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NOTHING SUCKS

LIKE AN ELECTROLUX
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new model Zyklon
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Language in the Business Programs

I Language for specific purposes
ABusiness
ABusiness Relations
AMarketing, IHRM, Customer Relations
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Language in the Business Programs

Competences & Can do statements

1. Communicating  in several languages , taking into
account cultural , internal and external, national and
International differences

2. CEFR: Common European Framework of Reference
for Languages
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Language in the Business Programs

Key concepts
ACommunicating
ALanguages
ACultural Differences

AThe cultural context  cannot be ignored in (business)
communications

ATeaching culture is an increasing element in the foreign
language classroom
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First time drinking coffee in a Dutch home:

The host
Me
The host
Me
The host

13| 11/24/2011

Would you like a cookie?

No, |1 6m fine. Thank vyo
OK. As you wish.
ASmi |l ing and noddingo

Bad weather today, eh?

N



-y

Stenden
hogeschool

Me thinking
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— language

comimunicatian -

- tone and character of woice

L paralanguage —

-
CULTURE

Language is a part of the system of communication called culture

— QroEIMmICs

L clothing, makeup, etc.
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What comes to your mind when | say
SHEEP ?
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Please react on what you are about to
see
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Never underestimate the importance of local knowledge.
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Pictures are seldom
transferable from
one culture to
another
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Language reflects the way we  think
and it exists through shared
cultural elements  such as

Ameanings
Aperceptions
Avalues

20 | 11/24/2011
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Cultural influence on advertising

Why advertising?

Itis

Afun

Aan attractive cultural medium
Aa mirror of culture

Auseful for acquiring both

cultural awareness  and language proficiency
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Cultural influence on advertising

Edward Hall
A High and Low context
Geert Hofstede
A High or Low Power Distance
A Individualism or Collectivism
A High or Low Uncertainty Avoidance
A Masculine or Feminine
A Short-term or Long-term Orientation
Marieke de Mooij
The Global-Local dilemma: efficiency vs. effectiveness
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Cultural influence on advertising

Afwe all have universal needs, but the way we satisfy them
differs among cultures 0 D€ Mooij)

AAdvertising differs across cultures, as it is influenced by the
social and cultural contexts in which it appears (De Mooij)

AThe cultural frameworks provide a way of gaining more
understanding  of the possible interpretation of the concept
and message.

ASome elements of advertising are typical for one cultural
dimension and thus effective for cultures scoring high on
that dimension.
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Cultural influence on advertising

Edward Hall

High Context Cultures Japanese Information

Arabic implicitly
. received
Latin American

Italian

English

French

North American
Low Context

Cultures Scandinavian (except Finland) _
Information

explicitly
Swiss-German conveyed

German
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Cultural influence on advertising

High -context cultures
ATransformational advertising
Aindirect advertising messages
Acreate emotions through pictures and entertainment
ABravia
AAir France

Aflowery and elaborate language

Apurpose is to build a relationship between seller &
buyer


http://www.youtube.com/watch?v=KMl5l6mOySU&feature=related
http://www.youtube.com/watch?v=dPtnZ3DFJtA
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Cultural influence on advertising RERRETeN

Volvo Japan Volvo Singapore




El brandy
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Cultural influence on advertising

Low -context cultures
Alnformational advertisements
Adirect and rational advertising messages
Aprovide first of all product information
Alanguage is straightforward and concise
Apurpose is to persuade

AMercedes
ALidl



http://www.youtube.com/watch?v=y77jEGOFlOc&NR=1
http://www.youtube.com/watch?v=U5dm2LTMtz0
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You should see what s undern

The calcium in milk keeps bones strong and helps prevent osteoporosis.

i HOOEMIIK?




MONEY ISN'T
EVERYTHING.

SmwtothneliusmﬂwutsMacut
Call 13 14 95 or visit donateblood.com.ay
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Cultural influence on advertising
Hal |l 6s and Hof stedeos

Correlation between

A High -context cultures  and Collectivism
A Low -context cultures  and Individualism
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Individualism
Adirectness of communication
Athe use of personalized headlines
Afrequent use of «I, You, We»
A«Treat yourself right»

HAVE IT YOUR WAY"”
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Cultural influence on advertising

Think different.
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Cultural influence on advertising

Collectivistic cultures
Agroup as identity
Asence of belonging
Abeing alone means not having friends

ASan Miguel
ASiemens



http://www.youtube.com/watch?v=Usb5tE-oBo0
http://www.youtube.com/watch?v=NlpX-Ib_5ws
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Cruzcampo

Cruzcampo recomienda el consumo responsable 4,8%

www.cruzcampo.es



http://www.youtube.com/watch?v=QBhRG9vy8mQ
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Cultural influence on advertising

Low Power Distance
Aequality
Athe daughter advises the mother
Ayounger advises elder
Achildren advise adults
A ordinary people

Fristi
McDonalds
Casa Tarradelles



http://nl.youtube.com/watch?v=OzJ-bxgHUhM
http://nl.youtube.com/watch?v=OzJ-bxgHUhM
http://www.youtube.com/watch?v=Wa73WwXE7Gs
http://www.youtube.com/watch?v=gsquFU5uzoI&feature=related
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Cultural influence on advertising

High Power Distance
Astatus symbols (uxury brands )
Abeautiful people

Apeople know their place in society
Athe elder advises the younger
Arespect for old age

Rolex
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http://www.youtube.com/watch?v=faCoXj_tMOM

10 ORIVEN
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Cultural influence on advertising

Masculinity
Aachievement

Astrong need to win, to be succesful; wish to
dominate; sex

Dolce & Gabbana

High PDI + High MAS =
status brands demonstrate oneods


http://www.youtube.com/watch?v=HXkUvGMz_q8
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MOET & CHANDON
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SCARLETY JOMANSSON, MAISON MOET & CHANDON. EFEANAY FRANCE

MOET & CHANDON

3r

SCARLETY JOMANSSON, MAISON MOET & CHANDON. EFEANAY FRANCE
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Cultural influence on advertising




