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SPEECH OF THE CHAIR PERSON OF THE ICOS-CCU COMMITTEE

Bismillaabsrrahmaannirraahim
The Honornble:
Rector of Ahmad Dahlan University Yogyakarta, and the University Officials

Distingwished 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
Umiversity USA, Dr. Nadjwa Norbert from Hungaria, Dr. Kasiyamo, M. Hum. {(UAD), Dr
Adnan Zmid, M.Sc. (UTY), Dr, Fx. Mukario (USD), Dr. Sazali Yusoff from Institute
Aminudin Baki Malaysia, Dr. Imam Ghozali, M.Sc. (UST), Prof. Dr. Sukamo {Univ Tidar
Magelang), Prof. Suvanto, PhD., (AMIKOM) Dr. Kardimin (UIN), Dr. Margana, M. Hum.,
M.A. (UNY), Dr. Hermayawati, M.Pd., (UMB), Dra. Umi Rokhyat, M.Hum. (UAD), Rendra
Widyatama, S.IP., M.Si. (UAD).

Participants; Lecturers; Teachers; Observers; Students of Graduate School, Smdents of
Undergraduate School; Researchers; Practitioners from Yogvakarta, and all Provinces of
Indonesia, USA, Hungary, and Malaysia,

The Honorable Guesis, Ladies and Gentlemen.

Assalomualatkum Wr Wh,

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 commitiee of ICOS CCU 2014, organized by Magister Program
of English Education Graduate School in collaboration with Communication Department,
English Letters Department, Indonesian Letters Depanment, Law Department, and
Psychology Department, | am honoured and pleased to extend my very warmest welcome to

wour all.

Your attendance here in this Intermational Conference and Seminar on Cross Cultural
Understanding 2014 ponts up an essential fact the challenges and opportunities to develop
the human guality 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 1ssue is cultural
knowledge, the forth issue 15 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 culiure for human equality.



Ladies and gentlemen

Organizing, managing, and coordinating this International Conference undoubtedly reguires a
lot of energy and commitment from those involved. Therefore, | would like 0 express my
gratitude to the Rector of Ahmad Dahlan Umiversity, Dr. Kasiyarno, M.Hum.; all the Vice
Rectors of Ahmad Dahlan University: Dr. Muchlas, M.T., Drs. Safar Nasir, M.Si., Dr. Abdi]
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, 1 would like to extend my high appreciation to all committee members who reall ¥
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 Intemational 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 Intemnational Conference and Seminar on Cross Cultural
Understanding 2014,

Wassalamu'alaikum Wr Wh,

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 CULTURE
COMMUNICATION IN GLOBALIZATION ERA FOR
BETTER UNDERSTANDING

Fraivitia Widlyatama, SH* . R 5

Lichirs Communscation Departement, Ahmad Dahilan Liniveraily
Kl Ageng Serang Street, number 09, Unibuliuro. Sheman, Yogyakansa

ekl valamadBamail com. 081 SOR 820 a7

Absiract
Tontay. the moteity of poods. senvced, and the paiyihe aee iiTeaEityg s
* il Continue o grow, akg with ihe wikespvead sdophion of e e work)
Irate systerm Fras ade s 8 sysem MR QOvTiwel Fecice oF alrkinghe oincives
on e rulss of the FamC oF poode, services, sl By i et oiek of e countey e
business al the global evel as o is. genarally Bugineesman woukl oo indernational
Markedng COnVINRAIRVIE Whers (v shape s creahing A8 Faernational vedasur  n
AT axhea i g Lsuaily sesioo K mindody e Use oF b riatoniald Bl aages
WIChading  Enpizh  However, kv fhe purpi o offaaungg (e efMeciivemess of e
s sage. this i3 mol the it Alffcugh businesses have antersd he It S
iz shoyld be made g0 Dcal ayvosch. | s baithg kcal colfoes. This way d was sasmr Ky
bugiezsas 0 genarale the sffechamess o Commrraion Qo beal apgvoach in
afvertizing. allowing Ihe convuncant closer cullusd frissehdig Wil Bve Aol Coeveniady
S0 as o faciltate the achavemant of ma urnderstnnchien) Thws artchs (e st BT
the reasong mesniosed i1 e comnuncasn [ b R ]

Keyworda: Internationsl Busineas, Local Ads, Cross Culture, Local Communities
I INTRODUCTION

sall in new berrbories thal antered, GOl with ko 'ﬂiﬂﬂhﬂ‘iﬂtﬁmw Mak el
communicabon activities reman abschitely necesaarny I:n:luﬂlhq. Bhvartising ey by
According B Wright (1878 advertising s an Wity el has m:n mwm
communicaton, 1 s very important as a5 markebyg ool g =

services. and wean Irough & specife channel m Ehe fodmn ol

Bdvertising i 0w sitached 1o the use o 2 mmmh*w “:‘I'ﬂ WY b el
umh{w'ﬂﬂmﬂllﬂﬁ his caws Eng uage Thal i b las

English is the langusge most commanly smag h. mﬂ b
™ it
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{ ue soverai ] ;
;;Emgh E"";I“f: _thlf'.d Tl wadely spoken thraughout the world, after Mandarin and
Eurc:-pea.n L1I1'|ic|r'| “I_Iseil:sn used as a second language and the official language of the
St ﬂS.Iti i ammonwealth, and thae United Nations, as weli a5 3 \-anef!.f ol ather
larr? e 9 Hiarvard, 2004). This facy English is considered 2s an intemational
g I'EI E'E‘;’ . 15 used in the |-E:II'I'9U3‘EE of gl':'hﬂl alj"«lﬂrtis.ing Some &Famphgs afl ads
iy |r:| many couniries with tha Same |a‘|g.uagel such as Eig-EI'EHE Ed'fEI"rlE-il"g
Mallbaro, N""L'E'.. EMW Rﬂd&l‘lﬁtﬂh QIHEEEE._ and

56 an
Speaking of international advertisin
» Many people interprel thal language In
international advertising attached | d ¥ people interpre guag

: ) @ the use of an inlerational language, namely English
According 1o Stig Hjadvard (2014), English is the language most commonly used in nearly

60 countnies and is the mother longue severaign third mest widely spoken throughout the
world, after Mandarin and Spanizh, English is also used as a second language and the
official language of the European Union, the Commanwealth, and the United Nations, s
well as a variety of other organizations (Stig Hjarvard, 2004). This facl, English s
considered as an intemational language that is used in the language of global adverising.
Some examples of ads delivered in many countries with the same language, such s
cigarette advertising Mallboro, Nike, BMW, Rodenstok glassas, and so on (figure 1).

Figure 1: Some advertisemants in international version

Jitis Bewrers
g

LANCOMI

Come to where Ilglﬂwﬂs- 4

&
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Generally, to estabhish a ssmiae image in all countres in which i ﬁéﬂﬂfgﬁrﬂal
companies, infermational adverizing was crested by 1he same Cr sk

Blackwel and Mimard 1905) At tha global level, advertising s usually Tr'h'i ! o
modification 1o fil wilh ihe cullue i sach country. bul In accordance wil i ﬂﬂﬂmnm 7
sel by Ihe company Several international ad iransiated into local EERGLUEZES. . mmr
olhes changes (Batra, Myers & Aaker 1995} Thas the content of he me:ss:{ga -m .rr
Brand, ihal used to ba the similar i every country, Thar goal busdl into a u m‘r'.r mar
each state. Bul whelher the sirategies implemented in the global a-.d'.ru':n;n:g l'rgk;“ :Eh.mm
Ihe message made i appropnale for the tangel audience in the regicn ]:' szl

an ad n the context of global business featured? Here n this article will be descr

about.

Z. DISCUSSION

Today. the number of multi-national companies are reaching out of the country
confinues 1o grow. At the USA for example, in 1973 there were 7,300 multi-national
companes, with 200 companies of which has branches n 20 mms._in 18980 the
company had grown 1o 30,000 multinaional companies. 1993 rose again to 37,000
multmational companies with 170,000 subsidiares in other countries. The increase
continued in 2006, where thers are more than 63,000 multinational corporations with
more than 700,000 branches spread all over fhe world. In 2009 worldwide, World
Invastment Report reponed a repor published by UNCTAD (United Nabons Conforence
on Trade and Development). that there are B89 416 multi-national worldwide COMmipany.

Increased companies operating on an international scale are molivated by
several reasons. Among these companies produce goods and services that required a lot
of the workd's population, Moreover, in many regions of the world countries are willingness
o intemational free trade system implementstion. That is a systemn that reqUings
restriction of traffic rules of goads, Eefvices, and people are gefting reduced, aven
sliminaied altogether. In the free krade are demanding that the governmenl does nol
discnminate against imports of expors {Jagdish Bhagwali, 2002).

In the economic perspective, the multinational company s unavoidable thal
businesses have fo keep doing the marketing communication in the new Territony,
Communication i wary importsnl so that the people in the region as a destination of new
markets recéive the products or services offered, Without the marketing COMMUMNCalions,

%w.muamm.mq|mum|mmm‘
commaon stralegy and wisuakzation. Uniform strategy is intended 1o
relatvedy uniform advertisements received by the target i
creating a consislent image al the intemational level ha
refatrvely lower. Even il there are differencos,
umpﬁ.ﬂhvﬂmurhrmudslhﬂhmahammm,umu,;N,mw_Fm
example, Rinso ads of cheabng version, Rexona Skin Light ads. s08p ads of Luxs LG
ads. Coca Cola ads, and 50 on. Some of these ads use the same visualizaton L. many
countnes, bul to be replaced by local languages.

lnm.gmihmamtmumm,&“
mnmmamatu1mmqrmmuwmhau&;mm imits siate or
international celebribes Terance A Shimp (2003 461} defines a celebrity as a
|acior, entanainer. athlsle) are known 1o the public because of h Charactes
ﬂwtmnmmmlmnmwm They beliave
mmmwmmmmmumm
Mmmltﬂbummﬁbﬂmmwummmmn;

According to While (2004), colebrity's Endorsement in advertising is a very
ImWMHMmmwhg Tmmm;um
mﬁhm.hﬂddlhnluﬂmwuw“mqqm
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_'Hﬂ'lmad D
——nan University

 relatively low cost. Example ad with the

v sisement, staring Kate Bosworn -
qﬂrt!ﬁﬂrnﬂr”' Erl‘.' L awson mn M,ﬂﬂhn“-; T

ngq-arllﬁﬂm'&m' and 50 on (Figure 2| adveriisaman; Harrig

PRor of e
_ MM
ger Weang it
5 and Michael Jug;;;fhﬁaﬂ:f
on Fard crédy ca.rﬂf;

ra 2: Calebrity Endors
Figu ement from international Artist | A
ctress | Public Fig
ure

Advertising strategy thal done by the multi-national Integration, 3% mantioned
above contains weaknesses, Therefore, the targeted communities as a target audience

differenl cultures. Consideration of the

by multi-national advertising messages have
ke accepled. BeCausa the

relatively low cost and creale a consistent image cant :
message is delivered from a different cultural perspactive, the message 1s undarstood
differently by the audience. The target audience can't feel comfortable with most or all of
Ihe massages in the global advertising. They will faal strange with messages and symbois
used in the global advertising. The target audience feels thal the advertising Message is

ot it i . the ad will not achieve the desired targel as.
ended for him. Further impact i R araments s i

Therafore, it is con

; natural that the meassages d
twltural value system and the target sudience that wlllll be addressed. Tﬂmx::al. -lm::a
national advertising Is actually 3 form of communicaticn batween cultures. 18-
Messaga Is deliverad to audiences of different cultures.

22, Dfberia Countiias, Dfferst CUIUISS oy cupyre. Cultire belondl 2 i

Each region, including e 55:"-1';3! !

n a reglon often call the ; g 1

ax fistics. Lehman, Himstrest. Baty (1998) e

“periances that exist within thelr 0% 3

Wsnﬂulal area will be the halimark % m,:ausﬂﬂ' poth verbal BL T ountries, Some
CRE | ther. in ather ;

Bither i : in contrast with “.-i:.ln can b® intarpreted I:'M"’:'“ muﬁd Malaysid- Although

“amies car be. ox e od. for exampie petwoan INIONE= Ll sity between e UL

%Hsiqamdm D Mxpraaaas a @ gomman culture, HHGUDTE 5

1o be allied and hav T, The followind 1

Tm““ but there is a lot of diffarance.
H:“!“'EIE'_
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Table 1 Differences Meaning of Words In Indoneslan and Malaysia

Words Meaning in Indonesian Meaning In Malayslan
Baja | stanless sieat matarial o feitilize the plants
Ba | a gex al waman and man coaan] Uwis mvamilser Of rasidens
g |“Gansiue")
| Bercanta snxual intercourse gxprassing allection 1o athers
| Bisa 1. may, can; 2. Poisan Poison
butuh/butoh Need mabe gandaba (Porm)
| Gamgpang | sasy happy | child out of wadlock (rough)
Kapan whereas, difarent from  the | (shrowd), the cloth covering he
shroud Forpan
Karya employmant (amployee = wage | composed [ha work (amplayom
= . workars) = arl worker)
K Eyslam of government headad FriFmam
Brajaan by the king all I'urr'n.! of governm 3 .
p 1 Curan learning education  {rom b word
Sl | -con’)
Percuma useless, vain free
Pijat Maszage lica, computer programming
o - ___| emata
Pols 1. Basis (insurance atc.); 2. The
alks Blate of the ity {in Greek| spy, chvil “ﬂ_m_-"?_l:lm.'.
equilibrium is disturbed around
Pusing tha cireumstances seemed | moving In clrcles,  spinning,
1o revoles; swival; dizziness. arownd
- headsche ] .
1. explain [ finlsh  something
Tandas with definite and firm; 2, | latrine, where dafacaling
: datring il = S |
Sulis difficult 10 find because B is | secret; difficull, hard  iogl
RN hidden or rarely obltainad ("gandals®)

The Est as in Table 1 above will multiphy # wa do seriously thorough research. The
same words will resull in generating a diffarant meaning whan used in advanising and
deliverad in bath couniries. The diffarance in maaning babwaan the Indonesian languagea
and Malaysia mantioned abeve are only a few examgies of giffarences in the meaning of
the tanguage of ciher countries &re more different raclal and peagraphical. For axample
differances among the British society In the European Countries with (he Japanese
communily in Asia, between Americans and people of Ausiralis, and 80 on, The naming
differences not only verbal language, bul also non-verbal languags.

Non-verbal messages used in nonverbal communication That is tha process of
communication in whach the message is delivered not use words. For axampls, by using
pestures, body language, facial expressions, oye conltact, use of objacis such ..! clathing
and Bccessones womn, haircut, symbols, spesch, and so an {Vardarbar Rudaiph F .
Kathieen 5. Verderbar {2005 . ' e

All cultural groups generally have the verbal and Non-varal
According Courfland Bovea V. and John V. Thill (2014), cuilture is alss ,:-,m:::,
on symbols, bekefs, aitiudes, values, expectations, and narms for behavior, its pressnce
should really ba considerad when making the Communication ptm:mu Culture |
samathing thal can't be separated from hwman life, | g made up of many w.:
slements. including from the system of raliglon, anguage. politics, customs, tools
ciothing, bulding, and artwork. He became an overall paltem of himself that i complax.
abstract, and spacious. Dua to biing a par of human lifes, it s ey uncammon th |
conskders cullure as part of the human genatic, e

Under some definitions of culture thal has besn mmanboned

: ; be
Fmpartant things to cansider, among others. thal culture Includes a sef ot iul::?p::nﬁ:'

Fir.
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ffve Pro@ramming. systems sharing, ang ipa

individual within a community, ingiug YPical chargriae
aﬂ::rug ar their faith G 0 how the amgfnlﬂ,nm‘.iu':'f e behaviar of
m:i;r;;isiliﬂis:ﬂﬁa;ﬁmﬂm Wil the: commyng Mty "R mbo
ronislaw e evervthing contaire. s Y- il g,
E of the communities mem“h&:ﬂ ll_f"“;'l'l"rniha sotiely g dthm"nE:,::! and
grminksm According to Herskovits, culture ks herag; larrr'!s, are za| by tha
1o generation. Due to be part of the society, e te itary inheri
nich super important organisms belongi often referred 1o 5¢
is defined as everylhing that is i
i public (Hoftan & Hunt, 2006: 58),

24, communication

Communication is delivering a
communicant, Endang Lestari and M?!. m,‘rﬂ??:;g; :‘;:‘w'lha communicator o the
comes from the word meaning Communicate in £ anmr;ﬂt:jﬂ:;:u communication
feelings, COMVEy ipfunﬂaﬁan. and 50 6n to be known or understoad b an opinion, say
spinion, feelings, information, ete, knewn or understood by olhers) ¥ others (to the make

Communication will obtain ils objectives effectively bt M s e
me communicant both have the same sense of a message. The mﬂllnnslhm mﬂm N
rafarred to “lhe communication is in tune.” Jalaluddin Rakhmal (1996) My
afiective communication requirement among others; Creste a favorable atmosphere;
using language that is easily caplured and understood; the message can arouse the
sftention or interest communicant; Messages can arcuse the interest of a favorable
eommunicant: Messages can foster appreciation or reward in the communscant.

According to Joseph De Vito (2005), cemmunication wil be successful when the
sommunicator put communicant as a starling point in communicating. Among others
eommunicators need to pay attention to the fisid of experience and frama of reference
that ewned by the target audience.

2.4, Mutual Understanding _ _ P
According to Wilbur Schramm in Effendy (1973: 44) in & procass
communication: the message receiver (receiver) and the sender of the message Lﬂmm:
must be In conformity or in tune. That is, betwsen the m““'ﬂm s
communicant should be a mutual understanding of the “'“3‘3“9'“1"“”"‘?-#' i
line, then there is no mutual understanding (fgure 1). In Figure nﬁ‘“:l_ nerproted
Ihe area batween the two shaded circles indicates the sulabity (ntne), e
The greater the intersection would make :wmﬁmlm ¥ rsgction i very
Intersection total (overall) is something that M*“;:‘:f;‘t and FOE (fleld of
likely to oocur because of the similarily FOR | e is a blend of axperience

aren
experience) between the two communicators. Frame of ref Frame of reference shapes

mesnings). :
and understanding (collection of iﬂpﬂﬁﬂi‘:;‘;:n;;m axperience ana something that IS

such knowledge, beliefs, and 50 O
experignced directly by someoné.
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gquaniity and quality aspects sp

can ba incraased both In .
Mutual undarsianding ¢a d qliy sspacis sm

sl d can Busd similar FOE and FOR belwaan e communicalon a
and strangthen the communicalion process further,

2.5, Local Advertising )
Thay will perform markating communications, including adverlisng business wilh

ithe goal of making the ocal community. For this purposa. although each country in fhe
world there are mass rmedia thal able lo broadcast nationally, bul the best way in
business communication were creating local version of ads. It can make the message
culiurally apgropriale 1o the frame of reference and field of experience of local
communities. Some mullinational companies have made the local version in their ads
Some examples of thal ads are local version can be seen in figure 4.

Figura 4. Some Multinational adverlisements in kcal version

A

R
I
EASEITH-IH

Becauze each community has its own unigue culture, it is i workd
commundy i 8 mullicultural seciaty. People living and settled in a pm:ﬁﬁﬂ:ﬂ‘mmE
and #s own charscleristics which can be distinguished from ane community fo anather
Each community pmﬂu:" aach cudfiure which would be typical for the communiy ]

Every society wilh different cullures has unique Bxpenence and knm'&gﬂ i
communication perspeclive, the culture of sach community has a frame of e 3
fled of axperience lisall. In people who have the same cullure, it is 'bl:?nm s
simitar frame of reference and filed of experience, Instead of I:-IEEpl'ap::;:.l it l;rl::
g:h;;ﬂu; ultures, It will be different frames of reference and filed of axperience

2.6. Ads Purpoas

Iq." Fnr'l"ﬂ!. ﬂ{mllhﬂ ﬂrm‘saagag are g
s o ot e
on

saveral obpeclives, a5 lollows:
1. Craating branding [ product / company. Th
" ::h; u?imh TH the brand, product nrw Mk el wh !d:,.,-,ﬂg""ﬁ' audience will know
ioring. Through adverti skl !
s :Ebﬂamnﬂah Iheir products wwmmmMTbunh::r:an Posibon themselves to
| ancoueeis Prospects. Through dellvering persuasive messs -
encowraged to vy to use the producis of brand ges, the audience is

4 :
Supports the sale. Through adverising are expectad Consumers to act to buy

produect. the

2ib
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o Fﬁit-&rirng lis
yalty. Thrg h ad ;
Ioyal cusiom L ¥Brising will furhae
CONsUmer prz; This means that 1he CoOMpary Wa:Ll;E t:gmﬂn sz pm; il
nouncing a hu;.-l.-har wsea is slil thare in the rmarkal Ty thett Ereny ang
il way of utilizat A
7 imotion of the audience mrlnf;t: ah t,mnn':.'““m OF New wirys may be krown
IMmprove the image isireg

l:lral"-ﬁ afr uumpmj,_

I-T. A’dﬂ Gﬂ lnul

In & good ag should
. 1 ba ap| .
camay. el o s % 30 e o asnns g 00

: who (who will be reached?); when
: I?T;‘:édm;r?hﬂ _WM?_}- why (why should they?); and how (how
Not enly purpose € 5iX questions, then the ad should be well designed.
be J:J:rng'd'i.rqd_ pite message. bul also who will be the targel of the massage should
In Eldh'a:rtiglng ihe largei of
- ; the message must be specific and focused
;d;:rdus;g n?w not attsmpt 1o gain as much as possible audience. Since fts inception,
el & shauld be ﬂpﬂulﬂv_: and clearly targeting audiences only. The more specific target
@ ads Is beller. With the speciic objective, commumicalors can customize ihe
message 1o be defivared,

Thus, it is necessary to restrictions in advartising. Restrictions referred to in this

CASE iz mﬂ E-'.EFI‘EEE n'f 1hie restrickion “l‘ﬂﬂt areas and taruﬂl audences, Rﬂghnﬁ those are
too broad, reflecting targets

_ _ that do not focus, Regions that are too broad will raise Largets
wilh diverse cullures. Instead namrow target will pravide sharp focus.

Varying target is not a good target. Therefore, the selaction of largets thal are oo
broad (e.g. several countries at once), # makes the target of advertising are not clear.
Goo advertising target is clear and specific, both the main and second larget.

Adverlising messages makers must be really creative in constructing he
message. Especially in the era of global busingss, intercultural communication will also
increase. In this regard, one of the creative efforts i lo use the local culbure in advertising,
With the use of the local culture, the message can be closer and wndersiood by the
audience. Thus, in the era of global business, i should be a kot of mulli-national
companies make a kol of advertising for the local version of the product campaign.

ance the image of the product.

: CLUTION
3. CON The phenomenon of global business communicates with increasing free trade

area in several intermnational regions of the world nead to keep attenbon to the local

i effectively when a message was send
ture. Therefore, the communication will nun more
:l: the sender according to the field of experienca and frame of reference communicant in

oca arslore, marketing communications conducied, including advartising
'hEI s I“H;h:rﬂbadr;ahﬁﬂﬂﬁr?ugﬂh“'- Attention to local cullural values as part of
the glpl:;akhg material. Thus, an Integration business thal has a global network should

ials aboul themsalves and theé products.,
PRI m?ﬂwmm approach will allow buginesses to build 8 consistent
| :
image ,m:mmg;ﬁumt level 50 85 lo gain a bettar understanding of ihe audienca.
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