MULTINATIONAL ADVERTISING STRATEGIES: STANDARDIZATION
AND ADAPTATION STRATEGIES
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ABSTRACT

The debate over standardization and adaptation of multinational companies’ advertising strategies has been
going on for a long time. Both standardization and adaptation strategy have advantages and disadvantages. To
analyze company strategy, this paper uses three main determinants: (1) environmental determinants, (2) firm

environmental determinants, and (3) intrinsic determinants.
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