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Cultural Characteristics of advertising in Canada and Malaysia
Introduction
Communication is the primary facet through which people send and receive meaningful information. It uses language in form of sounds, signs, and words. Both parties must understand the language being used. Advertising shares all these features and is therefore a form of communication. For communication to be effective and complete, there must be a sense of shared values between the sender and the receiver. These values are in form of norms, religion, and language and form the culture various societies align to. Sociologists claim that culture is locally unique but universally different. Advertising relies heavily on effective communication and must therefore align to the cultural values of the intended audience. Application of the various advertising appeals such as humor, fear, logic, and sexual appeal must mirror the values of the people. Understanding the cultural characteristics of the various countries will help design more effective advertising techniques in the wake of globalized markets.
Country Profile
The focus is on two countries in different parts of the world, Canada and Malaysia. In Canada, advertising began as early as 1870s when Meyers & Co, a Toronto agency was placing ads in the newspaper. A century later, the Canadian Broadcasting Corp was launched and MacLaren became the dominant TV agency, producing 85 percent of the network programs. The advertising agencies in this country have always been concentrated in the urban areas of Montreal and Toronto. Since most of the agencies are subsidiaries of U.S. firms, the United States has had massive influence on the Canadian advertising industry. Economic decisions often overshadow national and cultural values in Canada, and advertisers frequently use ads and commercials conceived and made in the United States (Adage Encyclopedia, 2003). However, there are obvious cultural values that are considered, for instance, Canada has two official languages, English and French. Therefore advertisements must be formulated and communicated in both languages.
Malaysia is a unique country with intricate cultural identities whose major ethnic groups are Malay, Chinese, and Indians. This indicates an existence of diversity in terms of cultural norms, religion, and language.  The country’s official religion is Islam but there are also Buddhist and Hindu populations. Besides the Chinese in the country follow Confucianist and Taoist traditions, and other native tribes following traditional animist beliefs. The history of Advertising in Malaysia is similar to the account of England, which was the crown colony of Malaya. The advertising industry has five distinct groups, including advertisers, consumer organizations, regulatory bodies, publishers, and advertising agencies (Adetunji and Abdulbaqi, 2012). They have to consider the cultural traditions and beliefs of the Malaysians in conceiving advertisements.
Methodology
 	Thematic analysis of qualitative data from past studies and other publications would facilitate an understanding of the cultural perspectives affecting advertising as a variant of communication. It provide a link between norms, language and religion, and how they impact advertising in the countries. The research question is: does the diversity in cultural characteristics affect the effectiveness of advertising? The sample for the research comprise of two countries, Canada and Malaysia. While one country is located in North America, the other one is situated in South East Asia. Hence, there cultural features can barely alike. Using countries with different cultural perspectives would indicate whether culture as a qualitative variable has an impact on what the communication cues of the people. The data for the study is based on five peer reviewed journals and one online source explaining the dynamics of advertising in Canada. Malaysia has been extensively studied but Canada has limited information on the topic, thereby authenticating a need to conduct a study that would link the cultural features of the people to the advertising dynamics observed in the country.
Theoretical Framework
The libertarian theory would be appropriate for this research because the intention is to make sure everyone understand the cultural implications in advertising. The theory is based on the notion that people are rational enough to pick right from wrong.  The theory suggests that the press should not restrict information because even negative commentary can provide insight and help make better decisions even in crisis. The theory is against the postulates of the authoritarian theory which advices all forms of communication to be under the regulation of governments. This control could be detrimental for firms, especially when their advertising techniques are screened political leaders (Stojanovska-Stefanova, Atanasoski, and Chachorovski, 2017). Advertising ought to be regulated based on the sentiments of the intended audience.
Past research has employed the theory in retrieving information from primary sources. It facilitates the analysis of media information with impartiality and without the fear of external influence. Through the theory, previous research could analyze the advertising dynamics in any market they wished, even where there is government restrictions. The theory would be crucial in ensuring that the objectives of this research are met. It would ensure that the research is independent without any censorship. Furthermore, the data being used in the research is retrieved from international journals that have been peer-reviewed and accepted.     
Qualitative Data Analysis
People differ in behavior and consumption choices based on their cultural perspectives. The influence of culture on communication styles and thus on advertising can be evaluated using three cultural themes, including language, religion, and cultural norms. Each of them has an impact on the reception of advertising and therefore determines the success rate. Language is a cultural element that associated with words in advertisement. Religious differences affect media selection, symbols, words, and pictorial interpretation of an advertisement. Cultural norms are created habitually and are accepted as the ideologies and philosophies that guide the way of life within a particular cultural boundary. They affect how people communicate, interact and live with one another.
Implication of language on Advertisement
In Canada, the top five languages spoken include English, French, Mandarin, Cantonese, and Punjabi. It is imperative that the advertisements be conceived in these five languages to cover everyone. Besides, language can be obstructive or supportive to the creation of positive meanings in advertisement. Unfortunately, Canadian advertisements are conceived in two languages, English and French, thereby living the other language speakers to second guess the intended message of an advertisement (Adage Encyclopedia, 2003). In Malaysia, the official language is Malay, which is spoken by over 80 percent of the population. The second most popular language is English. Therefore, conception of advertisements in this country are skewed towards these two languages. In a study done in 2012, Adetunji and Abdulbaqi found that there is positive correlation between the language differences of the Malaysians and their perception of advertisements. Language is significant in the way advertisement messages are received and understood. It emerged that consumers desire to be communicated in a language that they understand.
Implication of Religion on Advertisement
Religion plays a predominant role in Malaysian society and therefore necessary to consider it when conceiving messages for advertisements. A study found that the Malay and Chinese lifestyles in the country are closely-linked to their religious practices. Besides, Islam has a crucial impact on Malaysian law. Although Islam is the main religion in Malaysia, it is important to consider the Chinese religions when advertising. The Chinese have the highest disposable income in Malaysia and therefore can be the highest consumers of a product being advertised (Deng, Jivan, and Hassan, 1994). A past study showed a strong correlation between advertising and perception of advertising messages among the Malaysians. Religion plays a significant role in determining how advertising messages would be interpreted (Adetunji and Abdulbaqi, 2012). Christianity is the principal religion in Canada. However, it barely impact on interpretation of advertisement messages. Although at least 70 percent of Canadians identify themselves with religious affiliation, they are less concerned with religious practices and it does not impact on their lifestyle (Cultural Atlas, n.d.). Therefore, religion has a low correlation to the perception of advertisement messages in Canada.
Implication of Cultural Norms on Advertisement
Canadians are highly individualistic people valuing self-expression. Individuals perceive themselves as independent and distinct from groups. People tend to actively acquire information from the media before making purchases (Pergelova and Angulo-Ruiz, 2017). They tend to change their attitude on products based on conventional marketing communication. Therefore, the advertisement messages for the Canadians ought to be persuasive rather than focusing on relationship building. On the other hand, Malaysians are highly collectivist people with people valuing the cultural habits of their society. People tend to make purchases based on their relationship with the seller. Therefore, advertisement messages must focus on relationship and trust building (Adetunji and Abdulbaqi, 2012). Besides, cultural norms are significantly related to the reception of advertisement message; it must align to the philosophies and habits of the Malaysians.
Comparative Analysis
The cultural characteristics of Canada and the United States are much alike with both countries valuing individualism and self-expression. They rely on the print and social media to make decisions and purchases. Besides, their religious practices barely affect their lifestyle and a significant portion of the population is not affiliated to any religion. While English is the main Language of communication in the United States, Canada uses French in addition to English. Malaysia is distinctively different from the U.S. and Canada. It uses Malay and English as the principal languages. Religious practices have a significant impact on the Malaysians’ lifestyle. Besides, they are collectivist and rely on information from their social groups to make purchases.
Recommendations
Formulation of advertisement messages should consider the cultural characteristics of the recipients.  Language and media selection plays a significant role and advertising agencies in Canada should use both English and French when conceiving advertisements. The messages should be tailored to allude to the needs of individuals. They should highly persuasive. For Malaysia, effective advertisement should be conveyed in both Malay and English. It should consider the religious affiliations of the recipients and should focus on relationship building rather than being perceive. 
Conclusion
Conception of advertisement messages for Malaysia is different from the way it is done in Canada. Malaysia is more inclined to cultural values, especially religion and cultural norms, than Canada and the United States. Advertisements in Canada are extremely literal and must create an impression of product superiority to persuade customers. Canada and the United States are similar in terms of cultural characteristics and therefore the communication patterns used in advertisements in these countries are similar. Future research could focus on the appropriate media to be used in the different cultural settings for effective advertisement.
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