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Abstract 

This research paper reviews the topic of Planning Integrated Advertising Cam-
paigns – Multinational enterprises acting on national markets. It examines the 
relevant theoretical background, the country of Sweden and a concrete busi-
ness case of the multinational enterprise Dr. Oetker and its activities on the 
Swedish market. After an introduction, the first section of this work outlines the 
theoretical framework which is a necessary base for the research topic. Resul-
tant, two models are developed: one regarding campaign phases and another 
concerning influences on national environments. These frame the theoretical 
findings in a concentrated form. In the following section, the empirical findings 
regarding the country of Sweden and the investigated company Dr. Oetker are 
depicted. The focus lies on Dr. Oetker’s company structure and the consequen-
tial influence on the manner of advertising and on the operations on the Swed-
ish market. The analysis reveals information which can be split into two parts. 
Initially the empirical findings are evaluated based on the theoretical framework. 
Subsequently, a phase model which combines the two previous models with the 
empirical findings is developed. Its objective is to guide multinational enterprises 
through the planning process for successful national advertising campaigns. 
After this thorough analysis, a conclusion and recommendations for further 
theoretical and practical studies are given. 
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1 Introduction 

1.1 Introduction into the topic and motivation 

During the last years sustainable changes of the conditions for sales marketing can 
be distinguished. Especially, consumers’ altered behaviour regarding the use of me-
dia and the growing variety and fragmentation of media itself create an immense 
challenge for advertising (ad) companies.1 The precise addressing of target groups is 
complicated by the consumers’ individual use of media as well as the excess supply 
of advertising information.2 Furthermore, companies are confronted with consumers’ 
rising willingness to switch between different offers of different producers, their in-
creasingly individualised needs and an attitude of growing demands. Consumers are 
becoming more distracted and are increasingly harder to acquire and bind to the 
company with conventional marketing and communication instruments.3 Given, that 
marketing also experiences a change of perspectives away from the transaction-
based to the relationship-oriented approach, Customer Relationship Management 
(CRM) strongly influences the objectives and the design of advertising campaigns 
which focus more and more on the customer driven alignment of the campaigns.4 

Products and services are becoming more and more homogeneous and additionally, 
a turn within competition can be recorded. It is increasingly based on communication 
instead of on the rarely existent superiority of products.5 Therefore, companies need 
to develop products and services fitting a specific target group, whereas the commu-
nication within marketing for these certain products or services is on an individual 
level. This is vital in order to make customers feel directly addressed instead of solely 
being someone within a large target audience.6 Individual communication is also 
necessary in order to differentiate and profile against competitors, and this is more 
than ever becoming a central success factor for advertising companies. Target cus-
tomers have to be viewed not exclusively regarding demographics, however in the 
case of multinational corporations additionally regarding country-specific aspects, 
such as for example language, culture and religion. Consequently, it is not so much 
an underlying question of standardisation or adaptation. Any complex campaign 

                                                 
1 Compare: Eagle, L., Kitchen, P. J. (2000), p. 675. 
2 Compare: Lyons, J. K. (2005), p. 2. 
3 Compare: O'Guinn, T., Allen, C. T., Semenik, R. J. (2003), p. 623. 
4 Compare: Belch, G. E., Belch, M. A. (2001), p. 9, p. 618 – 619. 
5 Compare: Brannan, T. (1995), p. 9. 
6 Compare: Belch, G. E., Belch, M. A. (2001), p. 689. 
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which is developed for a new national market is at minimum adapted regarding its 
employed language, however, as mentioned above, in most cases also regarding its 
other country-specific aspects. It can therefore be stated, that campaigns in order to 
be successful should be planned with a focus on adaptation.7 This targeted employ-
ment of country-specific campaigns supports companies in their efforts to build up a 
differential advantage through improved communications effectiveness and to com-
pete in the communication rivalry.8 

A campaign is a temporary, media supported series of coordinated advertising activi-
ties that communicates a cohesive, integrated theme and is designed to reach de-
fined goals with determined target customers.9 Integrated campaigns exploit the ex-
isting variety of direct and mass advertising media as well as promotional options. 
The employment of the same theme and message in all actions of integrated cam-
paigns leads to an interconnectedness of the communication activities and the en-
gaged media in form and content.10 This is also of particular importance in the case of 
brand building.11 The challenge for brand-oriented management is to strictly coordi-
nate all company controlled impulses so as to be able to achieve the best possible 
objectives. Advertising impulses which are not coordinated and therefore possibly 
contradictory can render consumers insecure and by this weaken the confidence in 
the brand. For that reason, the advertising idea in integrated campaigns is spread 
uniformly and embraces all used forms of media.12 

The campaign process can be divided into the three phases planning, implementa-
tion and evaluation. Special attention in this research will be given to the first phase 
of a campaign, which is the planning of the campaign. In the campaign planning 
phase the complete configuration of the campaign takes place and it thereby deter-
mines the outcome of the entire process. One of the first steps during planning is to 
define realistic, achievable and measurable objectives which lead to the further de-
sign of the campaign as well as being the benchmark for success at the end. After 
the implementation of the campaign these goals will serve as appraisal criteria in the 
evaluation phase.13 The determination of relevant target customers also occurs dur-

                                                 
7 Compare: O'Guinn, T., Allen, C. T., Semenik, R. J. (2003), p. 320. 
8 Compare: Melewar, T. C., Vemmervik, C. (2004), p. 867. 
9 Compare: O'Guinn, T., Allen, C. T., Semenik, R. J. (2003), p. 11. 
10 Compare: O'Guinn, T., Allen, C. T., Semenik, R. J. (2003), p. 517. 
11 Compare: Eagle, L., Kitchen, P. J. (2000), p. 669. 
12 Compare: Percy, L., Rossiter, J. R., Elliott, R. (2002), p. 270. 
13 Compare: Wilmshurst, J., Mackay, A. (1999), p. 79. 
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ing the campaign planning. The result should be the identification of target customers 
which fit the advertised campaign object as well as reflect the campaign goals. A de-
scription of the defined customers in terms of their characteristics with attributes 
based on socio-demographic, geographic, psychographic or behavioural criteria is 
necessary. This portrayal constitutes the basis for a suitable and customer oriented 
campaign design. 

Although, certainly, multinational companies have in practise put thoughts into pur-
poseful national campaign planning, this phase has not received enough attention in 
literature. Since it is so significant for the result of the campaign and can therefore 
also be described as the “moment of truth”, it is necessary to shed light on this often 
neglected phase. This could be done by developing a theoretical phase model for 
multinational corporations planning future national marketing campaigns. The goal is 
not to compare how companies usually handle this process with how it ought to be 
done, but rather to fill the gap which exists in literature by creating a phase model 
and highlighting critical success factors as the essential elements which are neces-
sary for a company’s campaign to achieve its objectives. 

1.2 Research objective 

Every company possesses a strategy of how to do business. Multinational corpora-
tions can possibly have a certain global strategy, followed by a more precise strategy 
for a specific country and again more detailed for the targeted customers within this 
country. Campaigns are performed with the help of media in order to reach the se-
lected target customers. They are therefore developed and designed to transport in-
formation to the recipients in order to finally sell products or services. Carefully plan-
ning these campaigns is of high significance, since the plan lays the foundation for 
the implementation of the coordinated advertising activities and also influences the 
final evaluation. It is hence essential to develop a thorough plan which will guide the 
entire campaign, lead to communicating appropriately and help to achieve the cam-
paign objectives. The research will investigate how companies can successfully 
transfer information about the company itself and the products it vends to different 
national markets in order to create brand awareness and awareness for its products, 
and by doing this what to consider. The aim is to clarify how the use of media is influ-
enced by national circumstances and mainly which country-specific aspects and cri-
teria a company has to take into account when acting on new national markets. Once 
this is investigated in theory and a real life business case, a further objective of this 
research is to develop a phase model based on these findings. Since the planning 
phase of a campaign already determines the outcome and special attention has thus 
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to be given to it, this model will support companies in the process of planning suc-
cessful advertising campaigns when entering a foreign market. This theoretical model 
could assess a company in what to take into consideration when, in practical life, 
planning an adapted campaign for local conditions. 

1.3 Research questions 

The following questions will be the underlying basis for this research: 

1. In order to perform a suitable planning of an advertising campaign, which in-
formation about the selected target country and customers needs to be avail-
able? 

2. In what way do campaigns of multinational enterprises have to be designed 
and adapted to these national conditions in order to be successful? 

1.4 Delimitation 

The research paper is mainly focussed on the first phase of an advertising campaign, 
which is the planning phase. Although the following phases, namely the implementa-
tion and the evaluation of a campaign will be mentioned in the theoretical framework 
to give a comprehensive overview of what a campaign consists of, these two phases 
will not be elaborated and investigated in detail. This is justified by the fact that during 
the last years there has been a significant change in marketing and consumers’ 
mindsets, as described in the in the introduction, so that an excellent planning of an 
advertising campaign is an essential success factor for enterprises. The focus of this 
study therefore lies on the planning of an advertising campaign and what multina-
tional corporations have to consider when entering a new market. 

1.5 Structure of the thesis 

The thesis is organised in six coherent chapters, which is visualised in figure 1. The 
figure displays the complete structure and the fundamental goal of the thesis. This 
schematic representation is supposed to guide the reader through the research pa-
per and describe right at the beginning what is to be expected within each chapter. 
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Figure 1: Structure of the thesis14 

 

The thesis begins with an introduction into the topic of advertising campaigns and the 
motivation for research in this area. The research objective then specifies what 
should be accomplished and the research questions demonstrate what should fun-

                                                 
14 Own creation. 
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damentally be answered within this thesis. The delimitation illustrates the limits of the 
research. Hence this first chapter leads to the understanding of the motivation and 
the description of the research paper. 

Thereafter the research methodology follows. It thoroughly describes the research 
design, the applied case study method and approach, and distinguishes between 
primary and secondary sources of data. Based on this it can be derived how the nec-
essary information for the complete paper is gathered. 

In a next step the literature review is developed. It is split into the two main sections 
planning integrated advertising campaigns and multinational enterprises acting on 
national markets, following the overall topic of the thesis. The first part gives a com-
prehensive review on the topic of planning integrated advertising campaigns, with the 
main points being definitions of relevant terms, descriptions of characteristics regard-
ing campaigns with a special focus on integrated campaigns and their communication 
response steps as well as different types of media. Furthermore, one of the focus 
areas of this research regarding planning advertising campaigns will be elaborated in 
detail and completed by a phase model of integrated advertising campaigns. The 
second major part includes an explanation of the issues which multinational enter-
prises face when advertising abroad, an illustration of possible organisational struc-
tures and an examination of the macro-environmental forces in a national market. 
This is summarised in a national market model. 

Chapter 4 is an in-depth report about the empirical findings regarding the country of 
Sweden, the concrete business case on the company Dr. Oetker and finally about 
Dr. Oetker acting on the Swedish market. 

Each of these chapters will be introduced and reflected on, so to let the reader know 
what the next chapter entails and what has just been discussed. 

As a next step a thorough analysis and reflection are conducted. At first the empirical 
findings are analysed based on the theoretically developed models, depicting similari-
ties and differences between the investigated company and what literature states. In 
a second step it is reflected upon the complete paper and based on both the analysis 
and the two theoretically developed models a phase model for planning national ad-
vertising campaigns is abstracted. This encases the entire research paper and its 
findings, combines both previously developed models and offers an innovative plan-
ning model for a successful national advertising campaign. It is discovered which in-
formation about the selected target country and audience needs to be available in 
order to plan a national campaign. 
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The paper is finalised in a conclusion and recommendations for further theoretical or 
practical studies. The research questions are then answered and the research objec-
tive accomplished. Overall, this thesis is a comprehensive research in the field of in-
tegrated advertising campaigns of multinational enterprises. 
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2 Research Methodology 

2.1 Introduction to the research methodology 

In order to perform a successful research study, it was decided to utilise various 
forms of gathering information, so as to develop a valid and profound thesis. The re-
search design was exploratory in order to gain thorough understanding of the re-
search topic and to obtain in-depth data about the research object. All major compo-
nents of the research paper, namely the theory, empirical findings and analysis, were 
integrated in a cohesive and coherent manner and structured to effectively address 
the central research questions.15 

Since the selected research method should be the one most effective to collect the 
data needed to answer the research questions, it was decided that the research 
study must be qualitative. Qualitative research is used in exploratory designs and 
offers detailed insights and understandings of the research object, which is unobtain-
able by quantitative research.16 In this thesis, qualitative data was drawn together in 
the form of primary and secondary sources of information. Secondary data was col-
lected through several types of documents providing concepts and theoretical back-
ground. The appropriate method for gathering primary data was through communica-
tion in the form of two semi-structured in-depth interviews consisting of ten open 
questions each.17 The interview questions can be found under the Appendices B and 
C and the responses in the chapters on Dr. Oetker and its advertising, thereby dem-
onstrating the validity of the findings. 

2.2 Case study research 

Case studies thoroughly investigate one existing, contemporary situation whereby a 
deep examination of the element of interest is conducted.18 In this paper, the element 
of interest was the firm Dr. Oetker and especially its advertising. The case of 
Dr. Oetker was intensively studied with the purpose of getting real life insights on how 
advertising is planned and implemented in the domestic market and abroad, with a 
focus on the country of Sweden. This single case was appropriate since substantial 

                                                 
15 Compare: Hair, J. F., Bush, R. P., Ortinau, D. J. (2006), p. 174 – 175. 
16 Compare: Hair, J. F., Bush, R. P., Ortinau, D. J. (2006), p. 173. 
17 Compare: Ghauri, P., Grønhaug, K. (2002), p. 101. 
18 Compare: Hair, J. F., Bush, R. P., Ortinau, D. J. (2006), p. 201. 
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in-depth details about the company and its advertising campaigns were gathered with 
the objective of developing a comprehensive description of the issues leading to an-
swers to the research questions.19 Additionally, this case was critically investigated 
and used to test, confirm and inductively extend the established theory.20 In this case 
study, detailed data about the investigated company was gathered which led to re-
sponses to the research questions, thus it can be argued to be the suitable research 
approach. One boundary of this case study could have been to obtain valuable in-
formation from the interviewees at Dr. Oetker. Therefore, it was made sure that addi-
tional sources were consulted to provide supplementary data regarding the example 
company. Multiple sources of qualitative data, such as interviews from two different 
angles, the company website, current company brochures and operating figures as 
well as external reports, were analysed.21 Collecting these different kinds of data on 
the subject matter of the research study and combining them improved the accuracy 
of results. The use of this triangulation produces a more complete, holistic and ap-
propriate portrait of the study object, thereby validating the information received from 
various sources.22 

As the research approach taken on a research project can greatly affect its out-
come, it was necessary to identify the issues most relevant to find answers to the 
research questions and then develop a suitable research approach. As a result, the 
main components of this research are the specification of the theoretical framework 
regarding the two broad topics of planning integrated advertising campaigns and mul-
tinational enterprises acting on national markets, the empirical findings on the country 
of Sweden and the case study on the company Dr. Oetker, the analysis and reflec-
tion, finalised with the recommendations and conclusion. 

2.3 Secondary data 

As a first step in this exploratory study, secondary literature on the research topic 
was reviewed and the theoretical framework was erected, with the purpose of serving 
as a clear and comprehensive basis of the thesis. This secondary data was of par-
ticular use to get an insight into the research topic, to develop a greater understand-

                                                 
19 Compare: Yin, R. K. (2003), p. 2. 
20 Compare: Ghauri, P., Grønhaug, K. (2002), p. 178 – 179. 
21 Compare: Yin, R. K. (2003), p. 83. 
22 Compare: Ghauri, P., Grønhaug, K. (2002), p. 181 – 182. 
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ing of the research area and to test the research questions.23 Information on planning 
advertising campaigns and advertising abroad was gathered from books from the 
university library, scientific articles from online libraries and journals as well as com-
pany reports and reliable websites, thus from sources which already exist. Using dif-
ferent sources of data provided important background information and knowledge 
about the research area, which constitute the basis of this study. By creating a deeply 
rooted theory section, several terms and definitions, the underlying questions con-
cerning marketing campaigns and the influence of country-specific aspects could be 
clarified. Hence, responses to the question of how planning of advertising campaigns 
is done in theory could be developed. Furthermore, controversial views of different 
authors on the research topic were described and evaluated. 

2.4 Primary data 

Primary data, the collection of firsthand, new information by the researcher, was in 
this case on the multinational enterprise Dr. Oetker.24 The company was chosen be-
cause of the fact that it is a German company operating on the Swedish market. The 
way this multinational enterprise plans its advertising campaigns and does business 
abroad, is illuminated in the empirical findings. In contrast to the quantitative data 
collection, the qualitative method concentrates on few people rather than on a large 
quantity. Qualitative data was assembled by conducting two in-depth expert inter-
views with managing directors responsible for marketing in the company investigated, 
thereby capturing the phenomenon of multinational advertising campaigns from two 
viewpoints of the company perspective. All interview questions were prepared ahead 
of time to be sure to cover all aspects of the topic. Due to the fact that the interview 
questions were predefined, requesting detailed information about the company, its 
manner of planning advertising campaigns and what needs to be considered when 
acting on foreign national markets, the guidelines for the interviews were set. How-
ever, the interviewees also got the opportunity to communicate their personal views 
on the topic and were encouraged to elaborate or explain answers further. This is the 
main benefit of semi-structured interviews. Each interview lasted approximately 25 
minutes. The interviews were conducted in order to get a detailed picture about the 
researched issues and qualitative information about an authentic business case of an 
advertising campaign in a new national market, and to benefit from expert knowl-

                                                 
23 Compare: Cooper, D. R., Schindler, P. S. (2003), p. 152 – 153. 
24 Compare: Hair, J. F., Bush, R. P., Ortinau, D. J. (2006), p. 64. 
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edge. This is a suitable method because with these interviews the questions of how 
the planning of advertising campaigns is done in practise can be answered and prob-
lems and issues which occur during the process can be discovered. This qualitative 
method provides rich information about the interviewees’ experiences, motivations, 
behaviour and aspirations. Both interviews made a great contribution to collecting 
valuable information and accomplishing the research objective.25 As the questions 
were precise and focussed, this was a useful means of qualitative data collection. 

2.5 Reflections on the research methodology 

Within the analysis section the primary and secondary data were merged and the 
empirical data were interpreted based on the theories and concepts developed in the 
literature review. It was examined how the investigated company Dr. Oetker puts na-
tional advertising campaigns in Sweden into practice and what other companies 
could learn from that. As a result, these specific facts were inductively moved to a 
general, tentative phase model.26 The underlying goal was to compare the theoreti-
cally gathered findings with reality and by this analyse if multinational companies 
nowadays plan and implement their marketing campaigns as it is described in litera-
ture. The theoretical phase model was developed for a company’s successful plan-
ning phase and its aim to form brand and product awareness when entering a new 
market.  

The chosen research method can be considered as reliable, transferable and valid. 
The interviews were a suitable means for gathering valuable primary data on the in-
vestigated company Dr. Oetker. These findings were then compared to the secon-
dary information derived from books, articles in scientific journals and electronic 
sources. By analysing the theoretical and empirical findings and developing a phase 
model for multinational enterprises acting on national markets, the methodology was 
proven as externally valid, since it was possible to generalise beyond the study object 
and setting to further objects and settings.27 The outcome of the entire research 
helped to answer the research questions. 

                                                 
25 Compare: Cooper, D. R., Schindler, P. S. (2003), p. 335. 
26 Compare: Cooper, D. R., Schindler, P. S. (2003), p. 520. 
27 Compare: Ghauri, P., Grønhaug, K. (2002), p. 72. 
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3 Literature Review 

3.1 Introduction to the literature review 

The subsequent chapter will elaborate all the important theoretical aspects which are 
necessary for the research. Following the overall topic of the paper Planning Inte-
grated Advertising Campaigns – Multinational enterprises acting on national markets 
the literature review will be divided into the two main parts of planning integrated ad-
vertising campaigns and multinational enterprises acting on national markets. Each of 
these core sections will be subdivided into further chapters in order to maintain a 
clear structure and to explain the relevant aspects.  

The first part of the theoretical framework will hence clarify central terms and charac-
teristics of integrated campaigns and their communication response steps, demon-
strate the variety of the media which can be employed and explain the planning 
process in detail.  

The second major part is broken down into the topics of advertising abroad, possible 
organisational structures and draws to a close with a model on macro-environmental 
factors crucial for multinational enterprises to consider when acting on foreign na-
tional markets. 

3.2 Planning integrated advertising campaigns 

3.2.1 Terms and definitions 

The marketing mix is composed of the four main elements product, place, price and 
promotion. These controllable components are put together in order to create appro-
priate products and to satisfy customers. Therefore, promotion, also referred to as 
marketing communication, is matched with the design of the product, the mode of 
distribution and the price level, creating the overall marketing mix.28 

Communication can be defined as transmitting information, the exchange of ideas, or 
the process of establishing a common understanding between a sender and a re-

                                                 
28 Compare: Lee, M., Johnson, C. (1999), p. 11. 
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ceiver.29 Marketing communications are the way by which companies inform, per-
suade and remind consumers about the products and brands they sell.30 The tasks of 
marketing communication are to express the value of the offered products and ser-
vices by transmitting information about needs they will meet or inspire, relevant char-
acteristics and how to utilise the products and services. Additionally, communication 
should notify potential customers of how, where and when to find the offerings.31 
Communication with current and potential customers is achieved through the promo-
tional mix with its four possible elements personal selling, sales promotion, public 
relations and advertising.32 As this thesis focuses on the variable of advertising, this is 
further defined. 

Advertising, as a single component of the promotional mix, is a paid, non-personal 
communication concerning a company and its products or services, which is trans-
ferred to a target audience with the help of a mass or direct advertising medium.33 
Using this medium a certain communication message is transferred. 

From that perspective of advertising, a campaign is a series of consistent marketing 
communication messages designed to meet a set of purposes based on a situation 
analysis and transmitted over time, through numerous marketing communication ac-
tivities and through several types of media. With a campaign approach, the probabil-
ity that the communication efforts will create synergy should be increased.34  As this 
definition is not sufficient to meet the needs of advertising on a special market, an 
enhanced, more detailed definition of a campaign will be introduced. 

A campaign can be defined as a temporary, media supported series of advertis-
ing activities regarding a certain product that is designed to reach defined 
goals with selected target customers on a competitive market.35  

The term campaign thus indicates that successfully performed advertising is a de-
signed set of activities with an explicit purpose and not a series of disorganised oc-

                                                 
29 Compare: Belch, G. E., Belch, M. A. (2001), p. 139. Further explanations can be found in chapter 

3.2.2 Constitutive characteristics of campaigns. 
30 Compare: Kotler, P., Keller, K. L. (2007), p. 279. 
31 Compare: Ottesen, O. (2001), p. 35 – 36. 
32 Compare: Lee, M., Johnson, C. (1999), p. 12 – 13. 
33 Compare: Kotler, P., Keller, K. L. (2007), p. 279. 
34 Compare: Burnett, J., Moriarty, S. (1998), p. 622. 
35 Based on O'Guinn, T., Allen, C. T., Semenik, R. J. (2003), p. 11 – 13, enhanced by the important 

factors product and competitive market. 
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currences.36 This definition will be used throughout this research paper, since it con-
cisely captures the major constitutive characteristics of campaigns. These will be de-
picted in detail in the following sub-chapter. 

3.2.2 Constitutive characteristics of campaigns 

In this section each of the fundamental characteristics of a campaign will be briefly 
explicated. 

Defined goals: A company’s campaign goals illustrate a future situation which 
should be strived for and obtained through certain communication activities. Primar-
ily, they are defined as to move consumers to the next level of the hierarchy of ef-
fects, which is assembled by the components of awareness, attitude and behaviour. 
Campaign goals are deduced from the company’s marketing objectives and serve as 
an orientation parameter during the campaign planning and implementation process 
and a benchmark when measuring and evaluating the outcome.37 All campaign deci-
sions, for example the choice of the advertising media and the extent of the dispos-
able budget, have to be aligned with them. Since campaign goals have to fulfil the 
central functions of steerage, motivation, coordination and evaluation, their predefini-
tion and application are of high significance.38 

Product: Every campaign is designed for a certain product. A product is anything 
that can be offered to a market that might satisfy or inspire a want or need, being ei-
ther a physical, tangible good or a service. By defining the advertised product, the 
potential target audience and the correct advertising messages and media can be 
selected. The nature of the product includes such aspects as product type or stage 
within the product life cycle (PLC).39 When a product is advertised in a foreign na-
tional market, the nature of the product plays an important role.40 

Selected target customers: A campaign with all its activities is planned and de-
signed specifically for a selected target audience. This ensures that those people are 
addressed who are potential buyers of the advertised product and that the employed 
communication strategy is appropriate. The target customers should be selected 

                                                 
36 Compare: Wilmshurst, J., Mackay, A. (1999), p. 79. 
37 Compare: Rothschild, M. L. (1987), p. 145 – 148. 
38 Compare: Percy, L., Rossiter, J. R., Elliott, R. (2002), p. 43 – 44. 
39 Compare: Lilien, G. L., Kotler, P., Moorthy, K. S. (1992), p. 512. 
40 Compare: Papavassiliou, N., Stathakopoulos, V. (1997), p. 513. 
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based on a mixture of dynamic usage-related traits and durable demographic, ethnic, 
psychographic and geographic attributes. The result is the definition of a homogene-
ous group of buyers whose lifestyles, attitudes and desires as well as purchase man-
ners are known. Based on this information the adequate choices of advertising mes-
sages and media can be ensured.41 

Media supported series of advertising activities: The implementation of the cam-
paign goals occurs through a media supported series of advertising activities. These 
activities comprise the two major communication tools message and media.42 

Figure 2: Communication process of a campaign43 

 

As the model depicts, the initiator of a communication process is the sender (com-
pany), aiming to influence the receiver (potential customer) in terms of the stated 
campaign goals. The sender encodes the communication by selecting words, sym-
bols, pictures or the like, to represent the thoughts, ideas or information which should 
be delivered to the receiver. The encoding leads to the development of an informa-
tional and meaningful message, which must be put into a transmittable form. The 
message is then transferred to receiver with the help of a communication medium.44 
Broadly speaking, media can be divided into mass communication and direct com-
munication channels which then again influence if the information is exchanged ver-
bally, written or symbolic. The receiver, who hears, reads or sees the sender’s mes-
sage then decodes it by transforming it back into thought. This process is profoundly 
influenced by the receiver’s frame of reference, referring to the experiences, percep-

                                                 
41 Compare: Rothschild, M. L. (1987), p. 148. 
42 Compare: Kotler, P., Keller, K. L. (2007), p. 280 – 281. 
43 Compare: Belch, G. E., Belch, M. A. (2001), p. 139. 
44 Compare: Stidsen, B. (1970), p. 47 – 48. 
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tions, attitudes and values the person brings to the communication situation.45 The 
sender, therefore, must have enough information about the receiver so that the 
communication can be sent effectively and the message will be understood and in-
terpreted correctly.46 Decoding leads the receiver to a sort of reaction, presenting 
feedback in the form of a non-observable action, e.g. memorising the information, or 
immediate action, such as purchasing the advertised product. Companies are natu-
rally very interested in that part of the receiver’s response, since it notifies them of 
how the intended message has been decoded and interpreted. Unplanned extrane-
ous factors, such as no common frame of reference and thereby usage of an unfamil-
iar symbol or word, can distort or interfere with the process and work against effective 
communication.47 Each new combination of communication message and media re-
sults in a new media supported advertising activity. 

Temporary: Each campaign has a defined starting and ending point in which the dis-
tinct campaign goals should be accomplished and can be measured. Campaigns 
tend to run for a relatively short term, usually less than a year.48 This originates from 
a company’s hierarchical system of objectives. Campaign goals are operative and 
deduced from higher-levelled strategic, long-term business and marketing objectives; 
accordingly they possess a rather short-term character. The attribute of temporari-
ness is important within any campaign, since it will influence decisions concerning 
media selection and scheduling, along with providing the information of when the 
evaluation phase begins.49 

Competitive market: A market with competition can be described as a collection of 
buyers and sellers who transact over a particular product or product class.50 A market 
definition contains two dimensions, explicitly a product and geographic area.51 The 
product market describes the product offered by the producer to the consumer, and 
comprises all competitive products which are regarded as interchangeable by the 
consumer, by reason of the products' characteristics, their prices and their intended 
use. The geographic market refers to either a national market of a country, a smaller 
region within this country or a larger region including continents or even the world, 

                                                 
45 Compare: Belch, G. E., Belch, M. A. (2001), p. 139 – 144. 
46 Compare: Rothschild, M. L. (1987), p. 19. 
47 Compare: Belch, G. E., Belch, M. A. (2001), p. 144 – 146. 
48 Compare: Schultz, D. E. (2001), p. 8. 
49 Compare: Rothschild, M. L. (1987), p. 148. 
50 Compare: Kotler, P., Keller, K. L. (2007), p. 5. 
51 Compare: Office of Fair Trading (2004), p. 8. 
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and comprises the area in which a company is involved in the supply and demand of 
products.52 

3.2.3 Integrated campaigns 

Developing an integrated campaign entails the complete comprehension of the 
strengths and weaknesses of advertising and promotion as well as their respective 
forms of media. A thoroughly integrated planning approach is vital for effective com-
munication with the defined target audience.53 Integration of communication within 
campaigns is reached when a single, consistent message which is directed towards 
one large creative idea is implemented across all advertising actions. This message 
is maintained over time and developments of campaigns evolve from this core idea, 
so that communication is instantly identifiable wherever it is seen or heard. The goal 
of integrated advertising is to transport a clear message to a defined target audience 
in a successful way.54 Therefore, campaigns are integrated when each part of the 
campaign is consistent with the others and all reinforce each other, so that the unmis-
takably positioned message precisely demonstrates the attributes of the brand to a 
target audience.55 Integrated campaigns have the advantage that they render the 
promotional communication memorable and effective. This means that a high stan-
dard of creativity is needed so that the message can be delivered in various ways 
and does not become boring; however, remaining close to the core positioning.56 The 
main success factor of an integrated campaign is the centralised strategic planning 
and the resulting ability to deliver a consistent message. In order to achieve the 
aimed for communication goals, any possible combination of marketing communica-
tion should be employed. All messages have to be temporally coordinated and ema-
nate the same “look and feel”, stemming from one creative umbrella idea. An inte-
grated campaign uses all available options which have the ability to satisfy the com-
munication objectives of the brand, e.g. building and maintaining brand awareness, 
identity and preference. These options in the forms of mass and direct advertising as 
well as promotion, such as event sponsorship, sales promotion or public relations, 
are combined to a consistent marketing communication programme.57 Summarising it 

                                                 
52 Compare: European Commission (1997), p. 2. 
53 Compare: Percy, L., Rossiter, J. R., Elliott, R. (2002), p. 261. 
54 Compare: Brannan, T. (1995), p. 13. 
55 Compare: Wilmshurst, J., Mackay, A. (1999), p. 39. 
56 Compare: Brannan, T. (1995), p. 16 – 20. 
57 Compare: O'Guinn, T., Allen, C. T., Semenik, R. J. (2003), p. 517. 
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can be stated, that a campaign is integrated when all communication activities are 
interconnected in form and content.58 

3.2.4 Communication response steps of integrated campaigns 

The function of all the elements of an integrated campaign is to communicate a cer-
tain message to a specific group of consumers, with the intention of creating aware-
ness and at the end increasing sales and the following profits for the company.59 
Therefore, it is essential to understand the above described communication process 
and its elements, so to grasp how consumers will perceive and respond to messages 
and how reactions to the brand can be steered.60 

Advertising initiates a possible series of responses on the consumer’s side, which if 
successful can lead to product sales. Effective communication within an integrated 
advertising campaign therefore aims at positively influencing consumers’ attitudes, 
mostly brand attitudes, and must pass the four response steps exposure, processing, 
communication effects and action. 

In order to communicate successfully, consumers must at first be exposed to the 
message. This takes place when the message is placed so that the potential buyers 
can see, read or hear it, which is achieved with the help of the media. Integrated 
campaigns utilise several forms of media, whereby all messages demonstrate coor-
dination and consistency. 

The following step which leads to successful communication is that consumers have 
to process the elements of the ad, which means responding to them by paying atten-
tion and learning. 

This immediate response to the ad has to lead to a more enduring response which is 
associated with the brand.61 This response step includes the communication effects, 
stimulated by the marketing communication and described as category need, brand 
awareness, brand attitude and brand purchase intention. Category need illustrates 
the initial interest in the product category and brand awareness the identification of 
the brand through recognition and recall. Brand attitude portrays the favourable 

                                                 
58 Compare: Percy, L., Rossiter, J. R., Elliott, R. (2002), p. 270 – 271. 
59 Compare: Cheong, Y., Leckenby, J. D. (2006), p. 16. 
60 Compare: Belch, G. E., Belch, M. A. (2001), p. 138. 
61 Compare: Percy, L., Rossiter, J. R., Elliott, R. (2002), p. 35 – 37. 
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knowledge and feelings regarding the brand, followed by the intention of trying or 
buying the product. Communication objectives are determined by the communication 
effects aspired.62 

Once the advertising message has been positively processed, the caused communi-
cation effects connected to the brand will lead to the fourth response step. This en-
tails a person within the target audience taking an action, namely deciding to buy the 
brand. 

These four communication response steps are needed for integrated campaigns to 
be successful.63 Advertising is not the only responsible variable making members of a 
target audience purchase the product. The other components of the marketing mix, 
the product itself, the competitiveness of the price, the distribution and availability as 
well as supplementary promotional actions, also play important roles. However, ad-
vertising can be the crucial part, above all when potential customers were not previ-
ously aware of the brand.64 

3.2.5 Advertising media and promotion 

Advertising media constitute the basis for the activities within a campaign. In order to 
reach the goal of targeted communication, integrated campaigns apply mass and 
direct advertising media, as well as promotional tools. In the following section, these 
three broad classifications with their different advertising and promotion forms as well 
as their respective advantages and disadvantages are outlined and discussed.65 Un-
derstanding and taking into account the advantages and disadvantages of each ad-
vertising and promotional tool are of vital importance in the subsequent planning 
process and its media planning, which are described in chapter 3.2.6. Figure 3 gives 
an overview of advertising media. 

                                                 
62 Compare: Kotler, P., Keller, K. L. (2007), p. 283. 
63 Another model to describe the sequence of customer responses is the AIDA formula with its vari-

ables attention, interest, desire and action. This is but a summary of the above mentioned model 
linking processing and communication effects to a single hierarchy of effects. Attention (process-
ing) with the communication effects of category need, brand awareness and attitude along with 
brand purchase intention are compressed with interest and desire, followed by the final step ac-
tion found in both models. Compare: Rossiter, J. R., Percy, L. (1998), p. 309. For further readings 
concerning the response process and communication effects, consult Belch, G. E., Belch, M. A. 
(2001), p. 148 – 164. 

64 Compare: Percy, L., Rossiter, J. R., Elliott, R. (2002), p. 37 – 38. 
65 For a summarised version of advertising media characteristics, see Appendix A. 
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Figure 3: Overview of advertising media66 

 

Electronic media can be used for anonymous mass communication targeting, the 
major sub-types being television, radio and Internet.  

Television (TV) is in many countries and households the primary form of entertain-
ment and has therefore become the most powerful, cost-effective and broadly reach-
ing advertising medium. Television can be divided into network and cable broadcast-
ing where advertising can be carried out on a national, regional and local level. Tele-
vision commercials are generally a very effective and efficient way of advertising 
where a broad and undifferentiated market can be contacted. It allows for the dem-
onstration of the offered products or services. Moreover, television advertisements 
combine sounds, colour and motion, conveying creative pictorial storytelling and di-
rectly creating a strong emotional impact.67 Although these describe the strong ad-
vantages of television ads, a main disadvantage are the high absolute costs of pro-
ducing and running them.68 Television advertising can easily get in touch with a large 
amount of viewers; however there is a high tendency to skip the commercials by re-
cording the program and skipping the advert break or changing the channels when 
advertising begins. Many viewers simply get irritated by the fact that advertising takes 
up such a large sum of total broadcast time.69 Nevertheless, television advertising is 

                                                 
66 Own creation, based on Belch, G. E., Belch, M. A. (2001), p. 143 – 144, p. 334 and influenced by 

the literature reviewed in this sub-chapter (3.2.5). 
67 Compare: O'Guinn, T., Allen, C. T., Semenik, R. J. (2003), p. 541 – 542. 
68 Compare: Kotler, P., Keller, K. L. (2007), p. 298. 
69 Compare: Lee, M., Johnson, C. (1999), p. 205 – 209. 
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and presumably will remain among the most important and employed media of many 
companies throughout the world.70 

Radio advertising can be carried out on national networks and in regional or local 
areas. Through national radio networks advertising messages can simultaneously be 
transmitted to the entire national market via certain stations that subscribe to the 
network’s programs. Radio is a popular advertising medium, especially for local re-
tailers, since it can be created and broadcast at a relatively low cost and its coverage 
is usually localised.71 The main advantages of radio advertising are therefore its flexi-
bility and inexpensiveness. Ads can be broadcast at almost any time and on short 
notice. It is also rather economical given that neither the production, nor the radio 
time is very expensive.72 Consequently, this communication can easily be adjusted to 
the given budget regarding its reach and frequency. Radio advertising can address 
particular niche audiences, for example ethnic groups, through specified programs 
and stations. The negative sides of radio include the fact that it is strictly a listening 
medium and the offerings can only be described, not shown or demonstrated. Due to 
poor audience attentiveness, ads featuring the relevant company and product name 
need to be heard several times before being effective and recognised by the listen-
ers.73 Companies utilising the radio as an advertising medium have to be aware of the 
fact that a large number of stations exist to choose from. In order to have broad reach 
they must buy radio time on several stations even in the same local area.74 

Internet allows for electronic transfer of information through the infrastructure of an 
interconnected global network of computers where geographical boundaries are ir-
relevant. The Internet permits several methods of conveying information and com-
municating, such as for example the World Wide Web (WWW) and e-mail. Compa-
nies use this medium for advertising their brands and transacting sales through 
online consumer purchase options. The Internet offers the possibility of direct com-
munication with customers and of immediate responses to ads from them. One way 
of promoting a company and its products is the creation of a homepage. Here adver-
tisements, press releases, company history, missions and visions, newsletters as 
well as consumer education materials and product promotions can be displayed.75 

                                                 
70 Compare: O'Guinn, T., Allen, C. T., Semenik, R. J. (2003), p. 549. 
71 Compare: Kotler, P., Keller, K. L. (2007), p. 298. 
72 Compare: O'Guinn, T., Allen, C. T., Semenik, R. J. (2003), p. 550 – 551. 
73 Compare: Kotler, P., Keller, K. L. (2007), p. 298. 
74 Compare: Lee, M., Johnson, C. (1999), p. 214 – 216. 
75 Compare: Lee, M., Johnson, C. (1999), p. 303 – 305. 
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Another way of Internet advertising is through ad banners or pop-ups, which are de-
signed to catch a consumer’s attention and when clicked on lead to a Web page with 
more extensive information.76 One of the major advantages of Web advertising is the 
fact that it is interactive, therefore particularly suited for audience targeting. For that 
reason online advertising can be seen as an advanced means for building customer 
relationships and brand awareness. Only on the Internet customers can see, inspect 
and compare advertisements, demand and obtain customised product information, 
make an immediate purchase and at the same time save money and time.77 Addi-
tionally, electronic communication has brought about many advantages to busi-
nesses and private people through extremely fast ways of exchanging information in 
a global market place. The main disadvantage that can be recorded with Web adver-
tising is the growing amount of “junk e-mailing”, also known as “Spam”, a method 
where companies send out commercial e-mail in bulk and thereby bother thousands 
of subscribers. Another challenge to online advertisers is the possibility of intrusions 
which can render credit card buying and selling via the Internet insecure. It needs to 
be kept in mind that Internet is a rather new medium which can have a low number of 
users depending on the country.78 Even though companies have to face fierce com-
petition and a lack of effective evaluation means when advertising on the Internet, it 
is essential to recognise it as a major player among advertising media which cannot 
be ignored.79 

Another type of anonymous mass communication targeting is print media, with the 
main sub-types newspapers and magazines. 

Newspapers are an extremely important advertising medium and reach a large per-
centage of people who read them on a daily basis. Since newspapers allow for in-
stant communication, local advertisers and especially retailers use this form of media 
to inform about sales and distribute discount coupons.80 Newspapers can be catego-
rised into the types of daily, weekly, national, special audience and free of charge 
local publications. The main advantage of newspapers is the fact that they reach al-
most any reader and their coverage is not limited to a certain socioeconomic or 
demographic group. The time between placing a newspaper ad and running it is 
short, so that local market developments or newsworthy events can be communi-

                                                 
76 Compare: O'Guinn, T., Allen, C. T., Semenik, R. J. (2003), p. 575 – 577. 
77 Compare: DuFrene, D. D., Engelland, B. T., Lehman, C. M., Pearson, R. A. (2005), p. 65. 
78 Compare: Kotler, P., Keller, K. L. (2007), p. 298. 
79 Compare: Lee, M., Johnson, C. (1999), p. 306 – 311. 
80 Compare: O'Guinn, T., Allen, C. T., Semenik, R. J. (2003), p. 526 – 527. 
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cated by companies very quickly. Newspapers can supply the audience and space 
for long, detailed communication, when needed including prices and other features 
due to high believability.81 Since newspapers are often geographically bound, they 
can target a certain area, city or even neighbourhood. Disadvantages of newspapers 
include the short life of mostly one day or maximum one week.82 Furthermore, neither 
the paper, nor the printing and colour are of high quality because newspaper presses 
are dedicated to speed. Newspaper advertising is therefore a medium for the fast 
transfer of information to a large amount of readers, though sometimes it might not 
catch much attention among the clutter of other ads.83 

Magazine advertising serves the educational, informational and entertainment needs 
and interests of a variety of readers. Generally, magazines can be classified into the 
broad audiences they serve and should reach, which leads to high geographic and 
demographic selectivity.84 Therefore, the feature mostly distinguishing magazine ad-
vertising from other media is the fact that through magazine advertising a particular 
audience can directly be pinpointed. Other advantages are that magazines are 
known for their long lives since they often get passed on from subscribers to other 
readers and for their high reader involvement. Magazine advertisements almost al-
ways have a high quality printing and colour. Magazines come in flexible formats 
which offer a wide variety of ad sizes or inserts.85 Disadvantages for companies aim-
ing at advertising in magazines are the facts that ad space can be very expensive 
and that cluttering caused by too many advertising pages leads to inefficient commu-
nication. Magazine advertising needs to be planned well in advance, since ads usu-
ally must be submitted up to three months before publication; however, if positioned 
well, it directly addresses a specific segment of target customers, which can be highly 
successful.86 

Anonymous mass communication targeting can also take place in the form of out-
door advertising. Outdoor advertising refers to a large and unbounded variety of 
communication media, which can be split into the two main categories of posters and 
transport/transit advertising. 

                                                 
81 Compare: Kotler, P., Keller, K. L. (2007), p. 298. 
82 Compare: O'Guinn, T., Allen, C. T., Semenik, R. J. (2003), p. 528 – 529. 
83 Compare: Lee, M., Johnson, C. (1999), p. 194 – 197. 
84 Compare: Kotler, P., Keller, K. L. (2007), p. 298. 
85 Compare: O'Guinn, T., Allen, C. T., Semenik, R. J. (2003), p. 534. 
86 Compare: Lee, M., Johnson, C. (1999), p. 185 – 193. 
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Special forms of posters are individually painted bulletins, store and roadside signs 
as well as illuminated spectaculars on huge buildings in city centres.87 Posters, nor-
mally in the form of billboards, have the capability of reaching many people at rather 
low expenditures. Although viewing time of each passer-by is brief, poster advertising 
makes broad coverage and high visibility possible, coupled with cost efficiency.88 A 
further advantage of posters is that they are a geographically selective medium which 
can be installed in certain cities, neighbourhoods and even close to particular shops 
they are mean to make people aware of and remember. Posters are a striking, col-
ourful and remarkable reminder of the campaign theme and commonly serve the 
purpose of supplementing another medium, such as television or magazines.89 Out-
door advertising is generally not an intrusive medium; however this can depend on 
the brand impact in the consumers’ minds due to advertising creativity in form and 
context. By securing a high level of repetition in busy areas as well as a very short 
and clear message, posters will reach a significant proportion of potential customers 
in the market.90 

Transit advertising includes commercials on buses, trains, taxis and in bus, railroad, 
airport and subway terminals.91 Since the audience is momentarily immobilised, usu-
ally on a daily routine, they are frequently exploited for detailed announcements and 
offer the possibility of repetitive message exposure.92 Similar to posters, transit adver-
tising can be employed selectively and locally. 

Direct advertising media can be used for individual communication targeting, the 
main forms being direct mail and telemarketing. 

Direct mail advertising refers to an advertising message sent directly to a person the 
advertising company aims to influence; therefore it encompasses a high level of se-
lectivity.93 Companies utilise mailing lists drawn from customer information data-
bases, thereby segmenting the market on the basis of demographic, ethnic, psycho-
graphic and geographic attributes and eliminating waste coverage. Advantages re-
garding direct mail are that it is less constrained by the time and space considera-
tions of print, broadcast and other media as well as having a very large scope of 

                                                 
87 Compare: Wilmshurst, J., Mackay, A. (1999), p. 246. 
88 Compare: Lee, M., Johnson, C. (1999), p. 223 – 225. 
89 Compare: O'Guinn, T., Allen, C. T., Semenik, R. J. (2003), p. 609 - 611. 
90 Compare: Wilmshurst, J., Mackay, A. (1999), p. 247 – 249. 
91 Compare: Lee, M., Johnson, C. (1999), p. 225. 
92 Compare: O'Guinn, T., Allen, C. T., Semenik, R. J. (2003), p. 614. 
93 Compare: O'Guinn, T., Allen, C. T., Semenik, R. J. (2003), p. 684. 
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creative possibilities. Direct mailing can include letters, catalogues, brochures, re-
sponse cards or envelopes, product samples or informational CDs.94 Catalogues offer 
a way of shopping at home demonstrating the offered products to the readers in an 
eye-catching setting showing as many details and features as possible.95 Yet, in this 
variety of communication the direct mail letters have the most important role by per-
sonalising the mailing and establishing a relationship with the potential customer, be-
ing attention-grabbing as well as communicating product benefits and premiums. 
Concerns of direct mail advertising are its high cost per contact and its negative im-
pact on the environment caused by paper waste. With the help of high-quality infor-
mation databases and pinpointed customer approach as well as recycling, direct mail 
can be a successful form of media within a campaign.96 

Telemarketing can be a rather persuasive means of direct advertising. It exists in two 
forms, inbound calls for orders, inquiries and complaints and outbound calls from 
telephone salespeople.97 Customers’ responses to telemarketing can range from fa-
vourable to dissatisfying, yet many have a somewhat negative image of it in mind. 
Companies using this media device need to be aware of the fact that sales calls are 
rather intrusive, especially when occurring at inconvenient times.98 Rising consumer 
concerns about privacy have also led to the option of moving peoples’ names from 
mailing to no-calls lists. If telemarketing is meant to be successful and sell products 
effectively, the message has to be concise, convincing and well-designed.99 

Supplementary to mass and direct advertising, promotional activities can be carried 
out.  

Integrated campaigns are likely to utilise advertising and promotion together. While 
advertising and its types of media are aimed at the long-term strategic accumulation 
of a positive brand attitude, promotion rather has the short-term tactical purpose of 
stimulating brand sales at this point of time.100 The advantage of using advertising 
and promotion jointly is the interaction between the two. Once advertising has estab-
lished a strong brand attitude, promotion is much more effective in supporting this 
and reinforcing consumers’ already positive mindsets. Therefore, advertising is of 

                                                 
94 Compare: Percy, L., Rossiter, J. R., Elliott, R. (2002), p. 232 - 233. 
95 Compare: Martel, B. (2006), p. 46. 
96 Compare: Lee, M., Johnson, C. (1999), p. 239 – 244. 
97 Compare: Percy, L., Rossiter, J. R., Elliott, R. (2002), p. 233. 
98 Compare: O'Guinn, T., Allen, C. T., Semenik, R. J. (2003), p. 685. 
99 Compare: Lee, M., Johnson, C. (1999), p. 244 – 248. 
100 Compare: Percy, L., Rossiter, J. R., Elliott, R. (2002), p. 4. 
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crucial importance to build up a strong brand attitude and promotion can prop up and 
increase this brand strength.101 

Basic promotion techniques can be categorised as immediate, including price reduc-
tions, bonus packs and coupons or delayed after the target audience takes some ac-
tion, such as sweepstakes, rebate offers and loyalty programmes.102 Another form of 
consumer promotion is sampling, where potential customers get the chance to in fact 
try or use a product at little or no cost. Samples can be distributed at taste test stands 
in stores, in specific locations as street activities and at booths or stalls during sports, 
entertainment or company festivals.103 The advantages are low distribution costs 
along with getting the target audience to actually try, taste or apply a product, thereby 
leading them towards purchase.104 Even though promotion can generally be seen as 
a mass advertising medium, certain forms of it, such as sweepstakes or rebates 
when people send in their addresses, can lead to personalised communication in the 
future. A further mode of communication is through customer experiences, for in-
stance during tours at a factory or in a company museums.105 

Many promotional activities have the benefit of creating excitement for a product or 
brand, whereby this popularity should then lead over to product trial, larger purchase 
amounts or continuity of usage. Promotion should be integrated with advertising as a 
complementary technique, conveying the same idea and message. It therefore can 
be an important marketing communication tool within an integrated campaign, stimu-
lating and accelerating sales.106 

3.2.6 Phases within integrated campaigns 

This sub-chapter represents a phase model used by companies as a means of lead-
ing the creative procedure towards a thoroughly developed advertising campaign.107 
Successful advertising is an activity which demands cautious analysis and planning. 
Therefore, each step needs to be discussed and decided on, finding the best possi-
ble configuration for the company in question.108 In this research paper figure 4 is a 

                                                 
101 Compare: Percy, L., Rossiter, J. R., Elliott, R. (2002), p. 267 – 268. 
102 Compare: Percy, L., Rossiter, J. R., Elliott, R. (2002), p. 212. 
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schematic representation demonstrating a holistic view of the entire campaign proc-
ess. Since the research is focused on the topic of planning integrated advertising 
campaigns, planning will be elaborated in detail, while implementation and evaluation 
are discussed briefly. The main section on planning campaigns includes the choice of 
the campaign parameters, the situation analysis, the definition of communication ob-
jectives and the selection of a strategy, followed by the calculation of the budget. All 
attributes which are italicised describe an influence factor which is already given from 
outside of the phase model. The four steps of the communication response sequence 
(exposure, processing, communication effects and action), which were described in 
chapter 3.2.4, will also be found throughout the planning process, in this case, how-
ever, in the reverse order.  

An advertising campaign, a temporary, media supported series of advertising activi-
ties regarding a certain product, designed to reach defined goals with selected target 
customers on a competitive market, needs to be carefully planned. This plan is one of 
the best investments a company can undertake. When the messages are consistent, 
cautiously targeted and aimed at accomplishing the company’s objectives, the im-
plementation of the campaign should run smoothly, which the evaluation will then 
reflect.109 

 

                                                 
109 Compare: Brannan, T. (1995), p. 121. 
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Figure 4: Phase model of integrated advertising campaigns110 

 

First phase: Choose campaign parameters 

An advertising campaign plan should constitute a direct extension of a company’s 
marketing and business plan and objectives. One tool to join the campaign plan to 
the marketing plan is a statement of a brand’s value proposition. This statement of 
the functional, emotional and self-expressive benefits, in short what the brand is sup-

                                                 
110 Own creation, influenced by Brannan, T. (1995), p. 44, Rothschild, M. L. (1987), p. 10 and en-

hanced to an input-output, phase-based model. 



- 29 - 

posed to stand for in the eyes of the target audience, originates from the firm’s mar-
keting strategy and guides all planning activities.111 Before being able to actually plan 
a campaign it is therefore necessary to identify business objectives and their derived 
marketing objectives. These are defined by the company’s management and are 
strictly specified, quantifiable and limited to a certain period of time. Additionally, it 
needs to be clear which product the campaign is for. In order to develop effective 
campaigns, it is essential that the input factors are undoubtedly understood.112 Only in 
that case, the campaign can help to achieve the objectives by making the target au-
dience respond as wished by carrying out an action, e.g. purchasing the product.113 

After the input is clarified, the first phase within the campaign planning process is to 
specify the campaign parameters, such as which market and audience should be 
reached with the advertised product. Business and marketing objectives, which serve 
as input here, have many different facets. In this part of the planning process, they 
are important input in terms of which the relevant target market and target audience 
within the market are. Defining geographical limitations and socioeconomic groups 
being as homogeneous as possible will ensure the campaign’s optimal effectiveness 
and appropriateness.114 A detailed knowledge of the key audience is needed at this 
moment in the planning process. This entails a comprehensive insight into the life-
styles, attitudes and desires of the target customers involved in order to define the 
category of consumers which should be addressed.115 

Second phase: Analyse situation 

Once the campaign parameters are set and the target market and audience are clari-
fied, the company’s current situation is analysed. This identifies the overall brand po-
sitioning in the relevant market and the role which communication within the cam-
paign must fulfil in order to successfully advertise the product on the target market. 
Positioning contains decisions such as low-budget vs. exclusive product, advanced 
vs. conservative and so forth.116 Additionally, the main competitors on the target mar-
ket should be studied in order to find out how they are positioned and what makes 

                                                 
111 Compare: O'Guinn, T., Allen, C. T., Semenik, R. J. (2003), p. 276 – 277. 
112 Compare: Brannan, T. (1995), p. 45. 
113 Compare: Percy, L., Rossiter, J. R., Elliott, R. (2002), p. 39. 
114 Compare: Ottesen, O. (2001), p. 191. 
115 Compare: Brannan, T. (1995), p. 47 – 49. 
116 Compare: Wilmshurst, J., Mackay, A. (1999), p. 40. 
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their brands successful so that the competitive environment is completely under-
stood.117 

Third phase: Define communication objectives 

Referring to the schematic representation in figure 4 the specific communication ob-
jectives within the campaign can then be derived from several sources of input. At 
this point the business and marketing objectives provide input in terms of what objec-
tives should be reached and how communication objectives can help to achieve the 
marketing and business goals. This is an input factor which is given from outside of 
the phase model, namely the company’s management. Communication’s role, de-
rived from the phase above, also supplies input for the selection of communication 
objectives. Moreover, the communication goals must relate to the campaign parame-
ter in terms of the selected target audience in the target market, and to the brand po-
sitioning. Furthermore, the communication effects (category need, brand awareness, 
brand attitude and brand purchase intention), which the company desires and defines 
as most appropriate, determine these goals.118 These are determined outside of the 
phase model. Communication objectives, just as business and marketing objectives 
should be measurable and time-limited, so that the results of the campaign can later 
be assessed against these. They can include for example: “make an impact, create 
awareness, communicate messages, evoke an immediate response, create favour-
able impressions, remind consumers, fulfil needs, change perceptions (mental repo-
sitioning or overcome prejudice), reinforce brand attitudes, consolidate a position, 
enthuse the staff and the trade, encourage trial”119, and can be summarised as mak-
ing people think, feel or react in a certain manner in their relationship with the brand. 
A company’s campaign objectives are defined as to move consumers to the next 
level of the hierarchy of effects, which is assembled by its three most basic compo-
nents of awareness, attitude and behaviour.120 These are already mentioned in the 
sub-chapter about campaigns’ constitutive characteristics.121 

                                                 
117 Compare: Brannan, T. (1995), p. 49 – 50. 
118 Compare: Percy, L., Rossiter, J. R., Elliott, R. (2002), p.7, p. 50. 
119 Wilmshurst, J., Mackay, A. (1999), p. 70 – 71. 
120 Compare: Rothschild, M. L. (1987), p. 146. 
121 Furthermore, these steps of the relationship between consumers and the brand and the moves 

taken to arrive at the action (purchase) decision, can be demonstrated in the DAGMAR model, 
short for “Defining Advertising Goals for Measured Advertising Results”, which includes the steps 
unawareness, awareness, comprehension, conviction and action. Compare: Rothschild, M. L. 
(1987), p. 142. 
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Fourth phase: Select strategy 

Subsequently, the campaign’s defined communication objectives, together with the 
competitive environment derived in the situation analysis phase, serve as input for 
the following step of selecting a strategy. This declares how the above stated goals 
are to be achieved, the two elements being the advertising message and media 
strategy.122 The advertising message refers to what the company wants to communi-
cate and which words, colours or symbols can be utilised.123 It has to be designed in 
that way that the target audience will process it in the intended way to produce the 
desired communication effects. Advertising media and planning are a very complex 
topic and are therefore elaborated separately in the following paragraphs. It can nev-
ertheless be noted at this point, that this exposure of the advertising to the target au-
dience refers to the final step of the reversed communication response sequence.124 
Companies will select the best fitting and available set of advertising and promotion 
for their planned campaigns, made up of the message and the media strategy. This is 
typically done with the help of advertising and media agencies. Advertising agencies 
are responsible for developing the creative message of an advertising campaign, 
whereas media agencies consult companies in the procedures of media planning and 
buying.125 

Media planning entails the coordination of three levels of strategy formulations: mar-
keting strategy, advertising strategy and media strategy, whereby the marketing 
strategy gives the overall drive and course for the selection of the advertising and 
media strategy.126 The media strategy, an important step embedded into the planning 
process, focuses on supporting the development of the media plan. Media planning 
refers to a series of decisions which determine how the company can transfer its 
promotional message to the market in the most effective way. The resulting plan 
guides the specific media selection.127 

As described above every form of media has a set of unique characteristics with its 
strengths and weaknesses. With the aim of creating a complete campaign, compa-
nies have to mix and match appropriate techniques so that communication is effec-

                                                 
122 Compare: O'Guinn, T., Allen, C. T., Semenik, R. J. (2003), p. 366. 
123 Compare: Lee, M., Johnson, C. (1999), p. 123 – 124. 
124 Compare: Percy, L., Rossiter, J. R., Elliott, R. (2002), p. 41. 
125 Compare: Collin, W. (2003), p. 441. 
126 Compare: Lee, M., Johnson, C. (1999), p. 176. 
127 Compare: Belch, G. E., Belch, M. A. (2001), p. 305 – 306. 
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tive and successful.128 Further decisions have to be made about the extent to which 
different media should be employed, in which sequence and timing during the cam-
paign period. When choosing which of the available media will be most effective, the 
given company budget also needs to be taken into account.129 

Most types of mass advertising media, such as television, radio and national news-
papers have the ability of extensive coverage, reaching a large proportion of the 
population at once. Magazines though usually circulate in much smaller specialist 
audiences and are therefore more adequate for targeting certain groups. Advertising 
can also cover entire regions with the help of satellite TV, the Internet or for example 
pan-European press.130 Nonetheless, mass communication is impersonal and uncon-
trollable, in the sense that the company has no control over the exposure to the rele-
vant target audience. Moreover, most uncontrollable media, apart from outdoor ad-
vertising in the form of billboards or store signs, also carry competitors’ offerings, a 
fact that companies have to be aware of.131 

Direct advertising media can address audiences well, especially when used in con-
nection with high-quality consumer lists. With these the audience within a market can 
be segmented according to variables such as age, gender, geography, lifestyle, atti-
tudes, purchasing history and others, so that direct targeting is made possible. Yet, 
the larger the audience and the broader the international stretch, the more complex it 
becomes to perform cost-effective direct advertising. Direct mail is a suitable medium 
if enough time to plan and prepare is at hand. Then it can yield a rapid response and 
boost sales directly after implementation.132 Direct advertising media are controllable, 
giving the company complete influence over which buyers to write to or call. It is 
therefore 100% selective concerning the exposure to the relevant target audience. 
Obviously, only the company’s communication is expressed and not that of competi-
tors.133 

Telephone calls, personal letters and e-mails are seen to be very intrusive, in the 
sense that it is difficult for buyers not to be aware of them, while cinema, television 
and radio commercials are somewhat less but still relatively intrusive. Newspaper 

                                                 
128 Compare: Brannan, T. (1995), p. 107. 
129 Compare: Ottesen, O. (2001), p. 148. 
130 Compare: Brannan, T. (1995), p. 108. 
131 Compare: Ottesen, O. (2001), p. 235 – 236. 
132 Compare: Brannan, T. (1995), p. 109 – 110. 
133 Compare: Ottesen, O. (2001), p. 235. 
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and magazine advertisements in addition to posters are regarded as minor intru-
sive.134 Generally, the greatest strength of advertising and its variety of media is to 
build durable brand values and consumers’ positive brand attitudes, thereby adding 
prestige to the products, brands and company as a whole.135 

Promotion offers many different techniques of communication, it must, however, be 
seen as supplementary and as generating short term impacts. Alone it cannot build 
long-lasting brands, but together with advertising techniques and maintained firmly 
aligned with the brand strategy it offers many advantages.136 Promotion can contrib-
ute, for instance, through expanding the customer sales base and can support the 
development of brand values.137 

How the different forms of media should be chosen for an effective campaign de-
pends on the given market situation and its laws regarding advertising and promotion 
as well as the costs and the company’s disposable budget. Mainly, the right mix of 
media can be found by investigating the company’s marketing objectives and identify-
ing what communication with its different forms of media and characteristics should 
do in order to achieve those objectives. Furthermore, qualitative criteria such as the 
target consumers’ receptiveness at that moment in time and the brand’s fit to the me-
dium, as well as the cost per contact are essential to understand and consider.138 
Once the campaign strategy is developed, an outline tactical plan should be devel-
oped, including the choice of advertising media with their frequencies and scheduling 
throughout the given campaign period. A complete overview of the integrated cam-
paign is at this point constructed, so that the necessary budget can be established.139 
Generally, it can be stated that no form of communication is effective if it is not done 
correctly, since there are thresholds below which investment in a medium becomes 
worthless. Either the company has enough resources to implement an effective tele-
vision ad or a striking direct mail campaign, or if not, it should reconsider its alterna-
tives.140 It is better to leave out some of the planned activities to be able to fund the 

                                                 
134 Compare: Ottesen, O. (2001), p. 251 – 252. 
135 Compare: Brannan, T. (1995), p. 108 – 109. 
136 Compare: Brannan, T. (1995), p. 112. 
137 Compare: Lucas, A. (1996), p. 50. 
138 Compare: Collin, W. (2003), p. 443. 
139 Compare: Brannan, T. (1995), p. 113 – 117. 
140 Compare: Eagle, L., Kitchen, P. J. (2000), p. 676. 
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remaining ones adequately and run a meaningful campaign which makes a differ-
ence.141 

Fifth phase: Calculate budget 

The advertising message and media, planned externally by the agencies, then serve 
as a basis for calculating the required budget in order to carry out the planned activi-
ties.142 If the complete required budget is not approved by management, the message 
and media strategy must be reconsidered, so that a purposeful campaign can be run 
even with a lower budget. 

Sixth phase: Implement campaign 

The next step shown in figure 4 is the implementation. The concrete performance can 
be described as the implementation or execution of the campaign plan. Generally, it 
refers to the process of turning the advertising message and media plan into action 
and ensuring that the actions are executed in a goal-oriented manner.143 Specifically, 
it occurs when the planned advertisements are produced and placed across the vari-
ety of selected media, targeting the defined market and audience. During this phase, 
the communication objectives, such as for example creating brand awareness, com-
municating certain messages, reminding consumers or encouraging trial, serve as 
input and the aim is to achieve them.144 All the completed communication activities 
must remain within the set campaign budget. Clear and measurable goals as well as 
an understanding of cause and effects are prerequisites during this phase. Their exis-
tence can lead to a successful implementation of the planned advertising campaign, 
whereas shortcomings can cause severe implementation problems.145 

Seventh phase: Evaluate campaign 

The final component is the evaluation or controlling of a carried out advertising cam-
paign, shown in a feedback loop, which can take place at various stages while it is 
still running but definitely after it has ended.146 In this concluding phase companies 
have to check whether the actual communication effects and brand positioning are 

                                                 
141 Compare: Brannan, T. (1995), p. 118. 
142 Compare: Brannan, T. (1995), p. 44. 
143 Compare: Kotler, P., Keller, K. L. (2007), p. 340. 
144 Compare: O'Guinn, T., Allen, C. T., Semenik, R. J. (2003), p. 290 – 292. 
145 Compare: Eagle, L., Kitchen, P. J. (2000), p. 677. 
146 Compare: Wilmshurst, J., Mackay, A. (1999), p. 343. 
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the same as the desired effects and positioning. This shows if the message and me-
dia strategies were correctly chosen to contribute to the communication objectives of 
the campaign and in the following to the higher-level marketing and overall business 
objectives. Given that objectives are formulated strictly specific and measurable, they 
can be evaluated after the set period of time.147 When this task is completed and the 
outcome is weighed up against the predefined criteria, strengths and weaknesses of 
the campaign can be established as well as “Lessons Learned” derived. This serves 
as a basis for future communication activities, gaining knowledge of the achieve-
ments and correcting the failures.148 A comprehensive campaign evaluation is crucial 
to any company’s long-term advertising success, becoming part of the situation 
analysis for the next period.149 

3.3 Multinational enterprises acting on national markets 

3.3.1 Advertising abroad 

The multinational enterprise “takes a global approach to foreign markets and produc-
tion. It is willing to consider market and production locations anywhere in the 
world.”150 Therefore, a constitutive characteristic of a multinational enterprise is to act 
on more than its domestic market and to plan and implement its advertising cam-
paigns for a certain product in one or more specific countries. Throughout this re-
search paper, the term national market will thus refer to the market for a certain 
product on a geographical market in the form of a national market of one country. 
Concerning a multinational enterprise, this means a foreign national market, other 
than its domestic one. 

As multinational enterprises plan and implement integrated advertising campaigns 
abroad, they must face the country-specific differences which may impinge on the 
kind of advertising which is possible and most effective.151  

They have to pay careful attention to local factors shaping the target country’s envi-
ronment and especially to the culture immersed in it. Advertising, being largely based 

                                                 
147 Compare: Lee, M., Johnson, C. (1999), p. 176. 
148 Compare: O'Guinn, T., Allen, C. T., Semenik, R. J. (2003), p. 292 – 293. 
149 Compare: Rothschild, M. L. (1987), p. 13. 
150 Daniel, J. D., Radebaugh, L. H., Sullivan, D. P. (2004), p. 12. 
151 Compare: Wilmshurst, J., Mackay, A. (1999), p. 368. 
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on language and communication, is the most culture-bound component of the mar-
keting mix.152 Culture encircles advertising, enlightens it and bestows it with meaning. 
To transfer an ad across cultural borders, companies must respect and understand 
the influence of culture.153 As the model of the communication process described 
above suggests, ads are dependent on effective communication, which in turn relies 
on shared meaning and common sense of a given society, so that the receiver can 
decode the message just as the sender has intended to encode it.154 The degree of 
shared meaning is considerably affected by cultural membership; therefore, respect-
ing and being sensitive to foreign cultures and adopting a cross-cultural perspective 
is pivotal for any successful campaign abroad.155 

Technological advances, such as satellite television and the Internet, naturally have 
an indisputable impact on local attitudes and purchasing manners. World-wide adver-
tising media open up possibilities of new marketing communications between nations 
that are geographically and culturally separated, or to regions which are culturally 
fragmented due to ethnic, linguistic or political reasons.156 The selection of suitable 
media as well as the choice of the language in which to advertise will thus be the key 
factors to success in a global standardised campaign.157 Complete standardisation of 
all elements of a campaign over a number of countries is seldom feasible as lan-
guage difficulties alone habitually make such an approach impracticable. When mul-
tinational enterprises claim that they standardise their campaigns, this does not usu-
ally mean identical campaigns, but rather a common advertising strategy, a general 
creative idea and message, and if possible, similar media.158 

Nevertheless, although a global marketing strategy and advertising program offer 
advantages to a company, such as economies of scale and the ability to exploit good 
ideas on a worldwide basis, a consistent international brand can also be built by tak-
ing local conditions into account. Advertising is commonly not suitable for standardi-
sation because of the country-specific cultural differences in languages, traditions, 
values, beliefs, lifestyles, music and so forth. Adaptation of advertising generates a 
differential advantage through local sensitivity and increased communications effec-

                                                 
152 Compare: Usunier, J.-C. (1996), p. 404. 
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154 Compare: Borgerson, J. L., Schroeder, J. E. (2002), p. 572. 
155 Compare: O'Guinn, T., Allen, C. T., Semenik, R. J. (2003), p. 300. 
156 Compare: Albaum, G., Strandskov, J., Duerr, E. (2002), p. 26. 
157 Compare: Usunier, J.-C. (1996), p. 406. 
158 Compare: Wilmshurst, J., Mackay, A. (1999), p. 371. 



- 37 - 

tiveness.159 Advertising’s main task is to inform and persuade consumers and move 
them towards using a particular brand, and this can only be accurately done with an 
adapted approach within a given culture.160 

Multinational enterprises additionally have to consider whether they intend to stan-
dardise or adapt their product offerings. Figure 5 shows the different possible strate-
gies for adapting product and communications to a foreign national market. Generally 
it can be stated that advertising for the product type of industrial goods can be easier 
standardised than for consumer goods. Moreover, standardisation is more feasible 
for a product which is at the same stage within its PLC in different foreign markets. 
Finally, advertising for culturally bound products is not appropriate to be standardised 
across national markets.161 

Figure 5: International Product and Communication Strategies162 

 

Many companies today are approaching the subject by standardising their products 
and basic marketing strategy but localising their advertising messages. This identifies 
similar desires, goals, needs and usage for products and services but adapts adver-
tising according to the local cultures and conditions in each market the company de-
sires to compete in – “Think globally, act locally”.163 

                                                 
159 Compare: Melewar, T. C., Vemmervik, C. (2004), p. 867 – 868. 
160 Compare: Belch, G. E., Belch, M. A. (2001), p. 684 – 685. 
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3.3.2 Organisational structures 

Multinational enterprises which decide to advertise and sell their products in national 
markets other than their domestic one must make decisions regarding their organisa-
tional structure for international business and marketing. It is imperative that answers 
to questions including head office involvement, centrally-formulated policies, determi-
nation of communication budgets and evaluation of communication effectiveness, are 
found.164 The three basic alternatives available are centralisation at the headquarters, 
decentralisation to local foreign markets or a combination of the two. 

Centralisation of the international advertising and promotion function refers to a com-
pany making all decisions concerning international advertising objectives, research, 
creative strategy and campaign development as well as media strategy and budget-
ing at the firm’s headquarters.165 Complete centralisation is probable when market 
and media conditions are comparable from one country to another and when the 
company tries to standardise its advertising as much as possible. Advantages of a 
centralised organisational structure are easier protection of foreign investments, cost 
savings due to a reduced need for staff and administration at the local subsidiary 
level and control of the foreign marketing effort and brand image. Nonetheless, a 
main drawback of centralisation is obviously having difficulties in adapting the adver-
tising and promotional programme to local needs and market conditions, which can 
be extraordinary important when acting abroad.166 

Under a decentralised organisational structure, marketing managers in each local 
market have the authority to decide themselves about all the advertising and promo-
tional issues, which contains setting the national advertising objectives.167 The com-
pany relies on the judgement and decision-making ability of personnel in local mar-
kets, since it believes they know the marketing situation in their countries best and 
they work more effectively and are more motivated when given responsibility.168 De-
centralisation is likely and creates the greatest advantage when foreign markets are 
small and unique and advertising must absolutely be adapted to local conditions.169 
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Another possible organisational structure is the combination of centralisation and de-
centralisation. In this case the headquarters has the general control over the advertis-
ing policy, guidelines and operations in all markets. It sets advertising and promo-
tional objectives, has budgetary authority, approves all creative themes and grants 
media selection decisions. Marketing managers in each market suggest their local 
advertising plans and budgets as well as work with the agency in adapting messages 
and media. This combination approach allows, on the one hand, for consistency in a 
company’s international advertising and, on the other hand, permits local input and 
adaptation of each implemented campaign.170 

The degree to which integrated campaigns can be successfully planned and imple-
mented therefore also depends on the company’s organisational structure and how 
its decisions are made. Either way, the company’s organisation has to be able to 
manage interrelationships among information and materials between the various 
people involved in developing and creating a campaign. Marketing communications 
has to have a high priority within the organisation, realising its important position to 
generate sales and profits. Integrated campaigns can only then be successfully de-
veloped if employees within marketing communicate and collaborate with each other 
and share a common understanding and goal.171 

3.3.3 Environmental forces 

Enterprises and their suppliers, marketing intermediaries, customers, competitors 
and the public all operate in a macro-environment of forces and trends which pose 
opportunities and threats.172 Within the rapidly changing global picture of today, en-
terprises acting on national markets other than their domestic market must cautiously 
analyse the main environmental factors of each market in which they wish to com-
pete. These forces are crucial in assessing the potential of each country as well as 
planning and implementing a successful ad campaign.173 Companies must monitor 
and respond to four major forces: economic, demographic, political/legal and so-
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cial/cultural.174 These are the most critical and decisive issues for the success of an 
advertising campaign performed abroad. Figure 6 describes a national market (a 
market for a certain product on a geographical market of one country) which multina-
tional enterprises, their competitors and customers act on. The four environmental 
factors are displayed, demonstrating their influence on the market. Furthermore, the 
forces are interrelated and dependent on each other. In the following sub-chapters 
each of these factors and its attributes are elaborated in detail. 

Figure 6: National market model175 

 

Economics: A country’s economic environment can be measured regarding aspects 
such as the state of the economic development, economic infrastructure, standard of 
living, per capita income, distribution of wealth, currency stability and exchange rates. 
Information about the target country’s economic condition is of high importance, since 
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it indicates its present and future potential for consumption.176 Companies aim to sell 
their products and services, so they have to consider if the consumers in the target 
market have high enough standards of living and disposable income in order to pur-
chase their offerings. Additionally, it must be estimated if the country has the neces-
sary economic infrastructure in terms of transportation, distribution, financial and 
communicational networks to do business effectively. Especially for advertising, the 
availability of media networks is an essential prerequisite for successful performance 
of a campaign.177 Many companies perceive the industrialised nations as their best 
marketing and advertising opportunities, yet most of these have stable population 
bases and saturated markets. Therefore, some companies nowadays are tending to 
turn towards the developing, emerging markets, although this naturally depends on 
the offered products and desired target audiences.178 

Demographics: Demographic data, usually readily available, support companies in 
planning advertising campaigns by providing insight into the size of the population, 
number of households and household size, age distribution, occupations, education 
levels (e.g. literacy rate), employment rate and general income levels.179 Demograph-
ics can be valuable, yet they should never be used as a single source of information 
to define a target audience, as variations from the average can be very high within a 
particular demographic.180 Since large demographic discrepancies exist among coun-
tries as well as within them, this information can reveal the real potential of the target 
market.181 Additionally, demographic trends such as in- or decreases in the proportion 
of the population in particular age groups are interesting to follow, as they report 
about the demands for certain products and services. Companies need to consider 
these aspects when planning and selecting sensible communication messages and 
media for an advertising campaign abroad, for instance the literacy rate when choos-
ing print media or the viewing habits and possibilities when opting for television.182 

Political/Legal: The political/legal environment prevailing in a country is one of the 
most dominant factors shaping advertising campaign messages and media of multi-
national enterprises. The political force, which is important for advertising, is mainly 
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given through its influence on laws; the main focus in this research is therefore on the 
legal aspect. A multiplicity of laws exists, differing between countries and regions. 
The subsequently described main regulations and restrictions can affect a variety of 
aspects of a company’s campaign. Some countries enact laws preventing or limiting 
promotional tools, such as discounts or premiums and their corresponding word-
ings.183 Bans can outlaw the advertising of certain types of products, for example ads 
for tobacco or liquor. Some countries limit the amount of advertising a single firm may 
exercise in total or in a particular medium, while there are also regulations on the 
content or creative approach that may be employed. A very restrictive issue can be 
the permitted use of media concerning all or different classes of advertisers, an ex-
ample here is ads aimed at children on daytime television. As not only media but also 
the message can be regulated, national laws can prohibit or vehemently restrict com-
parative advertising or the expressed claims, words, and product names or presenta-
tions. A fact which is furthermore interesting for multinational enterprises is that laws 
can forbid the use of foreign languages in advertising or in parts of the media forms. 
Regulations which are motivated by economic considerations in order to build do-
mestic production industries and create more jobs for local producers of audiovisual 
and print materials concern the use of advertising material prepared outside the 
country and the employment of local versus international advertising agencies. Obvi-
ously, national and cultural factors also contribute to these regulations, the main de-
sire being to prevent large foreign advertising agencies from dominating the domestic 
business. Whereas in some countries legal restrictions and bans facing multinational 
enterprises are being eased, government regulation and control of advertising in oth-
ers are increased.184 It is therefore vital for any company aspiring to implement an 
advertising campaign abroad to investigate all the possible legal barriers it could be 
confronted with before developing its strategies.185 

Social/Cultural: The social environment of a country refers to cultural aspects and 
includes health consciousness, career attitudes and entrepreneurial spirit as well as 
emphasis on safety. Moreover, social factors can consist of leisure time availability 
and interests, attitudes towards environmental issues and general feelings towards 
foreign products and services. The main portion of a country’s social environment is 
shaped by its underlying culture. This comprises all its traditions and customs, its re-
ligion, art and language. It is made up of values, beliefs, moral standards and habits 

                                                 
183 Compare: Kotler, P., Keller, K. L. (2007), p. 336. 
184 Compare: Belch, G. E., Belch, M. A. (2001), p. 681 – 683. 
185 Compare: Papavassiliou, N., Stathakopoulos, V. (1997), p. 509 – 510. 
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learned from others. Companies wishing to communicate with foreign consumers 
must consider the socio-cultural environment which influences people’s tastes and 
attitudes, thereby affecting their lifestyles, purchasing behaviour and the way they 
think, commonly referred to as psychographics.186 Since this is such a complex and 
inscrutable topic, it can be one of the most difficult aspects in a foreign country’s envi-
ronment a company has to grasp in order to effectively communicate. The advertising 
message has to fit to the language with its nuances, idioms and subtleties as well as 
to the connotations of words, colours, pictures and symbols, as language is the 
strongest link between advertisers and their potential audiences.187 Furthermore, 
tastes, customs and habits affect which products and services will be bought and 
how they must be marketed. Values are of high significance since the beliefs and 
aims shared by members of a society have an effect on attitudes and receptivity to-
wards foreign brands and advertising messages.188 They also influence gender-roles 
and stereotypes shown in ads.189 Additionally, religion as another aspect of culture 
shapes norms and behaviour, possibly resulting in certain taboos that companies 
absolutely have to be aware of. The social and cultural influences on enterprises vary 
from country to country. It is thus extraordinarily important that such factors are dis-
covered and considered for each market the enterprise wishes to compete in, if nec-
essary with the help of local expertise.190 

3.4 Reflections on the literature review 

Reflecting upon the entire literature review, it can be stated that all the important 
theoretical aspects which are necessary for the research paper have been elabo-
rated. According to the overall topic of the thesis, the literature review has addressed 
the two central themes and has discussed them and their respective sub-chapters 
thoroughly. A clear structure is presented so that the reader can follow the red thread 
throughout the entire theoretical framework. Summarising, the literature review draws 
a clear picture of the central characteristics of integrated campaigns and their com-
munication effects on potential buyers, of the possibilities of media use and of a com-
prehensive planning phase. This is necessary in order to give an answer to the first 
part of research question number 1, concerning the planning phase of advertising 

                                                 
186 Compare: Lee, M., Johnson, C. (1999), p. 31. 
187 Compare: Usunier, J.-C. (1996), p. 404. 
188 Compare: Borgerson, J. L., Schroeder, J. E. (2002), p. 572. 
189 Compare: Borgerson, J. L., Schroeder, J. E. (2002), p. 578. 
190 Compare: Belch, G. E., Belch, M. A. (2001), p. 678 – 679. 
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campaigns. Moreover, the literature review explains issues which multinational enter-
prises need to take into account when advertising abroad, such as their organisa-
tional structures and the macro-environmental factors existent in the target country. 
This information serves as a basis for the response to the second part of research 
question number 1, asking which information about the selected target country and 
customers needs to be available in order to perform the above described planning 
phase. Furthermore, the literature review constitutes the underlying base for answer-
ing research question number 2 regarding multinational enterprises’ campaigns and 
their design and adaptation to national conditions. Sophisticated answers to these 
questions are, however, also dependent on the empirical findings in the form of two 
expert interviews. These will be elucidated in the following section. The theoretical 
framework was the point of departure to design the interview questions which are 
available in the Appendices B and C. In the analysis, in which the theoretical and 
empirical findings will be merged, all answers to the research objective and its under-
lying research questions will be given. Furthermore, a phase model for multinational 
enterprises implementing advertising campaigns on national markets will be devel-
oped, drawn together from the theoretical and empirical findings. 

As shown in the literature review, it is necessary to take influence factors on a na-
tional advertising campaign into account, so as to execute successful communica-
tion. Nowadays, many examples exist, where companies have done severe mistakes 
in advertising abroad. To name some, the Chevy Nova never sold well in Spanish 
speaking countries since "No va" means "it doesn't go" in Spanish; or when Pepsi 
started marketing its products in China, the slogan "Pepsi Brings You Back to Life" 
was literally translated so that in Chinese it meant "Pepsi Brings Your Ancestors 
Back from the Grave". Another example was when Gerber first started selling baby 
food in Africa. The company used the same packaging as in the USA, with a baby on 
the label, before it found out that in Africa companies routinely put pictures on the 
label of what is inside since most people cannot read.191 Due to these mistakes, com-
panies have suffered harsh losses, so that the development of a phase model in or-
der to prevent these mistakes is of high importance. 

                                                 
191 Compare: American Demographics Magazine, accessed through University of California Santa 

Barbara (2007). 



- 45 - 

4 Empirical Findings 

4.1 Introduction to the empirical findings 

This empirical section deals with campaigns in Sweden conducted by the example 
company Dr. Oetker. At first Sweden with its relevant macro-environmental factors 
will be described, based on the above outlined four environmental forces. Addition-
ally, the motivation of a German company entering the Swedish market will be dis-
played. Subsequently, the multinational enterprise Dr. Oetker will be introduced, high-
lighting its mission, its company development and other important facts. These data 
are mainly gathered from secondary sources. 

The main findings about the company Dr. Oetker are drawn from two expert inter-
views with managers of the German company Dr. Oetker Ltd.. The first interview was 
conducted in German language with the Managing Director of Marketing and Re-
search & Development (R&D) of Dr. Oetker worldwide, Mr Rainer Lührs, on 20th April 
2007 via telephone and was based on a predefined questionnaire of ten questions 
(see Appendix B). The second telephone interview was carried out in English lan-
guage with the Managing Director of Dr. Oetker Sweden AB, Mr Tony Eriksson, on 
2nd May 2007 (see Appendix C). In addition to these interviews, information about 
Dr. Oetker, found in its company brochure, the published operating figures of 2006 
and external reports, complements and rounds off the picture. 

The first conducted interview will establish the base for understanding Dr. Oetker’s 
overall company structure. The chapter comes to an end through combining the two 
previously mentioned empirical parts of Sweden and Dr. Oetker, by demonstrating 
the company’s advertising manner and its entrance, its establishment and its adver-
tising campaigns on the Swedish market. This information is entirely gathered from 
the first and second expert interview, thus from primary sources of data. 
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4.2 Sweden 

Economics: Sweden lies in Northern Europe and forms part of Scandinavia between 
Finland and Norway.192 Its capital is Stockholm with around 782.800 inhabitants, fol-
lowed by the next largest cities Gothenburg, Malmö and Uppsala (see figure 7 Map of 
Sweden).  

Figure 7: Map of Sweden193 

 

Sweden has attained an enviable state of economic development and standard of 
living, today being one of the world's most modern industrialised nations and pros-
perous welfare states.194 Per capita purchasing power lies at $31,600. It has a mod-
ern economic infrastructure in terms of transportation (airports, railways, waterways 
and roadways), distribution and financial networks, excellent domestic and interna-
tional communications, and a skilled labour force. Timber, hydropower, and iron ore 
represent the resource base of an economy greatly oriented towards foreign trade. 
The engineering sector accounts for 50% of output and exports, whereas agriculture 
accounts for only 1% of GDP and 2% of employment. The Swedish central bank (the 
Riksbank) focuses on price stability with its inflation target of 2%, the current state 
being 1.4%.195 Sweden joined the EU in 1995; nevertheless the Swedish voters re-

                                                 
192 Compare: Deutsche Zentrale für Tourismus e.V. (2007), p. 3. 
193 CIA: Central Intelligence Agency (2007). 
194 Compare: Swedish Institute (2007). 
195 Compare: CIA: Central Intelligence Agency (2007). 
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jected the introduction of the Euro in a 2003 referendum being concerned about the 
impact on the economy and sovereignty.196 

Demographics: Sweden has a population of approximately 9.1 million inhabitants 
with an annual population growth rate of +0.16%. The age structure demonstrates 
that 65.7% are between 15 and 64 years of age, with an average life expectancy of 
80.5 years.197 Sweden is characterized by an even distribution of income and wealth. 
This is due to a high tax burden and a strong public sector which has taken over 
many responsibilities for its citizens' economic security, in the form of large tax-
financed systems of education (literacy rate 99%), health care, child and elder care, 
parental insurance, pensions and various general allowances.198 The consequence is 
a society with narrow economic gaps between the social classes.199 The largest sec-
tor is the services sector with 70.9% and 74% of the total labour force of 4.59 million 
is employed in this sector. The unemployment rate is rather low at 4.8%.200 The major 
export commodities are electrical and telecom equipment, machinery, motor vehicles, 
wood, paper, pharmaceuticals, iron and steel products with the main partners US 
(10.6%), Germany (10.2%) and Norway (8.7%). Import commodities are electrical 
and telecom equipment, machinery, motor vehicles, crude oil, chemicals, foodstuffs 
and clothing with the largest partners being Germany (17.6%), Denmark (8.9%) and 
Norway (7.8%).201 

Political/Legal: In international comparison the Swedes are extensive consumers of 
mass media, devoting approximately six hours per day to press, radio and TV. During 
the week, 87% of the population read a daily newspaper as a paper copy or online. 
Although new forms of mass media develop and the conditions they exist under 
change, the Swedish mass media landscape is still dominated by the traditional daily 
newspapers, radio and TV.202 As a member of the EU, Sweden is subject to the 
Regulatory Framework of the European Commission. This states that advertising, on 
the one hand, has to guarantee the free delivery and provision of information ser-
vices and, on the other hand, must ensure that their content is legal, respects the 
principle of human dignity and does not impair the overall development of minors.203 

                                                 
196 Compare: EIU: Economist Intelligence Unit (2007b), p. 5. 
197 Compare: CIA: Central Intelligence Agency (2007). 
198 Compare: Swedish Institute (2006a). 
199 Compare: Swedish Institute (2007). 
200 Compare: Statistika centralbyrån (2007). 
201 Compare: CIA: Central Intelligence Agency (2007). 
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203 Compare: European Parliament and Council (2006), p. 72. 
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In addition to this underlying law, some of the most rigorous advertising regulations in 
the world are found in Scandinavian countries. TV advertising in Sweden did not 
commence until 1992 and still today the amount of time available for advertisements 
is limited.204 Regarding mass media practices, Sweden has a precise ban on all TV 
advertising addressed to children under the age of 12. Advertising in all kinds of me-
dia immediately before, during or after children's programmes are also forbidden. 
Moreover, Sweden has a general ban on advertising for alcohol in any possible type 
of media. There are restrictions on advertising for tobacco products and Sweden also 
proposes to ban all marketing activities of tobacco products and the like. In all EU 
Member States it is forbidden to advertise medicinal products which are only avail-
able on prescription. Advertisements for health products, drugs and foodstuffs may 
not be misleading or deceitful and Sweden has regulations on the use of health 
claims in food advertising.205 Regarding direct marketing practices towards minors, 
defined as a person who has not yet reached the age of 18, it needs to be ensured 
that parental consent has been given.206 Sweden’s ethical guidelines believe in broad 
freedom of expression and complete freedom from government intervention.207 There 
is agreement among Swedish media on the significance of protecting good business 
practices. Currently, there is a discussion in Sweden about the necessity for more 
legal standards or stronger voluntary restrictions when media go to extremes.208 

Social/Cultural: As described above, the socio-cultural environment of a country 
includes the population’s psychographic factors. It can be stated that Swedes are 
generally very health conscious, place an emphasis on safety and have strong atti-
tudes towards equal careers, all supported by the national welfare system. Leisure 
time is often spent outside based on the Swedes’ love for natural scenery and simple 
cultural heritage, therefore their attitudes towards environmental issues are rather 
strong. Although Swedes are usually too modest to openly flaunt the admiration for 
their country and culture with its tradition of inventiveness and entrepreneurship, they 
can be described as a highly self-confident and proud, even nationalistic people. It 
can consequently be rather difficult for foreign producers to establish themselves and 
their products and services with their advertisements on the Swedish market.209 To-
day, culture within Sweden, covering language, religion and customs, is rather het-

                                                 
204 Compare: Belch, G. E., Belch, M. A. (2001), p. 682. 
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207 Compare: EIU: Economist Intelligence Unit (2007b), p. 9. 
208 Compare: Swedish Institute (2006b). 
209 Compare: Swedish Institute (2007). 



- 49 - 

erogeneous. Ethnic groups are the indigenous population of Swedes with minorities 
of Swedish-Finns and Sami, the main languages therefore being Swedish, Finnish 
and Sami. Additionally, a large number of immigrants live in Sweden, mostly Finns, 
Yugoslavs, Danes, Norwegians, Greeks, Iraqis and Turks. Religion within Sweden 
can be pictured as 86% Lutheran, 2% Roman Catholic and 12% other religions.210 
Generally, Swedes are one of the world's least religious, most secularised people. 
With hundreds of thousands of immigrants from different religions and cultures, Swe-
den today is however far from homogeneous, but rather an international and multicul-
tural nation in every respect.211 The advertising style seen in the Swedish media re-
flects the country’s cultural values, moral standards and habits. Northern Europe 
generally embraces a rather direct advertising style, characterised by the need for 
structure, facts and explicit language to avoid uncertainty, yet regularly employing 
entertainment.212 Sweden, in specific, also has a very feminine culture, which is mir-
rored in its advertising style. Men are frequently shown doing the work around the 
home, stressing one of the key values of gender-equality.213 

Motivation of a German company entering the Swedish market: As stated in the 
paragraph on Sweden’s demographic situation, Germany is Sweden’s largest import 
partner with 17.6% and second most important export partner with 10.2% after the 
US with 10.6%. The exchange of goods between Germany and Sweden has histori-
cally been strong and has even been enforced through Sweden’s entry into the EU in 
1995. The only noteworthy trade barrier is Sweden not introducing the Euro, but 
apart from that it is an attractive trading partner with a stable economy, strong inter-
national competitiveness and high growth expectations.214 Approximately 800 Ger-
man companies have established subsidiaries in Sweden. The motivation for these 
investments is obvious: Sweden possesses a well educated work force and an out-
standing infrastructure. Moreover, Sweden has high productivity and is the excellent 
geographic base to open the entrance to several other interesting markets in Scandi-
navia and the Baltic States.215 Further motivation for entering the Swedish market is 
its competitive cost structure regarding skilled personnel and office lease costs as 
well as its rather low corporate tax rate of 28%.216 Sweden is the ideal pilot market to 
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test and launch new products in Europe as Swedish consumers are prepared to 
change consumption habits once they are convinced of the product’s quality. Addi-
tionally, a high percentage of households are one-person households and purchasing 
power is strong.217 Summarising it can be declared that Sweden offers numerous ad-
vantages for foreign companies, so that it is comprehensible why German enterprises 
enter this market. An excellent example is the German company of Dr. Oetker, which 
will be described in detail in the following section. 

4.3 The company Dr. Oetker 

Mission: Dr. Oetker’s mission can be summarised as follows: As a leading branded 
food company, Dr. Oetker continuously strives to identify trends at an early stage, to 
respond to changing needs and to give markets new impulses through its innova-
tions. For that reason Dr. Oetker continually invests in the development and further 
optimisation of its products and provides its customers with taste and quality of the 
highest degree.218 

Company development: The development of Dr. Oetker, from the time of its forma-
tion into the internationally active, widely diversified company of today, has been 
shaped to a great extent by the owner family Oetker, which is now managing the 
company in the fourth generation. In 1891 the company was founded by the pharma-
cist Dr. August Oetker in Bielefeld, Germany. The expansion within and outside 
Europe began at a rather early stage, demonstrating Dr. Oetker’s aim to become a 
dynamic and international enterprise. During the 1920s and 1930s the first steps to-
wards reaching this goal began, when in central Europe (France, Holland, Belgium, 
Italy, Czech Republic, Poland and Austria) the first local subsidiaries were estab-
lished. The next wave emerged in the 1950s when the company’s overseas organisa-
tions in Brazil and Canada were set up. After the German reunification in 1990 all the 
Eastern European markets were added by either founding or acquiring local compa-
nies. Most of the Scandinavian markets were entered in the 1990s, England in 2003 
and the most recent project was Spain in 2006. While the leadership of the company 
has for decades been characterised by consistency, the products have always been 
further improved and developed in order to meet changing consumer demands. 
Dr. Oetker’s internationalisation process is ongoing, with the main objectives of 

                                                 
217 Compare: Position Skåne (2004), p. 5. 
218 Compare: Dr. Oetker (2007a), p. 2. 



- 51 - 

strengthening and asserting the brand in every market it operates in, thereby main-
taining and enhancing competitiveness. By focusing on its core business lines while 
simultaneously enhancing its international engagement, Dr. Oetker has established 
itself as the European market leader in baking goods, baking mixes, dessert products 
and pizzas.219 Company-growth as well as acquisitions in Germany and abroad con-
tribute to this success.220 

Other important facts: Dr. Oetker provides work for approximately 7.200 employ-
ees, of which half are employed in the local subsidiaries. As a major brand within the 
German food industry, Dr. Oetker is represented in the retail food trade with some 
350 different products, and is the market leader in almost all its German product 
lines. In Europe it offers a total of roughly 3.500 different products.221 In 2006 
Dr. Oetker recorded total sales of 1.470 million Euro, thereof more than half abroad. 
It made investments of 86 million Euros, 28 million Euros in foreign countries, a rise 
of roughly 30% compared to the previous year.222 

At a very early stage, Dr. Oetker made environmental responsibility an integral part of 
its corporate governance and began the precise implementation of environmental 
protection measures.223 Continuous optimisation of procedures and products is also 
pursued with environmental aspects in mind. These high environmental standards 
achieved at the German locations are dynamically transferred to the Dr. Oetker com-
panies outside the country.224 

Several means of communication are employed to keep consumers informed about 
Dr. Oetker product offerings and to convey the brand’s message. Dr. Oetker main-
tains a constant presence on television, in magazines and in trade by using adver-
tisements and in-store promotions. Continuous press and public relations activities 
ensure that consumers consistently find Dr. Oetker stories in the media. The firm’s 
publishing company’s cook and baking books are bestsellers and a company mu-
seum located in Bielefeld houses a new form of brand presentation by informing visi-
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tors about the family business, the brand, the products and the company’s fields of 
operation.225 

Company structure: In order to completely understand Dr. Oetker’s marketing strat-
egy at first its overall organisation and structure must be elaborated. Dr. Oetker is a 
food company with its headquarters in Bielefeld, Germany. The management based 
in Bielefeld is structured in a matrix-organisation, which means that every managing 
director has a functional and a regional- or country responsibility.226 The first interview 
partner Mr. Lührs is a perfect expert source to consult concerning the topic of this 
research paper, since his functional responsibility is Marketing and R&D and his re-
gional/country responsibility is Germany, Scandinavia, Holland and Belgium. 

One of Dr. Oetker’s main objectives is to understand and get to know its customers 
extremely well. That way the company can ensure to provide the right offers accord-
ing to the customers’ needs and wishes in each respective country. Dr. Oetker tries 
to elicit these demands and to then serve and satisfy them with its product offerings. 
It achieves this goal by operating businesses in all relevant countries instead of pur-
suing solely export with an independent external importing company. The enterprise 
therefore has local subsidiaries in over 30 European countries and is also repre-
sented in the two overseas markets Brazil and Canada. In many countries the com-
pany possesses its own production companies. The German business in Bielefeld is 
the holding company, consisting only of the upper management, which runs the 
German operations along with supervising the local subsidiaries to a certain degree. 
Generally it can be stated that the local subsidiaries are organised in a decentralised 
manner. Although the parent company influences, steers, guides and observes the 
local subsidiaries, they conduct their own operations and are responsible for their 
own businesses. 

Structure-providing core lines: It is important to distinguish the three key areas in 
which Dr. Oetker operates, since it influences the type of organisational structure, of 
product development, of concept positioning and of communication creation. The 
company splits its operations into the three core lines of nutriments, pizza and fresh 
products. 
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Nutriments or processed foodstuffs are all powder and dry products, such as pudding 
powder, baking ingredients (baking powder, vanilla sugar), baking mixes, muesli and 
preserving products. Since nutriments are very traditional products, it can be stated 
that the entire market regarding these goods is traditional and shaped very locally. 
Therefore, each local subsidiary offers those products in its market which it finds 
most suitable. Since differences in the usage and thinking patterns between the con-
sumers in the home market Germany and the foreign markets exist, there is also no 
cultural fit between the values in the advertising message coming from Germany and 
the values of the receivers elsewhere.227 Consequently, every subsidiary and its mar-
keting department have to watch their market and decide which trends to follow. 
Dr. Oetker then develops specific products and campaigns for a certain market and 
can thereby completely adapt to local conditions. 

Within this product segment Dr. Oetker’s organisational structure can be described 
as decentralised and not led from the headquarters in Germany. Merely the main 
cornerstones of marketing activities must be coordinated with Bielefeld. However, 
each local subsidiary decides itself which products to launch in its country, which to 
market and how to market them. The person being responsible for a certain product 
in Germany does not interfere with the responsible person in the local market. Guide-
lines what advertising in general should look like are yet given. 

The task of advertising planning for nutriments is always performed with the support 
of an advertising agency and a media agency in the respective country. In collabora-
tion with these local agencies, each subsidiary de-centrally develops its local cam-
paigns. For the German market all advertising is developed by cooperating with the 
lead agency BBDO.228 Occasionally, successfully implemented local campaigns from 
one market are taken on for another after they have been pre-tested for possible 
adoption. If this is not possible, the campaigns are adapted to the local conditions or 
completely new ones are developed. 
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The second core division concerns the frozen pizzas, called Ristorante, which is 
structured exactly the opposite way as nutriments. Pizza is an international product 
offering due to the fact that it belongs to a dynamic, international segment where the 
consumers can be described as being similar and having comparable tastes.229 Con-
sequently, Dr. Oetker’s Ristorante pizza, which is marketed in Germany, is exactly 
the same as the one offered in the other relevant markets. Pizza follows the great 
international trends, such as for example “convenience”, “wellness” and “health”.230 
These topics are alleged centrally from Bielefeld. Pizza is only adapted to that extent 
that in Eastern Europe a cheaper alternative is also available on the market, since 
the macro-economy there is not as stable yet. 

Concerning the pizza segment, the organisational structure of the firm is rather cen-
tralised. In this case a team of international brand managers exists, which is respon-
sible for developing the product (Ristorante), the concept and positioning as well as 
the main communication.231 An example is: this team creating the pizza, positioning it 
as Italian and producing a TV spot. If the local subsidiaries then wish to sell the prod-
uct as well, they can adopt the pizza, the positioning and the advertising from this 
team. Consequently, the message and content which should be implemented is pre-
determined, only the detailed implementation, such as temporal and geographical 
placing, is left to each country. 

Advertising planning for pizza is centralised in Germany where the team of interna-
tional brand managers develops international campaigns. Due to this centralism, col-
laboration always occurs with the lead agency BBDO. 

Fresh products refer to chilled dairy products, such as ready-made desserts from the 
refrigerated shelf. In this area the company’s direction is not yet defined as it is still 
quite new. The German business is established and running well, and the product 
concept is currently being developed and expanded Europe-wide, reaching the 
Swedish market in the near future. This third area can hence be classified as “in-
between”. Partly the local conditions are considered but certain products are and will 
also be marketed exactly the same way in many other countries. 
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Advertising strategy of Dr. Oetker: The marketing strategies of the respective 
countries Dr. Oetker operates in follow an overall superior strategy – the brand strat-
egy. This rules how Dr. Oetker should fundamentally be positioned, thereby indicat-
ing what the brand is, who it is for and what it offers.232 The implementation of the 
general marketing strategy is then left locally to each country, nevertheless being 
significantly shaped by the Managing Director of Marketing Mr Lührs in Bielefeld. 

Country-specific aspects, such as language, religion or macro-economic factors are 
taken into consideration by Dr. Oetker when developing products and designing ad-
vertising campaigns outside Germany. The cultural environment, such as traditions, 
customs and habits, which affect people’s tastes, attitudes and purchasing behav-
iour, are in most cases fairly different from one country to another. Dr. Oetker is 
aware of this fact, consequently its advertising campaigns are created by considering 
these different situations. Dr. Oetker employs certain measures to ensure that adver-
tising fits the respective country-specific conditions, both in Germany and abroad. 
Mainly all big advertising activities are checked and pre-tested by marketing research 
and no campaign is run without previously consulting a marketing research agency. 

Dr. Oetker’s main advertising medium is television, on which around 90% of the 
whole advertising budget is spent. This medium is applied in all countries during a 
campaign when the company wishes to assert itself, wants fast and broad coverage, 
aims at delivering emotions and has to explain products. This is sometimes comple-
mented by print or outdoor advertising (posters). Print media are especially utilised 
when the company wants to demonstrate its competencies regarding recipes, for in-
stance applying Dr. Oetker baking powder and thereby creating endless possibilities 
of nice recipes, and these are then printed. 

A product launch and its marketing can at first take place nationally, for example on 
the German market, or simultaneous introductions on all relevant markets in which 
the product should be placed are possible. Germany is the largest of Dr. Oetker’s 
markets with most of the know-how and resources. It is therefore often pragmatic to 
commence product launches in Germany. If they are successful, they are also 
launched in many other countries. There are however also examples of simultaneous 
product introductions in a number of countries. If a new product is tested through 
market research and several countries have been discovered as to be especially in-
teresting, there is a parallel product introduction and marketing in all of the markets. 
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4.4 Dr. Oetker acting on the Swedish market 

Historical development: Dr. Oetker’s first attempt of gaining access to the Swedish 
market was in 1964 when it was represented with its product segment of nutriments. 
The enterprise operated its business for nine years until 1973. After this period 
Dr. Oetker Sweden was sold a few times and the German headquarters had had 
some connections to a sales company which imported products and sold them in 
Sweden, however, this was a very limited activity. During this time the firm left the 
Swedish market due to its small market share and its position within the market. In 
2003 Dr. Oetker re-entered the Swedish market. It established its own company by 
acquiring a part of a company named Santa Maria AB.233 This company produces 
spices, seasonings and mixed herbs, and its sweet products division (baking ingredi-
ents and decorating products) was taken over by Dr. Oetker. After the acquisition, 
Dr. Oetker had once more a main pillar in Sweden and in 2004 introduced its frozen 
pizza. Pizza is a growing and dynamic product category and Dr. Oetker seeks to gain 
a strong position within the Swedish market. Attributable to the establishment of its 
own firm, which is based in Gothenburg, it can serve the Swedish customers directly 
and successfully. Given that Dr. Oetker Sweden has no own production facilities or 
logistics, its main tasks concern sales and marketing issues. Logistics for all the Nor-
dic countries is handled by the Danish company and a common warehouse in Co-
penhagen. The personal view of Mr Eriksson, who is the Managing Director of 
Dr. Oetker Sweden AB, on Dr. Oetker’s motivation for establishing itself in Sweden is, 
among others, Sweden’s low operating costs, high productivity levels and manufac-
turing expertise. In addition, Sweden is an exceptional pilot market for modern foods 
and Dr. Oetker avails itself of the country’s distribution know-how and networks.234 

Competitors: During Dr. Oetker’s first period on the Swedish market, it was third 
behind its competitors Ekströms235 and Blå Band236. These were much stronger and 
as a result Dr. Oetker’s market share became smaller and smaller. Nowadays, 
Dr. Oetker Sweden has no competitive products to those of Ekströms anymore. De-
spite of that, Ekströms can be said to be a general competitor of Dr. Oetker. How-
ever, Ekströms is much stronger in the segment of dessert products, which 
Dr. Oetker has not yet launched in Sweden. Today the main competitors in baking 
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products are private label product lines237, Fazer238 and smaller competitors on certain 
articles. In the product line of baking ingredients Dr. Oetker has established itself as 
the market leader.  

Baking mixes, in which Dr. Oetker is extremely strong in its domestic market Ger-
many, are not one of Dr. Oetker’s focus areas in Sweden. The reason is that this is a 
difficult category in Sweden because the market for this product is very small while 
the competitor is particularly influential. The competitor brand is called Kungsörnen239 
and is owned by the Swedish farmers who have a huge amount of money which they 
could employ in order to prevent Dr. Oetker from entering the market. Since the po-
tential in this market is low, Dr. Oetker is not motivated to invest the necessary 
amount of money to enter it. The company prefers to become stronger in the bigger 
market of frozen pizza. 

Advertising campaigns: In order to gain credibility it is therefore necessary to show 
a company and its brand on TV. Brands which are shown on television are mostly 
recognised as a serious and responsible brand, whereas brands which are not 
shown on TV are rather unconvincing. Consequently, it is most helpful that the 
Dr. Oetker is present on TV since its entrance into the Swedish market. 

The most successful advertising campaign in Sweden was regarding the Ristorante 
pizza. It was primarily a TV commercial which was run at the beginning of 2007 and 
was sponsored by three different TV shows. This campaign most efficiently strength-
ened brand awareness for Dr. Oetker’s products in Sweden. Ristorante pizza, which 
was formerly only sold in ICA and the Axfood stores (e.g. Willy’s), is currently also 
being introduced in Coop. 

Adaptation of advertising campaigns to the Swedish market: In order to estab-
lish Dr. Oetker’s nutriments and especially baking ingredients within the traditional 
Swedish market, the advertisements are adapted to the Swedish traditions and val-
ues, so that they become typically Swedish. Dr. Oetker mainly stresses the charac-
teristics of home baking and family life, thereby trying to recruit new consumers to the 
habit of baking. It targets a younger group than that which is actually the user right 
now, to be precise women between 30 and 40 years of age. Often an atmosphere of 
family life together with children is created in the advertisements. Since children love 
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baking, this atmosphere is supposed to address young women and mothers and 
make them interested in baking as well as giving them further baking ideas. The un-
derlying objective of targeting this group of customers is that once they are recruited 
to the habit of baking and to Dr. Oetker products, they will continue using them when 
they grow older, even without young children. 

Advertising campaigns for Dr. Oetker’s dry products in Sweden are developed with 
the help of local advertising and media agencies. The creative work is performed by 
external marketing and graphics companies. Some advertisements are created for 
the entire Nordic region, supported by the advertising agencies Valentin & Byhr in 
Gothenburg240 or Autostrada in Copenhagen241. The media agency employed by 
Dr. Oetker in Sweden is called Vizeum242. Advertising campaigns for Dr. Oetker’s fro-
zen pizzas entail very little creative work for the subsidiary in Sweden since they are 
developed by BBDO in Germany. Together with the Swedish counterpart of BBDO, 
ANR.BBDO Sweden, Dr. Oetker Sweden directly translates the German ads and 
adapts them only to that extent that they fit the Swedish language. 

Legal aspects: So far Dr. Oetker has not encountered any legal restrictions regard-
ing its advertising and media use in Sweden. Any international communication which 
has directly been forwarded from Germany and has only been adapted to the Swed-
ish language has been adopted without problems. In one case there were doubts 
regarding a TV spot for a Ristorante pizza in which a glass of wine is poured. Since it 
is not allowed to advertise wine, the company was insecure even though the ad is for 
pizza and not for wine, yet there have been no complaints. Most of the strictest 
Swedish regulations in advertising concern communication to children, but these 
have not affected the company so far. Furthermore, certain wordings in promotional 
activities cannot be used in Sweden, for example “buy one, get one for free”. Swed-
ish regulation rules that the additional product is not “for free” but included in the pur-
chase price, and even if there are no extra costs, the product is not for free. 

Sales promotion: Beside advertisements, sales promotions are also employed to 
promote Dr. Oetker’s two broad product categories. While promotions for baking in-
gredients are rather problematic, they are highly common for frozen pizzas. Promo-
tions for baking ingredients, on the one hand, are only allowed by the retail stores 
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during the high season for baking at Christmas. Promotional activities for pizzas, on 
the other hand, can be done during any time of the year. The Swedish market for 
pizza is not at all matured, demonstrated by a low per capita consumption, compared 
to, for instance, Germany.243 Dr. Oetker sees a chance to recruit new consumers to 
this market if it only does it properly. Currently, price-offs and multi price-offs, such as 
buy two for a certain amount, are widespread. These immediate discounts are an 
effective way of stock-building with the aim of encouraging greater consumption by 
virtue of greater volume in the consumers’ homes.244 The general attitude towards 
frozen pizza in Sweden is very negative. “If you ask a Swedish person in the street 
he will probably tell you that frozen pizza is one of the most horrible products you can 
eat.”245 This has to do with the historically poor quality of frozen pizzas in Sweden 
before Dr. Oetker arrived. This negative attitude presents a big hurdle, so the fore-
most contemporary goal is to change this attitude. This is done mainly via TV show-
ing pizza in a nice atmosphere, for example a romantic couple with a glass of wine. 
Additionally, there are many in-store demonstrations and degustations where people 
can taste that this pizza is much better than they believe it to be. This year there will 
be more than 2000 demonstrations in Swedish retail stores in order to convince cus-
tomers that frozen pizza is not a poor product. 

Outlook to future activities: Today, Dr. Oetker Sweden is not yet present in the 
category of chilled fresh foods. It is a growing market; nevertheless very successful 
competitors with strong brand names exist, such as Danone246 and Orkla247. Naturally, 
Dr. Oetker Sweden wants to act upon that, but at first it has to plan a strategy of how 
to approach the market and how to position Dr. Oetker in the right way. This will re-
quire heavy investments which have to be approved by the headquarters in Ger-
many. Mr. Eriksson believes that parts of the advertising for these products have to 
be adapted to a Swedish way of doing things and to the Swedish competition in order 
to be successful, whereas some elements, which will be directed and centralised at 
the headquarters, can easily be adopted.248 

Sweden is an attractive but difficult market for Dr. Oetker. The main reason for this 
difficulty is high consolidation and concentration in the retail market, which is domi-
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nated by a small number of large chains, namely Coop, ICA and Axfood.249 Addition-
ally, Swedes can be characterised as somewhat nationalistic or rather as sceptical 
towards new brands.  

The next major step for Dr. Oetker in Sweden will be to launch chilled dessert prod-
ucts; there is however still a long way ahead regarding the core line of frozen pizzas. 
Dr. Oetker Sweden is on the verge of becoming market leader in the pizza segment, 
this will require roughly another year. Before that point there will be no capacity or 
possibility to establish the new category, but optimistically after that goal has been 
reached. For the moment, Dr. Oetker’s position is strengthened by the high growth 
potential in the pizza category and its outlook into its future on the Swedish market is 
ambitious and confident.250 251 

4.5 Reflections on the empirical findings 

Reflecting upon the chapter of empirical findings, it can be stated that a vast amount 
of qualitative data have been gathered. At first the country of Sweden has been thor-
oughly investigated based on the four most essential macro-environmental factors 
regarding advertising abroad. Highlighting the motivation of German enterprises es-
tablishing themselves in Sweden has led over to the portrayal of the German com-
pany Dr. Oetker which is present in the Swedish market today. On account of this 
unambiguous structure, the reader can easily follow the development and course of 
this chapter. Two interviews with managers of Dr. Oetker have been conducted; the 
first interviewee being located at the headquarters in Germany, the second in the 
Swedish subsidiary. By doing so, a deeply-rooted empirical chapter has been created 
based on the two most interesting viewpoints for the research, the German and the 
Swedish. As a result, a holistic picture of the multinational enterprise Dr. Oetker is 
drawn. The chapter comes to a close by discussing Dr. Oetker’s activities on the 
Swedish market. The empirical research investigates how a company can success-
fully transfer information about the company itself and the products it vends to the 
Swedish market in order to create brand awareness and awareness for its products, 
and by doing this what to consider. This strongly relates to the stated research objec-
tives in chapter 1. Both interview partners have contributed to these sections, thereby 
giving this sub-chapter a high level of sophistication and an all-round perspective.  
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In addition to the literature review, the empirical findings of this chapter are required 
in order to be able to give enhanced responses to the research questions. With the 
facts provided by the two interviewees at Dr. Oetker a fascinating insight into multina-
tional enterprises’ campaigns and their successful design and adaptation to national 
conditions is demonstrated.  

In the subsequent analysis all issues will be taken up and the research questions will 
be thoroughly answered. Furthermore, a phase model which could assess a com-
pany in what to take into consideration when planning an adapted campaign for local 
conditions will be developed. In view of the fact that this has been one of the main 
research objectives, the relation to the first chapter of the research paper and there-
fore the validity of the empirical findings are given. 
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5 Analysis and Reflection 

5.1 Introduction to the analysis and reflection 

By merging the theoretical and empirical findings, the empirical data regarding the 
country of Sweden and the company Dr. Oetker are analysed based on the theories 
and concepts developed in the literature review. Many correlations can be discovered 
during this process, all of which will be discussed in detail in the following section, 
called Analysis of the empirical findings. 

At first, Sweden and Dr. Oetker’s motivation for entering this market will be thor-
oughly investigated, based on the four environmental forces described above. In the 
literature review each force has been explained theoretically, while in the empirical 
section, this theoretical base was filled with information about the country of Sweden. 
In the analysis these gathered data will be related to Dr. Oetker by interpreting the 
influence of Sweden’s economic, demographic, legal and social environment on the 
company’s national activities. In the following, the concept of integrated campaigns 
and their characteristics as well as their communication response steps will be corre-
lated to Dr. Oetker. Moreover, it will be analysed how the investigated company em-
ploys the available forms of advertising media and promotional tools. Subsequently, it 
will be elaborated whether Dr. Oetker’s campaign planning process is equal to that 
stated in literature. Thereafter, Dr. Oetker’s organisational structure and the implica-
tions regarding its advertising strategies in Sweden are dealt with.  

As a final result in the section Reflection and abstraction, a theoretical phase model 
for companies putting a national advertising campaign into practise is developed, 
thereby generalising the cognitions for other multinational enterprises and settings 
and concluding the chapter. 

5.2 Analysis of the empirical findings 

5.2.1 Dr. Oetker acting in Sweden’s macro-environment 

As described, information about the country’s economic condition is of high impor-
tance, since it indicates its present and future potential for consumption.252 Sweden is 
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one of the world's most modern industrialised nations and prosperous welfare states, 
having a high degree of economic development and living standard.253 Purchasing 
power in Sweden is strong and customers generally possess enough disposable in-
come in order to purchase Dr. Oetker’s offerings. Additionally, Sweden has the nec-
essary economic infrastructure in terms of transportation, distribution, financial and 
communicational (media) networks to enable doing business effectively.254 Dr. Oetker 
successfully established itself in Sweden due to Sweden’s low operating costs, high 
productivity levels and skilled labour force.255 

Demographics provide useful data to reveal the potential of the target market and to 
support defining a target audience.256 Over 65% of Sweden’s population is between 
15 and 64 years old. This can generally be classified as the main age group of cus-
tomers purchasing Dr. Oetker’s products. Additionally, this demand is equally distrib-
uted, since income and wealth are evenly allocated within the country. Due to Swe-
den’s strong public sector which has taken over many responsibilities for its citizens' 
economic security, education, health care and social support are available for each 
citizen.257 The consequences are narrow economic gaps between the social classes 
and equal opportunities for all.258 Dr. Oetker can plan and select its communication 
messages and media without demographic restrictions. Sweden’s largest import 
partner is Germany and foodstuffs are one of the main import commodities. In the 
case of Dr. Oetker, however, logistics are handled through the Danish subsidiary and 
its warehouse for the entire Nordic region. 

The legal environment of a country shapes advertising campaign messages and me-
dia of multinational enterprises, so also Dr. Oetker’s. The Swedes are extensive con-
sumers of mass media, a fact which Dr. Oetker can benefit from. Although numerous 
laws exist in Sweden, such as for example the strict ban on advertising alcohol, not 
many affect Dr. Oetker. The amount of time available for advertisements on TV is 
limited and in addition TV ads aimed at children are not permitted on daytime televi-
sion.259 Rules for food commercials however, only exist to that extent that they may 
not be misleading or deceitful. Sweden has restrictions on the use of expressed 
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claims in advertising or wordings in promotional activities for instance “buy one, get 
one free”. This, however, is not an approach which Dr. Oetker attempts. Due to 
Dr. Oetker’s local subsidiaries, the closeness to each market it operates in and the 
employment of local advertising agencies, the company has so far not encountered 
any legal constraints or problems regarding its advertising and media use in Sweden. 

Evaluating Sweden’s social environment in regards to Dr. Oetker, it can be reasoned 
that the company is aware of the importance of discovering and considering this fac-
tor. Swedes are generally extraordinarily health conscious and their attitudes towards 
environmental issues are rather strong.260 Dr. Oetker aims at providing the right offers 
to satisfy its customers’ demands. Within the frozen pizza category, Dr. Oetker fol-
lows the great international trends of “health” and “wellness” and thereby tries to 
reach these health conscious consumers. Also, Dr. Oetker has high environmental 
standards and has enforced many environmental protection measures in its produc-
tion facilities throughout the world. Although Swedes are sometimes described as 
being nationalistic people or as sceptical towards new brands, they are prepared to 
change consumption habits once they are convinced of the product’s quality.261 
Dr. Oetker with its brand slogan of “Quality is the best Recipe” can definitely match 
this requirement. The company has therefore successfully established itself and its 
products with its advertisements on the Swedish market. Cultural aspects of Sweden, 
such as language, traditions and values which influence people’s tastes and atti-
tudes, thereby affecting their purchasing behaviour, are taken into consideration by 
Dr. Oetker, especially in its product category of the traditionally shaped baking ingre-
dients. Since culture is such a complex topic, Dr. Oetker establishes subsidiaries in 
each country it operates in, seeking local expertise to appropriately address the tar-
get audience. The enterprise thus ensures that its communication fits to the language 
with its nuances, idioms and subtleties as well as to the connotations of words, pic-
tures and symbols.262 

Analysing the country of Sweden based on the four environmental forces described 
in the literature review, it can be reasoned that Sweden is very attractive for 
Dr. Oetker and that the motivation for entering this market is obvious. The next major 
step will include launching the third core line of chilled dessert products in Sweden. 
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Presently, Dr. Oetker’s position is strong and growing so that its predictions for the 
future on the Swedish market are motivated and positive. 

5.2.2 Dr. Oetker’s integrated campaign approach 

Dr. Oetker, though a family-run business, has today reached the position of a multi-
national enterprise, successfully advertising and selling its products in numerous 
markets throughout the world.263 A campaign, as described above, is a temporary, 
media supported series of advertising activities regarding a certain product that is 
designed to reach defined goals with selected target customers on a competitive 
market.264  

Primarily, defined goals should move consumers to the next level of the hierarchy of 
effects (awareness  attitude  behaviour). With its advertising campaigns in Swe-
den, Dr. Oetker aims at creating product and brand awareness for its offerings. In the 
following steps attitude and behaviour should then be developed. As stated in litera-
ture, campaign goals are deduced from the company’s higher-levelled marketing ob-
jectives.265 Regarding Dr. Oetker’s product category of baking ingredients, general 
marketing objectives are set at the headquarters in Germany and campaign goals are 
then derived from these in the relevant countries.  

Dr. Oetker’s campaigns with all their activities are planned and designed specifically 
with a selected target audience in mind, thereby addressing potential buyers who 
contribute to attaining the defined campaign goals. The employed communication 
message and media are therefore chosen as to be appealing and appropriate with 
regards to a homogeneous target group.  

The communication process of a campaign, initiated through series of advertising 
activities, is profoundly influenced by the buyer’s frame of reference, referring to the 
lifestyle, experiences, perceptions, attitudes, desires and values the person brings to 
the communication situation.266 Dr. Oetker, therefore, must have enough information 
about the target audience so that the communication can be transferred effectively 
and the message will be understood and interpreted correctly.  
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Here the campaign’s short-term character and attribute of temporariness are impor-
tant, since it will influence decisions concerning media selection and how to most ap-
propriately schedule the activities for maximum results. 

Dr. Oetker can be seen as integrating its communication within a national campaign, 
since a single, consistent message which is directed towards one large creative idea 
is implemented across all advertising actions. Communication is developed from this 
core idea so that it is instantly identifiable as a Dr. Oetker ad wherever it is seen or 
heard. This clear message is successfully transported to a defined target audience.267 
In the product category of baking ingredients, the current target audience are women 
between 30 and 40 years of age, whereas the target audience for pizza can be de-
scribed as the general Swedish population, since these at first have to be convinced 
of the quality of the product itself. Each part of the campaign is consistent with the 
others and all reinforce each other, so that the positioned message precisely demon-
strates the positive attributes of the brand Dr. Oetker to the relevant target groups.268 
The message is delivered in various ways but remains close to the core positioning 
which can be described as Dr. Oetker’s general brand positioning within the markets 
it operates in.  

Since national integrated campaigns are influenced by a centralised strategic plan-
ning in order to deliver a consistent message, the main cornerstones of communica-
tion are set by the headquarters in Germany. An integrated campaign can use all 
available options which have the ability to satisfy the communication objectives of the 
brand, such as building and maintaining brand awareness, identity and preference. 
This does not mean that all forms of advertising with its media as well as promotion 
must be utilised. The most appropriate tools are chosen and within these a consistent 
message is delivered.269 Although Dr. Oetker’s main advertising medium is television 
its campaigns can be seen as integrated. The communication activities pursued meet 
the campaign’s communication objectives, they are interconnected in form and con-
tent and investments in one medium enhance the effectiveness of another.270 
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5.2.3 Desired customer response 

As theory states, effective communication within an integrated campaign aims to 
transform consumers’ brand attitudes and must hence pass the four steps of expo-
sure, processing, communication effects and action.271 

In order to communicate successfully, Dr. Oetker exposes its customers to its adver-
tising messages by placing them so that it can be seen and heard or read. The first 
goal is to make consumers process the elements of the ad, which means responding 
to them by paying attention and learning. This immediate response to the ad should 
lead to a more enduring response which needs to be associated with the brand 
Dr. Oetker. This enduring response can be described as the communication effects 
category need, brand awareness, brand attitude and brand purchase intention.272 
Dr. Oetker aspires to establish category need by rendering consumers interested in 
the product category of baking ingredients and pizza. Once this is achieved, con-
sumers should be aware of the brand and should be able to identify it through recog-
nition and recall. The target audience should develop favourable knowledge and feel-
ings towards the brand, followed by the intention of trying or buying the product. This 
is enhanced by in-store degustations, where tasting the offered product should lead 
to purchase intention. When the advertising message has been positively processed, 
this intention should lead to the reaction of a person within the target audience actu-
ally buying the brand. Dr. Oetker is convinced that once customers have tried and 
bought the products, they will continue doing so, and it will become a natural habit to 
purchase Dr. Oetker products when baking ingredients or pizzas are needed. A good 
example here is demonstrating baking ingredients in a family surrounding with little 
children because of their love for baking. Once consumers are in the habit of pur-
chasing Dr. Oetker products when they plan on baking, this habit will continue 
throughout their whole life, even without being accompanied by small children. 

It is essential that the target customers run through these four communication re-
sponse steps. Once they are recruited to the habit of purchasing products from the 
categories of baking ingredients and pizza, they need to identify Dr. Oetker as the 
best brand and develop positive feelings towards it. After testing the products and 
learning about the high quality and good taste, purchasing Dr. Oetker’s products 
should become a habit. Naturally, Dr. Oetker aspires that this habit is long-term or 

                                                 
271 Compare: Percy, L., Rossiter, J. R., Elliott, R. (2002), p. 35 – 37. 
272 Compare: Kotler, P., Keller, K. L. (2007), p. 283. 



- 68 - 

even for a lifetime. Supporting consumers by running through these response steps 
is done by exposing them to advertising messages in integrated campaigns, supple-
mented by promotional activities. Furthermore, the other components of the market-
ing mix, the product itself, the competitiveness of the price and the distribution and 
availability also play important roles.273 However, advertising can be the crucial part, 
above all when potential customers were not previously aware of the brand, which is 
the case in the still rather newly entered Swedish market. 

5.2.4 Dr. Oetker’s employment of advertising media and promotion 

Television is in many countries and households the primary form of entertainment, so 
also in Sweden. This perfectly matches Dr. Oetker’s employment of advertising me-
dia, since 90% of its advertising budget is spent on TV commercials. According to 
theory, television is the most powerful, cost-effective and broadly reaching advertis-
ing medium. Furthermore, it allows for the demonstration of the offerings through sto-
rytelling by combining sounds, colour and motion and it directly creates a strong emo-
tional impact.274 Dr. Oetker applies this medium during its campaigns in all countries it 
operates in. The central goals are fast and broad coverage, emphasising its brand, 
explaining products, delivering emotions and changing attitudes. A good example 
here is showing pizza in a nice atmosphere with a romantic couple and a glass of 
wine. This has also been the most successful advertising campaign in Sweden re-
garding strengthened brand awareness for Dr. Oetker’s products. It can be declared 
at this point, that Dr. Oetker exploits all the main advantages TV advertising offers. 
Since the company is dependent on branding parity products, as similar competitive 
food offerings exist in all markets, spending the most money placing advertisements 
on television, the medium with the broadest consumer market coverage, is highly 
efficient.275 Even though absolute costs of producing and running TV ads are high, 
Dr. Oetker can occasionally avoid the production of different ads for each single mar-
ket.276 After the ads have been pre-tested for possible adoption, successfully imple-
mented local campaigns from one market are transferred to another without any or 
only minor adaptations. Television advertising is and presumably will remain among 
the most important and employed media of Dr. Oetker in all the markets it operates 
in. 
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Companies use Internet as a medium to advertise their company and brands as well 
as to establish direct communication with customers. The general and most informa-
tive way is the creation of a company website.277 Dr. Oetker possesses a hugely in-
teresting and multifaceted homepage, where a vast amount of information can be 
found. Not only product advertisements are displayed, but also all relevant data re-
garding the company’s press releases, its history and mission along with detailed 
company brochures and operating figures can be downloaded. Furthermore, 
Dr. Oetker takes great care of its current and potential customers by providing news-
letters, consumer education materials, such as cooking, baking and storage tips and 
innovate recipes. The homepage always features several kinds of promotional 
sweepstakes, where direct customer contact can be established, along with the pos-
sibility of purchasing baking equipments and the already famous cook and baking 
books. The enterprise offers baking seminars and demonstrations in their headquar-
ters in Germany, membership in a baking club and a baking telephone hotline. It can 
easily be derived that Dr. Oetker makes use of the major advantage of Web advertis-
ing, namely its interactivity, and thus creates benefits on consumer and company 
side. According to literature, online advertising is particularly suited for audience tar-
geting and is an advanced means for building customer relationships and brand 
awareness. Dr. Oetker is in line with this, by offering its customers the possibilities to 
see, inspect and compare advertisements as well as demand and obtain customised 
product and usage information.278 Even though Internet is a rather new medium, the 
proportion of Swedish households which have access to the Internet is one of the 
highest worldwide; making Sweden one of the world’s most technologically advanced 
countries.279 Dr. Oetker therefore also inaugurated a very informative homepage in 
Swedish language, thus recognising Internet as one of the major channels among 
advertising media.280 

Dr. Oetker also maintains a constant presence in magazines in order to keep con-
sumers informed about Dr. Oetker product offerings and to convey the brand’s mes-
sage. This consumer magazine advertising serves the educational, informational and 
entertainment needs and interests of interested readers and leads to a high demo-
graphic selectivity.281 A particular audience is directly pinpointed, thereby avoiding 
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inefficient communication. Dr. Oetker advertisements can be found in their company 
own cooking and baking magazines, which readers can subscribe to, or certain ex-
ternal magazines featuring home cooking and baking, wellness and health or con-
sumer information. In these magazines the company demonstrates its competencies 
regarding recipes, new ideas and product usage. Theoretical advantages, such as 
magazines’ long lives through passing them on from one subscriber to another per-
son and their high quality printing and colour are understood and utilised by 
Dr. Oetker.282 By addressing a specific segment of target customers, print advertising 
is not only theoretically but also in the practical example of Dr. Oetker, very success-
ful. 

Dr. Oetker’s main advertising medium is, as mentioned, television, frequently com-
plemented by print and only occasionally by outdoor or direct advertising media. The 
reason for this heavy reliance on TV is obvious. Although mass communication 
through TV is impersonal, uncontrollable and carries competitors’ offerings, it offers 
the broadest reach with the most appealing and attention-grabbing form of communi-
cation.283 Dr. Oetker’s products should be shown and demonstrated in a nice atmos-
phere which is appropriate for the respective target group and should convey strong 
feelings and emotional responses.284 These positive emotions arising from the TV ad 
and spilling over to the brand in general should lead to the long-term success of con-
sumers all over the world being aware of the product offering, having a positive atti-
tude towards the brand and a natural behaviour of purchasing it.285 Television is in 
this case the most suitable medium. In addition, the company’s homepage is ex-
tremely impressive and supports the establishment and development of this brand 
and product awareness and of customer loyalty to a very great extent. Dr. Oetker is 
also especially dynamic regarding short-term, sales stimulating promotional activities. 

Using advertising and promotion jointly poses the advantage of advertising establish-
ing a strong brand attitude and promotion reinforcing this brand strength.286 
Dr. Oetker makes use of this advantage and runs several promotions in Sweden, 
such as price reductions, sweepstakes and sampling. Price reductions, in this case 
multi price-offs, are frequently offered, encouraging increased consumption and aim-
ing at gaining a strong position in consumers’ mindsets and in the Swedish market as 

                                                 
282 Compare: O'Guinn, T., Allen, C. T., Semenik, R. J. (2003), p. 534. 
283 Compare: Ottesen, O. (2001), p. 235 – 236. 
284 Compare: Gabriel, H., Kottasz, R., Bennett, R. (2006), p. 512. 
285 Compare: Low, G. S., Mohr, J. J. (2000), p. 391. 
286 Compare: Percy, L., Rossiter, J. R., Elliott, R. (2002), p. 267 – 268. 



- 71 - 

a whole.287 The growth potential for the category of pizza is high due to a low per cap-
ita consumption and the fact that the market is not at all matured. Samples, in the 
form of mostly pizza degustations, are distributed at taste test stands in stores to 
convince Swedish customers of the high quality and taste of this product and to 
change their current perceptions. 2000 demonstrations are planned in Swedish retail 
stores this year. Even though promotion can generally be seen as a mass advertising 
medium, sweepstakes can lead to personalised communication in the future, 
achieved through Dr. Oetker’s Internet homepage. Literature indicates that a further 
mode of communication is through customer experiences, for instance at factory 
tours or company museums.288 In agreement with this, Dr. Oetker has founded a 
company museum at its headquarters in Bielefeld, informing visitors about the family 
business, the brand, the products and the company’s fields of operation. This innova-
tive type of brand promotion is meant to lead to excitement for the brand Dr. Oetker 
and its products, whereby this popularity should then spill over to larger purchase 
amounts or life-long continuity of usage. Dr. Oetker’s promotional activities are inte-
grated with its advertising as a complementary and technique, conveying the same 
idea and message and aiming at accomplishing the objectives of stimulated and ac-
celerated sales.289 

5.2.5 The campaign planning process at Dr. Oetker 

Before planning a campaign and developing effective communication for a certain 
product, the overall business and marketing objectives must be set and unmistakably 
understood by all participants.290 In the case of Dr. Oetker these are determined by 
the headquarters in Bielefeld. The marketing strategies of each respective country 
follow this superior strategy and all main cornerstones of marketing activities must be 
coordinated with Germany. 

The first phase concerns the specification of the campaign parameters, i.e. which 
market and audience should be targeted.291 This depends on the product category 
being advertised. While advertising for pizza and the market and audience to be ad-
dressed are centralised in Germany, advertising for nutriments and its campaign pa-
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rameters are left to each country individually. Pizza is launched in all countries which 
seem suitable for the product, and the audience which is most interested in aspects 
such as “wellness” and “health”, but also needing convenient and easy to prepare 
food, is targeted. Dry products, such as baking mixes and ingredients are very suc-
cessful in Germany, whereas the market for theses products in Sweden is still rela-
tively small and needs to be established. Although the implementation of the general 
marketing strategy is left locally to each country, it is still being significantly shaped 
by the Managing Director of Marketing in Bielefeld. 

In literature, the second phase involves analysing the company’s current situation in 
order to be aware of the overall brand positioning in the relevant market and of the 
role which the campaign communication must fulfil in order to successfully advertise 
the product on the target market.292 Dr. Oetker’s overall marketing strategy, its brand 
strategy, rules how Dr. Oetker should fundamentally be positioned, thereby indicating 
the product usage and its advantages compared to competitive products. Dr. Oetker 
is aware of its competitors in each relevant category and continuously strives to 
reach or maintain market leadership.293 

The third phase includes the specification of the communication objectives of the 
campaign, which are derived from the business and marketing objectives and com-
munication’s defined role, relating to the selected target audience in the target market 
and to the brand positioning. Additionally, the communication effects category need, 
brand awareness, brand attitude and brand purchase intention, which the company 
defines as most appropriate, determine these goals.294 Since Dr. Oetker is relatively 
new on the Swedish market, it is still at the beginning of these communication effects. 
Both for baking ingredients and even more for pizza it has to establish category need 
and render consumers interested in these foodstuffs as a whole. Consumers, who 
already have an interest in these categories, must be made aware of the brand 
Dr. Oetker. Once this is accomplished, obviously the further steps will entail changing 
customers’ brand attitudes and purchase intention. Further specific communication 
goals of Dr. Oetker’s campaigns in Sweden can be illustrated as changing percep-
tions and creating favourable impressions in regards to the category of frozen pizza 
in general and thus overcoming prejudice, fulfilling the need for baking support, con-
solidating the already reached position and encouraging further trial. 
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The fourth phase (final planning step) refers to choosing a message and media strat-
egy in order to achieve the above declared communication goals and to be able to 
act within the given competitive environment.295 Both for the core lines of pizza and of 
baking ingredients, planning messages and media always occur with the support of 
advertising and media agencies. Dr. Oetker’s lead agency BBDO, together with a 
team of international brand managers, is responsible for campaigns promoting pizza 
worldwide. This constant partnership and close cooperation fosters open communica-
tion and makes effective joint problem solving possible.296 Dr. Oetker Sweden coop-
erates with local Swedish advertising and media agencies for its communication re-
garding baking products. This can be related to what theory in the literature review 
states. As nutriments are shaped very traditionally, their ads have to be designed and 
transmitted so that the target audience will process them as intended and the desired 
communication effects will be produced.297 With the support of the advertising agen-
cies Valentin & Byhr in Gothenburg or Autostrada in Copenhagen as well as the me-
dia agency Vizeum, Dr. Oetker selects the most appropriate advertising messages 
and media for its planned campaigns in Sweden. 

Analysing the overall planning process of Dr. Oetker, it can be depicted that the com-
pany chooses to approach the advertising for its core lines of nutriments and pizza in 
exactly the opposite way. For pizza, on the one hand, the same objectives are fol-
lowed worldwide, thereby simplifying the planning process immensely and reducing 
the planning and development costs of advertising. Merely, the direct translation of 
the ad needs to be conducted in each country. This results in a good coordination 
and control of the international advertising campaign and allows for easy compari-
sons regarding advertising effectiveness between the different countries.298 Advertis-
ing for nutriments, on the other hand, is approached by using separate, exactly fitted 
messages in the different markets Dr. Oetker does business in, thereby causing plan-
ning complexity.299 This attempt relates to the objective of persuasiveness in regards 
to country-specific cultural dissimilarities, such as habits and tastes, and product re-
lated differences in product usage and positioning.300 Although the economic situation 
in Germany and Sweden is rather similar and information about products and their 
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usage are readily available in both countries, simplifying the planning process in this 
case would not be a suitable option. This is not in agreement with what is stated in 
literature.301 

5.2.6 Dr. Oetker advertising abroad and the implication for its organisational 
structure 

Even though advertising abroad and possible organisational structures have been 
dealt with in separate chapters during the literature review, the analysis revealed a 
strong link between the two, which is why they are treated together in this section. 

Dr. Oetker is a multinational enterprise which takes country-specific macro-economic 
factors into account when planning and implementing advertising campaigns abroad. 
The company understands the influence of culture and considers language and 
communication differences when it aims at transferring ads across cultural borders. 
Identical as literature, the company believes that a cross-cultural perspective is piv-
otal for any successful campaign abroad.302 This is ensured through marketing re-
search in the domestic and foreign markets, which examines the cultural fit of adver-
tisements. Additionally, it is supported by advertising and media agencies selecting 
suitable messages and media. Although the company standardises its products and 
ad campaigns for the category of pizza, it nevertheless adapts the employed lan-
guage to each country. This is hence in line with what literature states, since the en-
terprise does not run exactly identical campaigns in each market, but rather utilises a 
common advertising strategy, a general creative idea and message and similar me-
dia.303 Through this approach it can seize the advantages of a global strategy, such 
as economies of scale, the ability to exploit good ideas on a worldwide basis and a 
consistent international brand. Regarding the category of baking ingredients, 
Dr. Oetker does not exploit the advantages of a global strategy but aims at building 
an international brand through adaptation of advertising. This generates another ad-
vantage, namely a differential advantage through local sensitivity and increased 
communications effectiveness.304 
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It can be declared that Dr. Oetker, by distinguishing into its product lines, grasps the 
benefits of two different kinds of advantages. For pizza it is more suitable to stan-
dardise products and communication since customers can be described as having 
rather similar tastes. This leads to the advantage of building a global product image 
and cost-efficiently advertising it. For baking ingredients the appropriate approach 
refers to adapting the overall marketing strategy to local conditions since these prod-
ucts are shaped traditionally and customers are rather heterogeneous in product af-
finity and usage. This leads to the advantage of stronger persuasiveness and effec-
tive communication.305 Since one of Dr. Oetker’s main objectives is to elicit customer 
demands, get to know its customers extremely well and satisfy them with its offer-
ings, it can be reasoned that it has achieved this and continues to do so by delivering 
appropriate products and messages according to the customers’ needs and wishes 
to all markets it operates in. The fact that the company operates its own subsidiaries 
in all relevant countries, merely being observed and guided by the headquarters in 
Germany, has certainly reinforced this success. As the expansion within and outside 
Europe has begun at a rather early stage, the company nowadays is a dynamic and 
international enterprise, even further extending its operations and thereby strength-
ening its competitive brand worldwide. 

As stated above the questions of standardised vs. adapted advertising campaigns 
and of a centralised vs. decentralised organisational structure are related. 

A strong interconnection between standardised advertisement and a centralised or-
ganisational structure can be recorded.306 This is the case at Dr. Oetker regarding its 
product category of pizza. All decisions concerning international advertising objec-
tives, research and product development, its positioning, the creative strategy and 
communication as well as the media strategy are centralised with the team of interna-
tional brand managers in Germany. Consequently, the implemented advertising 
campaigns are standardised all over the world, adopting the predetermined guide-
lines which are alleged from Germany. This centralisation at the headquarters and 
the standardised advertising campaigns are profitable for Dr. Oetker’s core line of 
pizza products because the product fulfils similar needs and wants, market and me-
dia conditions as well as consumers in Germany and Sweden are comparable and 
the firm aims for a consistent global image.307 Furthermore, the marketing effort and 
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brand image in Sweden can be controlled easier. Within this centralised segment, 
adaptations of the advertising campaigns to local needs and market conditions do not 
occur at all or only to a very limited extent. Examples are the translation from German 
to Swedish language and the exact temporal and geographical placing decided at the 
Swedish subsidiary. 

Adaptation of advertising is typically linked with a decentralised organisational struc-
ture.308 This is the case within Dr. Oetker’s core segment of baking ingredients. The 
managing director of Dr. Oetker Sweden AB has the authority and responsibility to 
decide about all the advertising and promotional issues, including national advertising 
objectives. This decentralised organisational structure leads to adapted advertising 
campaigns in Sweden. Decentralisation and adapted campaigns are suitable for the 
product category of baking ingredients since the Swedish subsidiary can best judge 
and decide about which products to launch and how to market them due to knowing 
the market situation best. Moreover, the Swedish subsidiary can work more effec-
tively with these traditionally shaped products and has no direct rule from the head-
quarters which might not even fit the Swedish market conditions and lead to a sub-
optimal implementation.309 The Swedish market and its consumers are in this case 
unique and adapted advertising allows for responsiveness to local culture and com-
petition which is an absolutely must within this category.310 Advertising for baking in-
gredients is particularly sensitive to adaptation and use of local language, models 
and scenery which increases the probability for the advertisement to be effective. 
Consequently, general guidelines what advertising should look like are given by the 
Managing Director of Marketing in Germany in order to coordinate communication 
and make it positively contribute to the overall brand image, yet adapted creative 
presentations and decentralised implementations of campaigns take place.311 

As described in literature, another organisational structure is possible, to be precise 
the combination of centralisation and decentralisation.312 Dr. Oetker has three core 
product lines. Nutriments (baking ingredients) and pizza are already being sold on 
the Swedish market, whereas the third category of chilled fresh foods should be ex-
panded to Sweden in the near future. Therefore, it was not possible to analyse this 
product category as thoroughly as the other two. However, once these products will 
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be launched in Sweden, it can be expected that the organisational structure could be 
a combination of centralisation and decentralisation. During the interviews it was pro-
nounced that this segment can be classified as “in between”, meaning that partly lo-
cal conditions are considered but often products will be marketed exactly the same 
way as in many other countries. This mixture of standardisation and adaptation leads 
to the assumption that the organisational structure will also have features of both ex-
tremes. In this case the headquarters in Germany would have the general control 
over the advertising policy, guidelines and operations in Sweden, setting advertising 
and promotional objectives and budgets as well as approving creative ideas and me-
dia selection decisions. The Managing Director of Dr. Oetker Sweden AB would sug-
gest the local advertising plans and budgets and would work with the agency in 
adapting messages and media to the Swedish way of doing things and the strong 
Swedish competition. This combination approach allows for consistency in 
Dr. Oetker’s international advertising and permits local input and adaptation of each 
implemented campaign in order to be successful on this growing market for fresh 
foods.313 

5.2.7 Particularities of Dr. Oetker acting on the Swedish market 

As described in literature, a market can be defined according to the two dimensions 
product and geographic area.314 The product market which Dr. Oetker competes in is 
the food market and the geographic market is the domestic market Germany and all 
its foreign national markets within and outside of Europe. The multinational enterprise 
therefore plans its advertising campaigns for a certain food product and a certain 
country. Since a focus on local differences of markets is so important, Dr. Oetker op-
erates within its product market of food products but takes attributes concerning the 
geographic area of each single country into consideration. 

Dr. Oetker’s mission also symbolises this market consideration. It is a leading 
branded food company which continuously strives to identify trends at an early stage, 
to respond to changing needs and to give markets new impulses through its innova-
tions. It does this by operating on the product market of food products and acting on 
several geographical markets. Within these markets, Dr. Oetker aims at providing all 
of its customers with taste and quality of the highest degree. 
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Dr. Oetker has to decide how it can best satisfy its customers’ demands within the 
different national markets. As already mentioned, in Sweden the company’s core 
product lines are handled very differently. This can be best explained referring to fig-
ure 5 (International Product and Communication Strategies) in chapter 3.3.1, showing 
the different possible strategies for adapting product and communications to a foreign 
national market.315  

Considering Dr. Oetker’s core line of pizza in Sweden, it can be concluded that that 
neither the product, nor the communications are adapted. Certainly, the ad is trans-
lated, yet the message is the same in Germany as in Sweden and no adaptation 
takes place. In this case Dr. Oetker pursues the strategy of a straight extension. This 
is somewhat contradictory to what literature states in regards to a product’s stage 
within the PLC. It indicates that standardisation is more feasible for a product which is 
at the same stage within its PLC in different foreign markets.316 Pizza is not at the 
same stage of the PLC in Germany and Sweden, demonstrated in figure 8. Whereas 
pizza in the German market is in the maturity phase, the product is only just at the 
beginning of its growth phase in the Swedish market.317 Nevertheless, the company 
chooses to run a standardised campaign approach. 

Figure 8: Product life cycle318 
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In contrast, Dr. Oetker’s core line of baking ingredients is in general fully adapted, 
both the product as well as the communication. Here the company follows a dual ad-
aptation strategy. Product introductions for either category can take place first on one 
national market or simultaneously on all relevant markets in which the product should 
be launched.  

Once the third core line of fresh products will reach the Swedish market it is to be 
expected that these products will be directly forwarded without any adaptations. 
However, the communication will need to take Swedish consumer and competition 
conditions into account in order to be successful. Hence, it can be assumed that in 
this case Dr. Oetker will implement the strategy of communication adaptation.  

Reviewing this complex set of strategies, Dr. Oetker can truly be characterised as 
aiming at serving its customers in the best possible way. No matter how many differ-
ent strategies are needed, the company searches for the best solution for each of its 
different product offerings and thereby drives up customer satisfaction in all its na-
tional markets. In Sweden this was so far successfully implemented, proven by its 
already strong position within the market after only four years. Optimistically, this 
success will continue and increase, making it possible for Swedish consumers to en-
joy a constantly growing selection of Dr. Oetker’s products. 

The outlook of Dr. Oetker’s future on the Swedish market is positive. By means of 
analysing Dr. Oetker’s current situation, it can be distinguished that the company is 
dynamic and growing, especially in foreign national markets. During the last year, 
more than half of Dr. Oetker’s total sales were accumulated abroad and a noteworthy 
rise of foreign investments can be recorded. Half of its staff is employed in the local 
subsidiaries, thereby demonstrating its interest in increasing international operations.  

Due to the enormous success of the Swedish subsidiary, its continuance is assured. 
Within the four years of existence since its re-entrance in 2003, it has established 
itself as the market leader in baking ingredients and has gained a large market share 
in the frozen pizza segment, where it aims to become market leader within the next 
year. Its competitors in baking products, such as private label and other suppliers of 
similar goods are tough; therefore Dr. Oetker’s presence within the Swedish market 
is essential in order to maintain its strong position and keep track of its competitors. 

Although Sweden is a somewhat difficult market for Dr. Oetker, it is mastering these 
difficulties in a perfect manner. On the one hand, it is gaining increased presence in 
all Swedish retail chains and on the other hand, it is establishing and augmenting its 
product and brand awareness through integrated advertising campaigns. Through its 
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main presence on TV, the company’s credibility in the mindsets of customers is sup-
ported and enhanced. By constantly exposing prospective buyers to Dr. Oetker’s ad-
vertising messages through meaningful media, their purchase intention should rise. 
Now that the company’s products can be found in all the dominant Swedish retailers, 
this availability will lead potential customers to purchases and optimistically to a per-
manent relationship with the brand, thereby positively affecting Dr. Oetker’s sales and 
profits.319 There is a strong fit between Dr. Oetker’s product offerings and the con-
sumer demands in Sweden which in the future will lead to a further extension of the 
company’s operations on the Swedish food market. 

5.3 Reflection and abstraction 

Motivated by the mistakes made by multinational enterprises and the complexities of 
advertising abroad, an innovative phase model is developed, which is shown in fig-
ure 9. It includes the phase model of integrated advertising campaigns described in 
chapter 3.2.6, combined with the influence factors for advertising abroad described in 
the national market model in chapter 3.3.3. The model depicts the first four phases of 
the campaign process which concern the campaign planning, and considers the 
macro-environmental influence factors. Since the focus area of the research is plan-
ning, these four phases are described, being important for multinational enterprises 
planning national advertising campaigns.  

Figure 9 is assembled in the following way: Beginning on the left, the macro-
environmental forces are mentioned and it is shown that these have an influence on 
the input factors. The input is utilised in the respective phase and leads to a certain 
output. Each output is then again an input for one of the following phases. The envi-
ronmental forces do not have an influence on the fourth phase anymore, since the 
input for this phase entirely consists of output results from one of the previous 
phases. This means that the influence of the environmental forces is already consid-
ered. Again, all italicised terms are given from outside of the phase model. The goal 
of this phase model is to prevent multinational enterprises from making mistakes 
which can harm their operations on national markets. 

Subsequently, the complex decision framework shown in figure 9 is thoroughly de-
scribed. Following the portrayal of each phase, examples of the environmental forces’ 
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influence on the input will be given. An exhaustive description of all ways of influence 
is at this point not sensible, since the degree of influence largely depends on the spe-
cific settings within the target country, including the product, the market and its com-
petitors as well as the customers. 

Figure 9: Phase model for planning national advertising campaigns320 

 

First phase: Choose campaign parameters 

Following the campaign process, the first phase refers to choosing campaign pa-
rameters in the form of a target market and audience.321 General business objectives 
and national market objectives serve as input for this decision. Business objectives 
can said to be set by the headquarters, giving general directions and goals for the 
entire company. Marketing objectives are then derived for each country the company 
operates in; therefore they are referred to as “national”. Furthermore, the advertised 
product needs to be clarified in order to choose the appropriate campaign parame-
ters. The product, identical as communication, can be standardised and equal to that 
in the domestic market or adapted to the national market conditions. The different 
product and communication strategies are explicated in figure 5, chapter 3.3.1 and in 
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this case the strategies of straight extension and product adaptation are important to 
mention, correlating to product standardisation and adaptation.322 The choice of the 
campaign parameters within the phase model for planning national advertising cam-
paigns leads to the output of national campaign parameters, namely the national 
market and audience to be targeted.  

In order to choose national campaign parameters mainly the influence of economic 
and social/cultural forces on the input need to be taken into account. Economics dis-
play the target country’s economic condition and indicate its present and future po-
tential for consumption, thereby influencing the national marketing objectives.323 The 
product and its advertising and the decision regarding standardisation or adaptation 
are largely influenced by social/cultural factors. These indicate peoples’ traditions, 
customs and language as well as their tastes, attitudes and purchasing behaviour.324 

Second phase: Analyse situation 

The second phase includes analysing the current situation. In order to complete this 
step, input in the form of national market information and information about competi-
tors on the target market is necessary.325 These data cannot be derived from the pre-
vious planning phase and must therefore be gathered from outside of the model. Ad-
ditionally, the specified campaign parameters serve as input to this phase. Once the 
situation is fully analysed, important output can be derived. Firstly, the competitive 
environment within the target country is understood. This helps to find out how the 
competitors are positioned and what makes their brands successful. The enterprise 
can now distinguish its own brand positioning and can define the role which the cam-
paign’s communication must fulfil in order to successfully establish itself within the 
target market.  

The main influence forces on the input of the situation analysis phase are economic 
and political/legal factors. Competitors on the national market need to be studied with 
the help of economic data.326 Other essential national market information is for in-
stance the legal environment. Country-specific regulations and restrictions shape ad-

                                                 
322 Compare: Kotler, P., Keller, K. L. (2007), p. 335. 
323 Compare: Palmer, A., Hartley, B. (1996), p. 30 – 31. 
324 Compare: Lee, M., Johnson, C. (1999), p. 31. 
325 Compare: Brannan, T. (1995), p. 49 – 50. 
326 Compare: Palmer, A., Hartley, B. (1996), p. 31. 
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vertising campaign messages and media and can create legal barriers which the 
company could be confronted with and needs to be aware of.327 

Third phase: Define communication objectives 

Referring to figure 9, it can be depicted that the next phase contains defining com-
munication objectives.328 Again the business and national marketing objectives play a 
role, in this case however, by providing input in terms of which communication objec-
tives are necessary in order to achieve the higher-levelled objectives. In addition, the 
desired national communication effects need to be specified, assembled by category 
need, brand awareness, brand attitude and brand purchase intention. It is important 
to define which effects are aspired and most appropriate, so that communication ob-
jectives can be related to these. Further input in terms of national campaign parame-
ters, national brand positioning and national campaign communication’s role, ob-
tained in the two previous phases, also flows into the definition of communication ob-
jectives. As an output, the campaign’s communication objectives for the target market 
are set.  

Macro-environmental forces also influence this phase, by exercising power on the 
relevant input. The strongest forces in this phase are the demographic and so-
cial/cultural. National marketing objectives have to match the demographic situation 
within the target country. Demographics reveal important aspects concerning the size 
of the target audience, the age distribution and education levels.329 If the majority of 
the population cannot read nor has access to television, the communication objec-
tives have to be set differently than in a more developed country. Moreover, the na-
tional communication effects are principally influenced by social/cultural forces, such 
as for example the general attitude towards foreign products and in turn the influence 
on brand awareness and attitudes towards the product of a multinational enterprise. 
The social/cultural force is one of the most influential aspects a company has to 
grasp in order to effectively communicate.330 

 

 

                                                 
327 Compare: Palmer, A., Hartley, B. (1996), p. 222 – 223. 
328 Compare: Brannan, T. (1995), p. 44. 
329 Compare: Palmer, A., Hartley, B. (1996), p. 31 – 32. 
330 Compare: Usunier, J.-C. (1996), p. 404. 
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Fourth phase: Select strategy 

The final phase within the planning constitutes the selection of the strategy.331 The 
campaign’s communication objectives for the national market, originating from the 
preceding phase, as well as the national competitive environment which is already 
studied at this point, serve as input to selecting a strategy. Both forms of input al-
ready embody the influence by the macro-environmental forces and therefore support 
an output which takes the country-specific aspects of a national market into account. 
In order to achieve the declared communication objectives, appropriate national ad-
vertising message and media strategies need to be developed.  

Since every prior step was influenced by the environmental forces, the selection of 
these two strategies should mirror the country-specific conditions and fit the target 
audience in the target market perfectly. 

                                                 
331 Compare: O'Guinn, T., Allen, C. T., Semenik, R. J. (2003), p. 366. 
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6 Recommendations and Conclusion 

Recapitulation: Recapitulating, it can be stated that a comprehensive research in 
the field of integrated advertising campaigns of multinational enterprises has been 
conducted. After an introduction into the topic and a presentation of the research ob-
jective and questions in chapter 1, a presentation of the research methodology was 
illustrated in chapter 2. Subsequently, a thorough review of the relevant literature re-
garding planning integrated advertising campaigns and multinational enterprises act-
ing on national markets was presented in chapter 3. In the following chapter 4, a de-
tailed report of the empirical findings concerning the country of Sweden and the com-
pany Dr. Oetker was presented. It was hugely interesting to gather information about 
a business case and thus investigating how a multinational enterprise acts on a na-
tional market. Based on the theoretical and empirical facts, a detailed analysis and 
reflection were conducted in chapter 5. At first, the empirical findings were examined 
based on the theoretical models developed in chapter 3. At this point it was estab-
lished that Dr. Oetker is predominantly in line with what literature states. In a second 
step, an innovative phase model for planning national advertising campaigns was 
abstracted supported by the theoretical models of chapter 3 and the real life business 
case in chapter 4. This model is an overall result of the entire research paper and can 
serve as a guide to prevent multinational enterprises from making severe mistakes 
when advertising abroad. Nevertheless, it has to be stated, that each case has to be 
explored separately. As seen in the example of Dr. Oetker, theory cannot provide the 
correct answers in every case, but occasionally better options emerge from real life 
business practices developed within the company itself.332 

Answers to the research questions: Critically reviewing the entire analysis, an-
swers to the research questions can be given. Since the theoretical and empirical 
findings are merged in the analysis, both types of findings have provided information 
in order to find accurate responses. 

In order to answer question 1, the final phase model for planning national advertising 
campaigns follows the structure of the phase model of integrated advertising cam-
paigns (chapter 3.2.6), but confines to the first four phases, which concern the actual 
planning. Furthermore, this planning model is enhanced with the influence of envi-
ronmental forces. Due to the development of this model, research question 1 can be 
answered. In order to perform a suitable planning of an advertising campaign, infor-

                                                 
332 Compare: Gabriel, H., Kottasz, R., Bennett, R. (2006), p. 506 – 507. 
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mation about the selected target country and customers in terms of the macro-
environmental forces needs to be available. This includes for instance the economic 
condition of the country, size and education levels of the population, legal restrictions 
on advertising message and media as well as the language, traditions and attitudes. 
According to research question 1, this information can be split into the two main sec-
tions of data about the target country and the target customers. The target country is 
described based on its economic and political/legal situation, whereas target custom-
ers are portrayed by their consumer profiles, based on demographic and so-
cial/cultural (psychographic) characteristics.333 Thus, this information about the na-
tional conditions, in terms of data concerning the target country and customers needs 
to be available in order to perform a suitable planning of an advertising campaign. 

Referring to research question 2, campaigns of multinational enterprises need to be 
designed and adapted according to theses national conditions in order to be suc-
cessful. This is achieved by taking the macro-environmental forces into account at 
every level of the planning phases and thereby ensuring that all country-specific as-
pects are considered. That way the resulting advertising campaign plan will be ap-
propriate for the selected target audience within the target market. A successful ad-
vertising campaign leads to customers’ awareness for the company with its brands 
and products and a raise in preferences and loyalties, thereby possibly resulting in an 
increase in sales of the advertised product and in turn in higher profits for the enter-
prise as a whole.334 

Theoretical and practical implications: The objective of this research was to inves-
tigate how multinational companies can successfully transfer information about the 
company itself and the products it vends to different national markets in order to cre-
ate product and brand awareness and by doing so what to consider. This objective 
has been completed. Both the theoretical and the empirical findings have contributed 
to the establishment of the developed phase model in chapter 5.3. This phase model 
represents a framework, which multinational enterprises can utilise throughout the 
planning process of a national advertising campaign. Every specific case could not 
be elaborated in detail due to country-specific settings; therefore, out of this frame-
work explicit guidelines need to be developed. 

                                                 
333 Compare: Onkvisit, S., Shaw, J. (1987), cited by Papavassiliou, N., Stathakopoulos, V. (1997), p. 

510. 
334 Compare: Stidsen, B. (1970), p. 49. 
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Choosing single influence factors in a complex surrounding can never mirror a com-
plete real life picture. Besides, it is not the task of a model to reflect reality, but to 
capture a section of realism and to model subsequent impacts and effects. In this 
paper a fragment of reality is selected. The limitation of the model refers to the fact 
that the concrete application must be close to the developed model, so that impacts 
and effects of the influence factors can be compared to theory. 

Transferring the phase model to a real life business case, a company must at first 
investigate its relevant influence factors, both intrinsic and extrinsic. Correspondingly, 
the advertising campaign can be planned, taking the steps suggested in the model. 
Since the focus of this thesis lies on planning, the main benefits derived can be util-
ised for a successful campaign planning phase. 

Therefore, it would be necessary to also investigate the effects of influence factors 
not only within the planning phase but also in the subsequent implementation and 
evaluation phases. With such studies a holistic model could be developed and the 
complete campaign process with its media could be adapted to country-specific con-
ditions. Modelling the implementation and evaluation phases based on the already 
developed planning phase model would be extremely interesting for theorists and 
practitioners. Filling this with further empirical input from multinational enterprises 
could advance and steady the model for a successful national advertising campaign. 

Already now the paper is highly valuable for practitioners, since it is not only based 
on theory but to a large part also on empirical data. Merging these findings has led to 
the final model in chapter 5.3. The business case of a multinational enterprise dem-
onstrates issues when advertising abroad and the model reveals respective ways of 
solving them. Thus, the approach depicted in this phase model is particularly valu-
able for practice. 

Recommendations are to further develop the phase model for planning national ad-
vertising campaigns to a holistic model concerning all campaign phases. Further-
more, the model could be enhanced by conducting additional interviews in order to 
gain further practical assessment if the model is relevant for the majority of multina-
tional enterprises. Moreover, it would be interesting to utilise this phase model in a 
real life business case and gain practical experience. That way strengths and weak-
nesses could be discovered, and through further studies the model could be ad-
vanced and improved. 

Concluding remarks: As pointed out in the introduction, companies need to develop 
products fitting a specific target group, whereas the communication within marketing 
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for this certain product is on a more individual level. The example of Dr. Oetker has 
shown that this individual communication is vital in order to make customers feel di-
rectly addressed and to differentiate and profile against competitors, which is a cen-
tral success factor for advertising companies. Therefore, taking into account country-
specific aspects regarding the target market and the target audience is of high impor-
tance for a successful national advertising campaign. 

Concluding it can be stated that companies today are generally aware of the impor-
tance of adapting to local conditions, as seen by numerous advantages in every day 
life. This research was aimed at filling the gap which exists in theory by creating a 
phase model for planning national advertising campaigns. Furthermore, critical suc-
cess factors as the essential elements which are necessary for a company’s cam-
paign to achieve its objectives were highlighted. By implementing the recommended 
phase model and acting according to it, companies can improve their advertising ac-
tivities abroad.  
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Appendices 

Appendix A: Media characteristics335 

Media Advantages Disadvantages 

Television 

Mass coverage 

High reach 

Impact of sight, sound and mo-
tion 

High prestige 

Low cost per contact 

Attention getting 

Favourable image 

Low selectivity 

Short message life 

High absolute cost 

High production costs 

Clutter 

Radio 

Local coverage 

Low cost 

High frequency 

Flexible 

Low production costs 

Well-segmented audiences 

Audio only 

Clutter 

Low attention getting 

Fleeting message 

Internet 

User selects product information

User attention and involvement 

Interactive relationship 

Flexibility 

Direct selling potential 

Impact of sight, sound and mo-
tion 

24-hour availability 

Intrusions 

Crowded access 

Limited reach 

Spam 

Lack of effective measurement 

News-papers High coverage Short life 

                                                 
335 Based on: Belch, G. E., Belch, M. A. (2001), p. 334. 
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Lost cost 

Short lead time for placing ads 

Timely (current ads) 

Reader controls exposure 

Can be used for coupons 

Clutter 

Low attention getting  

Poor reproduction quality 

Selective reader exposure 

Magazines 

Segmentation potential 

Quality reproduction 

High information content 

Longevity 

Multiple readers 

Long lead time for placing ads 

Visual only 

Lack of flexibility 

Outdoor 

Location specific 

High repetition 

Easily noticed 

Short exposure time requires short 
ad 

Local restrictions 

Direct  
advertising 

High selectivity 

Reader controls exposure 

High information content 

Opportunities for repeat expo-
sure 

High cost per contact 

Poor image (junk mail) 

Clutter 

 

Appendix B: Interview questions to Dr. Oetker Germany 

1. Are marketing and advertising planning of Dr. Oetker centrally managed from 
Germany, or are these guided decentralised and locally in the particular coun-
tries? 

2. Do the marketing strategies of the respective countries follow a general overall 
strategy or are different marketing strategies developed for each of the countries 
the company Dr. Oetker operates in? 

3. Are country-specific aspects, such as language, religion or macro-economic fac-
tors taken into account when designing advertising campaigns outside Germany? 
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4. Which measures ensure that advertising outside Germany fits the respective 
country-specific conditions? 

5. Generally, are the same advertising media applied in all countries or are these 
adapted to each country? 

6. Which strategy does Dr. Oetker pursue when developing a new product? Are 
specific products developed for a certain market or does an adaptation of the 
general product range to national conditions occur? 

7. Does a product launch and its marketing always at first take place nationally (for 
example on the German market), or are there simultaneous introductions on all 
relevant markets in which the product should be placed? 

8. Is advertising planning performed in the marketing department of the company 
Dr. Oetker itself or is this delegated to an agency? 

9. When and in how many steps did the expansion within and outside Europe take 
place? 

10. Is Sweden an attractive market for Dr. Oetker? Which was Dr. Oetker’s most suc-
cessful advertising campaign on the Swedish market? 

 

Appendix C: Interview questions to Dr. Oetker Sweden 

1. When exactly did Dr. Oetker first enter the Swedish market and when did it re-
enter? 

2. I have heard that Ekströms and Blå Band are competitors to Dr. Oetker. Which 
overall position does the company have in the market right now? 

3. Which was the best and most successful advertising campaign in Sweden that 
strengthened brand awareness for Dr. Oetker’s products? 

4. Are the advertising campaigns for Dr. Oetker’s products in Sweden developed 
with the help of advertising and media agencies, and if yes which ones? 

5. Which characteristics of Dr. Oetker’s dry products does the company stress in its 
advertising to establish them within the traditional Swedish market? Is there any-
thing typical Swedish in the advertisements for the dry products? 
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6. Advertising for pizza is centralised in Germany. What does that mean for 
Dr. Oetker Sweden concretely, which work does the firm have to do? 

7. Swedes are said to be rather nationalistic. Does Dr. Oetker encounter problems to 
position itself in Sweden as a foreign company with foreign product and if yes, 
how does advertising help to change these prejudices? 

8. Which legal restrictions regarding advertising and media use are present in Swe-
den that are important for Dr. Oetker to take into account? 

9. Does Dr. Oetker do in-store promotions where customers can taste products? 

10. When will the category of fresh products be launched in Sweden and how will it 
be marketed, centralised or decentralised from Germany? 

 


