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Abstract 

Purpose: This paper aims to examine the association between two market environment factors 

(industry and nature of market) during the usage of the slogan as part of the corporate visual 

identity (CVI) of a multinational firm in the domestic market and adjustments of the slogan when 

firms enter a foreign market. Moreover, this thesis tries to broaden the knowledge about the slogan 

as an extrinsic brand of origin (BO) cue (in terms of the language).  

Methodology & Approach: Applying a deductive approach, a mixed method research has been 

chosen as research strategy, combining methods of both quantitative (content analysis via websites, 

N=329) and qualitative (semi-structured interviews, N=3) research strategies.  

Findings: Less than half of the observed sample (42.6%) uses a slogan as a tool for marketing and 

branding. The industry is significantly associated with the decision whether a company should use a 

slogan in their CVI. Furthermore, the factors industry and the market (B2B or B2C) are 

significantly associated with the decision of a slogan adjustment when firms internationalize. 

Besides that, the concept of country of origin (COO) does not play a significant role in the context 

of a slogan strategy as many firms mainly adjust the slogan to the foreign language when entering 

the foreign market. Qualitative interviews revealed that the COO concept depends on the country 

image and the industry. Moreover, a great share of English slogans in the primal state was found 

during the content analysis, which have been identified as more unlikely to be adjusted in foreign 

markets. 

Research limitations: The amount of the investigated companies as well as taking only one foreign 

market for each of the companies into consideration limited the sample. Moreover this observation 

was taken at a present point in time, neglecting possible causes and developments over time. 

Managerial implications: The findings demonstrated that it is crucial for managers in the context 

of the slogan to consider the market environments (i.e. industry, nature of market) when they enter a 

foreign market and when they create one in the domestic market. English slogans might be able to 

be transferred unchanged to the foreign market. In essence, some industries could trigger benefits 

by showing their origins in the slogan via their native language. 

Originality/value: As one of the first papers, the concept of CVI and COO has been combined, 

focusing on the slogan as an extrinsic cue for customers. Analyzing global companies (N=329) and 

conducting 3 in-depth interviews as a follow-up, several factors as associations to the usage of 

slogans and possible adjustments when entering a foreign market have been investigated. 

Keywords: Slogan, Corporate visual identity, branding, market entry, brand strategies, COO, BO 

Classification: Qualitative and quantitative study 
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1. Introduction 

1.1. Background 

The brand of a company “represents functional, emotional, or symbolic values” and can provide 

strong protection of the brand identity (Pehrsson, 2001, p.43). Building a harmonizing international 

brand image and maintaining the desired perception of customers, independent of national borders, 

might be one of the greatest challenges a firm faces in the future due to the ongoing globalization. 

(Madden et al., 2000; Craig and Douglas, 2000, Matveev et al., 2012).  

 

In particular, an issue that is central to market entry strategies, but little researched is the corporate 

visual identity (CVI). CVI is a component of a company’s corporate identity that multinational 

enterprises (MNEs) can use to project their quality, prestige and style to stakeholders (Melawar and 

Saunders, 1999) and defined by the brand name, logo, color and slogan used in marketing 

communication (Melewar and Jenkins, 2002; Jun and Lee, 2007; Wheeler, 2003; Van den Bosch et 

al., 2005). This study is focusing on the slogan out of these three elements. The slogan delivers the 

brand message and “provide[s] a unique and significant contribution to a brand’s identity (Kohli et 

al., 2013, p.33). Slogans are often easy to understand and memorable. A company can include 

characteristics about their brand and products in order to appeal to customers’ desires and leave a 

trail in their minds (Linden, 2007).  

 

Nowadays in the globalization process where business is moving towards a boundary-less world of 

trade, multinational companies increasingly face crucial decisions regarding adaptation or 

standardization of their CVI, brand image and/or products when entering a foreign market. 

Numerous factors influence their decision, such as local market particularities, local presence of 

different languages, cultures, religious values or habits (Jun and Lee, 2007). Sands (1979) defines 

adaptation as the use of marketing strategies with no common elements, and hence the company 

should always observe national identity, language, tastes, and preferences. Adaptation in this 

context was observed through a visible change of at least one element of the CVI of a company in a 

foreign market. With regards to the slogan the mere translation of it into a different language in a 

foreign market, the change of its content, as well as the deletion or addition of it is considered 

adaption. Standardization can be defined as “the process of extending and effectively applying 

domestic target-market-dictated product standards tangible and/or intangible attributes to markets in 

foreign environments” (Medina and Duffy, 1998, p.229). 
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Both strategies incorporate various advantages and disadvantages, which have to be taken into 

consideration. Associations by customers made because of a company’s CVI and advertisement in 

the market may vary across nations depending on their cultural background. It is therefore crucial 

for marketing managers to understand how consumers evaluate and perceive the products made in 

their home country and the products originated from other countries. One strategy used during this 

challenge is the concept of country of origin (COO) that deals with the impact of the image of a 

country, shaping the consumers’ perception about goods and services belonging to the country 

where the products are manufactured (Papadopoulos and Heslop, 2002; Koschate-Fischer et al., 

2012; Phau and Chao, 2008; Pharr, 2005). 

 

Volkswagen, a car manufacturer with German heritage, is communicating its origin openly on a 

worldwide basis via a standardized slogan. Independent of local market characteristics, they stick to 

their German slogan “Das Auto” (The Car) (Volkswagen, 2014). This COO strategy may reinforce 

stereotypical associations with German efficiency and outstanding automotive engineering (Stones, 

2004). On the other hand many companies like LG, a South Korean electronics manufacturer 

established an English slogan for foreign markets, even if the native language is a different one. 

However, Matveev et al. (2012) revealed in their case that LG uses apart from the typical slogan 

“Life’s good” one adapted exception in Russia, where the slogan is: “Possessed by quality”. This 

adaption has been made due to the high power distance and uncertainty orientation of Russian 

consumer’s habits, and their focus on high quality (Matveev et al., 2012). 

1.2. Problem 

The CVI, in contrast to rapidly changing products and promotions, can last decades as an 

expression of the values and missions of a company (Ind, 1990). However, MNE’s have to decide 

whether it can be stretched on a global level as the responses to the three incorporated elements may 

differ. In a globalized business environment, international companies need to consider the local 

preferences of the foreign market. Cultural characteristics, habits, icons, values and consumer 

behavior vary greatly among different markets. Hofstede developed a cross-cultural framework 

which identifies six different dimension for analyzing different nations and their cultural 

particularities (Hofstede, 2014). As one element of the culture of a nation, the native language 

spoken on the target market influences the meanings of a company’s message, because the encoding 

and decoding of messages is fundamentally different among cultures, particularly in Eastern and 

Western cultures (Jun and Lee, 2007). Thus, companies need to decide whether or not the slogan as 

part of their CVI should be translated into the local language of the foreign market, and whether it 
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transmits the message they want to send, because the difference in cultural heritage may lead to a 

different brand perception among customers and the slogan is a crucial element when it comes to 

brand identity (Douglas et al., 2001). This is an important topic, as there are currently 

approximately between 6000 and 7000 different languages worldwide, depending on the definition 

of language and how one differentiates between a dialect and a language (Ethnologue, 2014). Half 

of the world’s population speaks the 13 most spoken languages, among the top ten by population 

one can find: Mandarin, English, Russian, Hindi, Spanish or Arabic (ibid). The choice of language 

and the choice of words for the slogans are an essential part during the internationalization process 

of a company as it plays a major role when it comes to sustaining a brand’s integrity on a 

worldwide basis and delivering the right message to the local customers, as different cultural 

backgrounds can influence the message and understanding across nations (Miller, 2008; Hornikx, 

2010). In order to avoid misleading translations, firms have to consider local particularities such as 

the local language, culture or religion (Miller, 2008; Bahn and Nemer, 2006).  

 

English is one of the most frequently used languages in advertising (Bhatia, 1992; Gerritsen et al., 

2007; Piller, 2000) and furthermore, European languages such as French, German and Spanish have 

been often found in Japanese advertising (Haarmann, 1989). Previous studies revealed, that the type 

of product as well as the difficulty of English used in a globally standardized slogan could influence 

customers’ preferences for an English slogan over a local language slogan (Krishna and Ahluwalia, 

2008; Hornikx et al., 2010). Recent studies in this field pointed out, that different languages evoke 

certain associations regarding characteristics of the country, which hence can be used for the 

advertisement of the brand. German brands, for instance, are referring to their nationality when it 

comes to technical skills and efficiency, as this is stereotypical for their culture (Stones, 2004). 

English was associated with globalism and modernity (Piller, 2001; Alm, 2003). The slogan of a 

brand is a powerful marketing tool that can reinforce, use or counteract these associations through 

its content and language.  

 

In line with the increasing prevalence of global expansion strategies by firms, a large body of 

literature has developed over the past few decades addressing the impacts of country-of-origin 

(COO). Mounting empirical evidences show that the concept of COO, as part of cognitive 

marketing research, is viewed as an important cue that affects consumers’ product perception and 

the likelihood of purchase (Papadopoulos and Heslop, 2002; Koschate-Fischer et al., 2012; Phau 

and Chao 2008; Pharr, 2005). Chowdhury and Ahmed (2009) separated past studies on COO into 

three different types: “(1) studies dealing with consumers’ perceptions about various countries; (2) 

studies examining the impact of country image on consumers’ product evaluations and purchases; 
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and (3) studies investigating partitioned COO on consumers’ product evaluations” (Chowdhury and 

Ahmed, 2009, p. 497). One recent research stream that appeared out of the extensive research on 

COO and future research suggestions is the concept called Brand Origin (BO) or Country-of-brand 

(COB) (Thakor and Kohli, 1996; Thakor and Lavack, 2003; Jin et al., 2006; Salciuviene et al., 

2010; Balabanis and Diamantopoulos, 2011; Saran and Gupta, 2012). According to Thakor and 

Kohli (1996), BO can be defined as “the place, region or country to which the brand is perceived to 

belong by its target consumers” (Thakor and Kohli, 1996, p.27). Thus, BO focuses only on the 

country where a brand has been established, independent from other outsourced product processes 

(e.g. design, manufacture, part suppliers).  

 

In today’s highly competitive environment, the domain of brand management suggests that brand 

names are key drivers that influence consumers brand perceptions (Ailawadi and Keller, 2004). 

Especially brand names in a foreign language (incongruence between domestic country and 

domestic language) seem to get more attention in this field of research. A few studies point out that 

such a strategy could lead to more positive brand perceptions (Melnyk et al., 2012; Salciuviene et 

al., 2010; Chao et al., 2005). Besides the brand name, especially the slogan of a company can play 

an important role when it comes to delivering the right associations to the customer target group. It 

is used to reinforce brand awareness and to influence brand evaluations of customers, and thus is a 

powerful mean contributing to a firms’ performance (Dahlén and Rosengren, 2005).  

 

However, this study as a response to previous literature tries to combine the recent research of BO 

with the area of CVI since there has been no distinction between the three elements of CVI in the 

research of BO. Therefore the author’s planned to focus on only one element of CVI: During a pre-

study, where 100 companies were observed regarding their CVI in far-distant foreign markets, a 

first step towards investigating the practice of standardization vs. adaptation was taken. It was 

furthermore revealed that the slogan was the most adjusted element of the CVI of international 

companies. As the results showed that the slogan was the most adjusted element out of the three, we 

decided to focus on the slogan as part of the CVI in order to extend the research in this field and 

gain deeper insights regarding slogan adjustments by multinational enterprises (MNE’s). It seems to 

be an interesting BO cue that affects customers’ product and brand evaluation. Previous research on 

both theories, slogans as a marketing tool and the COO effect, mainly focused on the customer 

perspective rather than examining the issue from a firms’ point of view (Ahmed, 2009; Hornikx, et 

al., 2007; Hornikx, et al., 2010). Little is known about the internal decision process of firms that 

enter foreign markets in the context of their slogan, and which factors are most associated when 

companies decide to adjust their slogan in the foreign market. In addition, current research about the 
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usage of slogans and possible associations in general is needed as a basis for further investigations 

about adjustments in foreign markets. It remains understudied whether the COO-effect is 

considered a main driver for decisions regarding the choice of language of the slogan of a brand, 

both in the domestic market and abroad, and if this differs depending on the industry, size of 

company or level of internationalization. In addition, as English was found to be one of the most-

used languages in advertising, it will be interesting to identify, whether this also applies for brand 

slogans as part of a firms’ CVI, and whether or not it is hence more or less likely to be adjusted 

when entering foreign markets. It will then be revealed which role the language of the original 

slogan and the domestic market play in strategic decisions. Furthermore, recent scientists identified 

that the market environment also impacts the marketing strategy of MNE’s (Virvilaite et al., 2011; 

O’Cass and Julian, 2003; Brei et al., 2011; Hamann et al., 2007). Thus, it would be interesting to 

explore if external factors of the market environment such as the industry or the type of market 

(B2B – B2C) are associated with slogan usage and slogan adjustment.  

1.3. Research Questions 

The identified research gap out of the problematization shall be addressed in this paper with the 

following two research questions: 

 

1. To what extend use international companies the slogan as a tool for marketing and 

branding and what are the driving factors that are associated with a usage? 

2. What are the driving factors that are associated with the decision of a slogan adjustment of 

a multinational company that enters a foreign market?  

1.4. Purpose and Delimitations 

In response to the increasing popularity of CVI and COO, this paper aims to examine the 

association between different factors during the utilization and adjustment of the slogan as part of a 

company’s CVI. Moreover, this thesis tries to broaden the knowledge about the slogan as an 

extrinsic BO cue (in terms of the language). Furthermore, the research tries to clarify the current 

situation on the international employment of slogans as a marketing tool in domestic markets as 

well as foreign markets. 

 
The main delimitations that apply to this thesis are the following: firstly, we focused mainly on the 

slogan as part of CVI due to the fact that it was revealed as the most adjusted element in the pre-

study and because there was not much previous research done on this topic. Therefore, a holistic 
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view on brand strategies was not possible. Many factors such as the culture of a country could not 

be deeply explored due to the nature of the study. There was no product relatedness made as we 

focused only on three associations in the context of a slogan usage and adjustments, being industry, 

market and COO. The empirical data investigation is of cross-sectional nature, thus has been 

collected at the present point in time. Possible developments over time could therefore not be 

explored. Analysis methods are delimited to the exploration of relationships; the causes for certain 

variable conduct cannot be uncovered. In addition, the study examined the concept of the Country-

of-Brand effect as part of the Country-of-Origin theory, neglecting other sub-categories such as 

Country-of-Assembly or Country-of-Design. Besides, only the company’s side is taken into 

consideration in this research, studies on consumer’s perceptions are only reflected in the literature 

review.   

1.5. Report Structure 

This thesis follows a deductive approach: Hypotheses are drawn out of existing theories, and a 

research model is developed in order to test the assumptions. Therefore, in the conceptual 

framework key concepts of relevance are defined, previous findings are presented and critically 

discussed. Subsequently, a research model is developed providing the framework for the analysis. 

In chapter 3, the methodology used for the research is explained, followed by the analysis and its 

results (chapter 4). Finally, the results are discussed, connecting the findings to previous research, 

supporting or rejecting the developed hypotheses. The research questions are answered and 

contributions, managerial implications as well as further research suggestions are formulated. The 

following figure illustrates the research approach successively:  

 
Figure 1: Report structure 
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2. Conceptual Framework 

In this chapter key concepts of relevance are elaborated, previous findings are presented and 

critically discussed. The relations of each of the concepts will be concluded in the research model. 

Simultaneously, hypotheses will be drawn out of the existing theories. 

2.1. CVI: Slogan as a marketing tool and its usage  

As mentioned earlier, a company’s CVI consists of three elements: the brand logo, the color and the 

slogan. When executed successfully, all of them help a brand to differentiate oneself from their 

competitors on the market rendering them a very important factor for all companies to consider. 

The logo as such is the key element of a company’s CVI. It consists of graphic and typeface 

elements (Budelmann et al., 2010). The color used in the CVI can have a symbolic meaning and 

evoke varying associations that can change depending on the person and its cultural background 

(Madden et al., 2000; Labreque and Milne, 2012). Furthermore, the slogan can contain 

characteristics about the brand and their products and “provide a unique and significant contribution 

to a brand’s identity”, (Kohli et al., 2013, p.33). Thus, the slogan should enhance the brand 

presence and deliver specific brand associations in order to affect brand evaluations in the 

consumer’s minds (Dahlén and Rosengren, 2005).  

Previous studies have revealed a positive market-value effect associated with announcements of 

advertising and slogans (Mathur and Mathur, 1995). Also, more than 50% of asked advertisers rated 

slogans as ‘very valuable’ when it comes to enhancing brand awareness and brand image (Kohli et 

al., 2013). In addition, it is suggested that the slogans are effective cornerstones in building brand 

equity, and that changes in brand slogans affected firms’ annual profits by an average of 6–8 Mio 

US-Dollar (Dahlén and Rosengren, 2005). Especially in the context of globalization these factors 

are of special importance regarding a company’s success. As MNE’s increasingly enter foreign 

markets they face difficult decisions regarding their CVI such as: Should our CVI remain consistent 

on a global scale? Are there one or more elements that should be adjusted to local preferences in the 

foreign market? What language and content should be chosen for the slogan in order to ensure the 

highest possible success in delivering our brand values?  

Marketing managers face the strategic decision between standardization and adaptation in this 

context. A standardized brand image and advertising campaign may lead to economies of scale and 

a positive effect through a global corporate brand image, but on the other hand companies run the 

risk that customers in the foreign market do not understand their slogan correctly, or interpret it 
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differently due to diverse cultural backgrounds (Hornikx, 2010). The issue of standardization or 

adaptation will be explored to a greater extend in chapter 2.4. 

2.2. The usage of languages in marketing and slogans   

When entering foreign markets, language is one of the most prevalent barriers multinational 

companies have to overcome. They have to choose which language they use out of a wide range of 

languages spoken worldwide. Figure 2 below shows the 10 most spoken languages worldwide by 

number of native speakers. Chinese, spoken in 33 countries, is the most spoken language worldwide 

ranging to circa 1.197 million speakers, followed by Spanish, which is spoken in 31 countries by 

approximately 414 million first-language speakers (only approximations can be given, as number of 

speakers fluctuates continuously) (Lewis et al., 2014; Ethnologue, 2014). English, with around 335 

million first-language speakers is the most widely spread language of all: it is spoken in a total of 

99 countries, either listed as official language or as an immigrant language (Ethnologue, 2014). 

However, taking second language speakers and English learned as a foreign language into account, 

English is outnumbering Chinese by far. In recent years, the use of English has grown drastically. It 

is estimated that around 1.5 billion people speak English as native, second or foreign language 

(Crystal, 2000), i.e. one out of four of the world's population speak English to some level of 

competence, and demand is continuously increasing (British Council, 2014). According to a study 

conducted there are several factors correlated with the ability of speaking English, for instance: the 

wealth of a country, and the number of speakers of the native language. Wealthy countries, 

especially small wealthy countries showed a better performance overall, and the larger the number 

of speakers of the country’s official language, the worse was the ability to speak English (The 

Economist, 2011). This is why Norway, the Netherlands, Denmark, Sweden and Finland were 

among the top performers, while Panama, Colombia, Thailand, Turkey and Kazakhstan were 

bringing up the rear (ibid). Spanish and its presence as an international language explain why Latin 

America was the worst performing region and Spain the worst performing country of Europe (ibid). 

In terms of marketing tools and their usage these statistics provide reasons for the assumption that 

English gains growing importance in marketing strategies of multinational companies and that a 

nations’ ability to speak English is taken into consideration for decisions on standardization and 

adaptation of marketing tools and correspondingly the choice of language for the latter. 
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Figure 2: Share of the most spoken languages worldwide (Lewis et al., 2014) 

 
A study conducted by Krishna and Ahluwalia (2008) researched if the type of company 

(multinational vs. local) and type of product (luxury vs. necessity) influenced the effectiveness of a 

local slogan in comparison to an English slogan in India. They found out, that for multinational 

firms of luxury products (for example chocolate) an English slogan was preferred, while when the 

product was a necessity (for example detergent), participants favored the Hindi slogan. In this case, 

the English versions of the slogan were associated with sophistication while the Hindi slogan 

brought up a connection to belongingness (Krishna and Ahluwalia, 2008). Furthermore it was 

researched, that languages such as English, French, German and Spanish were often used in 

Japanese advertising, even though the Japanese in most cases are not able to read or understand 

them. Haarmann (1989) suggests that a symbolic meaning is attributed to these slogans, associating 

the product or brand with stereotypical characteristics of the country of origin, only by seeing that 

the slogan is in French, German or Spanish etc., even without understanding the meaning. A study 

about associations of languages in The Netherlands revealed that the French language was 

associated with beauty and elegance, while the German language was connected to reliability and 

technicality (Hornikx et al., 2007). In addition, researchers found English to evoke associations of 

globalism, modernity and prestige (Piller, 2001; Alm, 2003; Kelly-Holmes, 2005). Another study 

on people’s preferences regarding English or local slogans, in this case Dutch slogans, examined 

the importance of the difficulty of the English language in this context. It was revealed, that the 

participants preferred English slogans that were easy to understand to English slogans that were 

difficult to understand. Also, English was only preferred to Dutch when it was easy to understand. 
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On the other hand, when the English slogan was difficult to understand, no preference was noticed 

by the researchers (Hornikx et al., 2010). 

English as business language: 

English as a world language has not only shown its presence in numbers of people around the 

world, but also in various areas of use: “Over 1 billion use it daily as their second language; 75% of 

the world’s mail is in English; over 50% of the world’s scientific papers are in English; and a 

number of the world’s foremost universities teach mainly in English” (Hurn, 2009, p. 300). Spoken 

in a wide range of countries of the world, also international organizations such as the UN, OPEC, or 

NAFTA apply English communication, the Internet and media reinforced its power, and famous 

pop-stars around the world sing their songs in English (Hurn, 2009). In addition, English has been 

documented to be the most frequently used language in advertising (Bhatia, 1992; Gerritsen et 

al., 2007; Piller, 2000). But more importantly, English has undoubtedly become the dominant 

language in international business. This fact will be readily acknowledged by those involved in 

global business operations today (Charles, 2007; Du-Babcock and Babcock, 2007; Gerritsen and 

Nickerson, 2009; Louhiala-Salminen and Charles, 2006; Neely, 2012). The English language enjoys 

a recognition of “(…) having a great political, educational and economic value”, (Hurn, 2009, p. 

299). As a consequence an increasing number of companies choose English as their official 

corporate language (Charles, 2007). Various factors are explaining the drive toward the use of 

English: (1) Competitive pressure: firms need to communicate with international customers, 

partners and suppliers who do not necessarily share their native language; (2) Globalization of tasks 

and resources: first-hand information from global business partners enables a better ground for 

decisions; and (3) Mergers and acquisitions (M&A) integrations across national boundaries: 

mergers with international companies require a common ground for communication, and English as 

corporate language may facilitate acquisitions due to an international image (Neeley, 2012). Firms 

apply English as corporate language in order to not delimit themselves to the area of their native 

language and to facilitate international problem solving. With increasing outsourced support and 

technical centers, all information must be in English in order to find the solution. Everyone who 

does not have access to the information is dependent on those who do, which can complicate day-

to-day business activities (ibid). A previous study about the role of English and other languages as 

perceived by members of upper management in a family-owned German multinational corporation 

in the technology sector revealed that in the 21st century, English has developed to be an absolute 

‘must’ in the company (Hurn, 2009). However, other languages are not disappearing in the business 

context, especially not in the social, individual but also organizational level; they are much rather 

interacting with English in many ways. According to the study, especially German as the 
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headquarters’ language “(…) maintains an important role among individuals and within the 

organization (…) as a pragmatic or strategic resource”, (Fredriksson et al., 2007).  

 

Based on how the language developed recently, English will remain the major international 

language in the future, most likely widening its acceptance as global language. Spanish is due to its 

great coverage said to rise, together with Mandarin, Hindi and English to the four emerging leading 

languages. “By 2020 the number of people speaking English with a good degree of fluency will 

easily exceed native speakers and the number expected to have some ability in English may well 

reach 2 billion by 2050”, (Hurn, 2009, p.304). 

 

Out of these theories, a hypothesis regarding the utilization of English in slogans was developed. 

The examination of the hypothesis allows the exposure of the share of English slogans in the primal 

state, i.e. conclusions about the usage of English as slogan language, as well as if the probability of 

a firm adjusting their slogan when it is already English in the primal state is higher or lower in 

comparison to other languages: 

 

H1: As English is one of the most spread languages worldwide it is assumed that firms do not 

adjust the slogan when entering a foreign market if it is in English in the primal state. 

 

Content and Translation of slogans: 

Another aspect to consider regarding the slogan apart from the language is the content. What is 

appreciated in the domestic market may have a different meaning or value in the society of the host 

country due to cultural differences (Miller, 2008). Jun and Lee (2007) for instance identified in a 

study that the Korean culture uses more abstract and symbolic logos with more additional values in 

slogans compared to the US culture. Many firms before have made the mistake of translating their 

brand slogans or product names into different languages, creating a completely different meaning 

for their brand identity. Purdue Chicken, a North-American chicken processing company translated 

their slogan ('It takes a tough man to make a tender chicken') into a Spanish version that claimed: 

"It takes a hard man to make a chicken affectionate." Another example is Nokia, the 

telecommunication giant who named their new smartphone Lumia, a Spanish slang word for 

prostitute (Ritson, 2012).  

One way of avoiding such misunderstandings is to work closely with a local marketing agency that 

knows the particularities of the market. When deciding to use adaptation strategies, companies have 

the choice between a literal, i.e. a word-for-word translation, or a free translation, where more 
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emphasize is given on the message and the style suitable for the local customer (Miller, 2008). 

Previous research suggests “transcreation” and “localization” instead of simple translation, which 

means taking into consideration “the power of the brand, local language, local cultural and religious 

touchstones to adapt [the] brand and messaging accordingly” (Miller, 2008, p.48). According to 

Bahn and Nemer (2006): “The best brands are confident enough to adapt without compromising 

their core strengths. When faced with a new technology or market, they can translate the value 

proposition in meaningful ways that are consistent with both their heritage and their potential”, (p. 

12). When companies enter foreign markets they consequently have to decide which role the 

language of the slogan plays: is it considered part of their heritage, or do they reach a higher 

potential by adapting to the local language of the market? A hypothesis about adaption of the slogan 

will follow in part 2.4. 

2.3. Concept of COO and BO 

A major field of cognitive marketing research is based on the theory that customers evaluate 

products among an array of information cues, both intrinsic (e.g. physical composition) and 

extrinsic (e.g. price, brand reputation) (Insch and McBride, 2004; Koschate-Fischer et al., 2012). 

Each cue acts as a signal of product quality, self-actualization and group affiliation (Verlegh and 

Steenkamp, 1999), consumers’ perceptions of risk and value and hence directly affects the 

likelihood of purchase (Jaffe and Nebenzahl, 2006; Phau and Chao, 2008; Insch and McBride, 

2004). Customers tend to use more extrinsic cues when they are less familiar with foreign products, 

intrinsic cues are not available (Insch and McBride, 2004) or quality is difficult to judge (Koschate-

Fischer et al., 2012). The country of origin effect (COO) has been found to be an important 

extrinsic cue, likely to affect consumers by reducing the complexity of their purchasing decisions 

(Papadopoulos and Heslop, 2002; Koschate-Fischer et al., 2012; Phau and Chao 2008; Pharr, 2005), 

as constructive normative attributes to a brands’ image are fostered (Kipnis et al., 2012). Roth and 

Romeo (1992) defined COO as “the overall perception consumers form of products from a 

particular country, based on their prior perceptions of the country’s production and marketing 

strengths and weaknesses” (Roth and Romeo, 1992, p.479).  

 

It is generally acknowledged and evident out of previous studies that consumers use these extrinsic 

COO cues as a surrogate quality index if they are not able to distinguish objectively between 

products on the basis of intrinsic quality (Souiden et al., 2011; Salciuviene et al., 2010; 

Papadopoulos and Heslop, 2002; Insch and McBride, 2004). In the last few decades, there has been 

extensive research on COO, largely originated from the study of Schooler (1965). Moreover, many 
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related researches classified COO into six different dimensions due to the variety of effects on 

consumers’ behavior and the myriad of ways origin cues can be communicated (Sinrungtam, 2013): 

 

Due to this rich body of literature on COO and its different dimensions, this study is focusing on the 

recently emerging and increasingly popular concept of Country of Brand (COB) and Brand Origin 

(BO) (Saran and Gupta, 2012; Balabanis and Diamantopoulos, 2011; Salciuviene et al., 2010; Jin et 

al., 2006; Thakor and Lavack, 2003; Thakor and Kohli, 1996) because of its link with branding and 

the concept of CVI. 

 

COO and COB / BO – Key differences:  

One way origin cues may be transferred to consumers is through the appearance of the CVI of a 

company in their marketing communications (i.e. ads, homepage, products etc.). Recent research 

identified that consumer perceptions of country image form either positive or negative attitudes 

Dimensions of COO Definition Source 

Country of manufacture 

(COM) 

Refers to the country a product is manufactured 

(through “made in” attribution). 

(Hamzaoui and Merunka, 
2006; Jung and Kau, 2006; 
Ulgado, 2002; Udddin et al., 
2013) 

Country of assembly 

(COA) 

Refers to the country in which the product is 

assembled (through “assembled in” attribution; 

overlaps with COM) 

(Insch and McBride, 2004; 
Chandrasen and Paliwoda, 2009; 
Chowdhury and Ahmed,  
2009; Saran and Gupta, 2012) 

Country of parts  

(COP) 

Refers to the country in which the company has 

its parts origins (e.g. suppliers). 

(Insch and McBride, 2004; 
Chowdhury and Ahmed, 2009) 

 

Country of design  

(COD) 

Refers to the country where the product was 

designed and developed (through “designed in” 

attribution). 

(Insch and McBride, 2004; 
Hamzaoui and Merunka, 
2006; Chowdhury and 
Ahmed, 2009; Saran and 
Gupta, 2012) 

Country of brand / Brand 

origin 

(COB / BO) 

Refers to the country to which the brand is 

perceived to belong by its target consumers. 

(Thakor and Kohli, 1996;  
Thakor and Lavack, 2003;  
Jin et al., 2006;  
Salciuviene et al.,2010;  
Balabanis, and Diamantopoulos, 
2011;  Saran and Gupta, 2012; 
Udddin et al., 2013) 

Country of  

Corporation ownership 

(COC) 

Refers to the country with which a firm is 

associated, and typically, it is a multinational 

home country (overlaps with COB / BO). 

 

(Li et al., 2000) 

Table 1: Overview recent research COO  
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towards brands that are located in this country (Ahmed et al., 2002; Salciuviene et al., 2010). 

According to Thakor and Kohli (1996), BO can be defined as “the place, region or country to which 

the brand is perceived to belong by its target consumers” (p.27). This renders it irrelevant where the 

brand is for example manufacturing (COM), designing (COD) or assembling (COA). Apple, for 

instance, has its COB or BO in the United States, although all its production is outsourced outside 

the United States. In COO studies, the main importance is given to the country at product level and 

not at the brand level, whereas BO focuses to integrate the origin cues within brand image (Saran 

and Gupta, 2012; Thakor and Kohli, 1996). 

 

One consequence out of a consumers’ inferences about a brand’s attributes from their knowledge of 

the brands’ origin might be a misclassification (Balabanis and Diamantopoulos, 2011). Prior 

research of COB and BO pointed out that the brand name is a stronger driver of consumer 

preference and choice than the COO cue (Balabanis and Diamantopoulos, 2011; Saran and Gupta, 

2012; Tse and Gorn, 1993). Therefore companies are concerned with making conscious efforts to 

avoid misclassification of brands and remind consumers of their brands’ true COO (Ahmed et al., 

2002). However, companies also tend to mask the origin of their brands in order to leverage 

benefits of strong country images (Balabanis and Diamantopoulos, 2011; Salciuviene et al., 2010; 

Samiee et al., 2005). 

 

Salciuviene et al. (2010) investigated in their study via surveys at airports in different countries if 

brand names in a foreign language lead to different brand perceptions. Out of the findings, 

especially French brand names seem to be perceived more hedonic than German or English one. 

One firm that takes advantage out of this might be “Storck”, a German confectionary producer that 

gave French names to its products Merci and Chocolat Pavot in order to enhance their product 

perception (Melnyk et al., 2012). The stream of research that dealt with such incongruence between 

a brand name in a foreign language and COO are rare. However, studies in this field concluded that 

such a strategy can lead to more positive brand perceptions but it greatly depends on the country 

image (e.g. culture, language) and on the field of business (Melnyk et al., 2012; Salciuviene et al., 

2010; Chao et al., 2005). 

 
Other factors to consider in this context are the personal and social norms consumers hold regarding 

COO, which can be divided into ethnocentrism and animosity (Klein and Ettenson, 1999; Faurholt 

Csaba and Bengtsson, 2006; Gotsi et al., 2011). Consumer ethnocentricity can be defined as “the 

beliefs held by consumers about the appropriateness, indeed morality, of purchasing foreign-made 

products” (Shimp and Sharma, 1987, p. 280), which leads to customers’ preferring domestic 
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products over foreign products. A high level of consumer ethnocentrism may therefore act as a 

strong barrier to the establishment of beneficial brand images for foreign firms, as they could be 

excluded from consumers’ consideration sets of eligible products, especially when threatening local 

firms and products by their presence in the market (Supphellen and Gronhaug, 2003; Kipnis et al., 

2012). However, as the perceived brand foreignness of a company also acts as a cue for product 

quality, global brands may signal a higher product quality, status and nourish a desirable ‘western 

lifestyle’, especially in emerging countries (Batra et al., 2000), which at a high level, may overcome 

the barrier of ethnocentricity among consumers. Klein et al. (1998) defines animosity as “remnants 

of antipathy related to previous or ongoing military, political, or economic events” (p. 90), which in 

some cases may lead to boycott of particular goods in response to their COO and previous incidents 

(Amine et al, 2005). One study revealed for instance, that the sales of French wine in the USA 

declined significantly in 2003 as a consequence of France’s opposition to the war in Iraq (Chavis 

and Leslie, 2009). However, the slogan as an extrinsic BO cue (since it is a part of the branding 

strategy) has not been investigated so far. Especially the language of the slogan might be a tool to 

show customers the origins of a company directly. Therefore this study combines the concept of 

COO and CVI in order to examine possible associations. 

 
Slogan as an extrinsic COO cue:  

As mentioned earlier, Volkswagen refers to their COB through their German slogan. It can be 

assumed, that the use of the German slogan should reinforce stereotypical associations with German 

efficiency and outstanding engineering, as German companies have been particularly eager to use 

their nationality and associated characteristics regarding technical skills and reliability to their 

advantage (Stones, 2004). Philip Heitmann (board account director at DDB London, which is 

handling Volkswagen on a global scale) states: ”German heritage is a good thing when it comes to 

cars. It implies attention to detail and that they’re well built”, (Stones, 2004).  

In contrast, many other companies translate their slogans in foreign countries and make no 

associations with their country of origin whatsoever. There are German firms that use an English 

slogan in their domestic market, such as SAP for instance, the German software corporation stating: 

“The Best-Run Businesses Run SAP” (SAP, 2014) or Kia Motors, the South Korean automobile 

manufacturer with the slogan “The Power to Surprise” in Korea as well as in Brazil (Kia Motors, 

2014). Even negative associations may be one of the reasons of not referring to a company’s origin. 

One interesting case was the campaign of Audi in the UK, using the slogan “Vorsprung durch 

Technik”. Before, Audi was not particularly known as a German company. Somehow, the slogan 

was perceived as offensive from some customers in the market. As Head notes (1988): “(...) in this 
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instance, the Audi catch- phrase is seen unequivocally as a provocation, for its exploitation of the 

‘Made in Germany’ concept as a symbol of superiority is equated with ‘Herrenvolk’ ideology of the 

Third Reich” (p. 250). 

Out of the literature on COO and BO, two hypotheses were established in order to determine the 

usage of the slogan as extrinsic BO cue by the examined MNE’s. The first hypothesis on COB (H2) 

suggests that the language of the domestic market is associated with the language of the slogan in 

the domestic market of the company, i.e. it examines if MNE’s use the domestic language of their 

home market for their slogan and therefore refer to their country of origin:  

 

H2: The language of the domestic market (Country of Brand) is associated with the language of 

the slogan in the domestic market  

 

The second hypotheses on COB (H3) then suggests that companies using the domestic language of 

the home market in their slogan do not adjust it when entering foreign markets in order to trigger 

associations and effects of COB: 

 

H3: Firms do not adjust their slogan for the foreign market when the language of the original 

slogan is equal to the native language of the domestic market (Country of Brand) 

2.4. Market environment  

As a reaction to growing internationalization of firms, saturation of existing markets and increasing 

consumer mobility, multinational companies face the challenge of strengthening their global 

presence and market share by entering foreign markets (Vrontis and Thrassou, 2007). It is argued 

that marketers have to consider various macro- and micro-environmental factors when expanding 

their business activities on a global scale, and thus shaping a companies’ market environment. 

Macro level factors include economic, technological, geographic, legal and political barriers as well 

as climate, language, topography, occupations, level of education, taxation, nationalism and society 

(Vrontis et al., 2009; Czinkota and Ronkainen, 1998; Paliwoda and Thomas 1999; Baalbaki and 

Malhotra, 1993; Jain, 1989), while micro level factors are considered lifestyles, attitudes, consumer 

tastes and preferences (Vrontis et al., 2009).  

 

Both of these factors could be either external (e.g. competition, nature of the market, product 

characteristics, industry) or internal factors (e.g. knowledge, experience, organisational structure), 

(Virvilaite et al., 2011; Theodosiou and Leonidou, 2003; Solberg, 2000). Scientists investigated by 
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the help of empirical research that these factors are influencing the choice of a certain international 

marketing strategy and decisions concerning the marketing mix elements (Lim et al., 2006; Zou and 

Cavusgil, 2002). The consideration and reaction of a company to these factors results in decisions 

about the brand, the company’s CVI, the products and the elements of the marketing mix regarding 

standardization, i.e. usage of uniform elements, or adaptation, i.e. adjustment of the latter to 

particularities of the foreign market.  

2.4.1. Standardization versus Adaptation 

Standardization of the marketing strategy refers to offering a common marketing program and/or 

process on a national, regional, or worldwide level (Sorenson and Wiechmann, 1975; Terpstra, 

1967) while adaptation concerns tailoring marketing elements to meet unique particularities of new 

markets (Thrassou and Vrontis, 2006). One of the main reasons to adopt a standardized advertising 

strategy is the maintenance of a uniform global strategy and image (Samiee et al., 2003).  

As already shortly mentioned before, both strategies have advantages as well as disadvantages for 

companies. Standardization allows the creation of a consistent image and identity worldwide 

(Papavassiliou and Stathakopoulos, 1997; Levitt, 1983/ 1986), the generation of economies of scale 

and the facilitation of planning and coordination among international business entities as well as a 

decreased complexity of management (Özsomer and Simonin, 2004; O’Donnell and Jeong, 2000; 

Jain, 1989). The emergence of a global consumer culture, which shares tastes and preferences, 

facilitates the standardization approach for global players (Griffith, 2010; Schilke et al., 2009). 

However, other authors argue that adaptation enables to meet the unique characteristics and needs 

of different markets (Thrassou and Vrontis, 2006). Furthermore, standardization is hindered by lack 

of communication, transportation and technological infrastructure in developing parts of the world, 

as well as the unequal economic development among countries (Vrontis et al., 2009; Cavusgil and 

Zou, 1994). Intra-organizational drivers for decisions about standardization and adaptations are for 

instance the nationality of the parent company (Ozsomer et al., 1991; Salciuviene et al., 2010), the 

level of centralization of decision-making processes (Michell et al., 1998) and the international 

experience of the firm in question (Viswanathan and Dickson, 2007). Lages and Montgomery 

(2004) argue that one of the factors influencing decisions on adaptation is the satisfaction with the 

performance of the company in the host market, because a higher satisfaction will yield 

commitment to the company in the future, which enables the company to spend more resources on 

internationalization, rendering adaptation possible. 
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Brand in the context of standardization versus adaptation:  

As the brand of a company represents a strategic asset crucial for generating competitive advantage 

(Fournier, 1998; Bengtsson and Ostberg, 2006), the management of a successful brand image is the 

basis for maintaining a good relationship with the customer which in turn strengthens the financial 

performance of the firm (Keller and Lehmann, 2006). Zaltman and Wallendorf (1979) suggest that 

the brand may account for more than 40% of a product's success or failure. MNE should seek 

standardization of the brand name as it leads to cost savings (Alashbahn et al., 2002), and hence a 

higher degree of standardization leads to a higher degree of cost savings, and furthermore, 

marketing executives perceive a higher degree of product’s sales volume (ibid). Empirical studies 

about branding strategies revealed a high degree of standardization of the brand name, suggesting a 

tendency for a global brand strategy but local advertising campaigns (Sandler and Shani, 1992). 

However, this conclusion lacks generalizability because most research was done on culturally and 

linguistically similar countries of expansion (Huang and Chan, 1997). Furthermore, so far no study 

examined the slogan as marketing and branding tool separately.  

 

Language in the context of standardization versus adaptation:  

As already mentioned before, the linguistic share of the brand strategy is an essential element for a 

brands’ recognizability among their target group, as the language represents the prevailing medium 

for marketing communications with the customer. This especially affects brands and corporate 

names and is the primary manifestation of culture as a factor in the standardization versus 

adaptation process (Jeannet and Hennessey, 1988). The number of different languages encountered 

during the internationalization process may influence the degree of variation (Alashban et al., 

2002). Important aspects to consider are pronunciation and recognition, as difficulties in the 

pronunciation of the brand name may affect its success and recognizability on an international level. 

A study on brand names revealed, that firms could benefit from localization of their brand names by 

“adopting names that are more meaningful, reflect more positive connotations, reflect more product 

benefits or characteristics, and possess more desirable linguistic characteristics than the original 

names” (Francis et al., 2002, p.114). As one of the fundamental parts of the slogan also deals with 

the choice of language and content in order to transfer the brand’s message, a similar positive effect 

of localization could be assumed. On the other hand, a study by Melawar and Saunders (1999) of 

111 UK multinational companies operating in Malaysia found that the entire sample considered 

local languages as having low influence on their name decision and their corporate slogan. Most of 

the MNE’s used English in their corporate brand name and slogan due to the fact that ‘many locals 

speak English’ and the great presence of diverse local languages and cultures (Melawar and 

Saunders, 1999). As only companies from the UK operating in Malaysia were considered in the 
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sample, the results of the study lack generalizability to some extent, and consequently this area is 

lacking research thitherto.  

 

COO in the context of standardization versus adaptation:  

The country of origin may play an important role for the strategy of the company. Furthermore it 

can influence decisions on standardization or adaptation. During a study, Johansson and Yip (1994) 

found a significant difference between U.S. and Japanese firms following a global strategy. It was 

found out, that the nationality can have a significant influence on the adoption of various aspects of 

a global strategy during the comparison of effects of nationality among European, Japanese and 

U.S. MNE’s (Yip et al., 1997). A study by Melewar et al. (2000) revealed that regional 

standardization in the Middle East was especially common regarding strategic elements of 

advertising objectives, positioning statement and main theme of the advertising strategy. In 

addition, research in the European region (EU) has shown a moderate level of standardization 

(Taylor and Okazaki, 2006). Full standardization is rather rare in the EU and partially standardized 

advertising is most common (Koudelova and Whitelock, 2001; Whitelock and Chung, 1989). 

Duncan and Ramaprasad (1995) reported that in general it is easier to standardize advertisements 

for European markets than for Asian ones due to the closer physical distance and the economic 

development, which have resulted in greater assimilation and homogenization. 

 

Company performance in the context of standardization versus adaptation:  

The importance of the adaptation or standardization issue is shown by the link of the international 

marketing strategy and the company performance: The decision on adaptation and standardization 

should be made according to which supports the company performance (Samiee and Roth, 1992; 

Cavusgil and Zou, 1994; O’Donnell and Jeong, 2000; Katsikeas et al., 2006; Solberg and Durrieu, 

2008; Silke et al., 2009). The relation between standardization/ adaptation of the marketing mix and 

company performance was found of medium strength during a previous study. The results show a 

positive impact of both strategies on performance, while a slight emphasis on adaptation is 

recommended during the internationalization process (Brei et al., 2011).  

 

However, many authors highlight the importance of adapting both strategies to a certain degree 

(Sorenson and Wiechmann, 1975; Prahalad and Doz, 1986; Boddewyn et al., 1986; Douglas and 

Wind, 1987; Kim and Mauborgne, 1987; Main, 1989; Terpstra and Sarathy, 1997; van Raij, 1997; 

Hennessey, 2001; Vrontis, 2003; Vrontis and Papasolomou, 2005), as various variables such as 

branding, advertising, sales promotion, and pricing (Riesenbeck and Freeling, 1991) as well as 
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moderators such as organizational and environmental circumstances influence the competitive 

strategy of a company (Quelch and Hoff, 1986).  

 

By including a hypothesis regarding the adjustment of the slogan in the foreign market (H4), the 

authors aim at exploring if MNE’s adapt the slogan in terms of language or content for the foreign 

market in the process of internationalization, and hence neglect their origin to avail themselves of 

the opportunity of tailoring their slogan to local market particularities:  

 

H4: The language of the foreign market is associated with the choice of slogan in the foreign 

market 

 

In the following, two external factors of the market environment will be examined further, as they 

can influence the marketing strategy: the industry and the nature of the market.  

2.4.2. Industry as an external factor 

Regarding the industry as an external factor, recent research found out that firms have to adapt their 

marketing strategies to foreign countries among industry characteristics as many factors, for 

instance industry price competition, customer buying behavior or the competitors, vary (Virvilaite 

et al., 2011; O’Cass and Julian, 2003; Brei et al., 2011; Hamann et al., 2007). Moreover, it is 

evident that the industry structure influences not only the competitive marketing strategy but also a 

companies’ brand performance (Weerawardena et al., 2006). Additionally, Van Bosch et al. (2006) 

stated: “Further research could also include studies on CVI in different types of organizations” (p. 

155). As a consequence, the authors decided to focus on this external factor, as it might be 

associated with the employment of a slogan or its adjustment since there exist industry-related 

influences concerning the CVI (Van Bosch et al., 2006). Thus, taking different industries into 

account, different types of organizations can be elaborated. However, there is no research done so 

far that explored the association between the slogan as part of CVI and its association across 

industries, especially when firms enter a foreign market. 

 

As a slogan forms part of the marketing strategy and recent research identified the industry as an 

influencing factor, the authors established two hypotheses regarding the association between the 

industry and the slogan. H5a concerns the usage of a slogan in the domestic market, and H6a the 

adjustment of it when entering foreign markets. Differences between industries regarding usage in 

the home market as well adaptation in foreign markets can hence be discovered:  
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H5a: The industry is associated with the usage of a slogan in the domestic market 

H6a: The industry of the company is associated with the slogan adjustment in foreign markets 

 

2.4.3. Nature of market as an external factor 

On the macro level one of the factors multinational enterprises have to consider is the nature of the 

market, i.e. if the company is doing business directly with the end customer (Business-to-

Customers, B2C) or if its target audience is other businesses (Business-to-Business, B2B). A study 

on different industry sectors (consumer nondurables, consumer durables and industrial goods) by 

Chung (2003) has shown that industrial products are the least adapted products among the different 

sectors, followed by consumer nondurables, and consumer durables. Services were found to be 

highly adapted due to their inseparable nature between dealer and customer relationship. 

Furthermore, industrial products are more likely to meet a universal need and hence are more 

suitable for standardization (Boddewyn et al., 1986; Levitt, 1988; Jain, 1989) and consumer 

products are more likely to be standardized (Boddewyn et al., 1986). The standardization of 

advertising for consumer products and services in markets with differing personal characteristics 

and preferences is especially challenging as it represents an important factor in these product 

categories (Advertising Age, 1998). As the number of buyers is significantly higher in the B2C 

market, a higher degree of adaptation is assumed to be suitable as needs of buyers may differ across 

countries (Alashban et al., 2002; Samiee et al., 2003). However, regarding the standardization of 

the CVI of a company, a similar level of CVI standardization was found among industrial, 

consumer goods and service companies (Melewar and Saunders, 1999).  

 

Out of the previous mentioned theories an association between marketing strategy and the nature of 

market was revealed. In order to examine the relationship between the nature of the market and the 

slogan usage in the domestic market (H5b) as part of a firms’ marketing mix as well as the 

adjustment in foreign markets (H6b) the following hypotheses were included in the study:  

 

H5b: The nature of the market (B2B – B2C) is associated with the usage of a slogan in the 

domestic market 

H6b: The nature of market (B2B – B2C) is associated with the slogan adjustment in foreign 

markets 
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2.5. Research Model 

Based on the conceptual framework, a research model has been developed with the relations of the 

key concepts as a foundation of this study. In line with the research questions, this model illustrates 

the hypotheses according to the identified research gap: 

 
 

 
Figure 3: Research Model 

 
 

The hypotheses have been revealed out of the literature review and the conceptual framework. In 

the interest of convenience regarding the research model, the elaborated hypotheses will be repeated 

below. The research model illustrates each of the factors with hypotheses and its assumed 

association with both of the dependent variables: the slogan usage and slogan adjustments. The first 

factor being COB (in terms of language) will be explored by hypotheses 1-4. Secondly, hypotheses 

H5a and H6a will examine the industry as external factor. Lastly, the nature of the market (B2C or 

B2B) and its association towards the dependent variables will be investigated by either supporting 

or rejecting H5b and H6b.  

 

1. H1: As English is one of the most spread languages worldwide it is assumed that firms do 

not adjust the slogan when entering a foreign market if it is in English in the primal state. 

 

2. H2: The language of the domestic market (Country of Brand) is associated with the 

language of the slogan in the domestic market  

 



 29 

3. H3: Firms do not adjust their slogan for the foreign market when the language of the 

original slogan is equal to the native language of the domestic market (Country of Brand) 

 

4. H4: The language of the foreign market is associated with the choice of slogan in the foreign 

market 

 

5. H5a: The industry is associated with the usage of a slogan in the domestic market 

H5b: The nature of the market (B2B – B2C) is associated with the usage of a slogan in the 

domestic market 

 

6. H6a: The industry of the company is associated with the slogan adjustment in foreign 

markets  

H6b: The nature of market (B2B – B2C) is associated with the slogan adjustment in foreign 

markets 
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3. Methodology 

This chapter illustrates the methodology of the thesis in terms of the research design, the population 

and sample, the operationalization and several analysis methods. Moreover the total quality effects 

of the chosen methodology will be discussed concerning the validity and reliability of the study. 

Concluding, an overview will summarize this chapter. 

3.1. Research Design 

Research design can be defined as: “A detailed outline of how an investigation will take place: “[It] 

will typically include how data is to be collected, what instruments will be employed, how the 

instruments will be used and the intended means for analyzing data collected.”, (Business 

Dictionary, 2014). This study is using a non-experimental design, which is suitable for research not 

aiming at establishing cause- effect relationships (Research Methods Knowledge Base, 2014).  

 

As a deductive approach is used, the previously established hypotheses are subject to empirical 

scrutiny. For the latter, a mixed method research has been chosen as research strategy, combining 

methods of both quantitative and qualitative research strategies. Quantitative research is 

characterized by the usage of numbers and closed-ended questions (for example quantitative 

hypotheses) and mostly used in order to test objective theories by examining the relationship among 

variables. Therefore usually numbered data is analyzed by researchers using statistical instruments 

(Creswell, 2013, Bryman and Bell, 2011). In contrast qualitative research is framed by using words 

and quality of information as well as rather open-ended questions, for example through qualitative 

interview questions (Bryman and Bell, 2011; Corbin and Strauss, 2008). The idea of mixed methods 

evolved under the assumption, that all methods had bias and weaknesses, and the collection of both 

quantitative and qualitative data neutralized the weaknesses of each form of data (Creswell, 2013).  

 

Quantitative Data:  

The quantitative gathering of data was designed based on results of an antecedent pre-study, where 

100 firms were observed regarding their CVI in two far-distant markets. It was revealed, in how far 

firms adjust their CVI when entering a foreign market. It was found out, that 57% of all firms 

observed adjust at least one element of the CVI (logo, color, slogan), the slogan being the most 

adjusted element among these three. The focus of this study therefore was only the slogan as part of 

a company’s CVI, in order to gain deeper insights regarding the application of a slogan in 

international marketing. 
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For the first part of the research, the quantitative gathering of data, content analysis was chosen as 

respective method. Content analysis is the “approach to the analysis of documents and texts (which 

may be printed or visual) that seeks to quantify content in terms of predetermined categories and in 

a systematic and replicable manner” (Bryman and Bell, 2011, p.289). For this study, the Internet 

was taken as medium and the firms’ presentation of their CVI on their company website was 

analyzed. Ole Holsti (1969) offers a broad definition of content analysis as "any technique for 

making inferences by objectively and systematically identifying specified characteristics of 

messages", (p.14). According to Tipaldo (2014) content analysis consists of “a wide and 

heterogeneous set of manual or computer-assisted techniques for contextualized interpretations of 

documents produced by communication processes strictiore sensu (any kind of text, written, iconic, 

multimedia, etc.) or signification processes (traces and artifacts), having as ultimate goal the 

production of valid and trustworthy inferences" (p.42). Content analysis is done through coding the 

different facets of information in order to make it analyzable regarding the aspects of research. A 

crucial stage of the content analysis is the coding of information. Therefore, a coding schedule, i.e. 

a form where all the data relating to the topic is entered (Bryman and Bell, 2011), was created by 

the researchers. The data was gathered in an Excel sheet, and then transferred to the format suitable 

for the analysis with the software package SPSS (Statistical Package for the social sciences, IBM). 

A coding manual was designed to provide for guidance throughout the content analysis process. It 

sets rules for the coding of the content, providing a list of all the dimensions and respective 

categories including descriptions, rules and decisive factors for the analysis. It allows the 

researchers to code the information in a consistent manner, as it provides clear instructions for the 

interpretation of the content. One of the benefits this research method offers is a high level of 

transparency. The analyzing scheme and procedures can be easily replicated and make follow-up 

studies, including longitudinal approaches, feasible (Bryman and Bell, 2011).     

 

Qualitative Data: 

For the second part of the study a qualitative approach was chosen as part of explanatory sequential 

mixed methods: after the analysis of the quantitative research, qualitative research was done in 

order to build on the results of the quantitative data to explain them in more detail. Quantitative 

research facilitated the qualitative research of this study, as interesting cases of companies and their 

slogans were revealed during the observations, which then were selected for an interview enquiry. 

Qualitative gathering of data was done using in-depth semi-structured interviews (either telephone 

or face-to-face), as they allow a great deal of flexibility. Furthermore, they allow investigating the 

process of decision making on slogan creation and adjustment when entering foreign markets as 

well as underlying reasons, the latter would not be possible through cross-sectional content analysis. 
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The aim was to reveal which actors are involved in the process (for example collaboration with 

agencies), what reasons are important for keeping the slogan in the native language of the home 

market or adjust it in international contexts, and what drivers and barriers companies consider 

regarding a BO strategy. Furthermore, it should be revealed if other marketing tools of the company 

are adapted in foreign markets and in how far they consider the usage of a slogan and the adaption 

of it crucial for their performance in the market.  

3.2. Population and Sample 

Population: 

As this research is focusing on international firms, the population would include all companies that 

are present in at least more than one different market. Thus, it is not possible to investigate every 

company worldwide, only companies with a slogan can be taken as a delimited population, which 

will most likely be only a certain percentage of all companies worldwide.  

 
Quantitative Sample: 
 
The sample for this study was influenced by various factors: the first criterion for the sample was 

international presence. As the research aims at exploring the usage of a slogan on an international 

level, the analyzed companies had to be present in at least one international market. Second, as 

different industries were aimed to be researched, the sample was chosen from eight different 

industries, including Business to business (B2B) companies as well as Business to Consumers 

(B2C) businesses in order to examine differences among them. The sample of firms was selected 

based on the Forbes list of the Global 2000 leading companies (The World’s Biggest Public 

Companies) (Forbes, 2013). The companies for the pre-study were selected from the Forbes list of 

“World’s most innovative companies”, “Global high performers”, “Asia’s top companies” and 

“Germany’s biggest companies” (Forbes, 2013), which were subsequently included in the sample 

for this study. As these were selected primarily based on geographical locations instead of different 

industries, they were not always compatible with the industries chosen for this study. This is why 

the option to rate firms as ‘other’ industries was introduced for analysis. The aforementioned lists 

included 390 firms, but as not all of these fulfilled the requirements to be taken into account for the 

research, the total sample consists of 329 internationally active companies. For a higher 

comparability, the industries ‘Auto & Truck Manufacturer’ as well as ‘Restaurants’ were completed 

by other lists (such as Car Magazine UK) in order to have at least 20 companies representing every 

industry (see table 2). This sampling led to the analysis of 38 different domestic markets of 

international firms (see Appendix table ia), most of them located in the USA (99 cases representing 
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30.1%), followed by 28 cases from Germany (8.5%), 28 in Japan (8.5%) and 19 from the UK 

(5.8%). 47 different foreign markets were analyzed (see Appendix table ib), with 43 firms entering 

Germany as foreign market (13.1%), 42 cases in the USA (12.5%), 36 in China (10.9%), 25 in 

France (7.6%) and 24 in the UK (7.3%).  Every continent was represented by the sample both as 

domestic and as foreign market (see Appendix table ic and id) in order to include a wide range of 

different markets with a wide range of different languages present. Moreover, as table 3 presents, 

75.7% of the companies are doing business in the B2C segment and 24.3% within B2B. 

 
Industry 

  Frequency Percent Valid 
Percent 

Valid Auto & Truck 
Manufacturer 46 14,0 14,0 

Banking 66 20,1 20,1 

Beverages 27 8,2 8,2 

Food 
Processing 35 10,6 10,6 

Household & 
Personal 
Care 

27 8,2 8,2 

Iron & Steel 25 7,6 7,6 

Other 50 15,2 15,2 

Restaurants 21 6,4 6,4 

Specialized 
Chemicals 32 9,7 9,7 

Total 329 100,0 100,0 
Table 2: Overview of industries within the sample 

 
 
 
 
  
 
 
 
 
 

Usage of a Slogan 

  Frequency Percent Valid Percent 
Valid No 189 57,4 57,4 

Yes 140 42,6 42,6 
Total 329 100,0 100,0 

Table 4: Usage of a slogan 

 

B2B vs. B2C 

  Frequency Percent Valid 
Percent 

Valid B2B 80 24,3 24,3 
B2C 249 75,7 75,7 
Total 329 100,0 100,0 

Table 3: Overview B2B & B2C share of the sample 
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Furthermore, as a basis for the analysis we identified in table 4, how many firms use a slogan in the 

first place. It was found out, that out of 329 analyzed firms only 42.6 % (140 firms) were using a 

slogan as a marketing tool in their CVI. Thus, less than half of the observed firms use a slogan. 

Qualitative Sample: 

The idea of conducting interviews as follow up after analyzing the quantitative data via SPSS was 

mainly to increase both, validity and reliability. Therefore the chosen sample could be classified as 

a purposive sample (Hair et al., 2003). Among this type of sampling, “sample elements are chosen 

because the researcher believes they represent the target population”, (Hair et al., 2003, p.217). 

Moreover we tried to get in contact with firms that were of major interest since they fulfill one of 

the following criteria: 

- They retain their domestic language in the slogan, even when they enter foreign markets  

- They have an English slogan in the primal state, without adjusting it for foreign markets 

- They use no slogan at all in their CVI   

- They adjusted their slogan when they entered a foreign market  

 

According to the first two criteria, we were able to obtain interviews with the companies: Audi AG 

(criteria 1), Rafi GmbH ad Seat S.A. (criterion 2). Unfortunately, the authors were unable to gather 

interviews matching the other two criteria. This was due to the low response rate to our interview 

enquiries via email and telephone and the shortage of time.  

 

Besides confronting the interviewees with our findings, we asked general questions (see part 3.3, 

operationalization) concerning BO and the usage of slogan. Moreover, we tried to get insights about 

the internal decision process of firms in terms of creating a slogan since this matter cannot be 

explored with our quantitative data. 

3.3. Operationalization  

Quantitative Operationalization: 

For this study, the internet presence of a company was taken as medium for the content analysis, 

and the firms’ presentation of their CVI and slogan on the company’s website was analyzed. This 

was done in order to ensure obtaining up-to date and official data for the research. The information 

about the firms was coded according to their domestic market, i.e. the location of the company’s 

headquarters, and one randomly chosen foreign market, as well as the present language in the two 

markets. If more than one language was present in the country of concern, the researchers agreed on 

considering the most spread language in the market.  
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The following industries were analyzed: Auto & Truck Manufacturer, Food Processing, Household 

& Personal Care, Banking, Restaurants, Specialized Chemicals, Beverages, and Iron & Steel. The 

100 companies of the pre-study were included in the data base, registered as ‘other’ industry when 

they could not be assigned to the aforementioned ones. The researchers focused on particular 

industries in order to examine the relationship between different industries and the level of 

adjustment in foreign market. Furthermore, the information was coded in terms of: native language 

of the domestic market, native language of the foreign market, original language of the slogan (in 

the domestic market), and language of the slogan in the foreign market. The adjustment of the 

slogan was coded into finer classifications based on a self-developed scheme for different types of 

slogan adjustment: Translated slogan (i.e. translated into another language in the foreign market), 

Removed slogan (i.e. the company uses a slogan in the home market, but none in the foreign 

market), or Additional slogan (i.e. the company uses a slogan only in the foreign market). In 

addition, adjustments on the other elements of CVI, i.e. color and logo were coded in order to see if 

the slogan continues to be the most adjusted element out of the three, like suggested in the pre-

study.  

 

The coding for the quantitative research was made according to these exact schemes and previous 

coordination between the two coders in order to ensure the highest possible consistency throughout 

the study. The triangulation of both methods increases the profundity of the study by cross-checking 

the findings deriving from the two research strategies and hence limiting weaknesses of one single 

method (Greener, 2008). The following figure summarizes the coding schedule that has been used 

during the content analysis: 

 

       
Figure 4: Coding of the content analysis 
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Qualitative Operationalization: 

The following table illustrates the questionnaire that was the schedule during the conduction of the 

semi-structured interviews. The table shows every question, the link to the theoretical concept, the 

reference and the purpose. 15 questions have been asked, most of them where open in order to 

encourage the interviewees to express themselves more openly. At the same time open questions 

provide the opportunity to gather information about experiences, ideas and concerns due to the 

encouragement of enabling the interviewee to flow with their thoughts and feeling concerning the 

topic (Bryman and Bell, 2011). The questionnaire could be divided into four different parts that are 

linked to the research model’s components: the first part deals with general questions with the aim 

to ensure the appropriateness of the addressed interviewee. Moreover general prerequisites like the 

location of domestic market and the presence in foreign markets have been clarified. The second 

part focuses on the usage of the slogan itself and its creation process within the company. The third 

part concentrates on a possible slogan adjustment in a foreign market and investigates reasons why 

are firm adjusted the slogan or whether the company left the slogan unchanged. The last part of the 

questionnaire deals with the COO and BO concepts by exploring the awareness within the firm. 

Moreover, the interviewee has been confronted with the relationship between the slogan and the 

concept of COO and BO. In addition personified follow-up questions have been placed during the 

interview, in the interest of examining more insights regarding the association between the factors 

of the hypotheses and a companies’ slogan. 

 

Interview 
Question 

Link to the 
theoretical 

 concept 
Reference Purpose 

1. Which company do you work 
for and what is your position? 

General Questions 

Ensure appropriateness of the 
contact person (external validity). 

2. What is the industry of your 
company? 

Receive information about the 
industry in order to compare the 
findings regarding the association of 
industry and slogan adjustment. 

3. Which is your the target group 
(B2C or B2B)? 

Receive information about the 
market in order to compare the 
findings regarding the association of 
market and slogan adjustment. 

4. In which country is the 
headquarter of your  
company located? 

Receive information about the 
domestic market in order to 
compare the findings regarding the 
association of COO and slogan 
adjustment. 

5. In which country do you work 
for the company? 

Ensure appropriateness of the 
contact person (external validity). 
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6. In which foreign markets 
 is your company present? 

To see the expertise of the company 
and possible differences among the 
slogan in the foreign markets. 

7. Would you like to 
 remain anonymous? Basic information 

8. Why do you use a  
slogan and where do you see 
benefits of it? 

CVI:Slogan 

Piller, 2000; 
Melewar and Jenkins, 2002;  
Wheeler, 2003; 
Dahlén and Rosengren, 2005;  
Van den Bosch et al., 2005;  
Gerritsen et al., 2007; 
Jun and Lee, 2007; 
Miller, 2008; 
Labreque and Milne, 2012;  
Kohli et al., 2013. 

Receive information about the 
benefit 
of slogans in general in the interest 
of clarifying the usage. 

9. Which actors are involved in the 
process of creating the slogan? 

For getting insights about the 
internal decision process of firms in 
terms of creating a slogan (content 
and language). 

10. What is the language of your 
actual slogan?  Basic information 

11. Are there foreign markets for 
which you adjusted the slogan, or 
added something in the native 
language of the foreign market? 

Adaption 
 vs.  

Standartization 

Czinkota and Ronkainen, 
1998;  
Paliwoda and Thomas 1999; 
O’Donnell and Jeong, 2000; 
Zou and Cavusgil, 2002; 
Francis et al., 2002; 
Özsomer and Simonin, 2004; 
Lim et al., 2006; 
Thrassou and Vrontis, 2006; 
Keller and Lehmann, 2006; 
Vrontis and Thrassou, 2007; 
Vrontis et al., 2009; 
Schilke et al., 2009; 
Griffith, 2010. 

Basic information in the interest to 
clarify 
whether an adjustment has been 
made. 

11.1. If yes… 
a. In which markets did you make 
adjustments? 
 
b. What were the adjustments with 
regard to the slogan (including the 
language and website)? 
 
c. Where was the decision for the 
adjustments made? 
 
d. Did you pre-test the changes? 

Questions concerning companies 
that made an adjustment. 
It should be revealed why and how 
the adjustments has been made. 

11.2. If no… 
 a. What was the reason for not 
adjusting the slogan? (e.g. global 
policies do not allow any changes, 
research showed it’s not necessary, 
etc.)? 
 
b. Do you adjust any other 
marketing tools for the markets or 
do you stick to English? 

Questions concerning companies 
that did not adjust the slogan. 
It should be revealed why the slogan 
has not been changed and if other 
marketing tools have been adjusted. 

13. How important would 
 you rate the country of origin 
effect with respect to your CVI in 
foreign markets?  

Country of 
Origin 

& 
Brand of 
Origin 

Thakor and Kohli, 1996;  
Thakor and Lavack, 2003; 
Insch and McBride, 2004;  
Jin et al., 2006;  
Chowdhury and Ahmed, 
2009; 
Salciuviene et al.,2010;  

Rating-scale: 
not important at all 
slightly important 
important 
very important 
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14. How does the  
country-of-origin-effect influence 
the perception of your brand in 
foreign markets?  

Balabanis, and 
Diamantopoulos, 2011;  Saran 
and Gupta, 2012; 
Udddin et al., 2013. Clarification of the awareness and  

usage of COO and BO. 

15. Did the COO-effect play a role 
regarding the decision on changing 
/ not changing the slogan of your 
brand when entering a foreign 
market? If so, how? 

Receive information concering the  
association of COO / BO and slogan 

Table 5: Questionnaire for the interviews 

3.4. Analysis methods 

This paper uses several analysis methods for the empirical material in order to test the hypotheses. 

The quantitative findings have been consolidated within the statistical application SPSS (Statistical 

Package for the social sciences), which is “possibly the most widely used computer software for the 

analysis of quantitative data for social scientists” (Bryman and Bell, 2011, p.360). The analysis can 

be classified into three steps: As a first step, cross-tables have been created with the aim to explore 

first associations between the different factors and slogan adjustments. If this basis does not either 

support or reject the hypothesis, either a binary logistic regression via SPSS or a Chi-square Test 

followed as a second step in order to investigate the assumption more precisely. Finally, in-depth 

semi-structured interviews were used in order to examine and cross-check the findings of the 

quantitative analysis. Each of the analysis method will be described more precisely below.  

 

1st step: Descriptive statistics; Cross-tables via SPSS: 

As mentioned before, the cross-tables were used in order to explore patterns and possible 

associations between the different factors and the slogan adjustment. These matrix tables display a 

multivariate frequency distribution of variables across items (Bamberg et al., 2009). This approach 

serves an appropriate method for analyzing the relationship between variables. In addition to visual 

benefits, contingency tables enable a deeper insight through discovering significant coherences. 

Contingency tables allow two variables to be analyzed simultaneously in order to examine the 

relationship between them and search for patterns of association (Bryman and Bell, 2011).   

 
2nd step: Binary Logistic Regression via SPSS: 

This part is explaining why a binary logistic regression was used for our data. To explain all 

features of this type of regression would go beyond the scope of this thesis, therefore we will focus 

on the motivation of this method and on the explanation of the SPSS output. As the data were 
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quantitative, the dependent variables were coded as dummy variables (slogan usage and slogan 

adjustment = 0 or 1) due to binary data, where 1 represents an usage of a slogan in general or an 

adjustment of the slogan when a firm entered a foreign market and 0 represents no usage of a slogan 

in general and no changes regarding the slogan, the binary logistic regression technique is suitable 

for this study (Pehrsson, 2008; Pampel, 2000). Kleinbaum and Klein (2010) define the usage of a 

logistical regression among a typical research questions with dichotomy variables like “What is the 

relationship of one or more exposure variables to a disease or illness outcome?” (p. 4). Our research 

model shows a similar structure: We want to explore the relationship or association between several 

factors (market, industry, Country of Brand) and the usage of a slogan and possible adjustments. 

One major benefit of this method is that “the predicted values for regression take the form of mean 

proportions or probabilities conditional on the values of the independent variables”, (Pampel, 2000, 

p. 2). This helps us to either support or reject our hypotheses and, moreover, to rate the strength of 

each of the factors regarding slogan adjustments by using probability scores (“Exp(b)”) as the 

predicted values of the dependent variable. The following table 6 shows the used variables in this 

binary logistic regression. As previously mentioned, slogan adjustment and the usage of a slogan in 

general are the dependent variables. The association with these dependent variables will be 

investigated by the help of the four independent variables: industry, market (B2B or B2C), English 

slogan (companies that have an English slogan in the primal state, independent of the native 

language in the domestic market) and companies that use their native language in the slogan.  

 

Control variables have been applied into the binary logistic regression as they strongly influence 

values in order to test the relative impact of independent variables (Kleinbaum and Klein, 2010). 

Earlier studies have recognized that opportunity seeking behaviour, large market size, geographical 

distance and networks of the individual firms impact on market selection of firms (Ojala and 

Tyrväinen, 2007). Besides cultural distance, geographical distance has been found to be a 

significant factor when a firm selects its target countries. This was argued to be due to the lower 

economic and managerial costs in geographically closer countries (Ojala and Tyrväinen, 2009). The 

environment in these countries is usually familiar in terms of language or culture. Based on content 

analysis of advertisements from eight countries, Zandpour and Harich (1996) concluded that 

regional proximity does not always lead to advertising standardization, as was the case in Asia and 

Europe. However, their results also showed that similarities in advertising did arise for countries in 

North and South America respectively. Yip et al. (1997) conclude that a firms’ nationality can have 

a significant influence in adopting various aspects of global strategy. Duncan and Ramaprasad 

(1995) reported that, in general, it is easier to standardize advertisements for European markets than 
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for Asian ones due to the former’s closer proximity and economic development, which have 

resulted in greater assimilation and homogenization. 

 

Therefore, the domestic continent (as its represents the geographical distance) of the firms has been 

used as a dependent variable in order to ensure valid associations between the independent variables 

and the dependent variables. 

 

Dependent variable Independent variables Control variables 

1. Usage of a Slogan 

2. Slogan adjustment 

Industry 

B2C & B2B 

English Slogan 

Language of slogan = native domestic language 

Continent: 

Africa, Asia, Australia, 

Europe, North America, 

South America  

Table 6: Variables for the binary logistic regression 

 

Hereafter, the output of SPSS will be described briefly, focusing on the most important parameter. 

However, in the chapter of the analysis the statistics will be connected with the hypotheses and 

variables. 

 

Model summary (output SPSS): 

Through the model summary we receive the -2 Log Likelihood statistic. This statistic measures how 

well the model explains variations in the outcome of interest – the smaller the statistic the better the 

model. Cox and Snell’s R-Square is an attempt to imitate multiple R-square, but cannot reach a 

maximum value of 1, even for a perfect model, therefore Burns and Burns (2008) define it as 

“making it difficult to interpret” (p. 580). The Nagelkerke R-square modification ranges from 0 to 1 

and is a more reliable measure of the relationship between the predictors and the prediction (Brun 

and Brun, 2008). However, as this both of the latter statistics are pseudo R-square measures that are 

not equal to R-square in a typical (linear or multiple) regression “we suggest interpreting this 

statistic with great caution” (IDRE, 2014). Thus, as those values tends to be smaller than R-square 

values, Cox and Snell’s R-Square and Nagelkerke R-square with values from 0.2 are considered 

satisfactory, values higher than 0,4 are highly satisfactory. (Albers et al., 2008, p. 272) 

 

Most interesting variables in the Equation (Albers et al., 2009; Pampel, 2000; Burns and Burns, 

2008): 

• B-Logits:  

o These estimates predict the relationship between the independent variables and the 

dependent variable as a tendency. Moreover, they tell the amount of increase (positive 



 41 

coefficient = positive association) or decrease (negative coefficient = negative 

association). As these coefficients are often difficult to interpret, they are converted into 

odds ratios labeled as “Exp(B)”.  

• Standard Error (S.E.): 

o These are the standard errors associated with the coefficients. The standard error is used 

for the Wald Chi-Square statistic. This value helps apart from the significance to either 

support or reject hypotheses. 

• Wald: 

o This is a test of significance for the relationship between an individual independent 

variable and the dependent variable – the Wald chi-square test tests the null hypothesis 

(no association between independent and dependent variables). 

• Significance (Sig.): 

o Should be below 0.05 (this case N=140) or 0.10 (this case N=329) for significant results. 

They are based on the Wald test statistics. 

• Exp(B): 

o The Exp(B) column shows the relative odds and indicates the probabilities between the 

independent variables and the dependent one. 

 

3rd step: Pattern Finding via Interviews:  

The data from the interviews will be analyzed and interpreted in a qualitative analysis procedure 

that focuses on the finding of keywords and patterns: Philipson (2013) provides a 17 step procedure 

of making qualitative data analyzable. Following this approach, similarities or differences between 

the respondents get more visible. The proposed procedure helps to make qualitative data 

interpretation transparent and as conscious as possible. Moreover, this visual tool is a very powerful 

instrument due to the transformation of tacit knowledge into explicit knowledge (Philipson, 2013). 

However as already described, the motivation of conducting the interviews as a follow up was 

mainly to increase both, validity and reliability. Therefore we mainly focused on comparing the 

findings of the quantitative data with the qualitative ones. Within this comparison, the proposed 

method of finding patterns is helpful due to the interest of seeking for similarities and differences. 

3.5. Quality measures 

The study tried to ensure a high degree of validity and reliability concerning both quantitative and 

qualitative data. Thus, both of the quality measurements relating to the respective data will be 

described briefly below: 
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Validity: 

Validity is defined as “the extent to which a construct measures what it is supposed to measure” 

(Hair et al., 2003, p. 174). Recent literature in this field suggests the distinction into different types: 

face validity, construct validity, criterion validity and external validity (Hair et al., 2003; Bryman 

and Bell, 2011).  

 

Face validity refers to a systematic but subjective assessment of a scale’s ability to measure the 

planned investigation appropriately (Hair et al., 2003; Bryman and Bell, 2011). The content 

analysis in this study observed items directly from the website appearances of the firms during the 

process of coding. The coding schedule ensured consistency during the categorization and 

interpretation of the information. Concerning the qualitative data, the interviews have been 

conducted addressing experts in this field with high positions in the firm. Moreover, as suggested 

by Bryman and Bell (2011), the semi-structured questionnaire has been reviewed in advance by our 

tutor Setayesh Sattari (Ph.D. Industrial Marketing), who has expertise in the field of research. 

 

Construct validity suggests that the researcher should deduce hypotheses from a relevant theory 

(Bryman and Bell, 2011). This study put great effort into a literature review regarding relevant key 

concepts. Out of this review and further research suggestions, several hypotheses have been 

formulated. Every item that has been conducted during the content analysis is linked to one of the 

key concepts. The same construct has been made for the semi-structured interviews. At least three 

questions have been asked for each of the theory concepts. Furthermore, the authors explained the 

key concepts like the BO in advance in order to ensure the understandability on behalf of the 

interviewee. At the same time, every interview has been recorded with the purpose of ensuring the 

accuracy. As a last step, the transcribed interview has been sent back to the interviewee with the 

interest of avoiding misconceptions. The operationalization chapter in this study presents the degree 

of measurement more precisely by showing that the collected data match the intended purpose out 

of the key concepts. 

 

Criterion validity describes whether “a construct performs as expected relative to other variables 

identified as meaningful criteria” (Hair et al., 2003, p.175). This validity for quantitative studies 

measures if an analysis is able to predict findings obtained on a theoretically identified dependent 

variable and independent variables. As the dependent variable in this study is binary, the logistic 

regression technique is suitable (Pehrsson, 2008). Moreover, cross-tables have been used before 

executing the regression in order to explore possible association between several factors and the 
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slogan adjustment in advance. By the help of this approach, the researcher made sure to test the 

hypotheses appropriately. 

 

External validity refers to the extent to which the results of a study can be generalized (Hair et al., 

2003). The authors picked just some industries out of the Forbes list as described in the sample part 

of the study. Thus, it was not possible to include all of the populations’ peculiarities, representing a 

complete generalization. However, as the sample shows, the authors tried to facilitate 

generalizability through including a broad range of different domestic and foreign markets, 

representing every continent and the most spoken languages. Moreover, a pre-study gave the 

possibility to compare the results of both studies in order to see differences and similarities, for 

instance regarding the slogan as most adjusted element when firms enter foreign markets. 

Furthermore, follow-up interviews with a purposive sample were executed with the aim to increase 

the generalizability by addressing high management experts. 

 

Reliability: 

Different aspects need to be considered regarding the reliability of a study: the stability of the 

measure used, internal reliability and consistency between different researchers (Bryman and Bell, 

2011). In order to ensure reliability of the results of the research at hand, the measure of the content 

analysis was used, as it embodies stability, i.e. the results relating to that measure for a sample do 

not fluctuate over time and the method offers a high level of transparency, which makes replications 

and follow-up studies possible. The quantitative research and coding of information was made 

according to exact schemes and previous coordination between the different investigators in order 

to ensure the highest possible consistency throughout the work. The triangulation of both methods 

increases the profundity of the study by cross-checking the findings deriving from the two research 

strategies and hence limiting weaknesses of one single method (Greener, 2008). 

 

Moreover the chosen research design with a purposive sample during the qualitative gathering of 

data increases reliability as well: the qualitative investigation was mainly applied in the interest of 

enhancing the reliability of the statistical analysis of the quantitative data apart from getting insights 

about the internal decision process of firms in terms of creating a slogan. Therefore the interviewees 

have been faced with the results during the semi-structured interview. 

 

To test the internal reliability of a research by the help of Cronbach’s Alpha was not possible due to 

the content analysis and the binary data. However, the authors ensured internal consistency via 

semi-structured interview questions, which are linked to each of the key concepts with at least three 
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questions. This approach provides consistency and helps to support the quantitative data (Hair et al., 

2003). 

The following figure 5 illustrates the methodological course of action and summarizes the earlier 

mentioned approach:  

 

 
Figure 5: Methodology - Course of action 
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4. Analysis and results 

This chapter will present the quantitative results. Every hypothesis will be either supported our 

rejected by the help of the findings. The following chapter will then discuss the results more deeply 

relating it to the recent stream of research and the conducted interviews. 

 

As a first step, frequency tables for each of the three elements of the CVI of a company and 

adjustment in the foreign market were made (figure 6) in order to reveal the distribution of 

adjustments among them. The results showed that the slogan was the most adjusted element out of 

the three elements forming the CVI: with 24.9% in total 82 firms changed their slogan when 

entering a foreign market, followed by the logo as second most adjusted element with 23.7%, while 

only 12.2% of the companies changed their color. The results are in line with the conducted pre-

study, supporting the results of slogan as most adjusted element followed by a slightly lower share 

of adjustment of the logo. However, the degree of adjustment was higher in the pre-study: In   

comparison, 39% had adjusted their slogan, 31% the logo and 28% the color during the pre-study. 

These variations are most likely due to the difference in type and size of sampling.      

 

                            
Figure 6: CVI adjustments per element 

As a next step, we will have a closer look on the slogan adjustments. In order to explore the slogan 

adjustment itself more deeply before referring to the next hypotheses, it is showed how companies 

adjusted their slogan. As demonstrated in figure 6, 24.9% of all observed firms adjusted their slogan 

as they entered a foreign market. The authors distinguished the slogan adjustment into three 



 46 

different types, being slogan translated, slogan removed in the foreign market and slogan added in 

the foreign market. The following figure represents each of the degrees’ shares more precisely: 

 

 

Figure 7: Degree of slogan adjustment 

  

Translating the slogan for the foreign market was the most executed procedure when firms adjusted 

their slogan with 57.3%. In this group are four special cases where firms’ stick to the original 

language of the slogan, English, but changed the meaning for the foreign market (Dunkin Donuts, 

Mattel, Baskin-Robbins and Tully’s Coffee). The second most frequent adjustment done was that 

MNE’s “added” a slogan for the foreign market (21.9%). In this group one special company had 

both languages integrated in their slogan in the primal state (Yoshinoya). The lowest share was that 

firms “removed” the slogan in the foreign market with 20.7%. The following overview of figure 8 

illustrates for every adjustment two examples that have been observed during the content analysis: 

 
Figure 8: Examples of the content analysis 
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Summary of the analysis: 

The following three figures (figure 9–11) summarize the applied Chi-square tests (figure 10) as well 

as the binary logistic regression (figure 9 and 11). Referring to the Chi-square summary, the 

Pearson Chi-square value and the significance level will be showed respectively for hypothesis 2 

(N=140) and 4 (N=82). 

 

Concerning the binary logistic regression the most important values being: control variables, 

hypothesis and its independent variables, the respective b coefficient, standard errors (S.E.) and 

odds ratios Exp(B) as well as the model summary (-2 log likelihood, Nagelkerke R square). Figure 

9 shows the binary logistic regression concerning the dependent dummy variable slogan 

adjustments. As N=140 (only firms that use a slogan) for this binary logistic regression, the p value 

had to be below 0.05 in order to receive significant results (Pampel, 2000). The second one, figure 

11, presents the binary logistic regressions relating to the other dependent dummy variable, being 

usage of a slogan. In this case N=329 and therefore a p value below 0.1 was sufficient (ibid).  

Each of the hypotheses will be analyzed separately by referring to this summaries and to cross-

tables that can bee seen in the appendix.  

 
                

 
Figure 9: Summary BLR, dependent variable slogan adjustment 

Independent variables

B Exp (B) S.E. B Exp (B) S.E. B Exp (B) S.E. B Exp (B) S.E.
Control variables
Africa 0.441 1.554 2.203 - - - -1.444 0.236 1.854 -1.974 0.139 1.912
Asia 0.315 1.370 1.287 -0.220 0.802 0.563 -1.617 0.198 1.255 -1.416 0.243 1.287
Australia 2.023 7.559 1.610 - - - -0.551 0.576 1.521 -1.438 0.237 1.705
Europe 1.045 2.843 1.264 0.210 1.234 0.560 -0.676 0.509 1.223 -0.910 0.403 1.255
North America 2.303* 10.001* 1.320* 0.987 2.682 0.715 -0.668 0.513 1.231 -0.530 0.588 1.239
South America - - - - - - - - - - - -

Factors
H1: English slogan -3.079*** 0.046*** 0.567***

H3: Domestic_original 0.741* 2.097* 0.363*

H6b: Market
B2C 1.150* 3.158* 0.460*

H6a: Industry
Auto & Truck Man. 1.057 2.877 0.845

Banking 2.260** 9.583** 0.825**
Beverages 22.472 5,747E+09 19924.63
Food Proc. 2.898** 18.144** 1.020**

H-hold & Pers.C. 0.757 2.132 0.857
Iron & Steel 2.074 7.960 1.471

Others 1.702* 5.483* 0.818*
Restaurants 1.140 3.127 0.863

Spec. Chemicals - - -

-2 log likelihood
Nagelkerke R square
*p<0.05; **p<0.01;***p<0.001. H1/H3/H6- indicate hypotheses. N=140, control of H3 are foreign continents, "-" means too few cases

0.220

Associations with the adjustment of a slogan, DV: Slogan adjustment (Dummy 1=Yes 0=No)

Model 1 Model 2 Model 3 Model 4

144.472
0.374

182.072
0.074

180.214
0.090

164.971
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Figure 11: Summary BLR, dependent variable usage of slogan 

 

Independent variables

B Exp (B) S.E. B Exp (B) S.E.
Control variables
Africa 21.916 3,3E+09 28420,72 21.928 3,3E+09 28420.72
Asia 0.36 1.433 0.641 0.415 1.514 0.698
Australia 1.334 3.796 0.945 1.538 4.654 1.032
Europe 0.608 1.837 0.627 0.531 1.701 0.682
North America 0.473 1.604 0.629 0.160 1.174 0.680
South America - - - - - -

Factors
H5a: Market

B2C 0,426 1,531 0.273
H5b: Industry

Auto & Truck Man. 0.324 1.382 0.484
Banking 0.133 1.143 0.455

Beverages -1.278* 0.279* 0.661*
Food Proc. 0.279 1.322 0.509

H-hold & Pers.C. 0.920* 2.510* 0.542*
Iron & Steel -1.574** 0.207** 0.727**

Others 0.239 1.270 0.471
Restaurants 1.780*** 5.931*** 0.645***

Spec. Chemicals - - -

-2 log likelihood
Nagelkerke R square 0.161

*p<0.10; **p<0.05; ***p<0.01;****p<0.001. H5 indicates hypotheses. N=329

Associations with the usage of a slogan, DV: Slogan (Dummy 1=Yes 0=No)

406,716

Model 1 Model 2

439,39
0.038

Asymp. Sig. Asymp. Sig. 

*d.v. (1=lang. of the slogan in the primal state is equal to domestic lang.; 0=slogan lang. In the primal state is different)
N=140; firms that use a slogan

**d.v. (1=adjusted slogan lang. is equal to foreign lang.; 0=no match between adjusted slogan and foreign lang.)
N=82; firms that adjusted the slogan

H2: domestic language &
 domestic_original* (N=140) 61,720 0,000

H4:foreign language &
foreign_adjusted** (N=82) 24,828 0,13

Chi-Square Test 1Variables Chi-Square Test 2
Pearson Chi-Square Pearson Chi-Square

Associations between languages of slogan usage and adjusted slogan

Figure 10: Summary Chi-square tests 
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H1: As English is one of the most spread languages worldwide it is assumed that firms do not 

adjust the slogan when entering a foreign market if it is in English in the primal state: 

 
At first, we identified English as the most used language of the slogan in the primal state with a 

share of 61.4%, (Appendix table 7). With regard to the three biggest native English–speaking 

domestic markets in the sample, being USA (30.1%), UK (5.8%) and Canada (3.3%) (see Appendix 

table ia), this shows that not only native English speaking countries use an English slogan. 

Therefore a logistical regression has been applied in order to explore if the slogan is adjusted when 

the slogan is already English in the primal state. The following output represents the binary logistic 

regression, where the independent variable was companies that possess an English slogan in the 

primal state, independent of the native language in the domestic market. Moreover, only firms that 

use a slogan have been taken into the investigation (N=140).  

 

The b coefficient in this model shows a negative sign (-3.079) (figure 9) that means there is a 

negative association in the context of firms that have an English slogan and slogan adjustments. 

Therefore, Exp(B) has to be recalculated as the odds ratio would not be insightful. For negative B 

values, the Exp(B) has to be calculated with the following formula: !
!"#(!)

, in this case: !
!,!"#

 = 

21,739. That means that if a firm possesses an English slogan in the primal state, the probability 

that they keep the slogan unchanged when they enter a foreign market is 21.7 times higher. This 

result is highly significant as p=0,000 and Cox & Snell R square (0,277) and Nagelkerke R square 

(0,374) symbolize a reliable fit of the model. Thus, hypothesis 1 is supported. 

 

H2: The language of the domestic market (Country of Brand) is associated with the language of 

the slogan in the domestic market: 

 
This hypothesis has been investigated via a cross tabulation and a creation of a dummy variable. 

First of all we selected temporary just companies that possess a slogan (N=140). After that we build 

a dummy variable called “domestic_original” where 1 is equal for companies that use their 

domestic language in the primal state of their slogan in the domestic market. On the other hand, 0 

means that the language of the slogan in the primal state differs from the native language in the 

domestic market.  The table 9 in the appendix shows that most of the English speaking countries 

use a slogan in English (85.7%). Moreover French speaking countries stick to their native language 

in 80% of the cases. Other results are not reliable due to the low number of cases; however they 

demonstrate a tendency (i.e. Spanish speaking countries). On the other side, German speaking 

countries seems to be quite interesting as they do not use German in their slogan in the domestic 
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market in 42.9% of the cases. A quite higher share results for the Japanese speaking countries, as 

they do not stick to Japanese in their slogan in 85.7% of the cases. Overall, more than a third 

(39.3%) of the investigated domestic languages do not use their native language in the primal state 

of the slogan. 

 

In the interest of supporting the hypothesis and this tendency more precisely, a Chi-Square test has 

been applied. By the help of this test, the association between the two variables being the domestic 

language and “domestic_original” can be explored more accurately: 

 

The figure 10 above shows the output from SPSS. As the Pearson Chi-Square value is greater than 

3,84 both of the variables are not independent from each other and thus, there is an association 

between the variables. This means that firms consider their domestic language in their slogan usage 

of their domestic market. As this association is highly significant (p=0.000), hypothesis 2 is 

supported. 

 
H3: Firms do not adjust their slogan for the foreign market when the language of the original 

slogan is equal to the domestic language: 

 
As a first step a cross tabulation was applied between the dummy variables “slogan adjustments” 

and “domestic_orignial” (if native language is used in the primal state of the slogan). The table 11 

in the appendix shows that 67.1% of the slogan adjustments were executed by companies that stuck 

to their native language in the primal state: This tendency lets assume that firms are more likely to 

adjust their slogan when they use their native language in the primal state of the slogan. Therefore a 

binary logistic regression (N=140) has been applied to investigate the hypothesis more deeply. The 

independent variable was as previously explained “domestic_original” and continents were used as 

control variables (this time the foreign continents, meaning the continent of the foreign market that 

has been entered, as the dependent variable was slogan adjustment). 

 
The b coefficient (0.741) (figure 9) of the independent variable is positive, meaning there is a 

positive association in the context of firms that use their native language in the slogan and slogan 

adjustments in the foreign market. Relating to the Exp(B) odds ratio of 2.097 it can be said, that the 

probability that firms adjusted their slogan in the foreign market is 2 times higher if they possess 

their native language of the domestic market in the primal state of their slogan. As p<0.05, 

hypothesis 3 is rejected. 
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H4: The language of the foreign market is associated with the choice of slogan in the foreign 

market: 

 
In the interest of getting insights if companies take the native language of the foreign market into 

consideration, we created a dummy variable labeled “foreign_adjusted” where 1 represents slogan 

adjustments of companies into the foreign language, meaning the adjusted language of the slogan is 

equal to the spoken language in the foreign market. Thus, 0 means that there is no match between 

the adjusted slogan and the foreign language. We crossed this variable with the foreign languages of 

the market, selecting only companies that adjusted their slogan temporary (N=82): 

 
As the table 13 in the appendix reveals, firms translated their slogan mostly into English (79.2%). 

Besides this, many firms adjusted their slogan for Spanish speaking markets into Spanish (69.2%). 

Overall it can be identified that almost two thirds (63.4%) of the firms that adjusted their slogan 

took the native language of the foreign market into consideration when they entered the market.  

 

In the interest of supporting the hypothesis and this tendency more precisely, a Chi-Square test has 

been applied. By the help of this test, the association between the two variables being the foreign 

language and “foreign_adjusted” can be explored more accurately: 

 

The figure 10 above shows the output from SPSS. As the Pearson Chi-Square value is greater than 

3.84 both of the variables are not independent from each other and thus, there is an association 

between the variables. This means that firms that adjust their slogan in the foreign market consider 

the foreign language when adapting the slogan. However, as the significance is above 0.10, this 

result is statistically not significant. Therefore, the hypothesis 4 can be supported with 

reservations. 

 

 
H5a: The industry is associated with the usage of a slogan in the domestic market: 

H5b: The nature of the market (B2B – B2C) is associated with the usage of a slogan in the 

domestic market: 

 
The cross-tables (appendix table 15) illustrate the association between the market, the industry and 

the domestic continent and the usage of a slogan. Following hypothesis 5b in respect of the market 

(B2B or B2C), firms within the B2C segment use the slogan with 45.4% more often compared to 

the share of 33.8% in the B2B markets. Referring to the association between the industry and 

slogan usage (hypothesis 5a), it is interesting to see that the practice of a slogan varies depending on 
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the industry a firm is doing business in, from 14.8% (Beverages, only 4 of the 27 companies in this 

industry possess a slogan) up to 76.2% (Restaurants, 16 of the 21 companies in this industry possess 

a slogan). In order to support both of the hypotheses more precisely, especially in order to define 

the relationship to the factor market with greater depth, a logistical regression was executed as a 

next step. The output of the binary logistic regression below (figure 11) shows the association 

between the market of a company (B2B or B2C) and the usage of a slogan more precisely: 

 

First of all the data was temporary filtered by companies that use a slogan in general in the interest 

of revealing the association (N=140). In order to see the probability of a slogan usage, independent 

dummy variables have been created (B2C=1, B2B=0). As the B coefficient of B2C is 0.426, a 

positive relationship in the context of slogan usage and a B2C market has been identified. Relating 

to the Exp(B) odds ratio of 1.531 it can be said that the probability that firms possess a slogan is 1.5 

times higher if they do business in the B2C market. However, due to a significance of p > 0,1 (Wald 

2.434 too low), the association with the external factor market (hypotheses 5b) has to be rejected. 

 

As a next step, the industry has been taken as an independent variable in the following binary 

regression (figure 11): As the cross-table already demonstrated, the usage of a slogan varies within 

the industry. Relating to the Beverage industry, the b coefficient shows in this model a negative 

sign (-1.278, p<0.1) that means there is a negative association in the context of firms within the 

Beverage industry and a slogan usage. Therefore, Exp(B) has to be recalculated in this case: !
!.!"#

  = 

3.584. This means that the probability that firms’ possess a slogan within the Beverage industry is 

3.5 times lower compared to other industries. This tendency was already shown in the cross-table 8 

as only 14.8% in this industry use a slogan. A similar association results within the Iron & Steel 

industry: the negative b coefficient (b=-1.574, p<0.05) leads to a re-calculation Exp(b)= !
!.!"#

 = 4,83. 

That means the probability to use a slogan is even lower (4.8 times). On the other hand, firms in the 

Household & Personal Care industry have a positive b coefficient (b=0.920). That means there is a 

positive association meaning that the probability to use a slogan in this industry is 2.5 times higher 

(Exp(B)=2.510; p<0.01). In line with this result is the Restaurant industry with a positive b value 

(b=1.780, p<0.01), revealing that the probability to possess a slogan in this industry is almost 6 

times higher (Exp(B)=5.931). Thus, the industry has an impact on the decision if firms use a slogan 

in their CVI. Therefore hypothesis 5a is supported.  
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H6a: The industry is associated with the slogan adjustment in foreign markets: 

H6b: The nature of market (B2B – B2C) is associated with the slogan adjustment in foreign 

markets: 

 
The procedure for this hypothesis was similar to hypothesis 5. At first, a cross table (table 18 

appendix) was done in order to seek possible associations between both industry (H6a) and market 

(H6b) factors in the context of slogan adjustments as a tendency: 

 
Concerning the market-level factors B2B or B2C, it could be identified that 62.8% in the B2C 

segment adjusted their slogan when they entered a foreign market, while just 40.7% in the B2B 

segment executed an adjustment. This result shows a tendency that firms within the B2C segment 

are more likely to adjust their slogan. Relating to the industries, a great variety has been identified: 

all firms in the Beverage industry that possess a slogan made an adjustment (100%). The food 

processing and the Banking industry shows a similar results; 86.7% of firms in the Food Processing 

segment that have a slogan in their CVI adjusted the slogan for the foreign market and 70% of firms 

in the Banking industry did the same procedure. The lowest share has the industry of specialized 

chemicals where only a fourth (25%) changed their slogan.  

As these results are quite vague (especially the factor industry), a second step was to apply two 

binary logistic regressions where the first output in figure 9 represents the market factor as an 

independent variable (B2C=1, B2B=0): The B coefficient of 1.150 represents a positive association 

between B2C markets and slogan adjustments. Relating to the odds ratios of Exp(B), it can be 

revealed that the probability of slogan adjustments of firms that do business in the B2C market is 3 

times higher than for the firms that deal within a B2B market. The result is significant as the p value 

is lower than 0.05. Thus, H6b is supported, as companies within B2C markets are more likely to 

adjust their slogan when they enter a foreign market. 

 

Relating to the industries (H6a), a second binary regression has been applied below in figure 9: As 

the tendency of the cross-tables demonstrated, there is an association between slogan adjustments 

and the industry a company is doing its business in. The Banking industry for instance has a 

positive B coefficient (2.260) on a significance level p lower than 0.01. Thus, the probability of 

slogan adjustments of firms within the Banking segment is 9.5 times higher. A similar result is 

revealed in the Food Processing industry: the probability to adjust the slogan for foreign markets is 

here 18 times higher (B=2.898, Exp(B)=18.144, p<0.01). Furthermore, the firms classified as 

“Others” adjust their slogan as well 5.4 times more when they enter a foreign market (B=1.702, 

Exp(B)=5.483, p<0.05). Thus, the hypothesis 6b is supported. 
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5. Discussion 
In the following chapter, the quantitative as well as qualitative results of the study and the different 

hypotheses are connected to previous research in order to provide a holistic view on the topic of 

relevance. 

 

Usage / Importance of slogan: 

During our study the importance of the slogan as an element of the CVI was partly confirmed. On 

the one hand, previous literature marks the slogan as an important factor to deliver the brand 

message, to contribute to a brands identity, or to leave a trail in customer’s minds (Kohli et al., 

2013; Linden, 2007; Douglas et al., 2001). On the other hand, the slogan should enhance the brand 

presence and deliver specific brand associations in order to affect brand evaluations in the 

consumer’s perceptions (Dahlén and Rosengren, 2005). Besides, previous studies revealed a 

positive market-value effect associated with announcements of advertising and slogans (Mathur and 

Mathur, 1995), and more than 50% of asked advertisers rated slogans as ‘very valuable’ when it 

comes to enhancing brand awareness and brand image (Kohli et al., 2013). In addition, it was 

suggested in the literature that slogans are used as effective cornerstones in building brand equity, 

and that changes in brand slogans affected firms’ annual profits by an average of US$6–8m (Dahlén 

and Rosengren, 2005). 

 

However, the quantitative results showed that only 42.6% (see table 4), i.e. less than half of the 

observed companies use a slogan in their CVI. Surprisingly, many firms either do not consider the 

slogan as important as the previously mentioned authors, or they rely on the strengths of the other 

elements of their CVI. In contrast, the interviewees all agree on the importance of the slogan, as for 

instance the interviewee of Audi states, that he considers it a “chance to combine the vision and the 

competences of our company in one sentence for our customers. We see it as an opportunity that 

customers bear in mind the brand Audi more easily” (Kandalaft, 2014), or the interviewee of Seat, 

who confirms the statement of Kandalaft in similar words (see above part 4.2.).  

 

Furthermore, it was stated in previous literature that the slogan, differing from other marketing mix 

elements, can last decades (Ind, 1990). This statement is supported by the finding out of interview 

2, where Kandalaft (2014) from Audi confirms: “the slogan [‘Vorsprung durch Technik’] is quite 

old, it was introduced in 1971 and it should be associated with the broad product portfolio and its 

different drive concepts at this time – but it still fits to our brand vision nowadays since we want to 

be ahead of our competition through technical intelligence”.  
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Adaptation / Standardization:  

Considering the various advantages and disadvantages of standardization and adaptation strategies, 

the study enabled to research the degree of each strategy adopted by the sample in terms of the 

slogan as part of the CVI. The quantitative results show that 24.9% (figure 6) of the observed firms 

adjusted their slogan when they entered a foreign market, i.e. used the strategy of adaptation, while 

consequently more than 75% adopt a standardized slogan in international context. Most of the 

adjustments were translations of the slogan into different languages (57.3%; see figure 7). It can 

hence be assumed, that these firms were aiming at adapting to unique local market particularities, as 

literature suggests as one advantage of adaptation (Thrassou and Vrontis, 2006). The suggestion of 

a previous study, where a positive impact on performance is said to result of both strategies, while a 

slight emphasis on adaptation is recommended during the internationalization process (Brei et al., 

2011) is hence not applied in the current market situation by the observed companies. The majority 

of the firms consequently standardizes and thus, according to previous research, tries to create a 

consistent image and identity worldwide (Papavassiliou and Stathakopoulos, 1997; Levitt, 1983/ 

1986), the generation of economies of scale and the facilitation of planning and coordination among 

international business entities due to decreased complexity of management (Özsomer and Simonin, 

2004; O’Donnell and Jeong, 2000; Jain, 1989). In addition, the emergence of a global consumer 

culture which shares tastes and preferences facilitates the standardization approach for global 

players (Griffith, 2010; Schilke et al., 2009), and may hence explain the current trend towards a 

standardized slogan.  

 

However, the fact that many authors highlight the importance of adapting both strategies to a 

certain degree (Sorenson and Wiechmann, 1975; Prahalad and Doz, 1986; Boddewyn et al., 1986; 

Douglas and Wind, 1987; Kim and Mauborgne, 1987; Main, 1989; Terpstra and Sarathy, 1997; van 

Raij, 1997; Hennessey, 2001; Vrontis, 2003; Vrontis and Papasolomou, 2005) can be supported by 

the qualitative results of the study, as all interviewed companies were adapting other elements such 

as the pricing, packaging, or advertisements in foreign markets to some extent, as for example the 

image film of Seat was translated into Spanish, or the Audi advertisement which incorporates the 

Arabic language. This provided print ad (figure 14) from Audi in the Middle East is in line with the 

results of Melewar et al. (2000) who revealed that regional standardization in the Middle East was 

especially common regarding strategic elements of advertising objectives, positioning statement and 

main theme of the advertising strategy.  

 

That the decision on adaptation and standardization should be made according to which supports 

the company performance (Samiee and Roth, 1992; Cavusgil and Zou, 1994; O’Donnell and Jeong, 
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2000; Katsikeas et al., 2006; Solberg and Durrieu, 2008; Silke et al., 2009), while a slight emphasis 

on adaptation is recommended during the internationalization process (Brei et al., 2011) is shared 

by the interviewee Anaya (2014), who recommended an adaptation approach not only for other 

marketing elements, but also for the slogan, especially in Spanish-speaking countries in South- and 

Middle- America, due to the fact that the English language, which is used in their slogan, is not well 

spoken by the majority of people in that area.  

 

Usage of English / other languages:  

The latter goes hand in hand with the findings regarding the ability to speak English researched by 

the Economist (2011), where Latin America was the worst performing region and Spain the worst 

performing country of Europe, due to the international presence of the Spanish language. This may 

be an indicator for the reason, that throughout our study, 69.2% of the MNE’s adjusted their slogan 

for Spanish speaking markets into Spanish (see table 13 appendix). Furthermore this is supported by 

a previous study, which examined how the difficulty of English used in a globally standardized 

slogan influences customers’ preferences for an English slogan over a local language slogan 

(Krishna and Ahluwalia, 2008; Hornikx et al., 2010). As the English slogan used by Seat is not of 

easiest nature, customers hence may prefer a local language, as it was found in the study by 

Hornikx et al. (2010) which revealed that only easy to understand English slogans are preferred to 

local language slogans.  

 

Another important aspect with respect to this topic is the role and use of English in today’s business 

environment. English was found to be one of the most frequently used languages in advertising 

(Bhatia, 1992; Gerritsen et al., 2007; Piller, 2000), and said to evoke associations of globalism, 

modernity and prestige (Piller, 2001; Alm, 2003; Kelly-Holmes, 2005). These statements can be 

underpinned by the quantitative findings of English as the most used language in the primal state of 

the slogan within the observed sample, with a share of 61.4% (see table 7 appendix). It goes further 

by the fact that if a firm possesses an English slogan in the primal state, the probability that they 

keep the slogan unchanged when they enter a foreign market is 21.7 times higher (see figure 9). 

These results can be connected to information of secondary sources, which name English the most 

widely spread languages worldwide, with around 335 first-language speakers, spoken in a total of 

99 countries, either listed as official language or as an immigrant language (Ethnologue, 2014). It is 

furthermore estimated that around 1.5 billion people speak English as native, second or foreign 

language (Crystal, 2000), i.e. one out of four of the world's population speak English to some level 

of competence (British Council, 2014), with an increasing tendency especially in the field of 

international business communication (Hurn, 2009). Also the study conducted by Melawar and 
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Saunders (1999) found that the entire sample considered local languages as having low influence on 

their name decision and their corporate slogan. Most of the MNE’s used English in their corporate 

brand name and slogan due to the fact that ‘many locals speak English’ among the great presence of 

diverse local languages and cultures. The interviewee Mr Schütz (2014) provides another support to 

this theoretical background by stating that the reasons for not adjusting the slogan and the English 

language were that: “nowadays English is the global business language and we want to demonstrate 

with this slogan that we are an international firm that is present worldwide.”  

 

Bahn and Nemer (2006) and Miller (2008), as well as (Hornikx, 2010) state that firms have to 

consider local particularities such as the local language, culture and religion in order to avoid 

misleading translations. Jun and Lee (2007) refer to the native language spoken in the target market 

as one element of the culture of a nation which can influence the meanings of a company’s 

message. This study only allows conclusions about the local language used in the slogans of 

MNE’s, as culture and religion could not be explored in greater extend during a content analysis. 

Out of the analysis it can be identified that almost two thirds (63.4%) of the firms that adjusted their 

slogan took the native language of the foreign market into consideration when they entered the 

market, which means they took local particularities at least in terms of the local language into 

consideration, like Bahn and Nemer as well as Miller and Jun and Lee suggested.  

Miller (2008) among other authors suggested collaborations with local marketing agencies that 

know the particularities of the foreign market in order to avoid misunderstandings and false 

translations. In this respect, all three interviewees mention the involvement of marketing agencies 

during the process of changing the slogan and other marketing elements in the home market as well 

as in the foreign market. As the interviewee of Rafi mentions, every proposed slogan is proved by a 

translation agency in order to avoid both political and sexual ambiguities. The interviewee of Audi 

explains: “We work closely with agencies that investigate the different cultures in the region. The 

Ramadan in the Islamic month calendar is one of our most important seasons during the year. 

Therefore we try to attract customers during this period with special offers, combined with the 

cultural meanings” (Kandalaft, 2014).  

 

In terms of languages, previous research revealed that customers associate them with different 

characteristics and attributes. Haarman (1989) suggested that, due to the fact that European 

languages such as French, German and Spanish have often been found in Japanese advertisements 

even though they rarely understand them, a symbolic meaning is attributed to slogans, associating 

the product or brand with stereotypical characteristics of the country of origin, only be seeing that 

the slogan is in French, German or Spanish without understanding the meaning. During the 
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interview with Audi, the interviewee was confronted with the comprehensibility of their German 

slogan in the Middle East. According to him “even though many customers in our region are not 

able to understand the slogan, they know immediately that Audi has a German brand origin and 

thus, triggering a cue of a high quality premium car” (Kandalaft, 2014). This statement will further 

be discussed considering the usage of BO during marketing.  

 

Associations between nature of market / industry:  

Chung (2003) has shown that industrial products are less frequently adapted than consumer 

nondurables and consumer durables. Services were found to be highly adapted due to their 

inseparable nature between dealer and customer relationship. According to several authors 

industrial products are more likely to meet a universal need and hence are more suitable for 

standardization (Boddewyn et al., 1986; Levitt, 1988; Jain, 1989) and consumer products are more 

likely to be standardized (Boddewyn et al., 1986). As the number of buyers is significantly higher 

in the B2C market, a higher degree of adaptation is assumed to be suitable as needs of buyers may 

differ across countries (Alashban et al., 2002; Samiee et al., 2003). During the study, associations 

between the slogan usage and slogan adjustment in foreign markets were drawn. The results showed 

a positive relationship between the slogan usage and the B2C market. Firms within the B2C 

segment show a higher usage of slogan (45.5%) than in the B2B markets (33.8%) (see H5b). It was 

moreover defined that the probability of a firm possessing a slogan is 1.5 times higher in the B2C 

market than in the B2B market (Exp(B) = 1.531). However, this finding is not significant due to 

p=0.119 (see table 18) but it shows a tendency. Regarding the slogan adjustments, 62.8% of firms 

observed in the B2C markets adjusted their slogan during the process of internationalization while 

only 40.7% of firms in the B2B segment adapted their slogan. The probability of a slogan 

adjustment of a firm doing business in the B2C market is 3 times higher than within the B2B 

market. This result is significant (p>0.05). As a result, the findings of this study are in line with 

previous research suggestions about the association between the nature of the market and slogan 

adaption. The interviewee Schütz (2014) comments on our findings: “I think this is valid due to the 

fact that the usage itself is associated with the market and the industry where a company is doing 

business. Not every competitor of us in the B2B segment uses a slogan (…). I guess that it is 

especially for companies in the B2C segment more important to secure that customers understand 

the message of the slogan since the target audience is way bigger than our one. Moreover, it is not 

guaranteed that every customer is speaking English as it is mostly in a B2B environment.”  

 

In relation to the industry it was suggested by various authors that MNE’s need to adapt their 

marketing strategies in foreign countries according to industry characteristics due to the fact that 
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many factors, for instance industry price competition, customer buying behavior or the competition 

vary among industries (Virvilaite et al., 2011; O’Cass and Julian, 2003; Brei et al., 2011; Hamann 

et al., 2007). Moreover, it is evident that the industry structure influences the competitive marketing 

strategy as well as a companies’ brand performance (Weerawardena et al., 2006). These statements 

were encouraged by the results of the statistical analysis: the usage of a slogan among industries 

varied significantly within different industries from 14.8% in the industry of Beverages (only 4 of 

the 27 companies in this industry possess a slogan) up to 76.2% in the Restaurant sector (16 of the 

21 companies in this industry possess a slogan; see table 15 appendix). The probabilities to use a 

slogan are hence significantly lower in the beverage industry (3.5 times) compared to other 

industries. In the Iron & Steel industry the probability of slogan usage is even lower (4.8 times), 

while in the Household & Personal Care industry a positive association to slogan usage has been 

revealed, i.e. the probability of slogan industry here is 2.5 times higher (Exp(B)=2.510; p<0.01). 

The Restaurant industry, with a slogan usage of 76.2% the probability resulted to be almost 6 times 

higher (Exp(B)=5.931) (see figure 11). With reference to slogan adaptations, the banking industry 

showed a higher probability to adjust the slogan when entering foreign markets compared to other 

industries (9.5 times higher; B= 2.260; p<0.01). A similar result is revealed in the Food Processing 

industry: the probability to adjust the slogan for foreign markets is here 18 times higher (B=2.898, 

Exp(B)=18.144, p<0.01, see table 22). H5a as well as H6a thus have supported the idea of varying 

marketing strategies depending on the industry of a firm which was provided by the previous 

mentioned authors. During the interviews, the authors were able to gather further back up: As our 

interviewee from Rafi states: “(…) it depends on the market and the industry if firms adjust their 

slogan. In the mechanical engineering industry for instance, in which we are present too, most of 

the players in the market do not have a slogan as far as I can remember” (Schütz, 2014).  

 

Usage of COB:  

In the following, the findings of this study regarding the usage of COO / BO / COB, which were 

represented by H1-H4, will be connected to previous literature on the topic. Stones (2004) states 

that German companies have been particularly eager to use their nationality and associated 

characteristics regarding technical skills and reliability to their advantage. However, the results of 

the content analysis showed that in 42.9% (see table 9 appendix) of the cases, German speaking 

countries did not use the native language in their slogan in the domestic market, i.e. neglecting the 

association to their country of origin. 57.1%, i.e. the majority did use the German language in their 

home market (see table 9 appendix), however this share is considerably lower compared to other 

languages. With reference to other countries and the realization of using the slogan as extrinsic BO 

cue it was shown that most of the English speaking countries use a slogan in English (85.7%), and 
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French speaking countries also stick to their native language in 80% of the cases. On the contrary, 

Japanese-speaking countries do not stick to their native language in slogan in 85.7% of the cases. In 

total, more than a third (39.3%) of the investigated MNE’s do not use their native language in the 

primal state of the slogan.  

 

However, previous research about associations of languages (Hornikx et al., 2007; Melnyk et al., 

2012; Salciuviene et al., 2010; Chao et al., 2005) revealed, for instance, that the French language 

was associated with beauty and elegance and seemed to be perceived as more hedonic while the 

German language was connected to reliability and technicality. In some cases MNE’s can use these 

connections for their benefit, depending on the industry in which they do business as an association 

between industry and the slogan usage and possible adjustments was already demonstrated 

previously (table 19 and table 22). Furthermore, the probability that firms adjust their slogan in the 

foreign market was found to be 2 times higher if they possess their native language of the domestic 

market in the primal state of their slogan (p<0.05, see figure 9). It becomes obvious that the usage 

of the slogan as extrinsic BO cue differs widely among countries. Overall it can be said, that MNE’s 

currently are not using the slogan as a cue to be associated with their country of brand to a great 

extent.  

 

However, even though all interviewed firms use different marketing strategies, the country of origin 

was still rated as important factor by all interviewees. As Rafi states: “[it is] important [since] we 

want to point out that we are a German company. Our customers associate our origin with a high 

quality standard”, (Schütz, 2014), as well as Audi: “By the help of our German slogan, customers 

directly know that Audi is a German car manufacturer. Here in the United Arabic Emirates, 

especially in Dubai, it is all about brands and their image in the society. German cars are to be 

perceived from the Arabians as a high quality premium automobile. I think our decision was made 

due to the main presence in the B2C segment. With a German slogan we trigger benefits with an 

association with a high quality standard as I previously explained. Thus, the market has a great 

impact on this decision. On the other side, firms focus on the adjustments of other marketing tools 

like we do. You should secure that every customer understands the benefits of your product. The 

other driver for a COO strategy in terms of the slogan is the country image. Germany has this great 

reputation in engineering, especially in the automotive segment.”, (Kandalaft, 2014). The 

interviewee from Seat further points out, that a slogan using the BO of the company could have a 

more positive effect in the Mexican market, due to the similarity to the home market Spain, 

especially in terms of language. However, in this case the color red was used to associate the brand 

with their Spanish heritage.  
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6. Conclusions and Contributions 

In this chapter the research questions will be answered by linking them to the findings of the study. 

Moreover, contributions to the previous knowledge in this field of research are shown. 

6.1. Conclusion 

Research Question 1: To what extend use international companies the slogan as a tool for 

marketing and branding and what are the driving factors that are associated with a usage? 

As illustrated in table 4, 42.6% of the investigated companies possess a slogan. By the help of a 

binary logistic regression (figure 11) it was revealed that the industry is significantly associated 

with the usage of a slogan. Some industries, like Beverages and Iron & Steel, are more unlikely to 

possess a slogan and other ones are more likely to use a slogan within their CVI (Restaurants, 

Household & Personal Care). On the other hand, the factor market (B2B and B2C) was not 

significantly associated with the decision (see figure 11). Thus, we conclude that the industry drives 

the strategic decision whether firms use a slogan or not. Furthermore by conducting interviews it 

was showed that firms mainly see the benefits of a slogan in symbolizing core values, competences 

and visions in the appearance of an extrinsic cue for customers. 

Relating to the concept of COO and BO, it was examined that there is a significant association with 

the slogan usage in the domestic market, as 60.7% of the firms use the domestic language in the 

primal state of the slogan (table 11 and table 12, chi-square= 34.796 p=0.000).  

  

Research Question 2: What are the driving factors that are associated with the decision of a slogan 

adjustment of a multinational company that enters foreign market?  

First of all it was shown that 24.9% (figure 6) of the observed firms adjusted their slogan when they 

entered a foreign market. Mostly, the slogan has been translated (57.3% of the adjustments, table 8). 

In line with research question one we investigated via binary logistic regression the association in 

the context of slogan adjustments and market factors (B2B or B2C) / industries. For the first factor 

market, we explored that the market is significantly associated with slogan adjustments as it is more 

likely to adjust the slogan in the B2C segment (figure 9). Concerning the industry, a significant 

association has been revealed as well due to result that the “Banking, Food Processing and Others” 

industries are more likely to adjust their slogan when they enter a foreign market (see figure 9). 

 

Referring to the concept of COO and BO, as already mentioned firms use the domestic language in 

the primal state of the slogan. However, a binary logistic regression showed significantly that the 
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probability that firms adjusted their slogan in the foreign market is 2 times higher if they possess 

their native language of the domestic market in the primal state of their slogan (figure 9). Thus, the 

majority of the firms do not use the slogan in the foreign market as an extrinsic cue for their brand 

of origin. Moreover, almost two thirds of the firms that adjusted their slogan took the native 

language of the foreign market into consideration when they entered the market (table 9 appendix) 

instead of sticking to their native language of the domestic market. The Chi-square test concerning 

this matter revealed that firms that adjust their slogan in the foreign market consider the foreign 

language (but with reservations p=0.13). The importance of English as a global business language 

in the context of slogans was demonstrated by the binary logistic regression in figure 9 which 

showed that firms with English slogans in the primal state are more unlikely to adjust their slogan. 

This finding was qualitatively supported by the case of Rafi GmbH and Seat S.A. 

6.2. Contribution & Theoretical implications  

Through the study the authors were able to contribute to previous literature and theories regarding 

various aspects by the help of investigating the explored research gap. The holistic approach by 

exploring many firms across a great diversity of industries present in every continent worldwide, 

results in a high degree of generalizability as previous studies concerning this matter focused 

mainly on case studies (Matveev et al., 2012; Melnyk et al., 2012; Salciuviene et al., 2010; Van den 

Bosch, 2005;), including only a constrained amount of industries and countries. Previous research 

also mainly focused on the customer perspective rather than examining the issue from a firms’ point 

of view (Ahmed, 2009; Hornikx, et al., 2007; Hornikx, et al., 2010). 

 

The recent stream of research concerning CVI did not focus on one element and thus, was not able 

to gain deep insights about associations with the usage itself and the process when entering foreign 

markets  (Melewar and Jenkins, 2002; Jun and Lee, 2007; Wheeler, 2003; Van den Bosch et al., 

2005). For instance, we were able to get insights via face-to-face interviews about the internal 

decision process of firms that enter foreign markets in the context of their slogan. Moreover, no 

study so far investigated the association between market environment factors and slogan usage and 

adjustments whereas recent scientists identified an impact on the marketing strategy of MNE’s 

respectively (Virvilaite et al., 2011; O’Cass and Julian, 2003; Brei et al., 2011; Hamann et al., 

2007). Another aspect to consider is the connection made between the research on COO/COB and 

the slogan as a marketing tool in terms of standardization or adaptation in global marketing, as little 

was known on how far the slogan is used in this context.  
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In particular, the slogan in theory is mentioned as a very useful tool for marketing (Kohli et al., 

2013; Mathur and Mathur, 1995; Dahlén and Rosengren, 2005) but this research shows currently 

rather low employment in practice (42.6% of the sample). Furthermore, the results of this study 

contributed to the support of the importance of the English language stated in the literature via a 

binary logistic regression (share of English slogans in sample: 61.4%, more unlikely to be adjusted, 

figure 9). Additionally, contributions to the theory of BO were made through the result that the 

probability that firms adjust their slogan in the foreign market is 2 times higher if they possess their 

native language of the domestic market in the primal state of their slogan (figure 9).  

 

Overall, it was interesting to acknowledge the link between each of the findings. The growing 

importance of English as most spread language and increasing business language was supported by 

the high share of English slogans in the primal state (61.4% see table 7 appendix), while only 

39.2% (see Appendix table ia) were of native English-speaking countries. This also explains, why 

slogans in English were more unlikely to be adapted for the foreign markets, and why companies 

that use the domestic language instead of English in the primal state, are more likely to adjust their 

slogan for foreign markets. As a consequence, these results go hand in hand with the low usage of 

the slogan as an extrinsic BO cue. This might greatly depend on different industries or markets, as it 

was associated with the decision on slogan adaptions. The qualitative interview with Audi further 

supported this assumption, as they were one of the few cases (among others identified during the 

content analysis such as Opel, VW, Pagani) taking advantage of the connection to their country of 

origin and the associated reputation regarding qualitative products in the automotive industry.  
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7. Reflection 
In the last chapter, the findings of the study will be reflected. Limitations will result out of the 

weaknesses of the study. Linking the findings with the background part of the first chapter will draw 

managerial implications with practical relevance. Concluding, further research suggestions will be 

given in order to elaborate this field of research more deeply. 

7.1. Limitations 
 
Several reasons limit the possibility of generalizing our findings: Firstly, only binary data was 

conducted and therefore a binary logistic regression (focus mainly on significance level) was 

possible for analysis of the quantitative data. Moreover, during the selection of the sample the 

researchers depended on the reliability of the lists of the biggest global companies provided by the 

Forbes magazine. A more random sample with a higher amount of global firms and more control 

variables (i.e. corporate size) would have increased the strength of this research further. Only two 

countries for each firm were examined, including the domestic market and one foreign market. As 

those were selected randomly, a similar behavior of the MNE’s in other markets regarding slogan 

adjustment was assumed during the analysis. Another weakness of the sample is the greater share of 

B2C companies, which could not have been anticipated before the analysis. During the process of 

coding the content analysis, the most spread native language has been taken into consideration for 

each county even though some countries had more than one official language. As part of some 

statistical analyses, only companies that use a slogan have been investigated, resulting in a lower 

sample for these. Due to this procedure, some factors (i.e. control variable South America or 

Specialized Chemicals industry) have been ignored by SPSS because of too few cases. A few 

companies that added a slogan for the foreign market had been defined as “use a slogan” even 

though they do not use one in the domestic market. Referring to the qualitative interviews, only one 

employee has been the interviewed. More interviews would have been insightful, because the focus 

of the study laid on the quantitative data. 

 

7.2. Managerial implications 
 
As a result of this thesis, several managerial implications that can be of interest for MNE’s can be 

drawn from the findings. First of all, during the conceptual framework the slogan as part of a 

company’s CVI was described as a crucial element when it comes to brand identity, brand 

awareness, brand equity and the international image of the firm. However, the current situation 

shows many differences with regard to the usage of the slogan as a marketing tool, depending on 

the country of origin of the firm, the characteristics of the foreign markets, the industry or the nature 

of the market where the firm is operating in. Managers concerned with the CVI of the company, or 



 65 

especially with the creation or internationalization of the slogan should consider the industry and 

the nature of the market as well as the image of their country of origin as possible moderators on 

slogan usage and slogan adaptation. As demonstrated in the binary logistic regression (figure 9), the 

Banking industry and the Food Processing industry are more likely to adjust their slogan when 

entering a foreign market. Both of these industries might need a more adapted strategy as they have 

to consider local habits (i.e. like trust (banking) or tastes (food processing)). Thus, managers should 

gather local information of for instance, local competitors or consumers. This could be achieved by 

collaborating with local advertising or research agencies.  

 

Moreover, an interesting fact to remember when deciding on the language is the differing ability to 

speak English around the world: depending on the foreign market, the acceptability of the English 

language and the ability to speak it correlates with the wealth of the country and the number of 

people speaking the native language. This is why for instance in Latin America not as many people 

as in Denmark speak fluent English (Economist, 2011). It may result, that in some areas an English 

slogan is successful, while in other parts an adapted slogan may be more suitable.  

 

In essence, “brand strategy, like any living organism, is continually changing, both shaped by and 

evolving in response to these drivers” (Craig and Douglas, 2000, p. 277). That means it is vital for 

companies to monitor and modify a companies’ brand performance continually by adapting it to the 

prevailing market conditions (Matveev et al., 2012; Douglas et al., 2001; Sanchez and Rajagopal, 

2003), including the CVI and especially the slogan. 

 
 

7.3. Further research 
 
In the following, the authors will suggests several approaches for further research in order to 

complete and deepen the knowledge of existing theories and the results of the study. During this 

study a sample of 329 international firms was observed. However, due to the low rate of firms who 

used a slogan, the analysis was mainly done on a sample of 140 firms. In order to compare the 

slogan usage and adaption in light of BO cues and languages on a broader scale, future research 

could examine more companies, which are present in other industries and both markets (B2B and 

B2C) to an equal share in order to be able to compare the results to the findings of this study and 

gain deeper insight on the differences between the nature of the market with a larger sample. It 

would moreover be interesting, to conduct further studies on consumer perceptions of different 

slogans in different languages, as previous studies are limited to Dutch / English slogans, or in 

association with the nature of a product. Interviews with several companies should then confront the 
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interviewee with the findings in order to reveal discrepancies between the consumer perception, and 

what message the company intended to send. Another aspect of investigation with respect to this 

study could be the perception of customers regarding different countries or origin, as this could be 

insightful for MNE’s when considering incorporating BO-cues in their marketing strategies. Also, 

future investigations regarding the causes of the different degrees of slogan usage would be 

interesting. Factors such as the culture of different countries, and the nature of the product among 

other things could be of interest for the completion of the existing theories.   
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ii Appendix 

1. Hypotheses SPSS Output 
 
 
H1: As English is one of the most spread languages worldwide it is assumed that firms do not 

adjust the slogan when entering a foreign market if it is in English in the primal state: 

 

Original Language Of the Slogan 

  
Frequency Percent Valid 

Percent 
Valid both* 3 2,1 2,1 

chinese 4 2,9 2,9 
english 86 61,4 61,4 
french 9 6,4 6,4 
german 12 8,6 8,6 
italian 2 1,4 1,4 
japanese 2 1,4 1,4 
no slogan** 18 12,9 12,9 
portugese 1 ,7 ,7 
spanish 3 2,1 2,1 
Total 140 100,0 100,0 

*firms that use two languages in the primal state 
**firms that "added" a slogan in the foreign market 

Table 7: Frequencies of the slogan languages in the primal state 

 
Model Summary 

    

Step -2 Log likelihood 
Cox & Snell 
R Square 

Nagelkerke 
R Square 

    1 144,472a ,277 ,374 
    a. Estimation terminated at iteration number 5 because parameter 

estimates changed by less than ,001.  
 
 
 
 

   
        Variables in the Equation 

  B S.E. Wald df Sig. Exp(B) 
Step 1a English Slogan -3,079 ,567 29,505 1 ,000 ,046 

Africa ,441 2,203 ,040 1 ,841 1,554 
Asia ,315 1,287 ,060 1 ,807 1,370 
Australia 2,023 1,610 1,579 1 ,209 7,559 
Europe 1,045 1,264 ,683 1 ,408 2,843 
North America 2,303 1,320 3,041 1 ,081 10,001 
Constant 1,099 1,155 ,905 1 ,341 3,000 

a. Variable(s) entered on step 1: English_Slogan, Africa, Asia, Australia, Europe, NorthAmerica. 
Table 8: BLR, english slogan as independent variable 

 
H2: The language of the domestic market (Country of Brand) is associated with the language of 

the slogan in the domestic market: 
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Domestic Language * original Language Slogan Crosstabulation 

  

Domestic language = original language of the 
slogan in the primal state Total 

No Column N % Yes Column N % 

Domestic 
Language 

afrikaans 2 100,0% 0 0,0% 2 
arabic 1 100,0% 0 0,0% 1 
chinese 2 33,3% 4 66,7% 6 
dutch 2 100,0% 0 0,0% 2 
english 9 14,3% 54 85,7% 63 
filipino 1 100,0% 0 0,0% 1 
finnish 1 100,0% 0 0,0% 1 
french 2 20,0% 8 80,0% 10 
german 9 42,9% 12 57,1% 21 
greek 1 100,0% 0 0,0% 1 
hindu 3 100,0% 0 0,0% 3 
italian 1 33,3% 2 66,7% 3 
japanese 12 85,7% 2 14,3% 14 
korean 3 100,0% 0 0,0% 3 
malaysian 2 100,0% 0 0,0% 2 
norwegian 1 100,0% 0 0,0% 1 
portugese 1 50,0% 1 50,0% 2 
spanish 0 0,0% 2 100,0% 2 
swedish 2 100,0% 0 0,0% 2 

Total 55 39,3% 85 60,7% 140 
Table 9: Crosstabulation domestic language vs. domestic_original 

 
Chi-Square Tests 

  Value df Asymp. Sig. (2-sided) 
Pearson Chi-Square 61,720a 18 ,000 
Likelihood Ratio 71,525 18 ,000 
N of Valid Cases 140     
a. 31 cells (81,6%) have expected count less than 5. The minimum expected count is ,39. 

Table 10: Chi-square Test; domestic language & original language of the slogan 

 
H3: Firms do not adjust their slogan for the foreign market when the language of the original 

slogan is equal to the domestic language: 

 
Slogan Adjustments * Domestic_original Crosstabulation 

  

Domestic_original 
Total 

No Column N 
% Yes Column N 

% 
Slogan 
Adjustment 

No 28 48,3% 30 51,7% 58 
Yes 27 32,9% 55 67,1% 82 

Total 55 39,3% 85 60,7% 140 
Table 11: Crosstabulation Slogan adjustments vs. domestic_original 
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Model Summary 

Step 
-2 Log likelihood 

Cox & 
Snell R 
Square 

Nagelkerke 
R Square 

    1 182,072a ,055 ,074 
    a. Estimation terminated at iteration number 4 because parameter estimates 

changed by less than ,001. 
    

        Variables in the Equation 

  B S.E. Wald df Sig. Exp(B) 
Step 1a Domestic_original ,741 ,363 4,164 1 ,041 2,097 

Asia FM -,220 ,563 ,153 1 ,696 ,802 
Europe FM ,210 ,560 ,141 1 ,708 1,234 
North America FM ,987 ,715 1,906 1 ,167 2,682 
Constant -,224 ,529 ,179 1 ,672 ,799 

a. Variable(s) entered on step 1: Domestic_original, Asia_foreign, Europe_foreign, NorthAmerica_foreign. 

Table 12: BLR, domestic_original as independent variable 

 
H4: The language of the foreign market is associated with the choice of slogan in the foreign 

market: 

 
Foreign Language * Foreign_adjusted Crosstabulation 

  

Language of the adjusted slogan = language 
of the foreign market Total 

No Row N % Yes Row N % 
Foreign 
Language 

arabic 1 100,0% 0 0,0% 1 
chinese 2 20,0% 8 80,0% 10 
dutch 1 100,0% 0 0,0% 1 
english 5 20,8% 19 79,2% 24 
filipino 1 100,0% 0 0,0% 1 
french 2 50,0% 2 50,0% 4 
german 4 44,4% 5 55,6% 9 
hindu 2 100,0% 0 0,0% 2 
hungarian 0 0,0% 1 100,0% 1 
indian 1 100,0% 0 0,0% 1 
italian 1 100,0% 0 0,0% 1 
japanese 3 42,9% 4 57,1% 7 
malaysian 1 100,0% 0 0,0% 1 
persian 0 0,0% 1 100,0% 1 
portugese 0 0,0% 2 100,0% 2 
russian 0 0,0% 1 100,0% 1 
spanish 4 30,8% 9 69,2% 13 
swedish 1 100,0% 0 0,0% 1 
thai 1 100,0% 0 0,0% 1 

Total 30 36,6% 52 63,4% 82 
Table 13: Crosstabulation Foreign language vs. foreign_adjusted 

 
Chi-Square Tests 

  Value df Asymp. Sig. (2-sided) 
Pearson Chi-Square 24,828a 18 ,13 
Likelihood Ratio 29,61 18 ,041 
N of Valid Cases 82     
a. 33 cells (86,8%) have expected count less than 5. The minimum expected count is ,37. 

Table 14: Chi-square Test; foreign language & foreign_adjusted 
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H5a: The industry is associated with the usage of a slogan in the domestic market: 

H5b: The nature of the market (B2B – B2C) is associated with the usage of a slogan in the 

domestic market: 

 

  

Slogan 
No usage Use a slogan Total 

Count Row N 
% 

Column 
N % Count Row N 

% 
Column 

N % Count Row N 
% 

Column 
N % 

Market B2B 53 66,3% 28,0% 27 33,8% 19,3% 80 100,0% 24,3% 
B2C 136 54,6% 72,0% 113 45,4% 80,7% 249 100,0% 75,7% 
Total 189 57,4% 100,0% 140 42,6% 100,0% 329 100,0% 100,0% 

Industry Auto & Truck Man. 24 52,2% 12,7% 22 47,8% 15,7% 46 100,0% 14,0% 
Banking 36 54,5% 19,0% 30 45,5% 21,4% 66 100,0% 20,1% 
Beverages 23 85,2% 12,2% 4 14,8% 2,9% 27 100,0% 8,2% 
Food Processing 20 57,1% 10,6% 15 42,9% 10,7% 35 100,0% 10,6% 
H-hold & Pers. C. 11 40,7% 5,8% 16 59,3% 11,4% 27 100,0% 8,2% 
Iron & Steel 22 88,0% 11,6% 3 12,0% 2,1% 25 100,0% 7,6% 
Other 28 56,0% 14,8% 22 44,0% 15,7% 50 100,0% 15,2% 
Restaurants 5 23,8% 2,6% 16 76,2% 11,4% 21 100,0% 6,4% 
Spec. Chemicals 20 62,5% 10,6% 12 37,5% 8,6% 32 100,0% 9,7% 
Total 189 57,4% 100,0% 140 42,6% 100,0% 329 100,0% 100,0% 

Table 15: Crosstabulation Market & Industry vs. Slogan usage 

 
Model Summary 

    

Step -2 Log likelihood 
Cox & Snell 
R Square 

Nagelkerke 
R Square 

    1 439,390a ,028 ,038 
    a. Estimation terminated at iteration number 20 because maximum 

iterations has been reached. Final solution cannot be found.  
 
 

   
        Variables in the Equation 

  B S.E. Wald df Sig. Exp(B) 
Step 1a B2C ,426 ,273 2,434 1 ,119 1,531 

Africa 21,916 28420,721 ,000 1 ,999 3295640905,717 
Asia ,360 ,641 ,314 1 ,575 1,433 
Australia 1,334 ,945 1,992 1 ,158 3,796 
Europe ,608 ,627 ,941 1 ,332 1,837 
North America ,473 ,629 ,565 1 ,452 1,604 
Constant -1,139 ,613 3,456 1 ,063 ,320 

a. Variable(s) entered on step 1: b2c_b2b, Africa, Asia, Australia, Europe, NorthAmerica. 
Table 16: BLR, B2C as independent variable 

 
Model Summary 

    

Step -2 Log likelihood 

Cox & 
Snell R 
Square 

Nagelkerke 
R Square 

    1 406,716a ,120 ,161 
    a. Estimation terminated at iteration number 20 because maximum 

iterations has been reached. Final solution cannot be found. 
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        Variables in the Equation 

  B S.E. Wald df Sig. Exp(B) 
Step 
1a 

Auto & Truck Ma. ,324 ,484 ,447 1 ,504 1,382 
Banking ,133 ,455 ,086 1 ,769 1,143 
Beverages -1,278 ,661 3,740 1 ,053 ,279 
Food Proc. ,279 ,509 ,300 1 ,584 1,322 
H-hold & Pers. C. ,920 ,542 2,879 1 ,090 2,510 
Iron & Steel -1,574 ,727 4,694 1 ,030 ,207 
Others ,239 ,471 ,257 1 ,612 1,270 
Restaurants 1,780 ,645 7,627 1 ,006 5,931 
Africa 21,928 28420,721 ,000 1 ,999 3336188641,875 
Asia ,415 ,698 ,353 1 ,552 1,514 
Australia 1,538 1,032 2,218 1 ,136 4,654 
Europe ,531 ,682 ,606 1 ,436 1,701 
North America ,160 ,680 ,056 1 ,814 1,174 
Constant -,858 ,724 1,405 1 ,236 ,424 

a. Variable(s) entered on step 1: Auto, Banking, Beverages, Food, PC, Steel, Other, Restaurants, Africa, Asia, Australia, Europe, 
NorthAmerica. 
Table 17: BLR, Industry as independent variable 

 

H6a: The industry is associated with the slogan adjustment in foreign markets: 

H6b: The nature of market (B2B – B2C) is associated with the slogan adjustment in foreign 

markets: 

 
 

  

Slogan Adjustment 
No Yes Total 

Count Row N 
% 

Column 
N % Count Row N 

% 
Column 

N % Count Row N 
% 

Column 
N % 

Market B2B 16 59,3% 27,6% 11 40,7% 13,4% 27 100,0% 19,3% 
B2C 42 37,2% 72,4% 71 62,8% 86,6% 113 100,0% 80,7% 
Total 58 41,4% 100,0% 82 58,6% 100,0% 140 100,0% 100,0% 

Industry Auto & Tru. Ma. 13 59,1% 22,4% 9 40,9% 11,0% 22 100,0% 15,7% 
Banking 9 30,0% 15,5% 21 70,0% 25,6% 30 100,0% 21,4% 
Beverages 0 0,0% 0,0% 4 100,0% 4,9% 4 100,0% 2,9% 
Food Processing 2 13,3% 3,4% 13 86,7% 15,9% 15 100,0% 10,7% 
H-hold & Pers.C. 9 56,3% 15,5% 7 43,8% 8,5% 16 100,0% 11,4% 
Iron & Steel 1 33,3% 1,7% 2 66,7% 2,4% 3 100,0% 2,1% 
Others 8 36,4% 13,8% 14 63,6% 17,1% 22 100,0% 15,7% 
Restaurants 7 43,8% 12,1% 9 56,3% 11,0% 16 100,0% 11,4% 
Spec. Chemicals 9 75,0% 15,5% 3 25,0% 3,7% 12 100,0% 8,6% 
Total 58 41,4% 100,0% 82 58,6% 100,0% 140 100,0% 100,0% 

Table 18: Crosstabulation Market and Industry vs. Slogan adjustment 
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Model Summary 
    

Step -2 Log likelihood 
Cox & Snell 
R Square 

Nagelkerke 
R Square 

   1 180,214a ,067 ,090 
    a. Estimation terminated at iteration number 4 because parameter 

estimates changed by less than ,001. 
    

        Variables in the Equation 

  B S.E. Wald df Sig. Exp(B) 
Step 1a B2C 1,150 ,460 6,260 1 ,012 3,158 

Africa -1,444 1,854 ,606 1 ,436 ,236 
Asia -1,617 1,255 1,661 1 ,198 ,198 
Australia -,551 1,521 ,131 1 ,717 ,576 
Europe -,676 1,223 ,305 1 ,581 ,509 
North America -,668 1,231 ,295 1 ,587 ,513 
Constant ,294 1,226 ,057 1 ,811 1,341 

a. Variable(s) entered on step 1: b2c_b2b, Africa, Asia, Australia, Europe, NorthAmerica. 

Table 19: BLR, B2C as independent variable 

 

 

 

 
Model Summary 

Step -2 Log likelihood 
Cox & Snell 
R Square 

Nagelkerke 
R Square 

    1 164,971a ,163 ,220 
    a. Estimation terminated at iteration number 20 because maximum 

iterations has been reached. Final solution cannot be found. 
    

        Variables in the Equation 

  B S.E. Wald df Sig. Exp(B) 
Step 1a Auto & Truck M. 1,057 ,845 1,563 1 ,211 2,877 

Banking 2,260 ,825 7,507 1 ,006 9,583 
Beverages 22,472 19924,636 ,000 1 ,999 5747467822,304 
Food Proc. 2,898 1,020 8,080 1 ,004 18,144 
H-hold & Pers.C. ,757 ,857 ,781 1 ,377 2,132 
Iron & Steel 2,074 1,471 1,988 1 ,159 7,960 
Other 1,702 ,818 4,325 1 ,038 5,483 
Restaurants 1,140 ,863 1,746 1 ,186 3,127 
Africa -1,974 1,912 1,066 1 ,302 ,139 
Asia -1,416 1,287 1,211 1 ,271 ,243 
Australia -1,438 1,705 ,712 1 ,399 ,237 
Europe -,910 1,255 ,525 1 ,469 ,403 
North America -,530 1,239 ,183 1 ,669 ,588 
Constant -,286 1,391 ,042 1 ,837 ,751 

a. Variable(s) entered on step 1: Auto, Banking, Beverages, Food, PC, Steel, Other, Restaurants, Africa, Asia, Australia, Europe, NorthAmerica. 
Table 20: BLR, Industry as independent variable 
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2. Cross-Tables & SPSS Output 
 
Table ia: Overview Domestic Markets in the sample 
 

Domestic Market 

  
Frequency Percent 

Valid 
Percent 

Cumulative 
Percent 

Valid Argentina 1 ,3 ,3 ,3 
Australia 8 2,4 2,4 2,7 
Austria 3 ,9 ,9 3,6 
Belgium 4 1,2 1,2 4,9 
Brazil 8 2,4 2,4 7,3 
Canada 11 3,3 3,3 10,6 
China 12 3,6 3,6 14,3 
Colombia 1 ,3 ,3 14,6 
Denmark 3 ,9 ,9 15,5 
Finland 1 ,3 ,3 15,8 
France 11 3,3 3,3 19,1 
Germany 28 8,5 8,5 27,7 
Greece 3 ,9 ,9 28,6 
India 7 2,1 2,1 30,7 
Ireland 2 ,6 ,6 31,3 
Israel 2 ,6 ,6 31,9 
Italy 9 2,7 2,7 34,7 
Japan 28 8,5 8,5 43,2 
Luxembourg 2 ,6 ,6 43,8 
Malaysia 2 ,6 ,6 44,4 
Mexico 4 1,2 1,2 45,6 
Netherlands 13 4,0 4,0 49,5 
Norway 1 ,3 ,3 49,8 
Philippines 1 ,3 ,3 50,2 
Qatar 1 ,3 ,3 50,5 
Russia 5 1,5 1,5 52,0 
Saudi 
Arabia 

1 ,3 ,3 52,3 

Singapore 1 ,3 ,3 52,6 
South Africa 2 ,6 ,6 53,2 
South Korea 8 2,4 2,4 55,6 
Spain 2 ,6 ,6 56,2 
Sweden 9 2,7 2,7 59,0 
Switzerland 7 2,1 2,1 61,1 
Taiwan 6 1,8 1,8 62,9 
Thailand 3 ,9 ,9 63,8 
Turkey 1 ,3 ,3 64,1 
UK 19 5,8 5,8 69,9 
USA 99 30,1 30,1 100,0 
Total 329 100,0 100,0   
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Table ib: Overview Foreign Markets in the sample 
 
 

Foreign Market 

  
Frequency Percent 

Valid 
Percent 

Cumulative 
Percent 

Valid Argentina 4 1,2 1,2 1,2 

Australia 1 ,3 ,3 1,5 

Austria 1 ,3 ,3 1,8 

Bangladesh 1 ,3 ,3 2,1 

Brazil 12 3,6 3,6 5,8 

Canada 4 1,2 1,2 7,0 

Chile 2 ,6 ,6 7,6 

China 36 10,9 10,9 18,5 

Colombia 1 ,3 ,3 18,8 

Costa Rica 2 ,6 ,6 19,5 

Denmark 1 ,3 ,3 19,8 

Dubai 2 ,6 ,6 20,4 

France 25 7,6 7,6 28,0 

Germany 43 13,1 13,1 41,0 

Hong Kong 4 1,2 1,2 42,2 

Hungary 1 ,3 ,3 42,6 

India 17 5,2 5,2 47,7 

Indonesia 3 ,9 ,9 48,6 

Iran 1 ,3 ,3 48,9 

Israel 1 ,3 ,3 49,2 

Italy 5 1,5 1,5 50,8 

Japan 17 5,2 5,2 55,9 

Kenya 1 ,3 ,3 56,2 

Korea 1 ,3 ,3 56,5 

Lithuania 1 ,3 ,3 56,8 

Malaysia 3 ,9 ,9 57,8 

Marocco 2 ,6 ,6 58,4 

Mexico 15 4,6 4,6 62,9 

Netherlands 4 1,2 1,2 64,1 

New 
Zealand 

3 ,9 ,9 65,0 

Philippines 1 ,3 ,3 65,3 

Poland 1 ,3 ,3 65,7 

Russia 9 2,7 2,7 68,4 

Singapore 2 ,6 ,6 69,0 

South 
Africa 

2 ,6 ,6 69,6 

South 
Korea 

5 1,5 1,5 71,1 

Spain 14 4,3 4,3 75,4 
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Sweden 2 ,6 ,6 76,0 

Switzerland 1 ,3 ,3 76,3 

Thailand 4 1,2 1,2 77,5 

Turkey 1 ,3 ,3 77,8 

UAE 4 1,2 1,2 79,0 

UK 24 7,3 7,3 86,3 

Ukraine 1 ,3 ,3 86,6 

Uruguay 2 ,6 ,6 87,2 

USA 41 12,5 12,5 99,7 

Vietnam 1 ,3 ,3 100,0 

Total 329 100,0 100,0   

 
Table ic: Overview Domestic continents in the sample 
 

Domestic continent 

  Frequency Percent Valid 
Percent 

Valid Africa 2 ,6 ,6 
Asia 76 23,1 23,1 
Australia 8 2,4 2,4 
Europe 119 36,2 36,2 
North 
America 

110 33,4 33,4 

South 
America 

14 4,3 4,3 

Total 329 100,0 100,0 
 
 

    Table id: Overview Foreign continents in the sample 
 

Foreign_continent 

  Frequency Percent Valid 
Percent 

Valid Africa 4 1,2 1,2 
Asia 104 31,6 31,6 
Australia 1 ,3 ,3 
Central 
America 

2 ,6 ,6 

Europe 138 41,9 41,9 
North 
America 

48 14,6 14,6 

South 
America 

32 9,7 9,7 

Total 329 100,0 100,0 
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3. Qualitative Interview summaries 
 
Interview 1: Rafi GmbH – Domestic Market: Germany / Foreign Market: China, USA 
 
Rafi produces electromechanical operating-, communication- and control systems for several 

industries like telecommunication, mechanical engineering or consumer goods. Alongside the head 

office in southern Germany, Rafi is present in another six subsidiaries in Europe. Moreover, Rafi 

has recently entered two far distant foreign markets, being USA and China. The semi-structured 

interview was carried out during a 1.5 hour face-to-face discussion with Karl-Heinz Schütz, 

Marketing Director in Germany. As illustrated below in figure 10, the CVI of Rafi consists of two 

main elements: the blue logo “Rafi” with the separate grey English slogan “Get in Touch”.  

 

 

 
Figure 12: Rafi CVI 

First of all, Mr. Schütz (2014) explained us the benefits of the usage of a slogan (Question 8 in the 

questionnaire) by stating that this is “our extrinsic cue for possible B2B customers that should 

symbolize our core values and competences within the industry in which we do business”. 

Concerning the second question (Question 9 in the questionnaire), which should clarify which 

actors are involved during the process of the creation of the slogan, Mr. Schütz described this 

procedure among their change of the slogan in June 2012 together with a specialized B2B 

marketing agency from “Solutions with Passion” to the present one “Get in Touch”. The agency 

held a workshop in front of the key decision makers of Rafi (board of directors and CEO) where 

they presented ideas concerning a new corporate identity (including the slogan). As Mr. Schütz was 

providing us with all of the material from the workshop, we got many insights regarding the process 

of the new slogan. The following steps led to the new slogan: 

1. The agency revealed that the current slogan “Solutions with Passion” is too vague for both 

the customers and the employees, since 

a. 1.287 slogans in general and 35 in the electronic industry use the term “solutions”  

b. 666 slogans in general and 17 in the electronic industry the term “passion” 

c. 11 slogans in general that have both terms 

 

Thus, with the old slogan, the question “What is the unique and specific value of Rafi?” remained 

unanswered. 
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2. Together with the key decision makers of Rafi, the agencies did a “semiometry” where both 

defined core values of Rafi in terms of: individuality, vitality, sociality and obligation 

together with the product portfolio and the competences that Rafi offers to their B2B 

customers 

3. Based on this workshop, the agency came up with three suggestions for the new slogan 

a. The touch of intelligence / The intelligent touch  

i. 363 slogans in general and 9 in the electronic industry use the term “touch”  

ii. 150 slogans in general and 1 in the electronic industry use the term 

“intelligence”  

iii. 0 slogans in general that have both terms 

b. The smarter contact / Smart contacts 

i. 715 slogans in general and 22 in the electronic industry use the term “smart”  

ii. 79 slogans in general and 4 in the electronic industry use the term “contact”  

iii. 0 slogans in general that have both terms 

c. Get in touch  

i. 3 slogans in general but 0 in the electronic industry use the same slogan  

 

At the same time, every proposed slogan was proved by a translation agency in order to avoid both 

political and sexual ambiguities. 

As already mentioned, Rafi decided to possess the slogan “Get in Touch” henceforth after this 

workshop because “the new slogan shows that we offer the new technology of touch systems and at 

the same time customers know that they could “get in touch” with us anytime for quotations”, 

(Schütz, 2014). 

 

Rafi sticks to their slogan and the other elements of the CVI, independent of the market and 

country: “We have strict corporate identity guidelines for all subsidiaries among the Rafi group. By 

the help of these policies we ensure a consistent CVI through clear requirements in terms of color, 

font, size and usage.” (Schütz, 2014). The reasons for not adjusting the slogan and the English 

language (Question 11 and 11.2a) were according to Mr. Schütz (2014): “Nowadays English is the 

global business language and we want to demonstrate with this slogan that we are an international 

firm that is present worldwide. Even in China no one has a problem concerning the English slogan 

according to a native speaking Chinese employee”. With regard to other marketing communication 

tools (Question 11.2b) beside the CVI, Rafi identifies together with their marketing agencies and 

local employees “important cultural core values of the respective far distant market. In China, for 

instance, the collective is more important in the society than in USA – therefore we try to keep that 
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in mind during business presentations. In addition to this we provide our homepage in different 

languages” (Schütz, 2014). 

 

Relating to the concept of COO and BO, Rafi rated this concept as “important” since “we want to 

point out that we are a German company. Our customers associate our origin with a high quality 

standard – especially due to the price competition in China. We are not able to compete on the price 

level in this market” (Schütz, 2014). Concerning the last question (Question 15), if the BO effect 

played a role regarding the decision on standardizing the slogan, Mr. Schütz (2014) stated “our 

main motivation for entering the markets China and USA were driven by our key customers in 

terms of logistical reasons. Through the presence in these markets we can provide their demand just 

in time”. As we asked Mr. Schütz (2014) if he could think of a German slogan in future he 

answered: “I do not rule out that we will have a German slogan one day. But at this time we focus 

on our key accounts in the foreign market. However, we want to compete with the local firms as 

well in future and a German slogan might trigger quality associations in order to show our high 

quality standards”. 

 
Confrontation with our quantitative results: 

As we confronted Mr. Schütz (2014) with our results concerning our sample and the share of firms 

using a slogan “As you observed, less than half of your sample use a slogan – I think this is valid 

due to the fact that the usage itself is associated with the market and the industry where a company 

is doing business. Not every competitor of us in the B2B segment uses a slogan, however I think 

this decision is more driven by the industry. In the mechanical engineering industry for instance, in 

which we are present too, most of the players in the market do not have a slogan as far as I can 

remember.” Referring to the BO concept in terms of the slogan usage (language) and adjustments 

(H1, H2, H3, H4, H6), Rafi does not stick to German and prefers English to get an international 

awareness, as Mr. Schütz (2014) already mentioned above and therefore supports H1 and the 

findings of H2 and H3. However, as Mr. Schütz (2014) received our findings concerning slogan 

adjustments he declared “I am in line with our findings as it depends on the market and the industry 

if firms adjust their slogan. I guess that it is especially for companies in the B2C segment more 

important to secure that customers understand the message of the slogan since the target audience is 

way bigger than our one. Moreover, it is not guaranteed that every customer is speaking English as 

it is mostly in a B2B environment – therefore I would conclude that the concept of COO plays a 

bigger role for B2C firms”. 
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Interview 2: Audi AG – Domestic Market: Germany / Foreign Market: Middle East 
 
Audi is one of the most successful premium car manufacturers of Germany. In the Middle East, 

Audi has a sales company located in Dubai that handles business among the different countries like 

United Arab Emirates, Qatar, Bahrain, Saudi Arabia or Kuwait that are based in the Middle East. 

The telephone interview has been conducted with Firas Kandalaft, Brand Communications Manager 

in Dubai. Audi’s CVI (figure 11) consist of four silver rings, the brand name in red and the German 

slogan “Vorsprung durch Technik” (roughly translated “Advancement / winning margin through 

technology”): 

 

      
Figure 13: Audi CVI 

 

The benefit of using a slogan (Question 8) is the “chance to combine the vision and the 

competences of our company in one sentence for our customers. We see it as an opportunity that 

customers bear in mind the brand Audi more easily” (Kandalaft, 2014). Unfortunately, Mr. 

Kandalaft (2014) was just able to assess the process of the slogan creation (Question 9): “I have to 

admit that I do not know where the decision was made for this slogan but I guess it was decided 

together with the marketing department and the board of directors in the headquarter in Germany. 

However, the slogan is quite old, it was introduced in 1971 and it should be associated with the 

broad product portfolio and its different drive concepts at this time – but it still fits to our brand 

vision nowadays since we want to be ahead of our competition through technical intelligence”.  

 

Audi sticks to their CVI and the German slogan of the domestic market Germany, independent of 

the foreign market. “The only adjustment that has been made is the translation of marketing 

instruments to the local language. We work closely with agencies that investigate the different 

cultures in the region. The Ramadan in the Islamic month calendar is one of our most important 

seasons during the year. Therefore we try to attract customers during this period with special offers, 

combined with the cultural meanings” (Kandalaft, 2014). Mr. Kandalft provided us with a print ad 

(Arabic combined with English, figure 12) of the Ramadan campaign where the German slogan can 

be seen on the bottom right: 
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Figure 14: Print Ad from Audi in Dubai 

 

The importance of the COO and BO concept (question 13 and 14) has been rated as “very 

important” during this interview. “By the help of our German slogan, customers directly know that 

Audi is a German car manufacturer. Here in the United Arabic Emirates, especially in Dubai, it is 

all about brands and their image in the society. German cars are to be perceived from the Arabians 

as a high quality premium automobile” (Kandalaft, 2014). Moreover, Mr. Kandalaft stated that this 

was a strategic decision from the Audi headquarter, “I am pretty sure that this played a significant 

role regarding the decision that our slogan remains in German. Even though that many customers in 

our region are not able to understand the slogan but they know immediately that Audi has a German 

brand origin and thus, triggering a cue of a high quality premium car” (Kandalaft, 2014). 

 

Confrontation with our quantitative results: 

As Audi AG is using the concept of BO in their slogan it was quite interesting to confront Mr. 

Kandalaft with our results of the quantitative study. He stated that “I think our decision was made 

due to the main presence in the B2C segment. With a German slogan we trigger benefits of an 

association with a high quality standard as I previously explained. Thus, the market has a great 

impact on this decision. On the other side, firms focus on the adjustments of other marketing tools 

like we do. You should secure that every customer understands the benefits of your product. The 

other driver for a COO strategy in terms of the slogan is the country image. Germany has this great 

reputation in engineering, especially in the automotive segment.” (Kandalaft, 2014). 
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Interview 3: Seat S.A. – Domestic market: Spain / Foreign market: Mexico 

Seat S.A. is a Spanish automobile manufacturer, headquartered in Martorell, Spain, which is 

currently operating in more than 70 countries worldwide. They are a wholly owned subsidiary of 

the German Volkswagen Group, one of the biggest global players in the automotive industry (Seat 

S.A.). The interview was conducted with Miguel Anaya, currently the Customer’s Relations’ 

Manager, who previously worked in the Marketing Department of Volkswagen de México for more 

than 8 years. As the offices of the subsidiaries of the Volkswagen Group in Puebla are all located in 

one building, he possesses a great overall knowledge about the developments during the last years 

regarding the CVI of the brands. Due to the great physical distance the interview was carried out via 

telephone. However, the application Skype and its video function were used in order to establish a 

more personal contact to some extent.  

 

As shown in figure 13 the CVI of Seat currently consists of the logo ‘S’ in chrome silver with the 

brand name in red below. The CVI was lastly changed in September 2012, after thirteen years with 

the former logo (see fig 13 on the left). Anaya (2014) explains that the new logo should represent 

the six core values of the company’s brand philosophy which are: design, dynamics, youthfulness, 

efficiency, reliability and accessibility. 

The CVI should incorporate the brand’s promise for precise technology, excellence in development 

and innovation (Seat S.A.). 

 

 
Figure 15: CVI of Seat 1999 (left) and current (right) 

 
Other than the logo and the brand name, as previously explained, the CVI incorporates a third 

element, which is the slogan. In Germany, as well as in Mexico, Seat uses the slogan 

“Enjoyneering” (figure 14). The fusion of the words “enjoy” and “engineering” is meant to 

illustrate the combination of the joy of driving and the technical competence of the company, as the 

German-Spanish collaboration “equals the perfect mix of Mediterranean passion and German 

engineering”(Seat S.A.) 
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Figure 16: Slogan of SEAT (worldwide) 

The slogan of the brand is standardized on a worldwide basis, however Seat does not use the 

language of their Country of Brand and hence do not employ the COB / BO effect for their 

marketing strategy. Seat S.A., in line with the results of H1, use the English language in the primal 

state of their slogan, and do not adjust it in the process of internationalization. Anaya emphasizes 

that the previous slogan used by them was in Spanish: ‘Auto Emoción’, i.e. the language of their 

country of brand. According to Anaya (2014) “the choice of language influences the success of the 

slogan to a great extent. Especially in Mexico, a Spanish slogan is more accessible for the 

customers, as many Mexicans still do not speak English fluently”, (Question 14). While the slogan 

was previously used as an extrinsic BO cue by Seat S.A., now “the red color in the logo was chosen 

to remind of the Spanish origin of the brand” (Anaya, 2014). He furthermore mentions that the 

advertisements and the image film of Seat are translated into Spanish for the Mexican media, in 

order to be able to reach a greater target audience with their marketing elements.  

 

The CVI as such consequently underlies global branding policies, while other marketing elements 

are adapted to local necessities. In line, Anaya states that many products are adapted to the needs of 

the local markets, not only in Mexico but on a worldwide basis. One of the most sold cars of 

Volkswagen in Mexico, the model ‘Jetta’ (now ‘Classico’) was called ‘Vento’ in Argentina, as the 

word ‘Jetta’ has a negative connotation. According to the interviewee even within the Spanish-

speaking markets there are many particularities of the language to consider. It is an important 

factor, which can influence the overall performance of a company or subsidiary. He feels that a 

translated slogan would be more beneficial to the performance and relationship with the customer 

especially in the Mexican market (Question 11.2). Besides, he mentions that during the creation not 

only of CVI elements, but also for other marketing activities, there exists a close cooperation to 

local marketing agencies in order to get access to specific knowledge about the local market 

(Question 9).  

 

Confrontation with our quantitative results: 

During the confrontation with our results of the study Anaya agrees “the slogan is a very important 

element of the corporate image, as it enables us as a company to place the associations we wish our 

customers make when thinking or talking about the brand in their minds. These two characteristics 

are in this case: the joy of driving a Seat, and the engineering excellence behind it.” (Question 8).  
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Considering the COO and COB cues, Anaya (2014) points out, that Seat neglected the “connection 

to Spain as the home market when changing the language of the slogan to English, both in the home 

and foreign markets. However, the color is now used as a more inconspicuous cue to remind of the 

Spanish heritage, and furthermore, as I mentioned before, the ‘engineering’ part of the slogan 

should connect Seat to the German mother company Volkswagen. Therefore, in some extend the 

connection to Germany and the excellence in engineering is triggered, while pursuing a global 

strategy and an international image through the English language in the slogan. However, especially 

in the Mexican market I am not sure in how far this is understood or appreciated by the local 

customers” (Question 10,11,12).  

	  


