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This paper seeks to exploit the opinions, beliefs and attitudes of professionals engaging in the decisions to execute, manage and

produce advertising campaigns as regards the issue of globalization versus localization of the strategies of international advertisers. An

exploratory research conducted with 197 respondents, marketing communications professionals who work at clients and Brazilian

advertising agencies. The results show no significant differences between them. Even though, using cluster analysis it was possible to

identify three clusters among respondents: local defenders, global enthusiasts and “glocal” pragmatics. A large group of respondents

(glocal pragmatics), suggests greater efficiency whenever local adaptation is combined with the execution of global strategies.
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From the point of view of the “experience economy”, according to Pine & Gilmore, the fairs represent particular experiences in each
of the consumers who participate in them, which slightly vary according to cultural, social and emotional factors. They are remembered
in different ways, because visiting a fair is not a mere transaction, behind it lies a purchase experience where the exacerbated attributes
of the product are placed in the scene to take the senses to an extreme, which finally results in a great difference to the consumers.

In spite of the advance of retail in Chile and modernization of the purchasing processes, fairs have managed to remain in time through
their associated value and meaning assigned by their clients. According to Bordieu,5 the capital owned by a person (that creates the
distinctions between social classes) is vital, because the acquisition of goods in a determined place as a result of accumulative cultural,
social and economic aspects from the community and family will directly influence the value assigned to one type of purchasing experience
against others. At the fairs, these are not exclusive of a certain social class, it is part of the “habitus”6 of a great set of people with
homogenous values and meanings and that appreciate the “experience” above other factors such as price or infrastructure.

We are immersed in a world of oversupply, where being different becomes more and more complex and making decisions is a
confusing task, since consumption is basically an emotional and not a rational act as it was previously believed. Derived from this, to a
large extent what is valued the most in purchases in the open market fairs are the affectionate and emotional aspects of the purchasing
experience and what this generates in the consumer:

- To evoke memories,
- To socialize, integration in the community,
- Sense of cultural identity and belonging,
- Preferential treatment (that does not occur in massive channels like the retail),
- A space to break the routine, even as a weekend family activity.

Conclusions
Given the increasing urbanization of the city and the loss of a neighborhood sense, the fair plays an integrative role, since it constitutes

a space dedicated to social encounter and relations in an everyday more hermetic and individualistic society.
One of the main characteristics of the fairs in Chile is tradition, in a country that has seen tradition reconverted by the results of

development. This channel is considered a “small scale sized Chile”, crossing all social layers, a part of the national identity that has
persisted in time without leaving aside the elements of modern times such as: electronic debit card payment systems, electronic weighing
devices, mobile automatic tellers and home delivery. Changes that reveal a great capacity to adapt their services, since they are altogether
in control of the value chain in their product stands and therefore know its environment, weaknesses and threats.

Many research studies have focused in the consumer and its performance in retail, but have not accounted on the importance of the
traditional channel and the great amount of information it provides. Through this, a relevant topic is raised to understand the latent
consumption opportunities existing in this scenario and that generate a value offer for the different distribution channels, massive and
traditional as well.
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Local Management of Global Advertising Campaigns: Identifying Different Attitude Profiles
among Brazilian Professionals

Josmar Andrade, Faculdades Integradas Rio Branco, Brazil
Jose Afonso Mazzon, FEA-USP, Brazil

This paper seeks to exploit the opinions, beliefs and attitudes of professionals engaging in the decisions to execute, manage and
produce advertising campaigns as regards the issue of globalization versus localization of the strategies of international advertisers.
Communications and marketing professionals currently face a major conflict: how can one efficiently balance the potential of global
strategy programs to increase the consistent perception of brands and products worldwide, optimize costs and provide greater control over
contents and formats, while respecting inherent cultural differentiation, traditions and history?

 In order to understand the aspects involved in this issue, a bibliographic review was done to provide the cornerstone for a piece of
exploratory research conducted with 197 respondents, marketing communications professionals who work at clients and Brazilian
advertising agencies, with a view to detecting significant differences between these two groups. The results show no significant differences
between them. This result allowed formulates a new hypothesis of the existence of clusters among respondents, regardless to be
professional of advertising agency or advertiser. Using statistical cluster analysis it was possible to identify three clusters between both

5Pierre Bordieu: “La Distinción: criterios y bases sociales del gusto”. 1999
6“Habitus”: Agrupación y estructura de capitales culturales, sociales y económicos (P. Bordieu, “La Distinción: criterios y bases sociales

del gusto”. 1999)
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types of respondents: local defenders, global enthusiasts and “glocal” pragmatics. Their expressed opinions point to higher and lower
levels of acceptance of global communications policies on the part of advertisers.

The cluster 1–Local Defenders (22% of the sample, being 25% made up of Client Professionals and 75% made up of Agency
Professionals)–a group formed by supporters of local cultural aspects and the belief that use of global campaigns is often inadequate, which
has been determined by their strong disagreement with phrases that point to the advantages of using global campaigns and having
international agencies manage communications efforts. Their acknowledgment of advertising as the main marketing communications mix
tool is noticeable, as well as their rejection of the idea that the evolution of the marketing environment towards a homogeneization of
cultures is an irreversible trend. Therefore, this group of professionals can be viewed as people who have a profoundly critical outlook
of market evolution tending towards a globalized scenario that doesn’t value local professional practices and fails to acknowledge the
peculiarities and differences of each culture.

Cluster 2-Global Enthusiasts (22% of the sample, being 61% made up of Client Professionals; 39% made up of Agency
Professionals)–by analyzing differentiated patterns of answers given to the statements proposed, it is possible to describe this group of
respondents as one which shows enthusiasm for and acceptance of themes relating to global marketing activity and communications, in
addition to a higher positive assessment of the idea that culture homogeneization is an irreversible trend in the future. On the other hand,
this group has the largest number of those who disagree with the statements toward the need to adapt campaigns, the efficiency of local
campaigns, and the inadequacy of standards to create campaigns.

Cluster 3-Glocal Pragmatics (56% of the sample, being 67% of client professionals; 33% of agency professionals)–this is the largest
group of professionals, with a mixed pattern of beliefs and attitudes vis-à-vis the other groups. Their acknowledgement of the global
marketing scenario as an imperative, coupled with lower resistance to international management of communications programs, contrasts
with an outlook in which there is room for local agencies serving international marketing practitioners and for professionals in local
positions to take part in this process. In summary, most respondents accept the global communications imperative, but also value strategies
to adapt and understand local conditions in the practice of marketing communications by advertisers.

To complete the depiction of each cluster a new process was conducted with the purpose of identifying demographic differences
between groups, using Chi-square type tests to assess the significance of differences in qualitative variables, and F-type tests (ANOVA)
to assess quantitative variables. The analysis of correspondence regarding the main categories of demographic variables in the respondent
clusters showed that Cluster 1 (Local Defenders) is typically formed by respondents in the upper bracket income (making between US$
4,000 and US$ 6,000 a month), with a higher number of respondents in the agency segment, mostly in their 40s to 50s, a larger number
of which reporting incomplete education. The Globalization Enthusiasts in Cluster 2, in turn, consist mostly of higher income bracket
respondents, who make over US$ 6,000 a month, and are also made up of a higher number of females. Most of the professionals in this
group are older than 50, and have worked abroad longer than those in the other groups. The Glocal Pragmatics in Cluster 3 have typically
attended more graduation courses and are situated in two career seniority ranges: they are either those with less experience (careers of up
to 7.5 years) or with longer careers (between 15 and 22.5 years).

The results obtained suggest embarking on new research to broaden the discussion and advance the theme understanding. The first
one is typically comparative: would this be typical of Brazilian professionals, or do such beliefs and attitudes exist in other markets? Can
the attitude of either suspicion or adherence of professionals who set up global communications strategies influence the campaign’s end
result? Does the clear support of local approaches by agency professionals follow a strategic vision of the activity, or is it an instinctive
reaction to the loss of business and functional importance in the creative process and campaign production? Aligned with global campaign
efficiency studies and the use of promotional tools, research work such as this will certainly help advance the understanding of borderline
issues in modern marketing communications practice.
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