been accompanied by a rapid increase in advertising activity. In 

1991, Taiwan was among the top three countries in regard to advertising 

expenditures in the Asian area (Taipei Advertising Agency Association, 1992). 

In addition, the restriction on foreign investment in the advertising 

industry was lifted in 1984. A handful of large multinational advertising 

agencies were attracted by the promising advertising industry and entered this 

marketplace either trading under their own names or as major partners in 

regional firms. Six out of the top ten agencies in Taiwan were managed by or 

cooperated with multinational advertising agencies in the U. S. and Japan 

(Table 1). 

According to Ogilvy and Mather in 1985, advertising expenditures in 

Southeast Asia rose by almost 50 percent from 1980 to 1984. During this 

period, over $1 billion was spent on mass media advertising in the region 

(Frith & Frith, 1990). At the same time, in 1988 billings of U.S. agencies from 

foreign sources surpassed domestic billings for the first time (Frazer, 1990). 

Another report revealed that the United States has about five percent of 

the world's population, but it is responsible for over fifty percent of the 

world's advertising investment (Russell et al., 1988). H American advertisers 

could understand differences among countries and communicate with 

audiences in the right way, it is considered that international advertisers 

would earn a good return in their investment. It is apparent that American 

advertisers should be interested in knowing distinct cultural values among 

various countries. 
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A Cultural Perspective 

Communication is a basic social process influenced by the philosophical 

foundations and value systems of the society in which it is found. The Far 

Eastern countries of China, Japan, and Korea have been most influenced by 

Confucian philosophical principles. In other words, most nations in Asia 

share the same cultural values -- Eastern values -- over centuries (Yum, 1991). 

There is a very close cultural relationship between Japan and China. 

When Japanese advertising has been investigated, the nature of content in 

advertising and compared with Western advertising in common (Mueller, 

1987; Ramaprased & Hasegawa, 1992; Mueller, 1992; di Benedette, Tamate, & 

Chandran, 1992), Taiwanese advertising has been given little attention. In 

fact, a Chinese society might typically represent Eastern values and traditions 

at least as much as Japanese society. Undoubtedly, Taiwan is a Chinese society 

which still maintains traditional Eastern values. 

In Tse et al. (1989), Hong Kong, the People's Republic of China, and 

Taiwan depict slightly distinctive consumption values in ads, although these 

three areas are considered to be deriving from the same culture. Advertisers 

should investigate markets they wish to enter scrupulously. Understanding 

tips and taboos, advertisers may make an intelligent decision to adapt or 

specialize their messages for foreign audiences. A Chinese society like 

Taiwan can be selected as representative of Eastern cultural for the current 

study. 

The world's economies are growing closer together. Marketing on an 

international scale is really moving. Today, American companies are facing a 

rapidly-changing competitive environment. For example, the invasion of 

high-quality products coming from Japan, not only domestic but also foreign, 
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is so threatening that it cannot be ignored (Kotler, 1986). Success in global 

participation comes from the ability to deliver superior customer satisfaction. 

At the very core of marketing and advertising are the needs of the target 

audience. Scrupulously detecting the changes in needs of the target 

consumers is essential to survival in markets. 

Taiwan's rapidly developing industrial economy is moving toward the 

consumer model of the West. With the economic success, however, Taiwan 

has expressed strong reservations about accompanying changes in values (Tse 

et al., 1989). In other words, Taiwan has been westernized to some extent, but 

it is trying to preserve those values inherited from ancestors. It is believed 

that this study could increase global marketers' and advertising managers' 

understanding of the role of cultural values in influencing advertising and 

should be helpful indicator for those who are interested in this Chinese 

market. 

In fact, the present study is a replication of Mueller's (1992) with some 

slight adjustments. The objective of the current study is still to compare the 

level of westernization over time in print advertising. However, this study is 

intended to compare advertising from Taiwan, rather than Japan. 
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Table 1 
Top Ten Advertising Agencies in Taiwan in 1990 

Rank Agency Corporate headquarters 

1 United N/A 
* 2 Ogilvy & Mather Ogilvy & Mather (U.S.) 
* 3 McCann-Erickson McCann-Erickson (U. S.) 

4 Kuo Hua N/A 
* 5 Hwa Wei & Grey Grey (U.S.) 
* 6 Bozell CCAA BJK & E (U. S.) 
* 7 Tai Yi (Japan) 

8 Eastern N/A 
* 9 Leo Burnett Leo Burnett (U. S.) 

10 Regal N/A 

*denotes agency managed by or cooperated with multinational 
advertising agency (Source: ROC advertising Yearbook, 1989-1990) 
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CHAPTERTI 

LITERATURE REVIEW AND HYPOTHESES 

Introduction 

Communication is a form of human behavior that is derived from a need 

to interact with other human beings. Almost everyone desires social contact 

with other people, and this need is satisfied through the act of 

communication. The behaviors frequently become messages and 

communicate something to someone else. Human communication is a 

complicated matrix of interacting social acts that occur in a complex social 

environment that reflects the way people live and how they come to interact 

with and get along in their world. Porter and Samovar (1991) called this 

social environment culture. Understanding culture is the best way to 

understand communication. 

A culture can be viewed as a code and examined by a system of beliefs, 

values, and images of the ideal. In addition, culture is an all-encompassing 

form or pattern for living. It is complex, abstract, and pervasive. The aspects 

of culture help to determine communicative behavior. Human social 

activity is influenced by cultural values. Cultural values are a set of 

organized rules for making choices, reducing uncertainty, and reducing 

conflicts within a given society. That is, values express themselves within a 

culture as rules that prescribe the behaviors to which members of the culture 

are expected to conform (Porter & Samovar, 1991). 

All forms of communication are inherent transmitters of culture (Black 

& Whitney, 1983). Biagi (1992) stated clearly that 
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The media industries provide information and entertainment. 
But media also can be used to try to persuade the public, and 
media can affect the culture ... The mass media are cultural 
institutions that both reflect and affect the society in which they 
operate. Although the media can actively influence society, they 
also mirror it, and scholars constantly strive to delineate the 
differences. (p. 28) 

Media's social and cultural role in society are important because we do 

not become immune to the possibility that our culture may be cumulatively 

affected by the media in ways we cannot yet define. When an advertisement 

originates in one cultural context and terminates in another, it may result in 

effects on the cultural environment into which it is communicated. 

Standardization or Specialization in 
International Advertising 

Early in the 1960s, advocates of standardization such as Elinder (1965) and 

Fatt (1967) suggested that firms could transfer their standardized advertising 

themes to provide unified brand images worldwide. In addition, Levitt (1983) 

claimed that "the world's needs and desires have been irrevocably 

homogenized" (p. 93). The same products can be sold everywhere with the 

same or similar promotion appeals. Indeed, Coca-Cola and Pepsi Cola are the 

leading soft drink brands in every market around the world, the American 

Express Card is used for making purchases by German and Japanese 

consumers, and many fast-food chains (e.g., McDonald's, Wendy's, etc.) are 

prevailing in Taipei. A study of advertising transferability conducted by 

Lorimor and Dunn (1967) found that many U.S. advertisements were 

successfully transferred to Europe and parts of the Middle East. 

Proponents of the standardized approach emphasize that people around 

the world share the same basic needs and motivations. Thus advertising 
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campaigns, which are carefully designed based on these needs, can echo a 

universal appeal. The implications for the standardization of international 

marketing can translate into potential advantages to the firms. The 

economies of scale could dramatically lower unit costs and prices in 

production and marketing. It is much easier to manage one common 

marketing program. In addition, the company could promote the 

development of consistent and universally recognized company or product 

images. In short, there are benefits in terms of administrative cost savings, 

consistency in image, and improved advertising quality. These benefits 

would help multinational firms compete more effectively in foreign markets 

(Tansey, Hyman, & Zinkhan, 1990). 

On the other hand, Rick (1983) suggested that the barriers to effective 

international communications are many, and marketers must learn either 

through experience or research to anticipate the problems that arise in 

creating messages for foreign markets. If the markets are not homogeneous, 

standardization may not be feasible or recommended (Onkvisit & Shaw, 1987; 

Harris, 1984; Kotler, 1986). Much attention has been given to whether the 

same strategies should be used in different countries, such as the U.S. and 

Israel (Hornik, 1980), Japan, the U.S. and Germany (Johanssen et al., 1985), the 

UK and France (Whitelock & Chung, 1989), Brazil and the U. S. (Tansey et al., 

1990), or the U. S. and the European Community (Cutler & Javalgi, 1992). 

Through analyses of the cultural content of advertising, researchers suggested 

that, before adopting standardization, practitioners must check indigenous 

cultures. 

William Philips, Chairman of Ogilvy & Mather, stated that global 

campaigns may be possible on a limited scale for products. A study conducted 
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by Hite and Fraser (1988) surveyed all of the 418 Fortune 500 business firms 

involved in international trade. Researchers found that 66% of the firms 

surveyed were advertising internationally, but only 9% of these advertisers 

reported using totally standardized advertising across all foreign markets, 

while 37% used all localized advertising. Finally, 54% of these international 

advertisers used a combination strategy of an "umbrella" theme submitted to 

local agencies and then adapted or tailored to the customs, values, and 

lifestyles of the agencies' native markets. 

Today's sophisticated multinational advertisers want to achieve 

simultaneous success in diverse markets and do not want to risk a 

miscommunication. Thus, they have to appreciate indigenous socio-cultural 

differences. Peebles, Ryans, and Vernon (1978) pointed out that neither strict 

standardization nor specialization policies were optimal, and they introduced 

the idea of negotiated adaptation, with pattern standardization and prototype 

standardization representing greater and lesser degrees of flexibility in 

deviating from central office-supplied advertising themes. 

Some scholars suggested a more middle-of-the-road recommendation. 

When adaptation was necessary, local managers still had to determine the 

most effective platform to use (Colvin, Thorpe, & Heeler, 1980). In addition, 

Klein (1991) suggested that advertisers develop a global vision and broad 

outline, but provide it to local agencies to flesh out with details, shadings, and 

perspectives that blend with their native cultures. 

It has been a to~gh decision to make whether to use standardized or 

specialized global advertising. Marquez (1979) summed up some factors 

influencing a decision of whether to standardize or specialize global 

advertising. Those factors were policy orientations of international firms on 
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marketing strategies (Wind, Douglas, & Perlmutter, 1973), the type of product 

being marketed abroad (Cranch, 1972; Buzzell, 1968), and consumer attitudes 

toward a foreign product's country of origin (Schleifer & Dunn, 1%8). Other 

factors reported by Kaynak and Mitchell (1981) were the economic growth-rate 

of a country, the social class structure, the degree of nationalism, and so forth. 

Recently, Otnes (1990) examined variables which might influence the 

standardization of international advertising and pointed out that many 

variables were related to the cultural values of the intended market, such as 

conventions, rituals/practices, communication systems, lifestyles, and 

attitudes toward foreign products and advertising. 

The marketing and consumer behavior literature has begun to develop a 

research focus on values. Values are the dimensions of the deep structure of 

personality, influencing all perceptions and judgments, attitude and 

preference formation, cognition and behavior (Pollay & Gallagher, 1990). 

Individuals and cultures are both characterized by their operating value 

hierarchies. 

It is the task of advertisers to create advertising themes that match the 

target audience's value and belief systems, then consumers will easily identify 

with the appeal and the advertisement copy. Furthermore, researchers have 

assumed that advertising appeals reflect the values of culture (Belk & Pollay, 

1985). 

Cultural Values in Advertising 

Earlier research has shown that cultural values influence perception. 

Bagby (1957) found that highly significant differences between what 

Americans and Mexicans reported on what they saw when looking at pictures 

13 



with culturally familiar and unfamiliar scenes. Unwin (1974) asserted that 

"advertisements are the folklore of the twentieth century" (p. 24). Although 

social standards, situations and lifestyles are reproduced in idealized form so 

that the audience will want to identify with the subject of the advertisement, 

there is a more subtle and revealing way in which advertising manifests the 

cultural values of the society. In addition, Unwin (1974) pointed out that a 

comparison of differences in social behavior and customs, such as dress, 

eating habits and everyday situations, will be clearly visible in the content of 

the advertisements. It is necessary to draw attention to differences in 

advertising expression. The modes of advertising expression are influenced 

by fundamental cultural values. 

One of the difficulties in cross-cultural research is that certain cross

cultural values are not sensible for foreigners. The cultural values are the 

deep underlying attitude and value structured that are imprinted on each 

member of society (Sills-Levy, 1987). These underlying values do not change 

rapidly, but rather last throughout an individual's lifetime. According to 

Sills-Levy (1987), understanding the cultural values will enhance the 

awareness of what a product or service really means to consumers. 

Previous research has analyzed the content of advertising to investigate 

cultural values in specific countries. For example, due to the differing values 

between the business subculture of Brazil and that of the United States, 

researchers found that urban themes were used more frequently in Brazilian 

auto ads than in U. S. auto ads, while leisure themes were used more 

frequently in U.S. ads than in Brazilian ads (Tansey et al., 1990). 

An examination conducted by Frith and Wesson (1991) to compare 

advertising in Great Britain and the United States revealed that while these 
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two countries are both urbanized, industrial, politically stable, and English 

speaking, there are underlying ideological, cultural and communication 

differences in the two nations. Findings suggested that more American 

advertisements than British advertisements have big, bold, clear headlines set 

at the top of the ad. An American ad usually leaves no uncertainties in the 

minds of its audience and gets the message across loud and clear; whereas, a 

British ad often appears to involve each individual member of its audience in 

interpretation of its message. British ads are implicit; American ads are 

explicit. 

Past cross-national research on advertising messages has examined types 

of appeals and products in national newspapers of the People's Republic of 

China, Taiwan, and Hong Kong (Tse, Belk, & Zhou, 1989), television 

commercials in U.S. and Japan (Ramaprasad & Hasegawa, 1992), advertising 

strategies in French, Taiwanese, and U. S. TV commercials (Zandpour, Chang, 

& Catalano, 1992), cultural values in British and American print advertising 

(Frith & Wesson, 1991), and in U.S. and Japanese print advertisements (Belk 

& Pollay, 1985; Mueller, 1987). These applications illustrated that the results 

of systematic content analysis in commercial media could provide advertisers 

with valuable information to understand consumption values in the 

intended market. 

Mueller (1992) conducted a content analysis of Japanese magazine 

advertising over the past decade. The appeals, models, languages, and 

artifacts for nine product categories were analyzed. Each advertisement was 

coded by only one dominant appeal. The classification of appeal types 

outlined by Mueller (1987) to analyze the sample included traditional/ 

easternized appeal (group-consensus, soft-sell, veneration of elderly, status, 
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and oneness-with-nature) and modern/westernized appeal (individual and 

independence, youth and modernity, hard-sell, product-merit, and 

manipulation-of-nature). Only soft-sell, product-merit, and hard-sell were 

compared. 

Through the analysis of Japanese advertisements from 1978 and 1988, 

Mueller (1992) attempted to determine whether westernization, defined by 

the above concepts, appeared to be increasing or decreasing over time. 

Samples were two mass circulation Japanese magazines-- Shukan Asahi and 

Katei Gaho. Nine product categories selected reflect the full-range of high, 

medium, and low involvement products. Only full-color, full-page 

advertisements for these nine product categories appearing in selected 

samples were coded. 

The variables used in Mueller's study were the year of the advertisements 

featured, the degree of product involvement, the advertising appeals, models, 

languages, artifacts, and settings. Products were divided into three categories: 

low-involvement, high-involvement, and medium-involvement products. 

Low-involvement goods tend to be relatively low cost packaged goods which 

are purchased frequently by the consumer. In contrast, high-involvement 

goods are those which tend to be purchased relatively infrequently and are 

higher in cost (Bowen & Chaffee, 1974; Hoyer, 1984). The rest are medium

involvement products including product types which fall in the center of the 

involvement continuum, and are in the mid-price range and require 

moderate search activity and information processing by the consumer. 

Holding the level of product involvement as an independent variable, the 

opportunity to determine the variation in level of westernization or 

Americanization is maximized. 
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Mueller's study sought to document the usage of Western words, models, 

appeals, and artifacts. It would be valuable to determine how the Japanese 

consumer responds to these "foreign" elements in their commercial 

communication. Mueller's (1992) study revealed that the Eastern-oriented 

soft-sell appeals were used more than hard-sell appeals in Japanese ads. In 

addition, product types influence the appeal types utilized. Soft-sell appeals 

are most likely to be employed for low-involvement products, while hard-sell 

appeals are most common for high-involvement products. In terms of the 

use of Western models, languages, artifacts, and settings, only the use of 

Western languages showed a significant increase from 1978 to 1988. There 

was no statistically significant increase found in the use of Western models, 

artifacts, and settings appearing in ads. The results revealed that Japanese 

advertising was far from being westernized and provided valuable 

information for the standardization versus specialization debate. 

Eastern and Western Cultural Values 

Communication is a basic social process that it is influenced by the 

philosophical foundations and value systems of the society in which it is 

found. Eastern culture is substantially influenced by the Chinese philosopher 

Confucius and is positioned as high-context culture which emphasizes 

interpersonal relationships, non-verbal expression, physical setting, and 

social circumstances (Stover, 1974). On the other hand, Western culture is 

influenced by the Greek philosopher Aristotle and is positioned as low

context culture with clearly articulated and spoken messages (Fields, 1983). 

Philosophy constitutes a fundamental method of communication, 

because it communicates the most fundamental aspirations, values, beliefs, 
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thoughts, and perceptions of a person, a society, or a culture. The main 

difference between the Eastern Asian and North American perspectives on 

communication is that the Eastern Asian emphasizes social relationships 

while the North American focuses on individualism. The Eastern Asian 

preoccupation with social relationships stems from the doctrines of 

Confucianism. 

People with Confucian cultural background are motivated toward 

conforming to the norms of the group rather than to the pursuit of 

individualized goals (Yau, 1986). Previous ethnographic studies have shown 

that groups have more power over their member of cultures in Japan, China, 

Israel, and Russia. In these cultures, the individual is subordinated to the 

group, and a high degree of conformity is expected. 

In Western cultures, the individual's goals are above group goals. 

According to Varenne (1977), individualism is the one system of principles 

regulating interpersonal relationships in America. Bellah et al. (1985) agreed 

that individualism lies at the core of American culture, contending that 

"individualism ... has marched inexorably through our history" (p. vii). 

Individualism is assumed to be a relatively stable and important attribute of 

U. S. samples (Bellah, Madsen, Sullivan, Swindler, & Tipton, 1985) which 

contrast them with the collectivism of samples from Asia. 

Another aspect of cultural differences between Americans and people of 

Confucian cultures is the concept of "face." The face concept is particularly 

salient for people of Confucian culture and is claimed to be a key to explain 

much of their behavior. According to Katriel (1986), indirect speech acts are 

the result of predominant concern for the other person's face. The Confucian 

legacy of consideration for others and concern for proper human relationship 
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has led to the development of communication patterns that preserve one 

another's face. Maintaining face is greatly important to East Asian. Thus, 

special skills are required to make sure that others do not lose face. Indirect 

communication helps to prevent the embarrassment of rejection by the other 

person or disagreement among partners, leaving the relationship and each 

other's face intact. 

According to Martenson (1989), one can rank cultures from high-context 

to low-context, starting with the Japanese, the Chinese, the Arab, the Greek, 

the English, the French, the North American and ending with the German 

culture as being one of the most low context-oriented. A high-context (HC) 

communication or message is one in which most of the information is either 

in the physical context or internalized in the person, while very little is in the 

coded, explicit, transmitted part of the message. A low-context (LC) 

communication is just the opposite; i.e., the mass of the information is vested 

in the explicit code. 

American culture is toward the lower end of the scale. China, the 

possessor of a great and complex culture, is on the high-context end of the 

scale. The level of context determines everything about the nature of the 

communication and is the foundation on which all subsequent behavior rests 

(Hall, 1991). 

Frith and Frith (1990) revealed the different communication and 

decision-behavior values of the East and West. Eastern values are 

characterized as euphemistic or indirect discourse, with an emphasis on 

group feeling, vertical identification with authority figures, collaborative 

decision-making, fatalism, and intuitive problem-solving. Western values 

are distinguished by direct discourse (getting to the point directly), 
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individualism, horizontal identification with class, hierarchical decision-

making, determinism, and logical problem-solving. 

Lately, Yum (1991) compared East Asia and North America in terms of 

communication patterns. The East Asian orientations to communication 

patterns were described as the following: 

1. Process orientation. Communication is perceived as a 
process of infinite interpretation. 

2. Differentiated linguistic codes. Different linguistics codes are 
used depending upon person involved and situations. 

3. Indirect communication emphasis. The use of indirect 
communication is prevalent and accepted as normative. 

4. Receiver centered. Meaning is in the interpretation. 
Emphasis is on listening, sensitivity, and removal of 
preconception. (p. 72) 

In contrast, the North American orientation to communication pattern 

consisted of the following: 

1. Outcome orientation. Communication is perceived as the 
transference of messages. 

2. Less differentiated linguistic codes. Linguistic codes are not as 
extensively differentiated as East Asia. 

3. Direct communication emphasis. Direct communication is a 
norm despite the extensive use of indirect communication. 

4. Sender centered. Meaning is in the messages created by the 
sender. Emphasis is on how to formulate the best messages, 
how to improve source credibility, and how to improve 
delivery skills. (p. 72) 

One of the benefits derived from the study of cultural values and 

communication is providing information to people who require the cultural 

sensitivity such as advertisers, marketers, teachers, and news reporters. 

Advertisers could make use of information from research to cater the tastes 

and needs of diverse cultural groups' needs and sincerely serve the needs of 

those individuals. The provision of services and products to culturally 
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different people sets the communication pattern through the expression of 

that culture. 

Cultural Values and Advertising Appeals 

For an understanding of the concept of culture in anthropology, Peter 

Worsley (1984) defined "culture is those institutions in which the ideas we 

live by are produced and through which they are communicated" (p. 59). In 

the consumer behavior literature, cultural value systems are recognized as a 

powerful force shaping consumers' motivations, life styles, and product 

choices. The value system is thought to include sets of beliefs, attitudes, and 

activities to which a culture or subculture subscribes, and is reinforced by 

rewards or punishments for those who follow or deviate from these 

guidelines (Rokeach, 1973). The value system is addressed indirectly by 

assessing advertising appeals to various consumption values. 

Typically, the advertising messages endorse, glamorize and inevitably 

reinforce values, unless the advertisement is a totally unadorned brand name 

reminder (Pollay & Gallagher, 1990). The choice of the value basically made 

by the advertising creators presumes a shared value with consumers. Hornik 

(1980) found that there are significant differences in the way advertisements 

are perceived because consumers read advertisements with different beliefs, 

customs and traditions they absorb from their cultures. Some studies have 

attempted to probe cultural values from examining advertising appeals and 

strategies (Belk, Bryce, & Pollay, 1985; Pollay, 1983; Mueller, 1987; Frith & 

Wesson, 1991). Thus, although we do not measure values per se, we assume 

that advertising appeals reflect the values of the culture that creates them. 
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Advertisements not only find effective pictorial and verbal devices by 

which to link the commodity with a significance, ads must also build up 

significance from elements of an understood cultural values. In that way the 

product is endorsed by those to whom they make an appeal (Wernick, 1991). 

Advertising is seen as a cultural artifact built through a complex of cultural 

processes, designed to have a particular effect on the practices of its audience. 

The appeal is something that makes the product particularly attractive or 

interesting to the consumer and attempts to motivate consumers to purchase. 

To motivate consumer action, the statement must be related to the person's 

interests, wants, goals, and problems. The reasons behind the purchase are 

the benefits which are received with the purchase. Appeals generally 

pinpoint the anticipated response of the prospect to the product and message 

(Wells, Burnett, & Moriarty, 1989). The appeal is always contained in the 

content of ads. 

For print advertisement, the message is created from a substantial array of 

verbal and nonverbal symbols--words, pictures, colors, and graphics. Visual 

and verbal elements are usually intended to project the same mood, and of 

course, the mood presumably fits the need or desire the product fulfills as 

well as the attitudes of the intended audience toward such products. The 

appeal is typically carried in these elements. Thus, to determine appeals in 

magazine advertising, both visual and verbal elements should be taken into 

account. 

Kanso (1992) suggested that human wants and needs are more or less 

universal, but the way to address these wants and needs is not. While 

Western advertising tends to be more verbal, with a logical direct message, 

Japanese advertising is emotional, suggestive, and indirect. In addition, the 
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appeals used in Japanese advertising are soft music, beautiful scenery, and soft 

voices. Hard sell appeals are rare in Japan (Lazer, Murata, & Kosaka, 1985; 

Mueller, 1987). 

Product Involvement and Advertising Appeals 

Involvement is used as an attribute of product category. Bowen and 

Chaffee (1974) defined product involvement "as a direct outgrowth of the 

potential benefits or rewards the product holds for the consumer" (p. 615). 

Involvement represents a consumer's ongoing day-to-day level of interest in 

a product class and ranges from very low to very high (Houston & 

Rothschild, 1978; Zaichkowsky, 1985). At the same time, product 

involvement is typically associated with cost. 

In Bowen and Chaffee's (1974) study, consumer goods were divided into 

two very broad categories: low-involvement purchase items and high

involvement purchase items. Low-involvement goods tend to be relatively 

low-cost items which are purchased frequently by consumers. In contrast, 

high-involvement goods are those which tend to be purchased relatively 

infrequently and are higher in cost. Therefore, when consumers make a 

purchase for high-involvement products, they tend to spend more effort and 

time searching for information or advice in order to make a wise choice. 

In this instance, product involvement will influence advertising appeals. 

It seems that informative advertising would be a pertinent appeal for high

involvement products. Previous studies found that the level of product 

involvement did influence the level of informativeness in advertising 

content (Stem, Krugman, & Resnik, 1981; Norton & Norton, 1988). Messages 
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for high-involvement products contained more information cues than low

involvement products did. 

Theoretical Framework 

Schramm (1954), a communication theorist, suggested that if the sender 

of a message lives in a cultural environment different from his or her 

intended receiver and wishes to communicate effectively, a knowledge of the 

receiver's culture is necessary. Schramm's theory implies that international 

advertisers (senders) should use frames of reference that are fairly understood 

by their target audiences (receivers). Frames of reference here are shaped by 

beliefs, values, traditions, and other cultural factors. 

Within the existing theories of persuasion, culture seems to be examined 

as one of several factors that are obstacles to behavioral change. What an 

effective sociocultural persuasion strategy requires is persuasive messages 

defined for individual as the rules for social behavior, or the cultural 

requirements for action. This strategy is to depict the social expectations of 

the group within which the action is to take place, providing cultural 

definitions of what conduct is appropriate (DeFleur & Ball-Rokeach, 1989). 

Berlo (1960) claimed that all communication is social influence. In 

addition, persuasion, media effects, advertising, marketing, political 

communication, and propaganda are terms that have become so entwined 

they are often used synonymously. However, receivers (persuadees) can be 

active participants in social influence, rather than passive (Miller, 1987). 

People can resist persuasion. Such resistance can result from reactions to 

message content or the source. Resistance is likely to occur when people need 
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to comply with group norms that are contradictory to message content or 

advocated behavior. 

To deliver media messages more effectively, communicators should 

convey messages by adopting such norms, values, judgments, preferences, 

and behavior intentions people acquire. In other words, to successfully reach 

the target audience, advertisers should appeal to the cultural values of the 

target. 

Research Questions 

Based on the literature review, researchers believed that Eastern culture 

and values are quite different from Western culture and values. In some 

dimensions, Eastern and Western cultural values are totally opposite to each 

other. Previous studies revealed that by analyzing media messages, the 

cultural values may be decoded from communication processes, such as 

advertising. The objective of this study is to examine how Taiwan, an 

Eastern, Chinese society, portrays its culture and values and responds to the 

Western culture and values in print advertisements. 

The following research questions are proposed. 

1. Do advertisements reflect the cultural values in the society? 

2. Do advertising appeals vary by product involvement categories? 

3. Do Western models, Western language, and Western artifacts and 

settings used in advertising vary over time? 

Justification of Hypotheses 

In this study, hypotheses were developed in the following three areas: (1) 

utilization of advertising appeals in ads; (2) comparison of advertising appeals 
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by product involvement; and (3) utilization of advertising external symbols 

in ads. 

Utilization of Advertising Appeals 
in Advertisements 

The most important role of advertising appeals is to motivate consumer 

action with messages related to the person's interests, wants, or problems. 

Evidence in consumer behavior research indicated that cultural values are 

considered as a powerful force affecting consumers' motivations, 

communication patterns, and purchase decisions (Worsley, 1984). To be 

effective, advertising appeals have to be designed as messages with cultural 

values. Previous studies have reported that advertising themes reflected 

various cultural values that consumers share (Belk, Bryce, & Pollay, 1985; 

Frith & Wesson, 1991; Ramaprasad & Hasegawa, 1992). 

The conclusion of research by di Benedetto et al. (1992) indicated that 

indirect rather than direct forms of expression were preferred in Japanese 

creative strategy. This is quite consistent with Eastern-oriented 

communication patterns--indirect communication emphasis--summed up by 

Yum (1992). 

Therefore, it is expected that an Eastern country such as Taiwan is more 

apt to use more Eastern or traditional themes in advertisements. 

H1: In both 1982 and 1992, Taiwanese magazine advertisements would 

contain more Eastern appeals than Western appeals. 
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Comparison of Advertising Appeals by 
Product Involvement 

Advertising appeals would be differed by product class. The results of 

research revealed that ads for high-involvement products were more 

informative, while low-involvement products utilized less information in 

ads (Norton & Norton, 1988). 

The informativeness of advertising was determined by fourteen 

information cues. They are price or values, quality, performance, 

components or content, availability or distribution, special offers, taste, 

nutrition, packaging or shape, guarantees or warranties, safety, independent 

research, company research, and new ideas. 

With operational definition borrowed from Mueller's (1987) study and 

utilized in this study, hard-sell appeals were defined as sales orientation 

emphasizing on brand name, recommendations from experts or reports, and 

advantages of products. On the other hand, emphasis of soft-sell appeals was 

on the development of a mood or atmosphere in ads. Thus, hard-sell appeals 

were considered to be more informative than soft-sell appeals. 

In this instance, it is reasonable to assume that the use of hard-sell appeals 

and soft-sell appeals will vary by the level of product involvement. 

Hypotheses were generated as the following: 

H2: In both 1982 and 1992, Taiwanese advertisers would use more hard

sell appeals than soft-sell appeals for high-involvement products. 

H3: In both 1982 and 1992, Taiwanese advertisers would use more soft

sell appeals than hard-sell appeals for low-involvement products. 

27 



Utilization of External Advertising Symbols 
in Advertisements 

With the increases of foreign companies and imported products, there 

would be more Western expression found in Taiwanese advertising recently. 

However, as noted by Sills-Levy (1987), cultural values were deep-seated 

perceptions which could not be changed rapidly. When Western impact was 

encountered, it is an applied tendency to adopt Western symbols in ads. 

The results of research conducted by Ramaprasad and Hasegawa (1990) 

indicated that over 70% of Japanese commercials adopted English, and about 

15% of commercials used Western characters. Advertisers tended to use 

Western symbols to emphasize the origin of the imported products. When 

more and more imported products are available in Taiwan, it is expected that 

the adoption of Western symbols will be greater than before. 

H4: The use of Western models in Taiwanese magazine advertisements 

would be more in 1992 than in 1982. 

HS: The use of Western languages in Taiwanese magazine 

advertisements would be more in 1992 than in 1982. 

H6: The use of Western artifacts and settings in Taiwanese magazine 

advertisements would be more in 1992 than in 1982. 
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CHAPTER ill 

METHOD 

This study investigated the level of westernization in Taiwanese 

advertising. It had been mentioned that the advertising messages may reflect 

and reinforce values of various cultures. To determine the level of 

westernization in Taiwanese advertising, it seemed feasible to examine the 

advertising messages carried in the verbal and visual elements. For print 

advertising, verbal elements include headline and body copy, while visual 

elements include layout and illustrations. Examining these elements should 

enhance the recognition of the level of westernization in Taiwanese 

magazine advertising. 

Content analysis of consumer ads has emerged as an important research 

tool in consumer behavior. Content analysis is defined as a method of 

analysis of communication messages using a system of counting items within 

established categories. As a technique for analyzing message content and 

message handling, content analysis is an ideal tool for observing and 

analyzing the overt communication behavior of selected communications 

(Budd, Thorp, & Donohew, 1967). Previous studies had used such analysis to 

investigate how much information is available to consumers (Stem & 

Resnik, 1991; James & Vanden Bergh, 1990), social trends as a depiction of 

women's roles in a society (Courtney & Lockeretz, 1971; Gilly, 1988), 

advertising as a cause or reflection of societal characteristics or cultural values 

(Tse, Belk, & Zhou, 1989; Frith & Wesson, 1991), and so forth. These 

applications illustrate that content analysis can be a useful tool with which 

researchers may find out values in advertising content over time and in 
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different cultures. Sayre (1992) reported that content analysis has been use to 

answer the following questions: 

1. What are the product images of selected consumer goods? 
2. What advertising appeals are used most often to market a 

product to a particular market segment? 
3. What is the appropriateness of using celebrities and 

personalities for product advertising? 
4. What are the values and lifestyles of a consumer segment as 

conceptualized by advertising? (p. 16) 

For the purpose of the present study, content analysis seems to be the 

most appropriate method to collect data for analysis. 

Variables 

Variables used in this study are the year of ads featured, the degree of 

product involvement, the appeals, models, languages, artifacts or settings 

employed in the ads. 

Originally, Mueller selected nine product categories to reflect the full 

range of high-, medium- and low-involvement products. Products 

representing high-involvement goods were automobiles, kitchen appliances, 

and jewelry. Products included in medium-involvement category were 

watches, television sets, and cameras. The low-involvement products were 

hair-care products, wine, and food products. To maximize the difference 

between product categories regarding product involvement, the medium

involvement category was omitted, and only high-involvement and low

involvement categories were coded in the present study. Two factors used to 

determine the level of product involvement were price of the product and 

frequency of buying. Low-priced and frequently purchased goods were 
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perceived as low-involvement products. Those high-priced and purchased 

infrequently were considered to be high-involvement products (Bowen & 

Chaffee, 1974; Mueller, 1992). 

Through previewing ads, the product category selections for high- and 

low-involvement was based on the availability of products in magazines, not 

exactly following Mueller's selections. In addition, to classify the products 

represented by the advertisements collected as either high- or low

involvement goods, a pre-test was conducted to identify the high

involvement and low-involvement categories. A twelve-item questionnaire 

was designed and provided to ten Taiwanese respondents. The questionnaire 

asked respondents to classify each item into either high- or low-involvement 

category. 

With a 98.15% agreement among Taiwanese respondents, products 

representing high-involvement level included automobiles, household 

appliances and furnishings, real estate, jewelry and watches, computers and 

accessories, costume and boutique. Low-involvement products included food 

and snacks, personal and beauty care, pharmacy, beverages, household 

cleaning agents, and cooking aid. The ten advertising appeals utilized by 

Mueller which outlined the Western and Eastern cultural values were re

classified and used in the present study. 

Classification of Product Categories 

Product categories selected from magazines fall in either high

involvement or low-involvement level. In total, twelve product categories 

are identified for the current study. 
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High-Involvement Product Categories 

Automobiles 

All four-wheel vehicles imported from foreign countries, assembled or 

manufactured in Taiwan are included in this category. 

Household Appliances and Furnishings 

~y type of electric appliances to be used inside the household or 

products related to the household in general are included in this category. 

This type of products includes refrigerators, washing machines, television 

sets, air-conditioners, mattresses, and so forth. 

Real Estate 

Any type of selling of residential property available in Taiwan is included 

in this category. 

Jewelry and Watches 

Any jewel or accessory with jewel or products related to precious material 

such as diamond rings, golden watches, and so on are included in this 

category. 

Computers and Accessories 

Any mode of computers or any computer related product such as 

softwares, printers, and so forth is included in this category. 
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Costume and Boutique 

Exquisite suits or durable collections for international famous boutiques 

such as Polo, Dunhill are included in this category. 

Low-Involvement Product Categories 

Food and Snacks 

Any type of fresh food, frozen food, packaged food, and canned food is 

classified into this category. It includes meat, sausage, dumpling, cookie, 

candy, and dessert. 

Personal and Beauty Care 

Products are used in protection and care of personal sanitary and beauty 

needs. Examples for this category are lotion, body bar, shampoo, toothpaste, 

hygienes, and cosmetic products. 

Pharmacy 

Any type of products related to improving health or healing or soothing 

any type of pain, disease, or body discomfort fall in this category. It includes 

vitamin, cough syrup, bandages, etc. 

Beverages 

Products included in this category are any kind of soft drinks, carbonated 

drinks, and alcoholic drinks (excluding wine and hot liquid). For example, 

beer, juice, milk, soda, and coffee are included in this category. 
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Household Cleaning Agents 

Products used mainly for the maintenance and cleaning of a household 

or protection to areas of the household fall in this category. Examples for this 

category are detergent, fabric softener, insecticide, and bleach. 

Cooking Aid 

Products used for cooking or dressing are included in this category. 

Examples representing this category are cooking oil, soy sauce, and ketchup. 

Classification of Advertising Appeals 

This study utilized the previously established classification system by 

Mueller (1987). The classification system set up ten appeal types that are 

considered either Eastern appeals or Western appeals. However, it is 

suggested that some appeals are likely to be universal and Taiwanese 

advertising even though containing those appeals does not suggest 

Westernization. For example, themes such as product merit, which describes 

the product characteristics to the consuming public, and status appeals, which 

suggest that the use of a particular product will enhance some inherent value 

of the user, are likely to appeal to consumers around the world. Therefore, 

the classification of appeal types is modified to be more reasonable as Eastern 

appeals, Western appeals, and universal appeals. The ten advertising appeals 

are defined and examples are given as the following. 

Eastern Appeals 

The following four appeals all were classified as Eastern advertising 

appeals by Mueller (1987) and could represent the traditional Eastern values. 
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Group Consensus Appeals 

The emphasis here is on the individual in relation to others, typically the 

reference group. An individual is depicted as an integral part of the whole. 

Reference may be made to significant others. Pressure is on consensus and 

conformity to the will of the group. There are at least two people presented in 

an advertisement. An example is a group of basketball players who are 

setting together and everyone has a bag of chips in hand. 

Soft-Sell Appeals 

Mood and atmosphere are conveyed through a beautiful scene or the 

development of an emotional story verse. Human emotional sentiments are 

emphasized over clear-cut, product-related appeals. Because the photograph 

or the illustration is the major emphasis, there is little or no body copy in this 

kind of ads. An example is an elegant young lady in a close-up and a Ralph 

Lauren perfume featured in an advertisement. 

Veneration of Elderly and Traditional Appeals 

Wisdom of the elderly, as well as the veneration of that which is 

traditional, is stressed. Older group members are depicted being asked for 

advice, opinions, and recommendations. Models in such advertisements 

tend to be older. An example is a mother telling her daughter-in-law which 

brand of soy sauce makes dishes more delicate. 

Oneness with Nature Appeals 

The goodness and beauty of nature are emphasized in relationship with 

man. Interaction and affinity of man and nature are stressed. The focus is on 
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inter-personal relation, and children education, and targets white-collar 

females and housewives aged twenty-five and thirty-five. 

All magazines were selected from the years of 1982 and 1992. All full

color, full-page advertisements related to selected product categories were 

coded and analyzed. Each advertisement was only coded once. 

All advertisements were coded by two native Chinese graduate students 

majoring in Mass Communications at Texas Tech University. To determine 

the advertising appeals employed in ads, the headline, the visual content, and 

the body copy in the magazine advertisements were analyzed. In Mueller's 

study, dominant and secondary appeals were coded, but only the analysis of 

dominant appeals was reported in her findings. It is believed that there 

might be more than one advertising appeal in some advertisements. In order 

to obtain absolute findings, all appeals containing in the selected 

advertisements were coded. 

Coders were asked to scan the headline and illustration first, then 

examine the subhead and body copy to code all appeals that apply. Finally, 

they reviewed the list of appeals for final cross-check of coded appeals. Next, 

advertisements were scanned again to code the use of Western models, 

artifacts, and settings. After that, coders analyzed the headline, subhead, and 

body copy again to determine whether Western words were employed. 

To determine the reliability of the coding scheme, Mueller administered a 

series of intercoder reliability tests. It resulted in a 90.09% intercoder 

agreement in the use of advertising appeals, 100% intercoder agreement in 

the use of models, and 86.63% intercoder agreement in the use of artifacts or 

settings. It is believed that Mueller's coding scheme is reliable and could be 

applied to the current study. 
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Manipulation of Nature Appeals 

The theme here is man triumphing over the elements of nature. Man's 

superiority over nature is reflected as well as an emphasis on technological 

achievement. A typical example is the advertisement for Marlboro cigarettes. 

Universal Appeals 

Status Appeals 

Advertisements suggest that the use of a particular product will improve 

some inherent quality of the user in the eyes of others. Position and rank 

within the content of the group are stressed. An example is an international 

celebrity wearing a Rolex watch. 

Product Merit Appeals 

Focus is on the product characteristics and benefits. Some aspect or 

feature of the product is described in depth. The benefit to the consumer is 

implied in such advertisements. An example is the advertisement saying 

that its wine was pure bred with French fine grapes. 

Classification of Western Symbols 

Western Models 

The presence of Caucasian models and Western celebrities is employed in 

advertisements. An example is an advertisement using Paulina as the 

representative for Estee Lauder. 
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Western Languages 

Here, languages include English, French, Germans, and Scandinavian. 

The languages are incorporated into the product's brand name, or exactly 

utilized in either the headline or body copy of the advertisement. An 

example is the advertisement for William Grant's Old Gold Whiskey using 

the original brand name without translation. 

Western Artifacts and Settings 

Since the Western furnishings and clothing, such as mattresses and suits, 

are considered indicators of modernization rather than Westernization, the 

emphasis here is the distinctly Western artifacts and settings used in ads. 

Examples of distinctly Western artifacts include Western nations' flags and 

costumes, such as the Stars and Stripes and cowboy hats. The use of the 

Grand Canyon or the London Bridge as a background would be an example of 

a distinctly Western setting. 

Sampling and Procedures 

Two magazines published monthly in the years of 1982 and 1992 in 

Taiwan were selected, respectively. Due to the restriction of publication 

before 1982, the two magazines chosen were Common Wealth and The 

Woman. Both of magazines enjoy mass circulation in Taiwan. According to 

the report of McCann-Erickson Taiwan (1992), Common Wealth was the 

leading general business magazine mainly covering topics about investment 

and financial news, for mid- to upper-income white-collar workers aged 

from twenty-five to forty; while The Woman was a popular female magazine 

with reports about health knowledge, fashion, leisure, personal career, 
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inter-personal relation, and children education, and targets white-collar 

females and housewives aged twenty-five and thirty-five. 

All magazines were selected from the years of 1982 and 1992. All full

color, full-page advertisements related to selected product categories were 

coded and analyzed. Each advertisement was only coded once. 

All advertisements were coded by two native Chinese graduate students 

majoring in Mass Communications at Texas Tech University. To determine 

the advertising appeals employed in ads, the headline, the visual content, and 

the body copy in the magazine advertisements were analyzed. In Mueller's 

study, dominant and secondary appeals were coded, but only the analysis of 

dominant appeals was reported in her findings. It is believed that there 

might be more than one advertising appeal in some advertisements. In order 

to obtain absolute findings, all appeals containing in the selected 

advertisements were coded. 

Coders were asked to scan the headline and illustration first, then 

examine the subhead and body copy to code all appeals that apply. Finally, 

they reviewed the list of appeals for final cross-check of coded appeals. Next, 

advertisements were scanned again to code the use of Western models, 

artifacts, and settings. After that, coders analyzed the headline, subhead, and 

body copy again to determine whether Western words were employed. 

To determine the reliability of the coding scheme, Mueller administered a 

series of intercoder reliability tests. It resulted in a 90.09% intercoder 

agreement in the use of advertising appeals, 100% intercoder agreement in 

the use of models, and 86.63% intercoder agreement in the use of artifacts or 

settings. It is believed that Mueller's coding scheme is reliable and could be 

applied to the current study. 
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Each coder will be trained before coding. A pre-test sample of one issue 

from two magazines was provided to each coder in order to determine 

intercoder reliability. The intercoder reliability was calculated by a formula 

reported by Holsti (Wimmer & Dominick, 1991). The formula is 

l c .... 0 ...... 

2M 
Reliability = 

where M is the number of coding decisions on which two coders agree, 

and N 1 and N 2 refer to the total number of coding decisions by the first and 

second coder, respectively. 

The results of intercoder reliability were 87.5% of agreement achieved for 

ten advertising appeals, 92.86% of agreement achieved for Western languages 

used in ads, and 100% of agreement achieved for Western models, artifacts, 

and settings employed in ads. In all cases, the obtained figures of intercoder 

reliability fell into the acceptable range (85-100%) suggested by Kassarjian 

(1977). 

Statistical Analyses 

For the statistical analysis, this study called for a comparison of Taiwanese 

advertisements in which Eastern and Western appeals were employed in 1982 

and 1992 selected magazines. Because the samples of the present study were 

coded into nominal data and ratio data, the typical statistical model used in 

such case were both chi-square and t-test analysis. The chi-square test of 

goodness-of-fit was used in hypotheses on~ two, and three to determine the 
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support of hypotheses. The t-test analysis was used in hypotheses one, four, 

five, and six to compare two scores of mean calculated by each sample. 

Hypothesis one stated that in both 1982 and 1992, Eastern advertising 

appeals would be used more than Western advertising appeals in Taiwanese 

magazine advertisements. There were eight appeals classified into either 

Eastern or Western appeals, four for each Eastern and Western classification. 

Group consensus appeals, soft-sell appeals, veneration of elderly and 

traditional appeals, and oneness with nature appeals fell in Eastern appeal 

category. In contrast, Western appeals included individual and independence 

appeals, hard-sell appeals, youth and modernity appeals, and manipulation of 

nature appeals. 

The t-test analysis was utilized to compare the means between the use of 

Eastern appeals and Western appeals in general in 1982 and 1992. 

To obtain findings in detail, the one-sample case of chi-square analysis 

was used eight times to test the goodness-of-fit in each opposed-pair appeals 

in both 1982 and 1992. 

Hypothesis two stated that in both 1982 and 1992, Taiwanese advertisers 

would use more soft-sell appeals than hard-sell appeals in magazine 

advertisements for low-involvement products. The one-sample case of chi

square analysis was utilized twice to test this hypothesis. 

The same analysis was also used to test hypothesis three which stated that 

in both 1982 and 1992, Taiwanese advertisers would use more hard-sell 

appeals than soft-sell appeals in magazine advertisements for high

involvement products. 

Hypothesis four, five, and six proposed respectively that the use of 

Western models, languages, artifacts and settings would be more in 1992 than 
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in 1982. The t-test analysis was utilized to compare the means between the 

use of Western symbols in 1982 and 1992. 

The SPSS VAX/VMS statistical computer program was used to analyze 

data and see if the results of analysis are at significance level. The calculation 

of chi-square test was based on the difference between the frequency observed 

from the sample and frequency theoretically from null hypothesis. On the 

other hand, the calculation of t-test was based on the differences of mean 

between two groups on the sample. 
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CHAPTER IV 

RESULTS 

The total sample was 439 advertisements completely coded by March 20, 

1993: 123 advertisements from 1982 and 316 advertisements from 1992. 

Among the 123 advertisements in 1982, 43 were associated with high

involvement products and 80 were associated with low-involvement 

products. Among advertisements in 1992, 223 were associated with high

involvement products and 93 were associated with low-involvement 

products. 

High-involvement products included automobiles, household appliances 

and furnishings, real estate, jewelry and watches, computers and accessories, 

and costume and boutique. Products selected to represent the low

involvement category were food and snacks, personal and beauty care, 

pharmacy, beverages, household cleaning agents, and cooking aid, as 

exhibited in Table 2. 

From Table 2, 30.1% of the ads in 1982 were in the personal and beauty 

care product category. The other higher percentages of product categories in 

this year were 15.4% for household appliances and furnishings and 10.6% for 

food and snacks. Different findings are revealed in 1992. The highest 

percentage of product category was 16.1% for real estate, followed by 14.9% for 

personal and beauty care, 13.9% for computers and accessories, 12.3% in 

household appliances and furnishings, and 11.7% for jewelry and watches. 

Moving toward 1992, the higher increased percentages among product 

categories were real estate, jewelry and watches, and computers and 

accessories; whereas personal and beauty care decreased most. 
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Test of Hypotheses 

Hypothesis One: Comparison of 
Advertising Appeals over Time 

Hypothesis one stated that Taiwanese magazine advertisements would 

contain more Eastern appeals than Western appeals in both 1982 and 1992. 

Results show that more Western appeals were employed than Eastern appeals 

in Taiwanese advertisements in both years (Table 3). Only percentages of 

group consensus in 1982 (4.1 %) and oneness-with-nature in 1982 (5.7%) were 

slightly higher than percentages of individual and independence in 1982 

(0.8%) and manipulation-of-nature in 1982 (0%), respectively. 

A single-sample chi-square test was used to examine advertising appeals 

employed by pairs in two distinct years. The results of chi-square analysis for 

1982 are presented in Table 4. No-significant differences are found in pair 1 

(group consensus appeals and individual and independence appeals) and in 

pair 2 (soft-sell appeals and hard-sell appeals). The differences in Pair 3, the 

use of veneration of elderly and traditional appeals and youth and modernity 

appeals, are statistically significant (X2=23.148, df 1, P<.001), but in the wrong 

direction. The only one result partially supporting hypothesis one is found in 

pair 4 (oneness-with-nature appeals and manipulation-of-nature appeals). A 

significant difference is found between the use of oneness-with-nature 

appeals and manipulation-of-nature appeals with P<.OS (Table 4). 

An examination in use of advertising appeals by pairs in 1992 was also 

tested by single-sample chi-square analysis. Results indicates that significant 

differences exist for some pairs, but all in the wrong direction, as presented in 

Table 5. A significant difference is found in pair 1 (group consensus I 

individual and independence appeals), pair 2 (soft-sell/hard-sell appeals), and 
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pair 3 (veneration of elderly and traditional/youth and modernity appeals) all 

with P<.001. A no-significant difference is found in pair 4 (oneness-with

nature/manipulation-of-nature appeals). Therefore, the results of analysis 

did not support the hypothesis. 

A t-test was used in order to examine the general use of Eastern and 

Western advertising appeals in two years. The degree of Easternness was 

determined by computing how many Eastern advertising appeals were used 

in each ad, whereas the degree of Westernness was computed from Western 

advertising appeals used in each ad. The means of the degree of Easternness 

and Westernness were calculated from the zero-one scale used to measure the 

usage of advertising appeals. 

Table 6 indicates that the mean of degree of Easternness was .496 in 1982; 

while .767 found with the degree of Westernness in 1982 (Table 6). Data 

reveal that in 1982 Western advertising appeals were generally used more 

than Eastern advertising appeals. The results of t-tests indicate that there 

were statistically significant differences between the degree of Easternness and 

Westernness in 1982 (t= -2.42, df 122, P<.05), as presented in Table 7. 

Using t-test to examine the degree of Easternness and Westernness in 

1992, similar results are revealed. In Table 8, the mean of degree of 

Easternness (.405) was lower than Westernness (.905). In addition, there were 

statistically significant differences in the degree of Easternness and 

Westernness in 1992 (t= -8.80, df 315, P<.001), as presented in Table 7. Based 

on the above results, hypothesis one that Taiwanese advertisements would 

contain more Eastern appeals than Western appeals in both 1982 and 1992 is 

only partially supported. 

45 



To further explore whether appeal type varies by year, t-test was used to 

compare the usage of each appeal between different years. Results reveal that 

there were no significant increases in use of four Eastern advertising appeals 

in Taiwanese advertising (Table 9). In contrast, there were statistically 

significant differences found in two out of four Western advertising appeals. 

Taiwanese advertisements used significantly more individual and 

independence appeals (t= -3.95, df 437, P<.001) and manipulation-of-nature 

appeals (t= -2.10, df=437, P<.OS) in 1992 than in 1982 (Table 9). 

Hypotheses Two and Three: 
Comparison of Advertising Appeals 
by Product Categories over Time 

Hypothesis two stated that Taiwanese advertisers would use more hard

sell appeals than soft-sell appeals for high-involvement products in both 1982 

and 1992. When the high-involvement products are broken down into six 

categories, over half of categories possessed more hard-sell appeals than soft

sell appeals, as presented in Table 10. Data show that hard-sell appeals were 

used more than soft-sell appeals for products fell into categories of 

automobiles (90.6%), household appliances and furnishings (81 %), real estate 

(65.4%), and computers and accessories (84.6%). Products for automobiles 

utilized the most hard-sell appeals (90.6%) than other products in high-

in vol vemen t level. 

In order to test hypothesis two, the single-sample chi-square test was 

utilized and the results are shown in Table 11. Taiwanese advertisers were 

significantly more likely to use hard-sell appeals than soft-sell appeals for 

high-involvement products in both 1982 (X2=4.568, df 1, P<.OS) and 1992 

(X2=24.00, df 1, P<.001) (Table 11). Thus, hypothesis two is fully supported. 
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On the other hand, hypothesis three stated that Taiwanese advertisers 

would use more soft-sell appeals than hard-sell appeals for low-involvement 

products in both 1982 and 1992. Among low-involvement product categories, 

personal and beauty care, pharmacy, and beverages used more soft-sell 

appeals than hard-sell appeals in ads, but only category of personal and beauty 

care indicated over fifty percent of soft-sell appeals, as indicated in Table 12. 

To test hypothesis three, the single-sample chi-square test was also 

utilized to determine the differences in the use of advertising appeals for low

involvement products. Results presented in Table 13 indicate that neither in 

1982 nor in 1992 could statistically significant differences between use of soft

sell and hard-sell appeals for low-involvement products in Taiwanese 

advertising be found. Thus, there is no support for hypothesis three. 

Hypotheses Four, Five, and Six: 
Utilization of Western Models, 
Languages, Artifacts, and Settings 

A t-test was used in order to examine the use of Western models, 

languages, artifacts, and settings in Taiwanese advertising. Hypothesis four 

suggested that the use of Western models in Taiwanese advertisements 

would be more in 1992 than in 1982. The use of Western models in 

Taiwanese ads was 15.5% in 1992 more than 8.9% in 1982, as indicated in 

Table 14. 

Following the analysis oft-test, the differences of the use of Western 

models in Taiwanese advertising between 1982 and 1992 are found statistically 

significant ( t=-3.78, df 165, P<.001), as exhibited in Table 14. Therefore, 

hypothesis four is supported. 
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The use of Western languages in Taiwanese ads was 80.1% in 1992 more 

than 42.3% in 1982 (Table 14). By analysis oft-test, statistically significant 

differences are found in the use of Western languages in Taiwanese 

advertisements between 1982 and 1992 ( t=-4.90, df 437, P<.001), as indicated 

in Table 14. Hypothesis five that the use of Western languages in Taiwanese 

advertisements would be more in 1992 than in 1982 is supported. 

Hypothesis six stipulated that the use of Western artifacts and settings in 

Taiwanese advertisements would be more in 1992 than in 1982. Data in 

Table 14 indicate that the percentages of the use of Western artifacts and 

settings in Taiwanese ads were slightly higher in 1992 than in 1982. However, 

following the t-tests, the differences in use of Western artifacts and settings 

between 1982 and 1992 are not significant (Table 15). Thus, hypothesis six is 

not supported. 

Summary of Findings 

The major findings in this study indicate that Taiwanese advertisements 

contained more Western advertising appeals than Eastern advertising appeals 

in general. In Taiwan, ads for high-involvement products employed more 

hard-sell appeals than soft-sell appeals. Moreover, Western models and 

languages were increasingly used in Taiwanese advertisements. 

According to the results of the study, hypothesis one that Taiwanese 

advertisements would contain more Eastern appeals than Western appeals in 

both 1982 and 1992 was partially supported. Hypothesis two that Taiwanese 

advertisers would use more hard-sell appeals than soft-sell appeals for high

involvement products in both years was fully supported; while hypothesis 

three that Taiwanese advertisers would use more soft-sell appeals than 
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hard-sell appeals for low-involvement products in both years was not 

supported. hypothesis four and five that the use of Western models and 

languages in Taiwanese advertisements would be more in 1992 than in 1982 

were fully supported. However, hypothesis six that the use of Western 

artifacts and settings in Taiwanese advertisements would be more in 1992 

than in 1982 was not supported by statistical analysis. 
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Table 2 
Distribution of Advertisements Across Product Categories 

1982 1992 Both 
Product Categories n % n % n % 

High-Involvement 
Categories: 

Automobiles 7 5.7 25 7.9 32 7.3 

Household Appliances 19 15.4 39 12.3 58 13.2 
and Furnishings 

Real Estate 1 0.8 51 16.1 52 11.8 

Jewelry and Watches 3 2.4 37 11.7 40 9.1 

Computers and 8 6.5 44 13.9 52 11.8 
Accessories 

Costume and Boutique 5 4.1 27 8.5 32 7.3 

Low-Involvement 
Categories: 

Food and Snacks 13 10.6 6 1.9 19 4.3 

Personal and Beauty Care 37 30.1 47 14.9 84 19.1 

Pharmacy 3 2.4 6 1.9 9 2.1 

Beverages 12 9.8 11 3.5 23 5.2 

Household Cleaning 9 7.3 17 5.4 26 5.9 
Agents 

Cooking Aid 6 4.9 6 1.9 12 2.7 

Total 123 100.0 316 100.0 439 100.0 

50 



Table 3 
Distribution of Advertising Appeals by Year 

Advertising 
Appeals 

Eastern Appeals: 

Group Consensus 

Soft-Sell 

Veneration of Elderly 
and Traditional 

Oneness-with-Nature 

Western Appeals: 

Individual and 
Independence 

Hard-Sell 

Youth and Modernity 

Manipulation-of-
Nature 

Universal Appeals: 

Status 

Product Merit 

1982 
(N=123) 
n % 

5 4.1 

48 39.0 

1 0.8 

7 5.7 

1 0.8 

60 48.8 

26 21.1 

0 0.0 

4 3.2 

105 85.4 

1992 
(N=316) 
n % 

4 1.3 

110 34.8 

4 1.3 

10 3.2 

41 13 

186 58.9 

48 15.2 

11 3.5 

68 21.5 

256 81.0 

Both 
(N=439) 
n % 

9 2.1 

158 36.0 

5 1.1 

17 3.9 

42 9.6 

246 56.0 

74 16.9 

11 2.5 

72 16.4 

361 82.2 

Percentages may not total100% because more than one appeal was coded 
in each ad. 
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Table 4 
Comparison of Advertising Appeals by Pair in 1982 

Advertising Appeals 

Pairl 

Group Consensus 

Individual/Independence 

Chi-square 
2.667 

Pair 2 

Soft-Sell 

Hard-Sell 

Chi-square 
1.333 

Pair3 

Veneration of Elderly 
and Traditional 

Youth and Modernity 

Chi-square 
23.148* 

Pair4 

Oneness-with-Nature 

Manipulation-of-Nature 

*P<.001 
**P<.OS 

Chi-square 
7.ooo•• 

Cases Observed Cases Expected 

5 3.00 

1 3.00 

df Significance 
1 .102 

48 54.00 

60 54.00 

df Significance 
1 .248 

1 13.50 

26 13.50 

df Significance 
1 .oooa 

7 3.50 

0 3.50 

df Significance 
1 .008 

a denotes that the significance level is in the wrong direction 
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Table 5 
Comparison of Advertising Appeals by Pair in 1992 

Advertising Appeals Cases Observed Cases Expected 

Pairl 

Group Consensus 4 22.50 

Individual/Independence 41 22.50 

Chi-square df Significance 
30.422* 1 .oooa 

Pair 2 

Soft-Sell 110 148.00 

Hard-Sell 186 148.00 

Chi-square df Significance 
19.514* 1 .oooa 

Pair3 

Veneration of Elderly 4 26.00 
and Traditional 

Youth and Modernity 48 26.00 

Chi-square df Significance 

37.231* 1 .oooa 

Pair4 

Oneness-with-Nature 10 10.50 

Manipulation-of-Nature 11 10.50 

Chi-square df Significance 
.048 1 .827 

*P<.001 

a denotes that the significance level is in the wrong direction 
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Table 6 
Comparison of the Degree of Easternness and 
Westernness in 1982 

Variable Mean 

Easternness .496 

Westernness .767 

Table 7 

S.D. 

.564 

.569 

N 

123 

123 

Differences in the Degree of Easternness and 
Westernness in 1982 and 1992 

Year 

1982 

1992 

Table 8 

t 

-2.42 

-8.8. 

OF 

122 

315 

p 

.008 

<.001 

Comparison of the Degree of Easternness and 
Westemness in 1992 

Variable Mean 

Easternness .405 

Westernness .905 

S.D. 

.541 

.625 

54 

N 

316 

316 



Table 9 
Comparison of Use of Advertising Appeals by Year 

Advertising 
Appeals 

Eastern Appeals: 

Group Consensus 

Soft-Sell 

Veneration of Elderly 
and Traditional 

Oneness-with-Nature 

Western Appeals: 

Individual and 
Independence 

Hard-Sell 

Youth and Modernity 

Manipulation-of-
Nature 

Universal Appeals: 

Status 

Product Merit 

1982 
(N=123) 
n % 

5 4.1 

48 39.0 

1 0.8 

7 5.7 

1 0.8 

60 48.8 

26 21.1 

0 0.0 

4 3.2 

105 85.4 

1992 
(N=316) 
n % 

4 1.3 

110 34.8 

4 1.3 

10 3.2 

41 13.0 

186 58.9 

48 15.2 

11 3.5 

68 21.5 

256 81.0 

t 
Values 

1.86 

.82 

-.40 

1.23 

-3.95* 

-1.91 

1.50 

-2.10** 

-4.75* 

1.07 

Percentages may not total 100% because more than one appeal was 
coded in each ad. 

*P<.001 
**P<.OS 
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Table 10 
Frequencies of Use of Advertising Appeals for High-Involvement 
Products 

Appeals Household Real Jewelry Computers Costume 
appliances estate and and and 

Automobiles and watches accessories boutique 
furnishings 

(n=32) (n=58) (n=52) (n=40) (n=52) (n=32) 

% % % % % % 

Group ronsensus 0.0 3.4 0.0 0.0 1.9 3.1 

Soft-sell 6.3 15.5 28.8 70.0 9.6 78.1 

Veneration of 
elderly and 0.0 0.0 1.9 0.0 0.0 0.0 
traditional 

Oneness-with- 6.3 3.4 13.5 2.5 1.9 0.0 
nature 

Individual and 15.6 1.7 11.5 32.5 3.8 34.4 
independence 

Hard-sell 90.6 81.0 65.4 25.0 84.6 15.6 

Youth and 6.3 1.7 1.9 10.0 11.5 25.0 
modernity 

Manipulation- 15.6 5.2 0.0 5.0 0.0 0.0 

of-nature 

Status 34.4 5.2 36.5 47.5 3.8 46.9 

Product merit 96.9 93.1 86.5 47.5 98.1 34.4 

Percentages may not equal to 100% because more than one appeal was coded in each ad. 
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Table 11 
Comparison of Use of Appeal Type for 
High Level of Product Involvement in 1982 and 1992 

Year 

1982 

1992 

*P<.001 
**P<.OS 

Soft-Sell 

27.9% 

n=12 

32.3% 

n=72 

Hard-Sell x2 Value 

58.1% X2=4.568** 

n=25 

64.6% X2=24.000* 

n=144 
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Table 12 
Frequencies of Use of Advertising Appeals for Low-Involvement 
Products 

Appeals Food and Personal and Pharmacy Beverages Household Cooking 
snacks beauty care cleaning aid 

agents 
(n=19) (n=84) (n=9) (n=23) (n=26) (n=12) 

% % % % % % 

Groupro~us 10.5 0.0 0.0 8.7 0.0 8.3 

Soft-sell 42.1 59.5 44.4 39.1 3.8 16.7 

Veneration of 
elderly and 5.3 1.2 0.0 4.3 0.0 8.3 
traditional 

Oneness-with- 10.5 1.2 0.0 4.3 0.0 0.0 
nature 

Individual and 0.0 2.4 0.0 8.7 0.0 0.0 
independence 

Hard-sell 52.6 28.6 22.2 34.8 88.5 83.3 

Youth and 15.8 51.2 22.2 13.0 3.8 0.0 
modernity 

Manipulation- 0.0 0.0 0.0 4.3 0.0 0.0 

of-nature 

Status 0.0 2.4 0.0 4.3 0.0 0.0 

Product merit 73.7 86.9 100.0 69.6 100.0 100.0 

Percentages may not equal to 100% because more than one appeal was coded in each ad. 
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Table 13 
Comparison of Use of Appeal Type for 
Low Level of Product Involvement in 1982 and 1992 

Year 

1982 

1992 

*P=n.s. 

Table 14 

Soft-Sell 

% 

45.0 

40.9 

n 

36 

38 

Hard-Sell 

% 

43.8 

45.2 

n 

45 

42 

x2 Value 

x2= .014* 

x2=.200* 

Frequencies of Use of Western Models, Languages, Artifacts, 
and Settings by year 

Variables 

Western Models 

1982 
(n=123) 

% n 

1992 
(n=316) 

o/o n 

9.8 12 15.5 49 

Western Languages 42.3 71 80.1 253 

Western Artifacts 

Western Settings 

*P<.001 

0.8 

0.8 

1 

1 

59 

3.2 10 

2.8 9 

df 

165 

437 

437 

437 

t Value 

t= -3.78* 

t= -4.90* 

t= -1.42 

t= -1.28 



CHAPTER V 

DISCUSSION AND CONCLUSION 

International advertisers continue to be confronted with the question of 

whether to create standardized or specialized commercial messages for 

foreign markets. In the case of a fully standardized campaign, the advertiser 

transfers an advertisement with little more than a translation of copy. In the 

case of a fully specialized campaign, the advertiser localizes the messages in 

order to tailor to the customs, values, and lifestyles of those intended 

markets. The question is based on what advertisers can determine which 

approach, standardization or specialization, will be more appropriate to be 

used in a foreign market. 

Previous research examined variables that might influence the 

standardization of international advertising messages and pointed out that 

many variables were related to the target audience's cultural values. Thus, 

cultural values become the road-map that advertisers use to create 

advertising themes for the intended market. At the same time, researchers 

have assumed that advertising expressions could reflect the values of culture. 

Furthermore, the use of advertising appeals would differ according to various 

cultural values. 

The present study sought to examine the utilization of advertising 

expressions to determine the level of Westernization in Taiwanese market. 

The results of the study might contribute to a knowledge concerning the 

reflection of cultural values in Taiwanese advertising and determine the 

appropriateness of standardization of international advertising in Taiwan. 
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Summary of Test of Hypotheses 

The first hypothesis stated that Taiwanese magazine advertisements 

would use more Eastern appeals than Western appeals in both 1982 and 1992. 

The results oft-test analyses showed that the general use of Western appeals 

was significantly more than Eastern appeals in both years. Only the use of the 

Eastern-oriented group consensus appeals and oneness-with-nature appeals 

were used more than the Western-oriented individual and independence 

appeals and manipulation-of-nature appeals in 1982. The first hypothesis 

possessed little support. 

The second hypothesis stated that Taiwanese advertisers would use more 

hard-sell appeals than soft-sell appeals for high-involvement products in 

both 1982 and 1992. The results of chi-square analyses showed that Taiwanese 

advertisers used significantly more hard-sell appeals than soft-sell appeals for 

products in high-involvement level in both years. The second hypothesis 

was fully supported. 

The third hypothesis stated that Taiwanese advertisers would use more 

soft-sell appeals than hard-sell appeals for low-involvement products in both 

1982 and 1992. The results of chi-square analyses showed that the differences 

in the use of hard-sell appeals and soft-sell appeals for low-involvement 

products were not significant in the analysis in both years. Thus, the third 

hypothesis was not supported. 

The fourth hypothesis stated that the use of Western models in 

Taiwanese advertisements would be more in 1992 than in 1982. The results 

oft-test analysis showed a significant increase in the use of Western models 

in Taiwanese ads from 1982 to 1992. The fourth hypothesis was fully 

supported. 
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The fifth hypothesis stated that the use of Western languages in 

Taiwanese advertisements would be more in 1992 than in 1982. The results 

oft-test analysis showed significant differences in the use of Western 

languages in Taiwanese advertisements between 1982 and 1992. The 

frequency of Western languages appearing in Taiwanese ads was significantly 

more in 1992. Thus, the fifth hypothesis was supported. 

The sixth hypothesis stated that the use of Western artifacts and settings 

in Taiwanese advertisements would be more in 1992 than in 1982. The 

results oft-test analysis showed that there were no significant differences in 

the use of Western artifacts and settings in Taiwanese ads between 1982 and 

1992. The sixth hypothesis was not supported. 

Implication of Findings 

Does Advertising Reflect the 
Native Culture? 

Higher frequencies of Western advertising appeals appearing in 

Taiwanese advertisements were revealed from results of the present study. 

These findings were not consistent with the findings of previous literature 

indicating that advertisements in different countries did possess different 

types of themes according to distinct cultural values (Ramaprasad & 

Hasegawa, 1992; Mueller, 1987; Frith & Wesson, 1991). When Taiwan is 

considered to be an Eastern countries possessing Eastern cultural values, it is 

reasonable to expect there would be more Eastern themes employed in 

Taiwanese advertising. However, findings of this study point in the opposite 

direction. 
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Overall higher percentages of individual and independence, hard-sell, 

and youth and modernity appeals were found in Taiwanese advertisements. 

These findings imply that Taiwanese advertisements were westernized over 

time. At the same time, the use of individual and independence appeals and 

manipulation of nature appeals significantly increased by year. These results 

suggested that the people's social relationships, communication, and 

consumption patterns reflected in the advertisements appear to be moving 

toward the Western patterns. These findings may be explained from the 

following reasons: 

1. Idealism of Western origin. After World War IT, the U.S. became the 

strongest country in the world. At the same time, the U. S. assisted the 

Chinese in fighting with Japan in World War II and garrisoned Taiwan after 

the War. Therefore, westernism, especially Americanism, has become a fad 

and still greatly influences the Taiwanese. Besides lifestyles and 

communication patterns, cultural values have been moving toward the 

Western models in Taiwan. Advertising is one communication for 

persuasion. When Western values have been developed in Taiwanese 

society, advertising would also reflect Western values in its expression. The 

results of the study seem to corroborate the assumption that advertising will 

deliver messages with the cultural values consumers care for. 

2. The impact of international advertising agencies. Since 1984, 

multinational advertising agencies established their own branches in Taiwan. 

With their participation in the Taiwanese advertising industry, many 

Western advertising techniques and practices have been introduced to 

Taiwan. Thus, the practice, values, and attitudes of Western advertising are 

imported from Western countries. In addition, these multinational agencies 
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are on the top of agency rankings in Taiwan and have had a potent impact on 

Taiwanese advertising industry. 

When Western-oriented advertising agencies make use of Western 

themes in Taiwanese advertising messages, the cultural values developed in 

advertising are inevitably a reproduction of Western cultural values. As a 

result, it is comprehensible that Western cultures tend to be largely utilized by 

Taiwanese advertising. 

3. Training background of advertising executives. The U.S. is considered 

as a very progressive country in advertising. In Taiwan, textbooks for 

advertising education are often based on Western techniques and practices 

that are grounded in Western social experience and cultural values. With 

westernized training background, executives might be influenced by Western 

cultures and utilize the values into strategies. At the same time, numerous 

advertising professionals studying in the U.S. participated in advertising 

industry because of the optimistic advertising perspective in Taiwan. The 

Western-trained practitioners also make Western cultural values or 

advertising themes flooding the island. 

4. Cultural roots in Taiwan. The final reason to explain the Western 

influence in Taiwanese advertising is the flexibility toward foreign culture 

acceptance. Taiwanese history indicates that Taiwan has been ruled by other 

countries and may imply that there may be no strong cultural root in Taiwan. 

Because Taiwan has been governed by the Spanish, the Netherlands, and the 

Japanese, Taiwanese have many experiences in dealing with foreign cultures. 

In this instance, Taiwanese are considered to be more tolerant toward foreign 

cultures or even able to accept them into their lives. 
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The above reasons might explain why Taiwanese advertising is 

westernized. 

Does Product Type Influence 
the Appeal Type? 

Previous research examining advertising information by product 

involvement level found that high-involvement products contained more 

information than low-involvement products (Stern, Krugman, & Resnik, 

1981; Norton & Norton, 1988). Using the operational definition of soft-sell 

and hard-sell appeals in the present study, it is reasonable to claim that hard

sell appeals are more informative than soft-sell appeals. 

In this instance, it is assumed that advertising for high-involvement 

products would utilize more hard-sell appeals, while products in low

involvement level would utilize more soft-sell appeals. In this study, 

findings revealed that the use of hard-sell appeals was indeed more prevalent 

in Taiwanese ads for high-involvement products. However, it failed to 

support that more soft-sell appeals were employed in Taiwanese ads for low

involvement products. 

Findings in the study indicated that hard-sell appeals were used in 

common in both high- and low-involvement products. It is comprehensible 

that advertisers incline to employ hard-sell appeals for high-involvement 

products. When Taiwanese consider purchasing a high-involvement 

product, they feel decision-making is a high risk. People are looking for more 

information for products to make an intelligent decision. Reading hard-sell 

and informative ads might be a possible way to help people's purchase 

decision. 
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However, why do low-involvement products in Taiwan use hard-sell 

appeals rather than soft-sell appeals? Evidence from previous research 

indicated that ads for low-involvement products were less informative but 

more emotional because the purchase of low-involvement products is a 

casual decision opposite to a rational decision for buying high-involvement 

products. Different findings were revealed in the current study. Hard-sell 

appeals were utilized for low-involvement products more than soft-sell 

appeals in Taiwan. It implies that when Taiwanese purchase low

involvement products, sufficient information is necessary for consumers to 

make their decisions. 

Two reasons may explain why Taiwanese are seeking information for 

low-involvement products. First, products in the same category are less 

homogeneous in Taiwan. For example, snacks may be made from potato, 

rice, shrimp, etc. Each kind of product emphasizes its own advantages in 

order to be distinguished from another. 

The second reason here is that Taiwanese respect authority. It is 

consistent with Frith and Frith's (1990) conclusions. They stated that Eastern 

values are characterized as identification with authority figures. Thus, when 

Taiwanese are making a purchase, even for low-involvement products, they 

look for information from experts and try to make their decision like an 

authority. For example, Taiwanese advertisements used recommendation 

from experts or awards to emphasize differences among products. 

Therefore, Taiwanese ads for low-involvement products contained more 

hard-sell appeals than soft-sell appeals because consumers rely more on 

information from advertising for decision making. 
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Are Western Symbols Increasingly 
Utilized in Taiwanese Advertisements? 

With the attention given to the advertising external symbols, the 

Western models and languages employed in Taiwanese ads significantly 

increased in 1992. These findings were consistent with what were expected. 

Owing to the rapidly economic growth in the past decade, Taiwan is 

considered a lucrative marketplace. 

As mentioned before, Taiwan ranked the top three countries on 

advertising expenditure in Asia area in the past two years with the economic 

growth. Findings of this study are consistent with the prosperous advertising 

activities in Taiwan. Data in Table 2 indicate that the sample from 1992 was 

greatly more than 1982. In addition, advertisements for modernized and 

luxurious products, such as computers, jewelry and watches, and costumes, 

highly increased in 1992 (Table 2). 

At the same time, with the liberalization of the economy, the Taiwanese 

market has been gradually opened to foreign products over the past seven or 

eight years. Today, imported products have more varieties and are more 

available than the past decade. Therefore, numerous brand name clothing, 

shoes, watches and jewelry, cigarettes, cosmetics, and automobiles now flood 

the island. When advertisers and marketers promoted such foreign goods, 

they also employed foreign models and languages in ads to emphasize the 

advertising theme on origin of foreign goods. 

With more and more imported products available in Taiwan, it was 

expected the use of Western models, languages, artifacts, and settings would 

be more in 1992 than in 1982. Results of the present study indicated that the 

use of Western models and languages did significantly increase in 1992, while 
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there were no significant increase found in the use of Western artifacts and 

settings in 1992. It could be explained that the Western models and languages 

are considered as the very obvious Western identification by Taiwanese, 

whereas the Western artifacts and settings are not easily identified by 

consumers in Taiwan. Because the Western artifacts and settings are not 

meaningful symbols for Taiwanese, it is found that the use of these two 

symbols in Taiwanese ads did not significantly increase in 1992. 

Comparison with Mueller's Study 

Findings revealed in Mueller's (1992) study indicated that in terms of 

advertising appeals Japanese advertising was little westernized, more Eastern 

appeals were used, and soft-sell appeals were more common in Japanese ads 

for both high- and low-involvement products. And, there was no significant 

increase found in the use of Western models, languages, artifacts, and settings 

over the decade. 

Mueller's findings were much different from what were found in the 

current study. By comparing results from two countries, it is found that 

Japanese advertisements were little westernized, while Taiwanese 

advertisements were more westernized. 

With the attention given to the advertising external symbols, the 

Western models and languages employed in Taiwanese ads significantly 

increased in 1992. Although there were no significant increases in the use of 

Western symbols in Japanese advertisements, the percentages for the use of 

Western models in Japanese advertisements (8.6% in 1978, 11.9% in 1988) 

were close to those in Taiwanese advertisements (9.8% in 1982, 15.5% in 1992). 

In addition, the percentages for the use of Western languages in Japanese 
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advertisements (77.4% in 1978, 84.3% in 1988) were higher than those in 

Taiwanese advertisements (42.3% in 1982, 80.1% in 1992). In fact, the level of 

Westernization in Japanese advertisements in terms of Western external 

symbols was not less than Taiwan. 

Japan and Taiwan are considered sharing the similar Eastern cultural 

values over centuries. However, according to the findings from comparison, 

Taiwanese advertising was more westernized than Japanese in the aspect of 

appeals. It implies that Japanese stick more at their traditional values than 

Taiwanese do. However, both of these two countries possess much similar 

degree of acceptance in Western symbols when they met the inevitably 

Western impact. 

It suggests that each market has its own response to foreign symbols and 

values. H international advertisers and marketers would like to successfully 

promote products across countries, the best way is to investigate each 

individual market carefully. 

Conclusion 

The purpose of this study was to examine the level of Westernization in 

Taiwanese advertising and then provide an indicator to international 

advertisers and marketers for making decisions on global marketing. Results 

of the current study suggest that messages in Taiwanese advertisements are 

becoming more Western because more Western advertising appeals, models, 

and languages were used in ads. 

In fact, as noted by Chan (1987), the structure of society in Taiwan began 

undergoing significant transformation when Taiwan moved toward being a 

so-called newly-industrialized country (NIC). Extensive differences are 
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apparent in a variety of social dimensions, which include cultural interests, 

consumption patterns, and so forth. Thus, results of the present study did 

reflect the altered social environment. 

Taiwan's altered social environment is most evident in the thoughts and 

actions of youth. Today, youth are no longer reluctant to hide their feelings. 

The social relationship, communication, and consumption patterns in youth 

are different from the traditional forms. Those new patterns are moving 

toward the Western models. It is considered that the traditional cultural 

values will be challenged in ways never encountered before. Therefore, the 

Taiwanese advertising might be influenced by the social changes and could be 

predicted to be much more westernized in the near future. 

Limitations and Recommendations 

There are some limitations to the study. Initially, it should be noted that 

this investigation examined only print messages. It is possible that the 

messages appearing in television commercials would differ from those in 

print media. The results of the study could not be interpreted to advertising 

performed by other media. 

The second limitation of the present study was that data were collected 

over just two magazines in each year. The selected magazines have high 

readership in the twenty-five to thirty-five age group. Because of the selected 

sample, it is hard to generalize the results of the study to all advertisements 

in Taiwan. 

The third limitation is that the data are collected only from 

advertisements for high- and low-involvement products which cannot reflect 

other ads for products excluded. The other limitation was that because 
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sample was selected from only two years, the results of the study cannot be 

considered an indicator for other years. 

Based on the above limitations, there are some recommendations 

generated for further research. 

1. The utilization of stratified sampling procedure for magazine selection 

will lead to a better sample representing all advertisements for print media. 

2. Future research could examine advertising appearing on other forms 

of media. For example, TV commercials might be another important aspect 

of replication. 

3. Examining advertisements for all products instead of high- and low

involvement products might gain more findings. 

4. The investigation of period of time instead of points over time might 

obtain a trend of westernization in Taiwanese advertisements. 
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APPENDIX 

CODING SHEET 

I. ID No. (1-3) 

II. Year of Publication (4) 
__ 1. 1982 

--2. 1992 

III. N arne of Magazines (5) 

__ 1. Common Wealth 

2. The Woman --

IV. Issue No. (6-7) 

V. Product Categories (8-9) 

High-In vol vemen t 

11. Automobiles --
-- 12. Household Appliances and Furnishings 

13. Real Estate --
-- 14. Jewelry and Watches 
__ 15. Computers and Accessories 

__ 16. Costume and Boutique 

Low-Involvement 

21. Food and Snacks --
-- 22. Personal and Beauty Care 
__ 23. Pharmacy 

__ 24. Beverages 

__ 25. Household Cleaning Agents 
__ 26. Cooking Aid 
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VI. Advertising Appeals 

Eastern Appeals 

0 I 1 11. Group Consensus Appeals (10) 

0 I 1 12. Soft-Sell Appeals (11) 

0 I 1 13. Veneration of Elderly and Traditional Appeals (12) 

0 I 1 14. Oneness with Nature Appeals (13) 

Western Appeals 

0 I 1 21. Individual and Independence Appeals (14) 

0 I 1 22. Hard-Sell Appeals (15) 

0 I 1 23. Youth and Modernity Appeals (16) 

0 I 1 24. Manipulation of Nature Appeals (17) 

Universal Appeals 

0 I 1 31. Status Appeals (18) 

0 I 1 32. Product Merit Appeals (19) 

VII. Models (20) 

1. With Western Model(s) --
2. Without Western Model(s) --
3. None --

VIII. Languages (21) 

__ 1. Chinese Only 

-- 2. Chinese with Other Western Language(s) 

IX. Artifacts (22) 

1. With Western Artifact(s) --
2. Without Western Artifact(s) --

X. Settings (23) 

-- 1. With Western Setting(s) 

-- 2. Without Western Setting(s) 

XI. Coder (24) 
1. Coder 1 --
2. Coder 2 --
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