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SPEECH OF THE CHAIR PERSON OF THE ICOS-CCU COMMITTEE

Bismillaahirrahmaannirraahiim
The Honorable:
Rector of Ahmad Dahlan University Yogyakarta, and the University Officials

Distinguished keynote speakers: Mr. Abdul Kadir Jaelani, L.LM from the Ministry of
Foreign Affairs, Prof. Timothy Walters, PhD and Prof. Lynne Walters from Texas A&M
University USA, Dr. Nadjwa Norbert from Hungaria, Dr. Kasiyarno, M.Hum. (UAD), Dr.
Adnan Zaid, M.Sc. (UTY), Dr. Fx. Mukarto (USD), Dr. Sazali Yusoff from Institute
Aminudin Baki Malaysia, Dr. Imam Ghozali, M.Sc. (UST), Prof. Dr. Sukarno (Univ Tidar
Magelang), Prof. Suyanto, PhD., (AMIKOM) Dr. Kardimin (UIN), Dr. Margana, M.Hum.,
M.A. (UNY), Dr. Hermayawati, M.Pd., (UMB), Dra. Umi Rokhyati, M.Hum. (UAD), Rendra
Widyatama, S.IP., M.Si. (UAD).

Participants; Lecturers; Teachers; Observers; Students of Graduate School, Students of
Undergraduate School; Researchers; Practitioners from Yogyakarta, and all Provinces of

Indonesia, USA, Hungary, and Malaysia.
The Honorable Guests, Ladies and Gentlemen.

Assalamu’alaikum Wr Wb.

On this special occasion, let us offer our praise and gratitude to Allah SWT for His Grace and
Favour, so we can gather in this nice place in good health to attend the International
Conference and Seminar on Cross Cultural Understanding 2014.

On behalf of the organizing committee of ICOS CCU 2014, organized by Magister Program
of English Education Graduate School in collaboration with Communication Department,
English Letters Department, Indonesian Letters Department, Law Department, and
Psychology Department, I am honoured and pleased to extend my very warmest welcome to

you all.

Your attendance here in this International Conference and Seminar on Cross Cultural
Understanding 2014 points up an essential fact the challenges and opportunities to develop
the human quality that is a part of our understanding toward the cross culture. As we know
that Cross Cultural Understanding is the basic ability that should be mastered in order to be
used in learning language, literature, social sciences, education, economics, law, values, and
culture of other countries. In its development, the function of cross cultural understanding
takes some issues that hint both national and international scopes. The first issue is the
cultural diversity. The second issue is the cultural awareness, the third issue is cultural
knowledge, the forth issue is cultural competence, and the fifth issue is cultural sensitivity.
That is why the committee has chosen a theme that will be discussed together along the day,

which is cross culture for human equality.



Ladies and gentlemen

Organizing, managing, and coordinating this International Conference undoubtedly requires a
lot of energy and commitment from those involved. Therefore, I would like to express my
gratitude to the Rector of Ahmad Dahlan University, Dr. Kasiyarno, M.Hum.; all the Vice
Rectors of Ahmad Dahlan University: Dr. Muchlas, M.T., Drs. Safar Nasir, M.Si., Dr. Abdul
Fadhil and Prof. Dr. Sarbiran; The Director of Graduate School: Prof. Dr. Ahmad Mursyidi,
Apt.; the Dean of Faculty of Law and the Department Head; the Dean of Faculty of Letters,
Cultures and Communication and all the Department Heads: English Letters Department,
Indonesian Letters Department, and Communication Department; the Dean of Faculty of
Psychology Faculty and the Department Head.

In addition, I would like to extend my high appreciation to all committee members who really
worked hard days and nights. This conference would not take place without the contribution
from the plenary speakers, invited speakers, the parallel presenters, all participants, the
reviewers of all abstracts and papers, the students, and all sponsors who have generously

supported this event. Once again, great and deep indebtedness are exceptionally extended to
all parties of this International Conference.

I also take this opportunity to express my hope that this conference will be productive,
benefit, and memorable event for you, an important step in our efforts to improve the quality
of human behaviour cause of our understanding toward cross culture. Thank you very much

for your attention, response and support for the successful implementation of ICOS CCU
2014 event. May God bless us, Amin.

Ladies and Gentlemen
We humbly ask that the Rector of Ahmad Dahlan University deigns to give a speech and also

inaugurate the implementation of the International Conference and Seminar on Cross Cultural
Understanding 2014.

Wassalamu’alaikum Wr Wb.

Yogyakarta, 27" November 2014
Chairperson

Dr. R.A. Noer Doddy Irmawati, M.Hum.
NIP 19520526 198903 2001
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LOCAL ADVERTISMENT FOR CROSS (’?L,.ll. T‘L!RE
COMMUNICATION IN GL()BALIZATIO‘I\\I ERA FOR
BETTER UNDERSTANDING

Rendra Widyatama, SIP, M 8|

Lecturer Communication Departement, Ahmad Dahlan Univeraity
Ki Ageng Serang Street, number 09, Umbulharo, Sleman, Yogyakarta
tendrawidvatama@amail.com, 081 &aa 820 a7

Abstract

Today, the mobility of gOOdS, sevvives, andd the people are increasing. T
phenomenon will continue to grow, along with the widespread adoption of the hee work
trade system. Free trade is a system requees goverinment reduee oF eliminate resireions
on the rules of the traffic of QOOOR, Servives, and people in and out of the country. In
business at the global level as it is, genarally businessman wouk! o international
markeling communications where one shape I8 creating ads international version  In
international advertising usually understood o embody the use of international lkanguages,
including  English. However, for the purpose of obtaining the effectiveness of the
message, this is not the right. ARhough businesses have enteved the international scake,
ads shoukt be made go local approach, i.e. using looal cultures. This way it was easier Ky
businesses to generate the effectivenass of communication. Go eal apgvoach in
advertising, allowing the communicant closer Cuitural massages with the kooal community
SO as to facilitate the achievement of mutual understanding. This article discussed about
the reasons mentioned in the communication perspective.

Keywords: International Busineas, Local Ads, Croas Culture, Local Communities

. INTRODUCTION

In the society for a long time, we can Meet companies that do business across
state borders. These companies are known as Multtnational companies (MNCs). That
company is headquartered in one country but have branch offices in other countries in
both the developed and developing countries (Lairson, Thomas D and D Skidmore, 2003)
Typically, the company PMN has many offices or factories in several countries, with a
head office in a particular country for coordinating glodally. They engage in a variety of
goods and services. For example, Coca Cola, Pepsi Cola, Unilever, Toyota, Bridgestone
Mariboro, Pertamina, Shell, Microsoft, Google, Yahoo, and so on, o

Although the multi-national companies known have a strov
mult-national companies, clearly still require diverae efforts so that :1“\;::\?1:‘3»&"‘&:
self in new territories that entered, competing with local and national Nﬂ\lwwi Marketing
communication activities remain absolutely nhacessary, including advertising activities
communication. It is very important as a markeling tool to help sell w‘“‘: Ny ;e
services, and ideas through a specific channel in the fom of Persuasive h\?‘\!ﬂh"\:&\l\ ;l »
SCope category, advertising ag:ﬂvﬂtes by multinational COMPanies are often "‘M‘N t\\;
g\«::' '3333?3' or olobal advertising. whorw ads teaching the target audience of mare than

Discussion an intermational advertising many of which ~

) h Mmean itk
reaching an audience of more than one country, the ‘“"S)uau:‘u :“‘:V::\ u‘\“a&mn\n t\;
advertising is often attached to the use of the ternational lang Tha nationa
used for international relations, in this ca uage LI the language

‘ so English. Acoordiy St v ‘
English is the language most commaonly used in nearly 6o 0‘@?\&:\\;&;‘9&:\2&&: ::: :::‘:t::;
BT
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Speaking of international advertisi !
‘ . of vertising, many people interpret that language in
International advertising attached to the use of an international language, namely English.

According to Stig Hjadvard (2014), English is the language most commonly used in nearly
60 countries and is the mother tongue sovereign third most widely spoken throughout the
worlFJ. after Mandarin and Spanish. English is also used as a second language and the
official language of the European Union, the Commonwealth, and the United Nations, as
well as a variety of other organizations (Stig Hjarvard, 2004). This fact, English is
considered as an international language that is used in the language of global advertising.
Some examples of ads delivered in many countries with the same language, such as
cigarette advertising Mallboro, Nike, BMW, Rodenstok glasses, and so on (figure 1).

Figure 1: Some advertisements in international version

Juiza Rontwrs
for

I ANCOME:

Come to where avor is.
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Generally, to establish a similar image in all countries in which it opffztfjaﬁl‘}nér?ga;ona!
companies. international advertising was created by the Sam,e crea '; a slight '
Blackwell and Miniard. 1995) At the global level, advertising is usua y'th thge standards
maodification to fit with the culture in each country, but in accordance wi es, without any
set by the company. Several international ad translated into iocal I:ﬂguaz ' es. media y
other changes (Batra, Myers & Aaker. 1996). Thus the content of the:jne safg  ima e in
brand. that used to be the similar in every country. Their goal built mto: o ﬁr, | nga‘
each state. But whether the strategies implemented in the global a;jveo ::;29 a w should
the message made it appropriate for the target audience in the region y? olb d o
an ad in the context of global business featured? Here in this article will be describe
about.

2. DISCUSSION .

Today, the number of multi-national companies are reaching out of the country
continues to grow. At the USA for example, in 1973 there were 7,390 muiti-national
companies, with 200 companies of which has branches in 20 countnes..ln 1990 the
company had grown to 30,000 multinational companies. 1993 rose again tq 37.000
multinational companies with 170,000 subsidiaries in other countries. The.mcreafse
continued in 2006, where there are more than 63,000 multinational corporations with
more than 700,000 branches spread all over the world. In 2009 worldwide, World
Investment Report reported a report published by UNCTAD (United Nations Conference
on Trade and Development), that there are 889 416 multi-national worldwide company.

Increased companies operating on an intemnational scale are motivated by
several reasons. Among these companies produce goods and services that required a lot
of the world's population. Moreover, in many regions of the world countries are willingness
to intemational free trade system implementation. That is a system that requires
restriction of traffic rules of goods, services, and people are getting reduced, even
eliminated altogether. In the free trade are demanding that the government does not
discriminate against imports or exports (Jagdish Bhagwati, 2002).

In the economic perspective, the multinational company is unavoidable that
businesses have to keep doing the marketing communication in the new territory.
Communication is very important so that the people in the region as a destination of new
markets receive the products or services offered. Without the marketing communications,
business can be doomed to failure, unable to compete with national and local companies.
One form of marketing communication carried out by multi-national companies, which

make advertising activities. Advertising is all things related to the ad (Rendra Widyatama
2005 & 2011)

2.1. Global Ads

Generally, ads are delivered on a global scale i
common strategy and visualization. Uniform strategy is in
relatively uniform advertisements received by the target a
creating a consistent image at the international level,
relatively lower. Even if there are differences, generall
example, do the voiceover for the ads that have been
example, Rinso ads of cheating version, Rexona Skin
ads, Coca Cola ads, and so on. Some of these ads us
countries, but to be replaced by local languages.

In addition, generally on a global ad used celebrity ads that
international level. That is the appeal of celebrities who have ex
international celebrities. Terence A. Shimp (2003: 461) defines a

nternational audiences have a
tended to image caused by the
udience in all countries. Besides
the necessary costs are also
y only a smali difference, for
made, uses local language. For
Light ads, Soap ads of Luxs, LG
e the same visualization in many

already has an
ceeded limits state or

Supported. They believe that with the popularity of
celebrities that include the world is believed to exceed the national boundaries and can
overcome cultural barriers in global marketing communications (Choi, Lee & Kim, 2005)

According to White (2004), celebrity's endorsement in advertising ss a véw
important strategy in global marketing. This strategy

. is believed to reach co
around the world, in addition to creating a consistent image at the intemational I:\f:Imwei{:
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relatively low costl. Example ad with the gy
isement, starrin
dverce ment, Eric Lg |‘<ate‘ Bosworth, Iger
advertisement. & awson in Marlboro ag Woods ang i
advemsement»a“d 50 on (Figure 2) vertisement, Hayr, Ichael Jordan in Nike
: - s

re 2: Celebrity Endorsem
Figu y ement from Internationa Artist / A
ctress / Public
Figure

I

R‘s}vlon Nail Enamel

&

B

G ) "

A

&

Advertising strategy that done by the multi-national Integration, as mentioned
above contains weaknesses. Therefore, the targeted communities as a target audience
by multi-national advertising messages have different cultures. Consideration of the

relatively low cost and create a consistent image can't be accepted. Because the
the message is understood

message is delivered from a different cultural perspective, ‘

differently by the audience. The target audience can't feel comfortable with most or all of
the messages in the global advertising. They will feel strange with messages and symbols
used in the global advertising. The target audience feels that the advertising message 'S
not intended for him. Further impact the ad will not achieve the desired target as.

Therefore, it i es conveyed in advertisements conform to the
o, s naturad ot U0 B a that will be addressed. Therefore, trans-

cultural value s dience ,

stem and the target au ! “th
hational adveni};.ing is actually a form of communication between cultures, 1.€ the
Message is delivered to audiences of different cultures:

2,
2. Different Countries, Different Cultures . diferent culture. Culture belongs to the

Eac ' ‘- the state, has i e has its own
People in 2 'ff;?;; Ir:f:'::gmcg:atled the local culture. Ragl?r:‘:t‘ cﬁﬁ:; is a set of life
Characteristics. Lehman, Himstreet, an Baty (1998) wm:mures that grow and thrive in
8Xperiences that exist I i heir OWD communities. Thusi's antirely possible that cultural
@ Particular area will be the hallmark of the rogar: oth verbal and non-verbal néei::
Merences ; ther. A M 2 ther countries. SO
either iﬁe: in cpntrast with ea:tl:yo o be int rpreted padly in e talaysia. Although
SXampleg cir‘ﬁglt(:en :):ptrzzs:gu b ' oxample gtween ||anndgonege diversity between theft;:/‘o
Consider, ’ n culturé, the evidence of the
e a comm : shows
e ries %t:? t?ieerzmizdaalgg cl:fa ;iefference. The following

diﬁerenCES:
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Table 1 Differences Meaning of Words in Indonesian and Malaysia

| Words | Meaning in Indonesian Meaning in Ma""ﬁ!"“\
Baja stainless steel 7 material to fertilize the plants
o a sex of women and men count the number of residents
Banci ~ ("census")
| Bercinta | sexual intercourse expressing affection to others
Bisa | 1. may, can; 2. Poison Poison
butuh/butoh | Need male genitalia (Porn)
Gampang easy, happy | child out of wedlack (rough)
K whereas; different from the | (shroud), the cloth covering the
apan shroud | corpse
Karya employment (employee = wage | composed the work (employee
b workers) = art worker)
Kerajaan system of government headed all forms of government
by the king s
Pengajian Quran learning education (from the word
| "Qoran")
Percuma useless, vain free - S
Pijat Massage lice; computer programming
errata
: 1. Basis (insurance etc.); 2. The .
Polls state gf the city (in Greek) SRy, ‘alvil s?iuArlty forﬁc_:“e” R
equilibrium is disturbed around
Pusing the circumstances seemed | moving in circles, spinning,
to revolve; swivel; dizziness, around
headache e
1. explain / finish something
Tandas with definite and firm; 2. | latrine, where defecating
latrine S
Sulit difficult to find because it is | secret; difficult; hard tool
hidden or rarely obtained ("genitals)

The list as in Table 1 above will multiply if we do seriously thorough research. The
same words will result in generating a different meaning when used in advertising and
delivered in both countries. The difference in meaning between the Indonesian language
and Malaysia mentioned above are only a few examples of differences in the meaning of
the language of other countries are more different racial and geographical. For example
differences among the British society in the European countries with the Japanese
community in Asia, between Americans and people of Australia, and so on. The naming
differences not only verbal language, but also non-verbal language.

Non-verbal messages used in nonverbal communication. That is the process of
communication in which the message is delivered not use words. For example, by using
gestures, body language, facial expressions, eye contact, use of objects such as clothing
and accessories worn, haircut, symbols, speech, and so on (Verderber, Rudolph F .
Kathleen S. Verderber (2005) .

All cultural groups generally have the verbal
According Courtland Bovee V, and John V. Thill (2014),
on symbols, beliefs, attitudes, values, expectations, and
should really be considered when making the com
something that can't be separated from human lIife.
elements, including from the system of religion, la
clothing, building, and artwork. He became an overall
abstract, and spacious. Due to being a part of hu
considers culture as part of the human genatic.

Under some definitions of culture that has b
important things to consider, among others, that cul

and non-verbal language itself.
culture is also a sharing system
norms for behavior. Itg presence
Mmunication process. Culture is
It is made up of many complex
hguage, politics, customs, tools,
pattern of himself that is complex,
man life, it is not uncommon that

een mentioned above, there are some
ture includes a set of life experiences,
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Jllective programming, systems sharin
c oh mdividual within @ community,

:nd yrust or their faith.
u

gronisiaw Malinowski argued that everything
altr® m. According to Herskovi
determinismm: erskovits, culture is heregi
ion. Due to be pa . ereditary inheri
o general important part of the society, culture js oﬂrg Inherited from one generation
which super | P organisms belonging to th N referred to ag super-organi
culture is defined as everything that is socj € communit ganic,

all Y. In a simpl
ihe public (Horton & Hunt, 2006: 58). Y learned and eXperienced bypn?;n?t?grtse Xc:%

NG, and the typ;
Including on 4 Cteristic

how the system Valuess orfwgr‘:, behavior of

’ S, symbols,

2.3. Communication
Communication is delivering a messa
communicant. Endang Lestari and MA Maliki, (

comes from the word meaning Communicate i
feelings, convey information, and so on to be k?mc;\r:vnagr 3trt]zr:r;;ttotgdrgake an chimlon. say
opinion, feelings, information, etc, known or understood by others) ¥ others (to the make
Communication will obtain its objectives effecti : ;
the communicant both have the same sense of a messz::g "er?: t;ot::n%onrzr;‘ugiﬁ:t:) tr s
referred to "the communication is in tune." Jalaluddin Rakhmat (1996) mentionsetmi
effective communication requirement among others; Create a favorable atmosphere;
using language that is easily captured and understood; the message can arouse the
attention or interest communicant, Messages can arouse the interest of a favorable
communicant; Messages can foster appreciation or reward in the communicant.
According to Joseph De Vito (2005), communication will be successful when the
communicator put communicant as a starting point in communicating. Among others
communicators need to pay attention to the field of experience and frame of reference

that owned by the target audience.

ge from the communi
_ cator to the
2009: 4-5) wrote that the communication

2.4. Mutual Understanding _
According to Wilbur Schramm in Effendy (1973: 44), in a process of

communication; the message receiver (receiver) and the sender of the message (sender)
must be in conformity or in tune. That is, between the communicator and :h_e
communicant should be a mutual understanding of the message conveyqd. Whe? eg‘ih'ar;
tune, then there is no mutual understanding (figure 1). In- Flggre 1 can be interpre
the area between the two shaded circles indicates the suitability (in ut{n:); e aftaciie.
The greater the intersection would make cortntrrr‘\urlw::a :: e oI5 very
Intersection total (overall) is something that never exists bfu f:renge) e FOE (field !
likely to occur because of the similarity FOR (frame of rence 18] o of oxperionce
experience) between the two communicators. Frame of rz esr;a o I8 e Face shapes
and understanding (collection of experienceisleartlitl Ir;lseaen,:pgrie-nca e something that is
such knowledge, beliefs, and so on-
experienced directly by someone.

FOR

Komunikator

Figure 3. The creation of mutual un
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Mutual understanding can be increased both in QU?nti:Yra::d‘iﬁzhé)c’)riffl’f;fars‘?
that it can build similar FOE and FOR between the communicalo ,
and strengthen the communication process further.

2.5. Local Advertisin ) ) - : .
They will perfgrm marketing communications, including advemsmt? b”S'TGS?‘ W;:h
the goal of making the local community. For this purpose, although each country in the

world there are mass media that able to broadcast nationally, but the best way in
business communication were creating local version of ad;. It can makg the message
culturally appropriate to the frame of reference and field of expgrlen_ce Of local
communities. Some multinational companies have made the local version in their ads.
Some examples of that ads are local version can be seen in figure 4.

Figure 4. Some Multinational advertisements in local version

Because each community has its own unique culture, it is basically the world
community is a multicultural society. People living and settled in a place that has a culture
and its own characteristics which can be distinguished from one community to another.
Each community produces each culture which would be typical for the community.

Every society with different cultures has unique experience and knowledge. In a
communication perspective, the culture of each community has a frame of reference and
filed of experience itself. In people who have the same culture, it is possible to have
similar frame of reference and filed of experience. Instead of people who come from
different cultures, it will be different frames of reference and filed of experience
possessed.

2.6. Ads Purpose
All forms of delivery of messages are process of communicati :
. : nication.
activity can be categorized as a communication message delivery by a gv:rg::rf;'?nn:ﬁnts
audience. Of course, the delivery of the message in form of advertisement has a goal te
be unqerstood by thg aqdience. According Muwarni E. (2004), basically advertisi 90:;!1 0
the ultimate goal, which is to stimulate or encourage sales. In particular, th 1ISing has
several objectives, as follows: » the ads have
1. Creating branding / product / company. Through -
i g adv i ;
the existence of the brand, product or market gompaﬁir:ssmg audience will know
2. Position{ng, Through advertising market companies can \
differentiate their products with competitors' products
3. Encourage prospects. Through delivering persuasise.
encouraged to try to use the products orgbfan:z%?'\;e:ergessages. the audience is

4. Supports the sale. Through advertis;
product. Ng are expected consumers to act to buy the

position themselves to
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5. Fostering Io
yalty. Th S
loyal customer. Th rough advertising wil further stren

is means that the gthen the presence of a

6. Announcing a neyw

7. Improve the image

.Th
brand or Company. rough a

dvertising will enhance the image of the product,
2.7. Ads Go Local
In a good ad, sh

namely; what (what the
(when ads posted?); whe

F?:I!so:: 2:)|edto answer basic questions (Suhandang, 2005),
re (where da vertlsg\g?); who (who will be reached?); when
the shape of the ads?). B ad posted?); why (why should they?); and how (how
Not - Based on the sijx questions, then the ad should b Il designed
only purpose of the message, but al i o we) cesgnar
be considered. g€, but also who will be the target of the message should
Advertis:rr:g ar:\jzsr::iltngiteﬂzt izrgztinoafs t;icr::sage 'tr)T;USt :-e Speg'ﬁc o d i focu?ed.
the ads should be specific and lean : possible audience. Since its inception,
of th ds | C c eary_targetmg audiences only. The more specific target
messZgZ tsc; ll)fe gzltiteer. \(;VIth the specific objective, communicators can customize the
vered.
' Thus, it is necessary to restrictions in advertising. Restrictions referred to in this
case is the aspect of the restriction target areas and target audiences. Regions those are
too broad, reflecting targets that do not focus. Regions that are too broad will raise targets
with diverse cultures. Instead narrow target will provide sharp focus.

Varying target is not a good target. Therefore, the selection of targets that are too
broad (e.g. several countries at once), it makes the target of advertising are not clear.
Goo advertising target is clear and specific, both the main and second target.

Advertising messages makers must be really creative in constructing the
message. Especially in the era of global business, intercultural communication will also
increase. In this regard, one of the creative efforts is to use the local culture in advertising.
With the use of the local culture, the message can be closer and understood by the
audience. Thus, in the era of global business, it should be a lot of multi-national
companies make a lot of advertising for the local version of the product campaign.

3. CONCLUTION ) . o .
The phenomenon of global business communicates with increasing free trade

i international regions of the world need to keep attention to the local
2::?3:: '?r?\e,zfac:r:t;e communication will run more effectively when a message was sept
by the sender according to the field of experience and frame of reference communicant in

Therefore, marketing communications conducted, including advertising
the_ [o_c o i area.d to be done in a spirit go local. Attention to local cultural values as part of
activities it nee saterial Thus, an Integration business that has a global network should
the ad-making m| | cbmmercials about themselves and their products.
be to have many loca ith the local approach will allow businesses to build a consistent
image aa?,veeﬂselpngat\i’:nal level so as to gain a better understanding of the audience.
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