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ABSTRACT
Consumer psychology and behavior are more or less reflective of a country’s cultural traits. During the rapid globalization process, multi-national corporations need to obtain a better understanding of a country’s culture before developing their advertising strategies in order to solicit more responses from audience. Among diverse formats of advertising, video advertising storytelling is becoming increasingly prevalent and influential owing to its sophisticated design of plots and great appeal. Therefore, this thesis aims to analyze the different techniques and contents of narrative advertisements under various cultural backgrounds and to provide insights for global companies to launch effective video advertising storytelling in different societies.       
Key Words: video advertising storytelling, cultural traits, advertising strategies, consumer psychology and behavior

摘 要
一个国家或地区的消费者心理和行为通常可以或多或少地反应出该国家或地区的文化特征。在全球化加速发展的今天，为了在一个国家制定出更有效、有影响力的广告策略，跨国企业必须对该国的文化有着更深入的了解。而如今视频故事广告凭借着自身引人入胜的剧情和无与伦比的吸引力，在各类广告类型中脱颖而出，越来越受消费者的欢迎。因此，本论文主要基于文化差异的影响，对在不同地区的视频故事广告中运用的技巧和内容进行分析对比，旨在帮助跨国广告公司在不同国家定制更为有效的视频故事广告策略。
关键词：视频故事广告，文化特征，广告策略，消费者心理和行为
An Analysis of Video Advertising Storytelling from the Perspective of Cultural Differences

1 Introduction 

With the rapid development of technology and globalization process, global corporations are conducting an increasing number of international business activities. In order to create brand awareness or to facilitate sales in a new country, global advertisers need to set appropriate and effective advertising strategies. Advertisements are channels of communication and global advertising is cross-cultural communication. Therefore, advertisers need to obtain a good understanding of the country’s cultural traits and consumer psychology in order to launch impressive advertisements (Gudykunst & Ting-Toomey 1988). 
Story-telling is an extremely appealing and prevalent approach utilized in video advertisements. It is found that among various advertising ways, video storytelling advertisements are the most popular advertising approach among audience for its fascinating plots, impressive effects and longer duration time (Manrai & Manrai 1996). In the Internet era, excellent narrative advertisements could enjoy millions of clicks and attention. Therefore, this thesis attempts to analyze and compare video advertising storytelling in different cultural contexts to help global advertisers release sensational and proper narrative advertisements. Hofstede’s Five Dimensions of National Culture, Schwartz’s Seven Value Types, Kluckhohn’s and Frederic’s activity orientation as well as Hall’s context culture are utilized to analyze cultural traits in different societies. 

The article breaks down into three major sections, attempting to examine the characters, appeal and important elements in the selected samples of video narrative advertisements in different countries and to draw conclusions from them. 

2 Characters in Video Advertising Storytelling

The research suggests that in Chinese main advertising channels, 87% of advertisements (both foreign and domestic advertisements) set human beings as the main characters. Among them, female adults appear in 94% of these advertisements (李思屈，2000). It is clearly seen that females play an exceedingly significant role in international advertisements. Therefore, the first part of this section is to analyze female roles in different cultural contexts. Besides, as an important part of Klukhohn’s and Frederick’s activity orientation, the concept of space has been studied by many scholars to better understand cross-cultural communication. Different societies have their distinctive definitions of space. This cultural trait is also demonstrated in video narrative advertisements via different physical space among characters. Thus, the differences of physical space among characters in international video storytelling advertisements will be examined further.
2.1 Female roles in different cultural contexts

Since ancient times, the traditional social roles of females have always been wife and mother, no matter in the western world or eastern societies. Consequently, the images of females appear in nearly all of the advertisements for household articles. However, due to diverse cultural and social factors, females tend to have different roles and images in narrative advertisements in different societies.
Influenced by Confucianism advocating that males enjoy higher status than women for thousands of years, collectivism which emphasizes family and the relatively late feminist movement, advertisements in some eastern countries including China often portray women as the traditional image: an understanding wife and a loving mother (Hofstede 1988). In Thailand, there was a quite impressive and successful video storytelling advertisement. This advertisement portrays many daily heart-warming scenes of a mother and her daughter. For instance, she reads fairy tales for her daughter every night, she brings her to school every day and helps her wash hair…… At the beginning of the story, some people are talking rumors about her, “I heard that she gave birth to that girl at the age of 18.” “She must be a mistress and her girl is an illegitimate daughter.” Until the end of the advertisement, audience begin to know that the girl in the advertisements is not her natural daughter. At the age of 18, the woman saw a baby deserted in a suitcase by chance and she began to nurture her from that day on. In the advertisement, her friend asks her, “Why don’t you tell the truth to others? Rumor is really hurting.” She replies, “If I tell everyone, my daughter will be hurt. I’d rather I’m the person who shoulders all the gossips.” The selfless mother in this advertisement is a typical image of females in video narrative advertisements in theses societies. Their life centers around household chores and they always sacrifice themselves to protect and maintain their family. 
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