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[bookmark: _GoBack]Abstract
This study examined different political advertising between America and China, individualistic and collectivist cultures. A total of 1200 ads for the two cultures were sampled for the study. The research used Hofstede’s (1984) cultural dimension theory was used in this research to analyze the relationship between the individualism and collectivism in terms of high and low power distance. Moreover, the model of visual, political and humorous communication was also used to show how political advertising can be used to convey a humorous effect. Content analysis was used in carried this study by use of coding material. The content analysis helped in answering the proposed research questions and hypothesis. Three different televisions from each country were employed in the study. The advertisement that is related to politics was collected. The purpose of this study is to show the impact of political ads on the electorate process across different cultural regions. The research used two research questions and two hypotheses guiding this study to come to conclusion on relation between the political ads and the individualistic vs collectivist cultures. 
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[bookmark: _Toc17368299]Introduction
In this new world, people are exposed to thousands of thousands of advertisements in the media. According to Richard and Curran, (2002), advertisement is a paid form of communication that is made to persuade the receiver to take some actions, now or in future. From that definition, we can see that advertisements are to persuade the audience, thus there is need to make sure that the ad is made in an appealing way in order to ensure the advert is received in a good way. Moreover, the advertisements reveal cultural values. Culture defines and represents the community. cultural values include the unstated assumptions, standard operating procedures, norms, tools, values, habits about the sampling the environment. 
According to Rokeach (1973), the value is a common belief that a certain way of conducting oneself is individually or socially preferred to converse or opposite or end-state of existence. The conduct value is a preferable mode of conduct or end-states of existence along a continuum of relative importance. Value can also be defined as selected norms and behaviours through experiences, which implies deep commitment or repudiation, which influences the ordering of the available choices among other possible alternatives that are widely accepted by the whole society. 
We can then say that values are what people believe to be preferred by the wide society hence practice. This study is going to compare political advertisements on both United States and in China on how they reflect their cultural values, and how the cultural values shape the advertising and consumption. Sometimes the ads bring not only the audience’s attention to the products but also promotes some values in order for the audience to get interested in the brand/product and the corporation doing the promotion. 
Hofstede (1984) is one of the most known scholars who studied cultural values and said that “In studying ‘values’ we compare individuals; in studying ‘culture’ we compare societies” (p. 23). In his original framework, Hofstede used four cultural dimensions to develop his model. in our research, we are going to use his third dimension, which is individualism versus collectivism. According to Hofstede study, United States scored higher in individualism scored higher in collectivism
The U.S. has been leading for the longest time in terms of consumerism and advertising. Moreover, U.S. has also been very successful in terms of economic and technological realm over the past years. on the other hand, China is seen to be much awake and shaking the whole world in terms of strategic development. It’s incredible how China has become the fastest-growing country economically. Thus, the information on advertising can be highly useful for the advertisers to better target such audience in the future. The main purpose of this research is to show the comparison between individualistic culture, United States, and the collectivistic culture, China, thus providing an opportunity to gauge how the political advertising is influenced by those two cultures. 
This subject area is important because it investigated the influence of political advertising in different cultures; individualistic and collectivist cultures. The research is going to provide information that is going to consolidate peace through positive political advertising. Moreover, the research shows the areas that need more research thus opening chances for future researches. The purpose of this study shows the impact of political ads on the electorate process across different cultural regions. 
[bookmark: _Toc17368300]Literature Review
As per different studies are done before, the cultural differences not only make people have different thinking but also causes people to communicate differently. According to Hofstede, (1984) China is known to be a collectivistic culture and United States has individualistic culture. The aforementioned makes many people assume that Chinese and Americans act along their culture values, even though the cultural values are the thresholds of individual behaviours. Hofstede, (2001) stated that national cultures are extremely stable a long time, but the changes come afterwards which are caused by the forces that come from outside, either by nature or the human factors. Human factors here include technological breakthroughs, political dominance, economical factors, conquest and trade. After the economic and technological changes in China and US, politics have taken another channel with more people using adverts on social media to influence their supporter as a way of winning the elections. 
Another research that is relevant to this subject area is the one that was done how the ads reflect cultural values, by Zhang et al, (2003), with Peitit and Sissors (1962) doing additional study on direct effects that advertising has on the cultural values. 
The Hofstede’s (1984) cultural dimension theory was also used in this research to analyze the relationship between the individualism and collectivism in terms of high and low power distance.
[bookmark: _Toc17368301]The role and the function of advertising 
While the origin of the advertising can be traced back in ancient times, modern advertising was established during the first world war. White, (1959) said that individuals see advertising as a way of influencing the audiences’ interests about certain product. He also went ahead and stated that the function advertising is to help in organizing and modifying the basic perceptual process of the consumer is based on seeing and feeling a product in a pre-determinable way. Chang, (2000) saw advertising as a tool that uses paid space and paid time in a channel of media that runs it to the market. Thus, money has correction in running the advertisement to the public. Thus, the more the advertiser will pay the more time the advertisement will be run publicly. Secondly, the advertisement hides the identity of the creator and publicizes the advertiser. Thirdly, the ads reach a larger audience than the selling directly. lastly, advertising is a promotion that takes broader sales effort. 
Branding is very important in advertising. According to different scholars, branding is as very difficult to maintain as than relationships. Just as the relationships require authenticity, time and consistency in words, branding also requires the same. When political advertisers use the ad to succeed in their goal, they end up delivering the conveyed message in a good manner.
[bookmark: _Toc17368302]Individualism vs collectivism
Hofstede (1984) distinguished different cultures by use of four dimensions which are the power distance, uncertainty avoidance, masculinity-feminists and the individualism-collectivism. In his study, the United States scored the highest in terms of individualism while Chinese cultures scored the highest in terms of collectivism, (Petit and Zakon, 1962). In another study, Triandis et al, (1990) study confirmed that Chinese are more of collectivism and lower of individualism. The comparison between individualism and collectivism involves the cultural norms and rules that are wildly accepted in those cultures and which differentiates the members of ingroups to those of outgroups. According to Hofstede (1984) the individuals of individualistic cultures make a decision that is solely determined by their own thinking while people in collectivistic cultures makes decision in accordance with what is acceptable in their own ingroup. 
[bookmark: _Toc17368303]Advertising in the Global Market place
Because technology has made communication to be easier, advertisement can reach audiences around the world in a matter of seconds, (Han and Shavitt, 1994). However, in order to ensure the message is well received by the targeted audiences, the advertising company need to modify the commercials in other countries. It’s important to ensure that the advertisers use signs and symbols that are widely accepted in those countries in order to create awareness, (Gudykunst, 1997). People from the east and west have different perceptions of the values and the ways of life.  Different studies show that in the global market, companies in many 
Countries which collectivistic in their cultures use western elements of advertising. Other research shows that individualistic cultures promote individualistic values in their advertising such as self-directions and achievements, (Gevorgyan, 2010).
The rationale of the hypothesized relationship between political advertising and individualistic vs collectivist cultures is to understand how political advertising is influenced by the two cultures. It’s also going to help in identifying how the people from the two cultures are going to respond to political advertising. 
[bookmark: _Toc17368304]Methodology
The literature review explained the cultural dimensions of both individualistic and collectivistic cultures. According to Hofstede (1984) people from collectivistic cultures in-group-based decisions while individualistic cultures make decisions based on their individual interests. The three United States TV channels that were used to sample the ads include, CBS, NBC, and FOX while in China we used CCTV, Zhejiang and Hangzhou for our sampling.  The literature review also discussed American culture and Chinese culture. Although there are many studies that have compared different advertisements in United States and in China, there is no single research that has been done to compare political advertising in individualistic-collectivistic cultures. This shows how this research is important. 
[bookmark: _Toc17368305]Hypotheses and Research Questions
In the study, there were two basic hypotheses and two basic research questions that were proposed in order to make the comparison between the United States and China possible, in terms of their political advertising in TV.
[bookmark: _Toc17368306]Hypothesis
H1: People in collectivistic cultures (China) are more likely to positively respond to political advertising than those in individualistic culture (Belgium).
H2: People in high power distance (China) are more likely to positively respond to political advertising than those in low power distance culture (The U.S.).
[bookmark: _Toc17368307]Research Question: 
RQ1: Are political advertising more popular in individualistic cultures (United States) or collectivist (China) cultures? 
RQ2: As both counties have strong political powers, will there be any similarities between the two countries political advertisements?
Content analysis was done to answer the proposed research questions. Three different televisions from each country will be employed in the study. The advertisement that is related to politics was collected. A total of 1200 advertisements was analyzed from the two countries. Coding materials (content analysis) prepared prior to the study which will help in data collection. Coding items will be used to measure different variables stated in the hypothesis and research questions. Coders will be trained on coding scheme before doing the main sample of ads. In that stage, they will practice their understanding of the coding scheme with different sets of ads whose standard coding decision will be already established. Each ad will then be coded by two independent coders. 
[bookmark: _Toc17368308]Code Scheme
Each ad was coded in terms of the type of its political message that is made to deliver. In the coding scheme, ads were categorized into six categories which are, introduction Ad, Endorsement Ad, positive Ad, Negative Ad, citizen testimonial and others. They were also categorized in terms of the benefits that they offer to the public and their uniqueness. The aforementioned was tested in terms of the responses. The actual ads were categorized over multiple iterations and then discussed. Later on, the category descriptions were made modified accordingly. Emic and etic standards were employed while negotiating the meaning of the ad. For instance, the political advertisement that featured the people living in poor backgrounds, Emic and Etic method was used to put them into the right category. 
Appendix A presents the detailed coding instructions for all ads. The ads were later on categorized in terms of the variables that were being tested in order to test whether the hypothesis is true or false, as well as answering research questions. Coders were asked to record what is depicted by the ad without using their personal interpretation. The disagreement between the coders was resolved among themselves if the coders agreed on type of the ad, it was considered as agreement and was recorded instantly. 
[bookmark: _Toc17368309]Results
[bookmark: _Toc17368310]Analysis
The coding was standardized within the country across all types of advertisements. Along the recommendations for cultural comparisons. Later on, the data collected were aligned in terms of the hypotheses proposed. The substitution of the scores was done in a way not to affect the findings that were reported. 
[bookmark: _Toc17368311]Descriptive Findings
The results showed that people in collectivistic cultures responded more to political advertising than those in individualistic culture. Moreover, the people from China, which has high power distance, responded more positively to the political advertising than those in low power distance, U.S. The political advertisements were found to be more popular in collectivistic cultures, China, than an individualistic culture, United States. 
However, there were some similarities in the way the political advertisements were carried out. Firstly, all types of political advertisements were present in countries. In the United States, 198 ads were introduction Ads,78 Endorsement Ads, 300 positive Ads, 5 Negative Ad, 15 citizen testimonial and 104 others. In China, 200 introduction Ad, 38 Endorsement Ad,245 positive Ad, 4 Negative Ad,50 citizen testimonial and 63 others. Secondly, the ads across these two cultures depicted the use of their fine cultural values in developing the ads. 
[bookmark: _Toc17368312]Hypothesis Tests
The standardized scores were finally analyzed using linear regression in order to test each hypothesis. Hypothesis 1 was tested by evaluating the differences in political advertising in terms of the responses. Results supported this hypothesis in that ads from collectivistic culture, China, were more positively responded in comparison with those from individualistic cultures. Hypothesis 2 was tested by examining in term of response from the perspectives of political power distance. The results supported the hypothesis by showing that people from high power distance respond more positively to the political advertisement in comparison with those from low political power distance. 
[bookmark: _Toc17368313]Discussion
The main focus of this study was to compare political advertising in both collectivistic and individualistic cultures. The premise of this study was based on how the cultures affect the audience responds towards the ads and how the ads reflect cultural values from those two cultures. The research analyzed a total of 600 ads from China and 600 from United States. An interesting finding that was discovered is that if all the categories are treated separately, collectivism was most prominent in terms of political advertising, having the highest number of positive response. The individualistic culture had the highest number of response in terms of their ads that targeted young people. 
In terms of changes, United States ads were more affected by the modernity than those of China. Thus, Chinese adverts value more of their cultural values than modernity. There is an argument that Western and individualistic perspectives are dominating the global advertising and for this matter, China is using some modernity and individualistic values to do their advertising. 
[bookmark: _Toc17368314]Limitations
There were various challenges that were experienced during the time of data collection. First of all, the sample ads from collectivistic culture, China, were limited due to accessibility. Most of the programs from CNTV were not available on internet which posed a challenge to the researchers. Secondly, some features from the two countries were difficult to differentiate. Thirdly, language barrier was a problem. Some adverts from China used very deep cultural values which were difficult to identify. 
[bookmark: _Toc17368315]Future Research
The results will advance the new technology on political advertising for both individualistic and collectivist cultures. Future research can be done on the correlation in each cultural dimension in order to help new businesses and advertisers to invest in both cultures, (Guitart and Ratner, 2011). Moreover, a different coding tool can be used in future research and the results to be compared with the ones for this research. In addition, the research can be done on change of cultural values over a different time period (mostly in terms of decades). 
[bookmark: _Toc17368316]Conclusion 
In conclusion, since when China came up with an open-door policy in 1979, I have become the fastest growing economy in world market. Comparing the two culture is a very paramount decision which is going to help the advertisers to make sound decisions when developing political adverts in two countries. The research is going to provide information that is going to consolidate peace through positive political advertising. Moreover, the research shows the areas that need more research thus opening chances for future researches. The purpose of this study shows the impact of political ads on the electorate process across different cultural regions. 
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