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REZUMAT

in cadrul acestui proiect scopul principal este cercetarea privind efectul cultural al publicitatii

asupra perceptiei emotionale a utilizatorilor. Obiectivul tezei de master fiind identificare

diversificatii culturale de perceptie a publicitdtii de catre consumator.

Au fost atinse asa subiecte cum sunt:

Istoricul aparitiei publicitatii in care au fost prezentate primele forme de publicitate,
inceputurile publicitatii outdoor, prima reclama tiparita si distribuitd la nivel de masa,
dezvoltarea publicitatii in ultimele decenii.
Tipuri de publicitate si tipuri de reclama care la urma ei pot fi distinse mai multe tipuri de
publicitate, in functie de componentele procesului in cauza.
Tipuri si platformele existente pentru transmiterea publicitatii asa cum sunt:

o Ziarul

o Revista

o Radio-ul

o Televiziunea

o Directoarele

o Publicitatea outdoor si de tranzit

o Posta directa, cataloagele si pliantele

o Internet-ul
Influente culturale asupra deciziilor privind marketingul mix.
Influenta culturii asupra deciziilorde promovare
Statistici de publicitate pentru anul 2020
Cultura publicitatii pe pietele internationale ceea ce priveste cercetarea internationald a
publicitatii si impactul acestei asupra consumator.
Reprezentarea culturii publicitatii in diferite regiuni si tari unde au fost evidentiate asa tari
si regiuni cum sunt: Japonia, Statele Unite si statele din regiunea europeana. Au fost alese

aceste regiuni si tari deoarece sunt distribuitorii principali de publicitate pe piata globala.



SUMMARY

The main aim of thisprojectis to research the cultural effect of advertisingon users' emotional

perceptions. The objective of the master's thesis is to identify the cultural diversification of the

perception of advertising by the consumer.

Topics such as:

The history of advertising in which the first forms of advertising were presented, the
beginnings of outdoor advertising, the first print and mass advertising, the development
of advertising in recent decades.
Types of advertising and types of advertising which, in turn, can be distinguished into
different types of advertising, depending on the components of the process in question.
Existing types and platforms for the transmission of advertising such as:

o The newspaper

o The magazine

o Theradio

o Television

o Directories

o Outdoor and transit advertising

o Directmail, catalogs and leaflets

o The Internet
Cultural influences on mixed marketing decisions.
The influence of culture on promotion decisions
Advertising statistics for 2020
The culture of advertising in international markets in terms of international advertising
research and its impact on the consumer.
Representing the culture of advertising in different regions and countries where such
countries and regions have been highlighted, such as: Japan, the United States and the
states of the European region. These regions and countries have been chosen because they

are the main distributors of advertising in the global market.
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Introducere

Influenta culturii asupraactivitatilor economice a fost studiata inca de la inceputul secolului
al XX-lea. Weber a reliefat influenta religiei, ca element al culturii, asupra performantelor
economice ale societdtii (Weber, 1976). Inglehard (2000) a cercetat influentele a numerosi factori
care modifica sistemul de valori pe un esantion de 65 de societati. El a descoperit ca diferentele
economice se datoreaza in mare masura diferentelor culturale.

Cultura are un impact puternic asupra activitatii de marketing. Marketingul presupune
castigarea de profit prin satisfacea nevoilor, dorintelor umane si cerintelor umane. Pentru a le
satisface cat mai bine trebuie inteleasa cultura pietei-fintd. O modalitate de intelegere a culturii
este de a analiza componenentele acesteia. Mai relevante pentru impactul asupra deciziilor privind
mixul de marketing sunt urmatoarele componente ale culturii: cultura materiala, limba, religia,
estetica, educatia, valorile, normele, traditiile si obiceiurile, organizarea sociala.

Limbajul societatii de consum devine din ce in ce mai coerent si tot mai prezent ca forma
de legitimare sociala prin reprezentari de natura publicitara. Pe de alta parte, se modifica usor si
structurile limbajului publicitar pentru a corespunde tot mai bine noii misiuni sociale. Retorica
obiectualitatii este inlocuita cu o retorica a ambiguitatii, 0 retorica a echivocului. In aceasta logica
a echivocului, retorica discursului combina cuvinte, sunete si imagini, creand o lume a posibilului,
in care subiectul scapa de determinari externe si interne, dar la care adera mai ales in afara
fundamentului distinctiei dintre adevar si fals.

Culturile si subculturile produc modele si valorizeaza anumite norme pe care le impun.
Personalitatea de baza definita prin cultura, diferitele personalitati de statut recunoscut in grup
creeaza un model care serveste ca si cadru de referinta pentru a judeca imaginea de sine pe care 0
propune reclama. Siimportanta referintei sociale este cu atdt mai mare cu cat imaginea este mai
putin obiectiva si mai simbolica. Una din cele mai subtile explicatii privind rolul publicitatii in
societatea contemporana este legata de destructurarea edificiului metafizic responsabil de ordinea
sociala si de fenomenele de solidaritate colectiva. Secolul XX debuteaza cu o criza a reprezentari,
iar societdtile simtnevoia unuinou limbaj, care caritualizare, saspectacularizeze scopurile sociale.
Acest lucru se vede foarte bine daca se face o0 sumara analiza a afiselor publicitare de la inceputul

secolului.



Bibliografie

[1] Aparitia si evolutia publicitatii, sursa online, © Adevarul Holding 2021,
[https://www.historia.ro/sectiune/general/articol/aparitia-si-evolutia-publicitatii]

[2] Dan Petre, Mihaela Nicola, Introducere in publicitate, Bucuresti, Editura comunicare,
2004, p. 47

[3] Dan Petre, Dragos lliescu, Psihologia reclamei si a consumatorului, Bucuresti, Editura
comunicare, 2008, pp. 11-14

[4] Dan Petre, Dragos Iliescu, Psihologia reclamei si a consumatorului, Bucuresti, Editura
comunicare, 2008, p. 13

[5] Comunicate de presa © Copyright 2021, The Markers, All Rights Reserved Powered
by The Webers. [citat:18.11.2021]. Sursa disponibila: https://www.portalmanagement.ro/cate-

tipuri-de-publicitate-exista/
[6] Tylor, E.B. (1871). Primitive Culture, John Murray, London;
[7] Buzzel, J.J. (1982). Can You Standardize Multinational Marketing?, in Harvard

Business Review, November-December, pp. 102-103

[8] Hofstede, G. (1991). Cultures and organizations: Software of the mind, McGraw-Hill,
London

[9] Adler, N.A. (1997). International Dimensions of Organizational Bahaviour, SW
College Publishing, Cincinnati

[10] Weber, M. (1976). The Protestant Ethic and the Spiritof Capitalism, Allen and Urwin,
London

[11] Sasu, C. (2005). Management international, Editura Universitatii ,,Al.1.Cuza” Iasi

[12] Gillespie, K.; Jeannet, J.P.; Hennessey, H.D. (2004). Global Marketing, Houghton
Miffin Company, Boston

[13] Cateora, P. (1996). International Marketing, Irwin McGraw-Hill, Boston

[14], [15] Kotabe, M., Helsen, K. (1998). Global Marketing Management, John Wiley and
Sons, New York

[16] Czinkota, M.R.; Ronkainen, I.A. (1998). International Marketing, The Dryden Press,
Harcourt Brace College Publisher, New York

[17] Mooij, M.K.; Keegan, W.J. (1991). Advertising Worldwide, Prentice Hall, New York

[18] Cateora, P. (1996). International Marketing, Irwin McGraw-Hill, Boston

[19], [20] Sasu, C. (2005). Marketing international, editia a I11-a, Editura Polirom, Iasi


https://www.portalmanagement.ro/cate-tipuri-de-publicitate-exista/
https://www.portalmanagement.ro/cate-tipuri-de-publicitate-exista/

[21] Statistici de publicitate pentru anul 2020 © 2015-2021 Drepturi rezervate Zarr
Advertising [citat: 20.11.2021]. Sursa disponibila https://zarr.ro/statistici-de-publicitate-pentru-
anul-2020/;

[22] Magenta consulting - cercetari, Consultanta si Strategie Marketing © 2006-2021
[citat: 20.11.2021]. Sursa disponibila: https://consulting.md/rom/statistici-si-
publicatii/publicitatea-avem-imunitate-sau-nu-recunoastem-ca-ne-atrage;

[23] Thomas, Nathan: ,Internationale Werbeforschung: Ein Uberblick®, Kapitel 2. In:
Siegert, Gabriele/ Thomas, Nathan/ Mellmann, Ulrike (Hgg.): Werbung im internationalen
Vergleich: Zustand nd Entwicklung. Miinchen 2009, S. 11.

[24] Hu, Tong: Werbesprache in Deutschland und China. Eine Analyse unter
Beriicksichtigung interkultureller Marketingstrategien. Marburg 2002, S. 33.

[25] Romer, R.: Die Sprache der Anzeigenwerbung. S. 23.

[26] Publicitatea siprima agentie americana de publicitate, Qdidactic Copyright ©- 2021.
[citat: 29.11.2021]. Sursa disponibila: https://www.qgdidactic.com/bani-

cariera/marketing/publicitatea-si-prima-agentie-americana-de-publicita482.php
[27] Advertising and Global Culture,©2021 Cultural Survival. AllRights Reserved. [citat

29.11.2021]. Sursa disponibila: https://www.culturalsurvival.org/publications/cultural-survival-

quarterly/advertising-and-global-culture
[28] American Ads, American Values, © 2021 Condé Nast. All rights reserved [citat:

29.11.2021]. Sursa disponibila: https://www.newyorker.com/business/currency/american -ads-

american-values
[28] Products that sell America to the world, Copyright © 2021 Insider Inc. All rights

reserved. [citat: 29.11.2021]. Sursa disponibild: https://www.businessinsider.com/ads-and-

products-that-sell-america-to-the-world-2019-7

[29] Elinder, E. (1965), How international can advertising be?, Journal of Marketing, Vol.
29, pp. 7-11.

[30] Levitt, T. (1983), The globalization of markets, Harvard Business Review, Mai-lunie,
pp. 92-102.

[31] Wolfe, A. (1991), The single European market: national or Eurobrands?,
International Journal of Advertising, Vol. 10 No. 1, pp. 49-58.

[32] Brochand, B. and Lendrevie, J. (1993), Le Publicitor, Dalloz, Paris.

[33] Whitelock, J. (1987), Global marketing and the case for international product
standardisation, European Journal of Marketing, Vol. 21, 9, pp. 32-44.


https://www.qdidactic.com/bani-cariera/marketing/publicitatea-si-prima-agentie-americana-de-publicita482.php
https://www.qdidactic.com/bani-cariera/marketing/publicitatea-si-prima-agentie-americana-de-publicita482.php
https://www.newyorker.com/business/currency/american-ads-american-values
https://www.newyorker.com/business/currency/american-ads-american-values
https://www.businessinsider.com/ads-and-products-that-sell-america-to-the-world-2019-7
https://www.businessinsider.com/ads-and-products-that-sell-america-to-the-world-2019-7

[34] Usunier, J.-C. (1993), International Marketing: A Cultural Approach, Prentice-Hall,
New York, NY.

[35] Lenormand, J.M. (1964), Is Europe ripe for the integration of advertising?, The
International Advertiser, 4 March.

[36] How to market to the European culture. Indigoextra Ltd © 2006 — 2021 [citat:
18.12.2021]. Sursa disponibila: [https://www.indigoextra.com/blog/marketing-european-culture]



