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VISUAL VERNACULARS FOR GLOBAL ADVERTISING:
INTER-CULTURAL RECEPTION ACROSS EMERGING MARKETS

Abstract:  Given the globalisation of advertising campaigns, visual elements predominate as a means to overcome language barriers but there is uncertainty if the message is interpreted similarly.  Differences or similarities in cross-cultural interpretations of global advertising visuals by media audiences across emerging-world regions have been under-researched.  Hence discourse analysis was conducted of the responses to visual by potential consumers across three different geographic regions.  The results suggest that the differences between Middle East, South America and Asia are not all that significant compared with the ‘West’ and yet there are subtle differences among them.  The authors propose visual perception in cross-cultural communications ought to be conceptualised as a continuum of variation, rather than as diametrically contrasting or discrete modes.  Effective strategy and design of advertising campaigns for global brands may thus depend on optimising the intended primary message through managing the secondary messages perceived in emerging world markets.  
Key-terms:  visual perception, global advertising, inter-cultural, emerging markets.
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