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SU THE HIEN CAC GIA TRI CA NHAN VA TAP THE
TRONG QUANG CAO CUA MY VA VIET NAM
THONG QUA CAC CHIEN THUAT SANG TAO
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Quéng cdo da va dang len 16i vao doi séng ciia con ngudi, tac dong dén ho dé diwa ra lwa
chon st¥ dung sén phdm moi lic moi noi. M6t trong s6 céch hiéu qué dé thu huat khdch hang théng
qua quang cao 12 tich hop yéu tb van héa trong cdc chién thuat séng tao. Trong pham vi nghién
clru ndy, tac gia tap trung vao viéc tim hiéu cdc chién thuét sang tao thé hién gia tri cd nhan va
tp thé va chi ra sw gibng nhau va khac nhau trong viéc thé hién ctia nhirng gid tri nay trong hai
bd di¥ liéu quang cao: 131 quang céo trén tap chi cia My va 123 quang cao trén tap chi Viét Nam.
Dé lam dworc diéu nay, phuirong phap so séanh doi chiéu van héa duwa trén phén tich ndi dung duwoc
Str dung. Két qua chinh cta nghién cteu cho thdy nhiing chién thudt sang tao phan anh gia tri ca
nhan duoc tim thdy nhiéu hon trong quéng cdo cia My; trong khi d6, céc chién thuét sang tao
thé hién gia tri tap thé dwoc tim thdy nhiéu hon trong quéng céo cia Viét Nam bén canh su thé
hién khac nhau trong tirng chién thudt nay. Nghién cteu c6 y nghia vé hoc thuét va thuc tién, gidp
cho cdc nha quéng cdo ¢6 nhin nhdn khdch quan hon vé nhikng chién thuét quang céo néi troi
trong tieng loai hinh quang cao, tr dé x4y dwng dugc quang cdo phu hop hon véi khach hang
cén huéng dén.

Tir khéa: quang cdo, chién thudt sdng tao, tinh ¢4 nhén, tinh tap thé.

Advertising has been creeping into people’s lives and affecting their behaviors. One of the
effective strategies to attract customers is to incorporate cultural elements in advertising. This
study focuses on examining creative tactics for expressing individualist and collectivist values to
point out the similarities and differences in the representation of these values. A cross-cultural
comparative method based on the content analysis approach was employed to analyze two
datasets, including 131 selected American and 123 selected Vietnamese magazine
advertisements. The results show that creative tactics for individualist values are found more in
American advertisements, while those for collectivist values are used more in Vietnamese
advertisements. This study has both academic and practical implications, helping advertisers
have a more objective view of the outstanding advertising tactics in each data set, thereby
creating more appropriate advertisements for their target customers.
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THE REPRESENTATION OF INDIVIDUALIST AND
COLLECTIVIST VALUES IN AMERICAN AND VIETNAMESE
ADVERTISEMENTS THROUGH CREATIVE TACTICS

1. Introduction

Among scholars focusing on cultural
values in advertising, many think that for
an advertisement to be successful in a
country, it must appeal to the values and
tastes of the target market (Kitirattarkarn,
et al., 2019). The values that constitute a
society are not immediately apparent (e.g.,
Schwartz, 1994a), but inferred from a range
of cultural products defined as “tangible,
public representations of culture such as
advertising or popular texts” (Morling &
Lamoreaux, 2008, p. 199). Cultural values
are likely to be used and manifested in not
only what is said (i.e., the central message
or advertising theme), but also how it is
said (i.e., the way the central message is
presented using creative tactics) (Zhang,
2004). Investigation into creative tactics in
advertising which represent individualist
and collectivist values is therefore an
interesting idea. However, up to the present
time, adequate attention on this issue has
not been paid by scholars in the context of
Vietnam. This study is therefore a fresh
take on this issue when it focussed on the
creative tactics representing individualist
and collectivist values in American and
Vietnamese magazine advertisements.

2. Literature review
2.1. Individualism and collectivism
The claim made by GudyKunst et al.

(1996) that communicative styles "vary
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across cultures and within cultures" (1996,
p. 511) is supported by researchers
(Hofstede, 2001; House et al., 2002).
Individualism-Collectivism Dimension (I-
CD), the
dimensions proposed by Hofstede (2001)

one of national cultural
and House et al. (2002) is one way to
explain these variations. Of these, the
cultural dimension put forth by Hofstede
(2001) is regarded as having the most sway.
I-CD, which is a societal rather than an
individual trait, "is the degree to which
people in a society are integrated into
groups” (Hofstede, 2015, p. 11). This
dimension deals with the question of
"whether people's self-image is defined in
terms of "I" or "we" (Hofstede, 2015, p. 11).
The

"relationships between people are loose

individualist culture, in which
and everyone is expected to get along,”
(Hofstede, 2015, p. 11) is on the periphery

of the scale.

Using Hofstede's (2001, 56) individualism
dimension to compare America with
Vietnam, it is discovered that:

America, with a score of 91, is regarded
as one of the most individualistic countries
in the world. Society is "loosely knit, in
which the expectation is that people should
look after themselves and their immediate
families only and should not rely on
authorities for support.”
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hard-sell ones. Mueller (1987, p. 53)
hard-sell “Sales
orientation is emphasized here, specifying

considers tactics  as
brand name and product recommendations.
Explicit mention may be made of
competitive products, sometimes by name,
and the product advantage depends on

performance”.

Among the studies carried out to
pinpoint the presence of hard sell and soft
sell tactics in advertisements, some showed
that hard sell tactics are found to be more
dominant in individualist cultures whereas
soft-sell tactics are shown to be more
prevalent in collectivist cultures. (Butt, et
al., 2017; Mueller, 1987; Zhang, 2004)

Argument and imitation

Argument is defined as an advertising
creative tactic that provides “‘product-
related information as evidence or
justification for the purchase or use of the
product the
communication content and logical
(Zhang, 2004, p. 95).

Meanwhile imitation is regarded as an

and emphasizes

reasoning”

advertising creative tactic providing
“testimonials by a celebrity, an expert, or
an average consumer whom the viewer’s
perceive as credible, attractive, or familiar”
and emphasizing “the communication
source as a justification for the purchase or
use of the product” (Zhang, 2004, p. 95).
Argument is found more prevailing in
advertisements in individualist cultures
while imitation is more predominant in
collectivist cultures (Maheswaran &

Chaiken, 1991; Zhang, 2004).

Comparative claims

Comparative claims, which involve
direct and indirect ones (Barry, 1993), refer
to “brand superiority over competing
brands or products (either named or
unnamed)” or comparing “implicitly by
saying the product is the best or
outstanding” (Zhang, 2004, p. 95). Al-
Olayan and Karande (2000), Lin (2001),
Muller (1987), and Zhang (2004) conclude
more comparative claims are found in
advertisements of the individualist cultures
than advertisements in collectivist cultures.

The main aim of this study was to
the
individualist and collectivist values in

consolidate representation  of
advertising through creative tactics. It
focused on the level at which those tactics
are shown and the similarities as well as the
the
individualist and collectivist  values
through those creative tactics in selected

differences in representation  of

American and Vietnamese magazine
advertisements. To fulfill this aim, the
framework proposed by Zhang (2004,
p. 95) was considered suitable for
application because of the following
reasons. First, this framework was built
with much care based on theoretical
grounds of famous scholars (Maheswaran
& Chaiken, 1991; Lin, 2001). Second, it
the
separately analyzed in previous or later
studies (Muller, 1987; Butt, et al., 2017).

contains most creative tactics

3. Methodology
3.1. Research questions

The aim of this study is to pinpoint the
93
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level at which creative tactics, consisting of
imitation, argument, soft- sell, hard- sell
and comparative claims  showing
individualist and collectivist values, are
represented. It also aims at pointing out the
and differences in this

representation of these creative tactics in

similarities
selected American and Vietnamese
magazine advertisements. To fulfill these
aims, these following research questions
were formulated:

1. At which levels, imitation, argument,
soft- sell, hard- sell and comparative claims
creative tactics are represented in selected

American and Vietnamese magazine
advertisements?

2. What are the similarities and
differences in the representation of

individualist and collectivist values in the

American and Vietnamese magazine
advertisements through those creative
tactics?

3.2. Research data and research
methods

One hundred thirty-
colored American advertisements and 123

one full-page

full-page colored Vietnamese
advertisements were randomly chosen as

the data for this study. The selected
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magazines for American dataset were
U.S, Women's Health,
Digest, while three chosen

Forbes, and
Readers'
Vietnamese magazines were Forbes,
Vietnam, Women's World, and Marketing
and Family. These magazines were
published from April to July in the years
2018, 2019, and 2020. The magazine
categories, the

advertisement types were chosen like

timeframe and
above to ensure the comparability and
reliability of the selected data for the
reliability of the results found in the study.

Content analysis has been of great

interest for those studies comparing

cultural values in advertising when
researchers (Lin, 2001; Maheswaran &
Chaiken, 1991; Zhang, 2004) chose it to
conduct their research in the related field.
Comparative content analysis enables

unobtrusive  observation of  social
processes in real time and external validity
is improved by obtaining and analyzing
media messages in their natural state (Elo
& Kyngas, 2008). Content analysis is
therefore suitably applied to this study with
the research phases adapted from Elo and

Kyngas (2008) as follows:
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Vietnamese ads. This result indicates that
the most popular tactic in both datasets is
argument. The second most popular tactic
hard- sell with
approximately 68% found in American

in both datasets is

data, and around 58% in Vietnamese data
respectively. The third most popular tactic
in both dataset is soft-sell with 13% shown
in American ads, but more than 41%
reflected in Vietnamese ads. The fourth
popular one is imitation. Five point seven
percent of this tactic is available in
American data, however, six times of that
percentage (31.7%) is
Vietnamese data. The least popular tactic

present in

in both datasets is comparative claims.
Eight percent of this tactic is found in
American ads, while that percentage of
Vietnamese data is 5.4%.

After coding and quantifying the figures
related to the creative tactics shown in both
datasets, the following similarities and
the
individualist and collectivist values in

differences in representation  of
American and Vietnamese advertisements
are found to answer the second research
question: What are the similarities and
the
individualist and collectivist values in the

differences in representation  of

American and Vietnamese magazine
advertisements through those creative

tactics?

First, all creative tactics in the
framework are found in both datasets even
though they are reflected at different levels
in both datasets. From this finding, the

study provides further support for all

creative tactics whether they represent
individualist or collectivist values to be
successful across markets. Second,
argument and hard- sell tactics are found to
be much more dominant than imitation and
soft- sell tactics in both American and
Vietnamese datasets. These results are
consistent with those of other studies
(Perrien et al., 2013) and suggest that the
perceived

advertisements increases according to their

effectiveness of  selected
factual content. As a result, ads in any
culture need to provide product- related
information so that they can consolidate
their reliability with their customers.
Product-related information is therefore
very important in each ad. This is the
both
Vietnamese ads provide lots of product-

reason  why American  and
related information through argument and
hard sell tactics. The differences between
the two sets of data in these tactics are quite
minor. However, these tactics are still more
dominant in American ads than in
Vietnamese ads. This finding is in line with
what was identified previously by Butt et
al. (2017), and Zhang (2004). This finding
that

representing individualist and collectivist

shows whether creative tactics
values, if they serve the benefits of the
advertisers to persuade others to buy the
products, they should be paid much
attention to. Besides, this finding also
suggests that Vietnamese advertisements,
considered carrying more creative tactics
representing collectivist values, consist of
creative  tactics

more representing
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individualist values, and use them at high
extent.

Third, tactics representing individualist
values are shown to be more prevailing in
American data than in Vietnamese data,
tactics collectivist

whereas revealing

values are found to be much more
prevalent in Vietnamese dataset than they
are in American one. The result of this
study for soft- sell tactics and imitation
consolidates what Mueller (1987) and
Zhang (2004) found out previously. This
finding suggests that although creative
tactics representing individualist values are
used at high levels, the creative tactics
representing collectivist values remain
their importance and high extent in
Vietnamese dataset. This indicates the
original theories regarding individualism
and collectivism dimension remain
valuable. The theories differ Vietnamese,
collectivist culture with American, an
individualist culture. From the finding and
discussion, it is advisable that Hofstede
(2001)’s cultural dimension should be
applied under non-essentialist view of
culture, “focuses on the complexity of
culture as a fluid, creative social force
which binds

aspects of behavior in different ways, both

different groupings and
constructing and constructed by people in a
piecemeal fashion to produce myriad
combinations and

(Holliday et al., 2021, p.2)

configurations.”

Fourth, there are much bigger gaps in
the use of creative tactics representing
collectivist values than those of creative
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tactics representing individualist values in
both datasets. The gaps between these two
sets of data in imitation and soft-sell tactics
are substantial. The percentage of imitation
in American ads is 5.7% in comparison
with 31.7% in Vietnamese ads. There is a
gap of 6 times between the two sets of data
in imitation tactic while a gap of more than
3 times in soft sell tactic (13% of American
ads and 41.2 % of Vietnamese ads using
soft- sell tactics). As mentioned above,
product-related information is important in
any ads, so it is understandable that there is
a small gap between the two sets of data in
argument and hard sell tactics. However, it
is not the same in imitation and soft- sell
tactics. Americans, according to Jewett
(2005), believe in freedom of choice, their
control over nature and situation, and
consider their success, rewards, confidence,
and promotion the result of their hard work.
Americans consider themselves as separate
individuals and the idea of depending on
another or having someone depending on
them is not acceptable (Jewett, 2005). They
therefore make their purchase decisions on
This 1is
testimonials by a celebrity, an expert, or an

their own. the reason why
average consumer whom the viewer’s
perceive as credible, attractive, or familiar
and the communication source as a
justification for the purchase or use of the
product cannot be good ideas to attract
Americans. Imitation tactics and soft- sell
tactics are not convincing tactics for
American, they are therefore rarely used in
Vietnamese

American ads. However,
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their collective
expressed in the spirit of doing everything
together (Them, 2016). Collective spirit

shows a high level of cohesion between

usually show spirit

individuals and other individuals, between
individuals and groups through forms such
as collective responsibility, identity, and
tradition of collective leadership and group
To
therefore

activities. attract  Vietnamese,

advertisers should provide
testimonials by a celebrity, an expert, or an
average consumer. This finding is in
alignment with what Hofstede (2001)
clarified the level of the cohesion between
the individuals and individuals, individuals
and groups in individualist and collectivist

cultures.

Finally, comparative claims are reported
to be more dominant in individualist
culture than in collectivist culture by Al-
Olayan and Karande (2000), Lin (2001),
Muller (1987), and Zhang (2004) when
they compared comparative claims in
American advertisements with Japanese
advertisements, Chinese advertisements,
and Arabic advertisements. The result of
this study is not an exception in the
mainstream of research pinpointing
comparative claims as a creative tactic
representing individualist values and are
more prevalent in advertisements in
individualist cultures. In this study, direct
comparative claims are hardly found in
both datasets when there is only 0.05 % of
this direct tactic available in American data,
but none of them can be found in

Vietnamese data.

5. Conclusion, limitation, and
suggestions for further research

Firstly, this study shows that
Vietnamese advertisements do indeed

transmit and integrate individualist values
into local markets with quite prominent
levels, while American advertisements also
impose the use of collectivist values with
quite high levels. This study lends more
credence to the idea that creative tactics
have a good chance of succeeding in a
variety of marketplaces. Hence, it provides
advertisers with insights into creative
tactics prominent of the advertisements in
the two datasets, which may benefit them
from designing advertisements better.

The findings of the study also show that
in the case of Vietnam, despite the
increasing presence of Western cultural
culture has been

values, traditional

maintained at least in commercial
communications. They also confirm that
collectivist values are of greater
importance in constructing the selected
American advertisements. This conclusion
provides

Westernization and localization arguments.

empirical evidence for the

and establishes a premise for future
research testing cultural and persuasive
effects and uncovering the mechanisms
under which the observed Westernization
and localization tendencies occur in the
Vietnamese ads and in other ads in general
through investigating into creative tactics.
There should be a study which confirms the
change in the use of these creative tactics
resulted from the change in cultural values
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the
individualist scale proposed by Hofstede
(2005). At the same time, it also needs
confirming whether there is westernization

possessed by Vietnamese and

and if yes, at which level the westernization
goes in Vietnamese advertisements. One
more study should also be carried out to
investigate whether the change in the use of
those creative tactics  representing
individualist and collectivist values suits

the public interest.

Moreover, these findings of this study
also contribute to the clearer understanding
of the implementation of non-essentialist
views of cultures into cultural value
should be the right
especially in the global

integration world as the result of changes

research. This
orientation,
in cultures when there are cultural
collisions; nevertheless, what belongs to
the tradition in cultural values are still
available to make the unique features in
national cultures.

The number of 131 advertisements in
123
advertisements in Vietnamese magazines

American magazines and
with the limited range of magazine
categories may constrain the generality of
the findings. There should be studies
related to this issue in other contexts with

bigger datasets and wider ranges of

magazine categories for better
consolidating the results. is quite small.
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