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The effect of culture and Market Convergence on
international advertising strategies

Mahsa, Jandaghi®; Mahboobe, Asadzade?; Fariborz, Rahimnia®
! Master student of international marketing, Ferdowsi University Of Mashhad, Mashhad,
Iran,
Z Master student of marketing, University of Semnan, Semnan, Iran,
® Associate professor department of management, Faculty of economics and business
administration of ferdowsi university of Mashad, Mashhad, Iran.

Abstract

Adapting advertising strategy with its cost and attending to much market details
is trying to offer adaptive massage that are adapt with various customers and
more influence of company in international and local markets if it may to get
enough resource. Someone are believe that with various culture and rules about
advertising activity in various countries and areas standardization of marketing
may not be success and , Market Convergence in advertising strategy cannot be
done in real word but some researcher are agree with this strategies. The purpose
of this paper is specifying this theories and better determination subject
dimensions.

Keywords: culture, market convergence, international advertising strategies
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