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Introduction

This work aims at establishing whether the dismhitalian language in English-
speaking countries advertising is a used strateggdmmunicating the country of origin
of Made in Italy products. The idea of engaginghiis investigation was inspired by an
ad of an ltalian cruise company, Costa CrocierghénTV commercial (Costa Crociere,
2014), which is part of an advertising campaigrechlll modo italiano di scoprire il
mondo, a voiceover presents a list of English termshwiteir equivalent translations in
Italian by saying, for example,Pérché dire good morning’ quando puoi dire
‘buongiorno’? O fare breakfast’se puoi fare ‘colazione’}...]”. As a matter of fact,
English has pervaded Italian to such an extentitiedifficult — if not impossible — not
coming across any English term or expression irtevrior spoken Italian texts. The
Accademia della Cruséahas even called for a more thoughtful use of Rigghs in
every-day lItalian by promoting the campaigbilfoinltaliano’ (Testa, 2015):

Molti (spesso oscuri) termini inglesi che oggi iimente ricorrono nei discorsi della
politica e nei messaggi dellamministrazione puddli negli articoli e nei servizi

giornalistici, nella comunicazione delle impresdemphasis added], hanno efficaci
corrispondenti italiani. Perché non scegliere drell

In this respect, advertising has surely been adiomgeground for the mixing of
English into Italian, and, more broadly, for foneianguage display. Indeed, the “[...]
use of foreign languages in advertising is a wordphenomenon” and research about
multilingualism in advertising has been a prolifield since the 1980s (Horniket al,
2013; Vettorel, 2013). There have been many studiesstigating the roles of various
language-mixing instances, yet the most studigeibaps the English language display
in non-English advertisements. Kelly-Holmes (2006) is quite clear in this respect:

[tihe use of English in intercultural advertisirggquite a unique case, since the English
language has meaning, use and significance indepéiof the countries in which it is
spoken. Thus, we see its use as a symbol of aahiaentity, of globalism, of youth, of

progress and modernity; at one and the same tintani bear the properties of pan-
Europeanness / Americanness / globalism.

! The Accademia della Cruscis an Italian institution in the field of researoh the Italian language that
brings together scholars and linguistic and phdalal experts of the Italian language
(http://www.accademiadellacrusca.it/en/accademia).



Therefore, English in intercultural advertising mag conceived as a ‘total linguistic
fetish’, that is “[...] the phenomenon of using laages for symbolic (fetishised) rather
than utility (instrumental-communicative) purposesommercial texts” (Kelly-Holmes,
2014: 135). Vettorel (2013: 261) seems to havaralai opinion and suggests that, in
Italian advertising,

English is exploited as an attention-getter, asaeker of cosmopolitan and international

values, but also as a resource upon which to draterims of linguistic and cross-
linguistic creativity.

Then, if English has pervaded Italian advertismbat about Italian in advertising for
English-speaking countries? Is it employed at l&lf/2s, what for?

Broadly speaking, foreign languages in intercultadvertising may be employed
for two main reasons: (1) consumers are more likelyemember those messages in
which something ‘out of ordinary’ happens (as ightibe the display of a foreign word
in a monolingual text); (2) consumers may make @ftuitural associations by means of
foreign languages (Hornikat al, 2013). In other words, due to the strict linkvibegn
languages, cultures and countries, languages #&et@induce consumers to make an
association between the product advertised anadhatry of origin of that product.
Indeed, research has shown that the associaticegsas at play because there are some
products that are considered to be ‘more ethnan ththers. That is, they are conceived
as prototypical for a specific country, such ashstier Japan, hot-dog for the United
States, pizza for Italy, and so on (cf. Aichnerl 20Aichner, 2014; Usunier and Cestre,
2007; Roth and Romeo, 1992). Besides, it has Hemmrsthat, the more congruent is the
association between product and country, the moséipe will be the evaluation given
by consumers about that product advertised (cih&liaand Pegan, 2014; Verleghal,
2005; Pharr, 2005). Hence, for example, using thleah language to advertise a pizza
made in America may give that pizza an ‘Italiarvflar’ that may determine the success
of the product (Hornikset al, 2013).

In order to provide meaningful answers to the aboeationed questions, it was
necessary to delimit the scope of research. Basdbeoassumption that there seems to
be a connection between languages, countries andighs, Made in Italy products were
indicated as the main subject to be analysed.Matle in Italy is characterised by a vast

range of items that covers many types of proddicis) fashion to food and furniture —



including even industrial components. If the sutgetosen for the analysis had not been
delimited, it would have resulted in an unmanageahimber of advertisements to be
discussed. Besides, the very process of creatmgadhpus for the analysis was not as
simple as it would seem. In particular, it was sseey to decide the type of advertising
to take into consideration — i.e. printed advenieats rather than radio or TV ads. Thus,
TV commercials seemed to be the best alternativa $tmple practical reason: they were
the easiest to find on the web. In addition, tltest commercials retrieved dated back to
the early 2000s, which means that it was possibtemnsider an amount of time that could
have ensure meaningful resélt¥hat being established, it remained to determihat
kind of products would have been the centre ofnéite. Then, by taking into
consideration Made in Italy data, the theories &lpoaduct-country match as well as the
level of difficulty in collecting enough materidBarilla and Lavazza TV commercials
were chosen as the most suitable examples foatfalysis.

Therefore, even from what has just been briefl{estat is possible to understand
that to find answers to the questions raised almgans taking into account various
overlapping fields of research. The first threepthes, then, will try to come to terms
with the matter at stake, in order for the analysiChapter 4 to be meaningful. In
particular, Chapter 1 will describe the concepthaf Country of Origin Effect. In order
to do so, an overview of the broad process of disdizon is provided, the concept of
culture is described from an intercultural perspecand some background information
about theories on consumer behaviour is given.dddine outlining of these themes may
be seen as a preparatory work that helps defimagcontext in which this analysis is
placed. Then, after having established the maméxaork of the matter, a review of the
literature of the Country of Origin effect will igovided. In this respect, focus will be
on the concepts involved, such as the link betwienintrinsic-extrinsic cues and
consumers evaluation, the correlation between mtoahud country (and vice-versa), the
role of stereotypes and country image in this stilgeea, the country of brand, and the
culture of brand origin. The Chapter will then done to explain the most widely used
strategies employed in communicating the countrgrain of products by drawing on
Aichner’s study (2014).

2 The TV commercials taken into consideration weredafrom the early 2000s to January 2018.



Following on from the concept of country of origipplied to Italy, Chapter 2 will
deal with the expression ‘Made in Italy’. Therefoam attempt will be made to define
what is implied in the phrase ‘Made in Italy’ byadysing what comes to mind when
thinking about it. Analysis will then proceed toepent the factors attributable to its
success as well as the measures taken — bothrageamtional and national level — as to
protecting such a valuable heritage. The secontiosewill provide recent data about
Made in Italy, with attention being paid both teethalian market and to export. The
analysis will focus on the agri-food sector asibne of the most prolific of the Italian
economy and the area of interest for the analydgadlla and Lavazza advertisements.
Finally, the conclusive section will involve somengral considerations. For example, it
will be seen whether the image of Made in Italyoalor has undergone any change in the
last decade. Moreover, it will be dealt with th@ldems of counterfeiting and Italian
sounding, while it will be provided some (more esd experimental, more or less
effective) efforts as to promoting and protectihg authenticity of Italian products.

Then, in Chapter 3 the preliminary work of analysii be elaborated on to focus
on the concepts of communication, advertising amgjllage. In particular, the theories
on cultural differences described in Chapter 1 W&l seen in terms of intercultural
communication by addressing the role of cultunegleage and context. Attention will be
paid to the concept of mass communication stylesnirattempt to understand what is
implied in the making of advertisements aimed dfetBnt countries and cultures.
Besides, recent changes in mass communicatiorbeiiointed out. Then, there will be
an introduction to the executional elements coutstity the process of advertising, with
the aim at describing the use of language as trm@ting the scope of research. The last
section will be dedicated at providing informatiaimout the role of the Italian language
abroad as well as the initiatives aimed at pratgciind promoting it, with some examples
of Italian words from gastronomy used abroad from $ixteenth century to the present
day.

Chapter 4 will be the core part of the analysisteiiéhere will be an introductory
section aimed at providing background informatibowt the companies chosen for the
analysis. The second section will then describerdsearch design in terms of data
collecting process —i.e. where it was possiblenwbthe TV commercials suitable for the

analysis and how many of them was actually possdotetrieve. Thus, the chapter will



provide the actual analysis, which implies the dpsion of the method employed and
the discussion of the results in thematic sub-gastiFinal remarks and implications will
conclude the chapter.

Finally, the conclusive section of this study wilassesses the issues that set in
motion the whole process of analysis. It will beatdissed whether it was possible to
answer to the research questions mentioned abbus, Taking account of what has been
discussed in the preceding chapters, an attempbe&vihade to link the results presented
in Chapter 4 to the main body of research aboutGbantry of Origin Effect and
intercultural advertising. Then, the chapter witinclude with a reflection about the
limitations of this work of research, while therdlwe some suggestions about how to

improve it and about possible future researchimfibld of study.






Chapter 1
The Country of Origin Effect

Research has proved that consumers draw inferaioes the quality of products
by making associations based on some charactsrigiic the product and/or
advertisements (cf. Solomaat al, 2006). The ‘Made in ...” label is rather one of the
strategies used by companies in the hope of bamgefirom the patriotism of domestic
customers of from positive stereotypes that foragstomers have about the products
from that country” (Aichner, 2014: 81). It is a &lbthat refers to a certain level of product
guality, expertise and know-how of a country wiglgard to a specific product or class of
products. Indeed, people are said to be prone @ qualgement about products if they
are provided with their country of origin. This pleenenon is known in the literature as
the ‘Country of Origin Effect’ (cf. Aichneet al, 2017; Andéhret al, 2016; Bertoli and
Rescinti, 2013; Vianelli and Marzano, 2012; Chasi&t al 2008; Usunier and Cestre,
2007; Bertoliet al, 2005; Roth and Romeo, 1992). Moreover, the cquuitorigin of a
product may be communicated even through othetegiiess, some of them explicit and
other not. The strategic use of language, for exammpay help consumers to associate
easily and quickly a product to its country of amigwhile communicating some
stereotyped characteristics of the product adwett{ef. Aichneret al, 2017; Aichner,
2014).

From what has just been said, it is possible ttirmuthe points at issue. The key
words are many, and each one of them would needpepexplanation in the context in
guestion. For example, globalisation plays a premimole in the dynamics of brands’
layout, as does culture. Consumers are at theeceht brand’s marketing activity and
their needs should be carefully taken into accoesyecially if the target segment comes
from a foreign country. Similarly, even brand commumation through advertising should
be carried out considering the input as well atiiput culture. Thus, in order to unravel
the intricacies of what concerns the Country ofrEffect, it is important to start from
wide-ranging concepts such as globalisation andumrul Therefore, the following
sections will present an introduction to countryoofyin, with a quick overview of the
topics of globalisation, culture and consumer béhav Then the analysis will proceed

to a brief literature review, with a focus on thajor concepts involved and some remarks



on the latest studies. Finally, following Aichnestudy (2014), the strategies used by
companies to communicate the country of originrotipicts will be presented. Some final

remarks will conclude the chapter.

1.1.Introduction to Country of Origin
1.1.1. Globalisation and Culture, a brief overview

In terms of international economy, the concept gibbalisation’ has become
widely known since the late 20th century. Takintpiaccount just one dimension of
globalisation, O’Rourke and Williamson (20025) define the term as “the integration
of international commodity markets” and prove thageen in this perspective, it is a
relatively modern phenomenon, dating back to th@0%8 Looking at the current
economic and social layout of the world known asbgl capitalism’, Gereffiet al.
(2001) underline a distinction between the termslobglisation’ and
‘internationalisation’. Internationalisation “h&®en a prominent feature of the world
economy since at least the 17th century and rédetge “geographic spread of economic
activities across national boundaries” (Gere#it al, 2001: 1). Alternatively,
‘globalisation’ involves the “functional integratiobetween internationally dispersed
activities” and therefore is much more recent tinégrnationalisation (Gerefét al,2001:
2). Overall, nowadays “economic activity is not ymmternational in scope, it is also
global in organisation” (Gerefét al,2001: 1).

Foreign markets, then, are the centre of atteritibalmost any economic activity,
and globalisation is but one of the causes. Beati Rescinti (2013: 14) clearly point
out that the other reasons are known:

[l]a saturazione dei mercati occidentali, I'emergdelle nuove potenze economiche (in
primis Cina e India, ma anche Brasile, Russia, iRaabi, Sud Africa), il progresso delle

tecnologie nei trasporti e nelle comunicazioni, cl@scente articolazione a livello
internazionale delle value chains dei prodotti ieséevizi.

It seems evident that globalisation does not oatycern import/export flows and foreign
investment, but also all company functions andvédws, including marketing, finance,
research and development, human resources antdegi¥his means that there is a need
for strategic models that can take into accounh#he global competitive scenario, since
companies have to “think international” (BertolidaRescinti, 2013: 15). As Usunier and

Lee (2005: 219) point out, “the basic preoccupatdra global strategy [...] is the



configuration and coordination of activities, indlng marketing, across national
markets”.

In Western thinking, it was assumed that globabsatwould lead to the
homogenisation of consumption patterns and uniVevatues (De Mooij, 2014).
Technology — specifically Internet — was thoughtteate a sort of global village where
everyone would behave in the same way. Thoughtritiesthat developed countries have
become increasingly similar with regard to the ecnit sphere and their people have
similar possibilities of investing in technologydanonsumer durables, differences can
still be found “with respect to what people do witlem or the motives for buying them”
(De Mooij, 2014: 8). In particular, economic devaloent and greater access to wealth
as well as to better education are consideredafoes that contribute to the divergences
between countries. As De Mooij clarifies, “wealthings choice” and, consequently, in
wealthier countries the influence of culture onsuimption and consumer behaviour is
more manifest (De Mooij, 2014: 11). Indeed, tedbgy has enhanced — or even
reinforced — people’s activities and existing hgbitot changed them, so “countries
similar economically are not necessarily similatheir consumption behaviour, media
usage, and availability patterns” (De Mooij, 2094.. To sum up, the outcome of these
intertwined processes borders on paradox: as Giun@2016: 246) points out,
“globalisation becomes an asset to be customisddamalised using some instruments
and elements that are set out by the local comiesror by the community of relation”.

Therefore, if the barriers to trade and to intaovatl commerce are constantly
diminishing, cultural differences are still to bensidered the most enduring feature
(Usunier and Lee, 2005). Selling in a foreign coynfalso) requires knowing its
inhabitants’ habits and customs and an awarenas<stiiture plays an important — yet
not exclusive — part in that. However, accordingUgsunier and Lee (2005: 4), “the
cultural variable is difficult to isolate and opgoaalise”. The formula ‘one nation = one
culture’ is often expressed when trying to genseathese themes, even if it is clear that
such a simplification brings with it an infinite miber of inaccuracies. In particular,
“while nation-states are an enduring reality, dbhational territories hold homogeneous
ethnic, linguistic and religious groups” (UsuniardaLee, 2005: 4). The saying ‘think
global, act local’, then, is widely used to sumrsathe dynamics involved in this context.

People have different needs across different arethe world, so “the idea is that a good



product, service or communications strategy cameaehglobal success as long as it is
customised to meet local tastes” (De Mooij, 2034f2Morley, 2002).

Consequently, there is a need to determine andridescultural differences,
something that could be done in many ways. De M@fjL4: 81) illustrates them and
operates two major distinctions, that is, cultudescribed “according tdescriptive
characteristicsor classified intovalue categoriesor dimensionsof national cultures”
[italics in the original]. For example, descriptiveodels deal with the different
expressions of cultures, namely religion, familusture, language and body language,
food and eating behaviour, social class structarel so on (De Mooij, 2014: 82).
Conversely, value dimensions are statistically paelent categories that “define
patterns of basic problems that are common tooalesies and that have consequences
for the functioning of groups and individuals” (IMooij, 2014: 83). It is important to
underline that, although those models were not Idped specifically for explaining
differences in consumer behaviour, some of them awoally be employed to help
understand “cross-cultural differences in prodwatership, buying, communication, and
media behaviour” (De Mooij, 2014: 88).

Several dimensional models have been developedhggtare not useful from a
marketing perspective. Indeed, as De Mooij (201KYifees, in order to analyse
consumption data, it is important that models givantry scores. Among those major
large-scale models “which can be used as indepérddables for the analysis of human
behaviour across cultures” (De Mooij, 2014: 83)fdtede’s categories have been used
as an umbrella model (De Mooij, 2014: 89). Besiddhough Hofstede’s dimensions
have been measured “for management and organizatotices, [they] also make sense
for marketing and sales and, as such, have beeedtextensively in international
marketing” (Usunier and Lee, 2005: 57). Moreoveereif they were developed at the
national level, “researchers have made progreteemmeasurement of some of these
dimensions at the individual level”, something ttadters the opportunity to increase the
validity of claims as well as the variance expldaihéUsunier and Lee, 2005: 57).

Therefore, a brief overview of the model is prodde the next section.

10



1.1.1.1. Hofstede’'s Dimensions

Hofstede developed a model that seeks to descifileeethices in cultural values,

which have been proven to have influences in tesfrdifferent consumers’ behaviour
(De Mooij, 2014; Solomoet al, 2006). Table 1 (below) provides a brief summdri.o

Method Subdivisions Authors
Hofstede, G. (2001)Culture’s
Six independent dimensions of national | consequence@nd ed.). Thousand
culture: Oaks, CA: Sage
Value 1) power distance Hofstede, G, Hofstede, G.J, &

Categories or
Dimensions

2) individualism/collectivism

3) masculinity/femininity

4) uncertainty avoidance

5) long-/short-term orientation

6) indulgence/restrain(developed by
Minkov and added later)

Minkov, M. (2010).Culture’s
organisations: Software of the mind
(3rd ed.). New York: McGrawHill

Minkov, M. (2011).Cultural
differences in a globalizing world.
Bingley, UK: Emerald.

Table 1: Classifying Cultures, personal elaboratioawn upon information found in De Mooij (2014:

81-105)

The most important category “for understandingedtdhces in communication”

is that of individualism/collectivism (De Mooij, 2@: 89). In broad terms,

people from individualist cultures have a more cla# view of where ‘oneself ’ stops
[...] and where ‘others’ start, whereas people fratfectivist cultures have much fuzzier
borders between their self and that of near otfigsanier and Lee, 2005: 54).

These statements are better developed in Tablel@h

Individualist cultures

Collectivist cultures

People look after themselves and their immediatBeople belong to in-groups which look after them

family only.

Identity is in the person, and people want to
differentiate themselves from others.

People are ‘I' conscious and express private
opinion.

People attach priority to variety and adventure.

in exchange of loyalty.

Identity is based in the social networks to which
one belongs.

People are ‘we’ conscious — their identity is based
on the social system.

Harmony with in-group members and avoiding
loss of face is important, resulting in preference

Intellectual autonomy encourages individuals td ¢4 indirect communication

pursue their own ideas and intellectual direction
independently.

Universalistic: people tend to believe that there

Particularistic: people accept that different group

are universal values that should be shared by alhave different values.

Table 2: Individualism vs Collectivism, self-elabtion drawn upon information found in De Mooij

(2014: 88-94)

11



Regarding the sale process, “in individualistictards, parties want to get to the point
fast, whereas in collectivistic cultures, it is asgary to first build a relationship and trust
between parties” (De Mooij, 2014: 91). Moreover,cllectivistic cultures, concrete
product features are preferred over abstract bramoite brands tend to acquire unique
human personality in individualistic cultures (Deo®j, 2014: 91). These traits are
extremely important when dealing with advertisingd acommunication strategies,
something that will be discussed in more detaCapter 3.

Another important feature is ‘power distance’, whassesses the extent to which
individual members of a society are inclined toegauthority and accept an unequal
distribution of power among members of their owaisty (De Mooij, 2014; Usunier and
Lee, 2005). Those societies that score high onptiveer distance indexes are called
‘large/high power distance cultures’ and are chiarégsed by the fact that every individual
has their “rightful place in social hierarchy”, tiacceptance and giving of authority
come naturally” (De Mooij, 2014: 93). As regardtenactions between people, children
strongly rely on their parents, subordinates oiir thesses, students on their professors,
and citizens on their governments: dependencyp@ersistent feature as well as a value
included in collectivism, where people “make anodffto live up to expectations of
others” (De Mooij, 2014: 94). Then, being the ‘nienbne’ brand is important and it is
more likely that position will be maintained thamiuld be in low power cultures “where
challengers are favoured with a ‘we try harder rapgph” (De Mooij, 2014: 94).
Conversely, those scoring low are referred to amlBlow power distance’. Here the
main concern is on equality in rights and oppotiasi(De Mooij, 2014: 93). This means
that parents are considered to be equal to theidreh — who are “raised to be
independent at a young age” —, they interact matte twvem and they both belong to the
same realm of relationships. (De Mooij, 2014: 93-94

Another feature that is correlated with individsaticollectivism and power
distance is wealth: high GNI per capita is stritittked with low power distance and with
individualism. Consequently, as De Mooij underlinées important to control for wealth
“when using the dimensions for understanding défifiees in communication behaviour
or media usage” (De Mooij, 2014: 94). Howeverhistworks in a worldwide perspective
— where countries may vary greatly with respectvealth — it is power distance that

justifies differences in countries with much moireitar wealth (De Mooij, 2014: 94). In

12



order to better comprehend the distribution ofumel according to these variables, Figure
1 (below) shows a chart mapping 53 countries ranmkedndividualism and power

distance (see Appendix 1 for a list of countridsb@viations).

Small power distance/
collectivist society

14 |

22
26
30
34 +
38 |
42
46 +
50
55 |
59
63
67
71+
75

10

Large power distance/
collectivist society

Individualism index

FINe

2
NOR® 'Sy
IRE® o SWE

Small

83r power

87 | distance/

g1 | individualist GBR® USA
society AULe ©

11 28 44 61 77 94 111
Power distance index

Large power distance/
individualist society

Figure 1: Map of 53 countries ranked on power disteand individualism indices, source: Hofsteds,
G. (1980). Motivations, leadership and organizatim American theories apply abroad?
Organizational DynamigsSummer, 42-63 in Usunier and Lee, 2005: 60.

See also Hofstede, G. (1983). The cultural relgtidf organizational practices and
theories.Journal of International Business Studiégd(2), 75-89.

Another dimension is that of ‘long-/short-term ori@gion’, which Hofstede added
to his model in 1991 (Minkov and Hofstede, 2012heTvalues found in short-term
orientation are those of national pride, tradititmy thrift — that is, social consumption
and spending are emphasized —, self-esteem, defieament, religion, magnanimity,
and generosity (De Mooij, 2014: 94; Usunier and,L2@05: 28). Instead, long-term
orientation is characterised by longer-term thigkinthrift, frugality, savings,

perseverance, and pragmatism (De Mooij, 2014: ®Rggarding communication

13



behaviour, this dimension differentiates betweerlecbvistic cultures: long-term
oriented cultures are more literate, that is, teegre “higher in literacy and reading
ability” and are more dependent on written inforim@t whereas short-term oriented
cultures are more oral cultures, which means teaple rely more on communication
from family, friends and television (De Mooij, 20195). Being aware of these
differences could mean a lot in terms of decidilmyvhto communicate messages
effectively in specific cultures and/or of analygiexistent advertising materials.

‘Masculinity/femininity’ and ‘uncertainty avoidantcare the last two dimensions
worth considering (see De Mooij, 2014: 97). Thetfone describes the roles males and
females have in society, how they relate to eadterotlf the variation of roles
differentiation is small, then that society would f&minine; if it is large, the society
would be masculine. Typically, northern Europeanntdes are those regarded as more
femininity oriented, whereas Latin America are mostasculine. In feminine cultures,
men often take typical female jobs or dedicate geues to household activities —
something that in masculine cultures would be ailjuimpossible. Besides, in feminine
countries, quality of life is considered to be moatuable than possession, which does
not mean that people in those countries “strive fes efficiency” than in masculine
countries (Usunier and Lee, 2005: 470). From aketarg perspective, these
characteristics may emerge in purchasing decisionfeminine cultures, for example,
household shopping is more a masculine task. Towereddvertising should consider this
distribution of roles, or it would be ineffectivB¢ Mooij, 2014: 99).

Uncertainty avoidance, then, is related to therettewnhich individuals in a society
feel intimidated by ambiguous, uncertain and unci#aations. In cultures that score
high on the index of uncertainty avoidance, pediee a high level of anxiety, feel the
need for rules and formality that structure lifadahave a lower tendency to take risks
(De Mooij, 2014: 100). Moreover, in these culturetgble careers are preferred, and
anxiety as well as aggressiveness create a stnoegimpulse to work hard (Usunier and
Lee, 2005: 504). As De Mooij explains (2014: 10M)s dimension is correlated to
countries’ favourability towards innovations andeitplains differences in travelling
behaviour, foreign language speaking, and contadigiduals have with foreigners in
general. In the light of adapted marketing commains of global products, research

has shown that the level of uncertainty avoidaraseam influence on people’s purchasing
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process. Figure 2 (below) provides with informatadmout 53 countries’ scores on power
distance and uncertainty avoidance (see Appentbx dountries’ abbreviations).
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Figure 2: The Position of the 53 Countries onRbever Distance and Uncertainty Avoidance
Scales. Adapted from: Hofstede, 1983: 84.

1.1.2. Consumer Behaviour
As this brief analysis has aimed to show so fdtuoel permeates all people’s living
dimensions and being aware of this is the firgh sdevards successful marketing results.
For example, across cultures, people may not Hevedame concept of personality and
identity, and this may have great implications@amgumers’ buying motives. Besides, it

is not obvious that the studies about consumeravietr are relevant to each culture of

3 To be precise there are 50 countries and 3 regiortke chart the regions are underlined (Hofstede
1983: 83)
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the world, since they originated in Western psyobgland sociology by academics
holding a ‘Western point of view’ on the matterdéed, it should be acknowledged that
each interpretation of the world is realised basedne’s own cultural values and criteria
(cf. De Mooij, 2014: 73; Pasquinelli and MellindZD: 133). Therefore, each analysis of
— as well as each motivation for — an individuabsticular behaviour is largely regulated
by culture and produces different outcomes. Knowand understanding the existence
and the extent of these differences is of utternmopbrtance in terms of effective global
marketing and advertising. In order to have a cldan of the matter at stake, it is
important to focus on what is implied in the phrasssumer behaviour’. Although this
topic has become a focus of research only receitthg, already characterised by a
proliferating literature and an interdisciplinatpusture. Thus, since analysing it in detail
is beyond the scope of this work, just a brief @iex on the matter will be provided.

Since the very beginning of their work about consutmehaviour, Solomoet al
(2006: XI1V) clarify that

consumer behaviour is much more than buying thiitgdso embraces the study about

how having (or not having) things that affects diwes, and how our possessions
influence the way we feel about ourselves and abacih other — our state of being.

According to the authors, then, consumer researchvided into two perspectives, or
‘paradigms’, one being the dominant — the so cdjeditivism’ — and the other being
the newest — that is, the ‘interpretivism’ (Soloneiral, 2006: 26). In the first one, the
focus is on the supremacy of human reason andeoidéta that science can discover the
only possible existent objective truth. This vieyd emphasis on the function of objects,
celebrates technology and sees the world as “aenafi ordered place with a clearly
defined past, present and future” (Solonairal, 2006: 26). What has been criticised
about this point of view is the excessive stress noaterial well-being and the
predominance of a Western and male perspectius logical outlook. Thus, the second
paradigm originates from this criticism and basssassumptions on the belief that the
positivist conception of consumers refuses to askedge the actual complexity of the
social and cultural world (Solomaet al, 2006: 26). Consequently, interpretivists prefer
to think that meaning is a subjective process sindé/iduals experience and share
culture in their own unique ways. It is not possijlihen, to reduce everything to a matter
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of right or wrong, but rather, there are multip}@knations about any behaviour and
consumption given that they are “a set of divergeeaences” (Solomoat al, 2006: 26).

In order to better comprehend what is involvechim purchasing process, Solomon
et al (2006) suggest a distinction between consumelisaisiduals’ and as ‘decision-
makers’. In particular, regarding their internalnédynics, not only are consumers
influenced by any kind of perceived stimulus — fradvertisements and product packages
to other people’s suggestions — but they also re$po their own interpretation of them.
Interpretation, then, is thought to take placdatend of the process of perception, when
consumers absorb information and sensations freroukside world, elaborate them and
store them in their minds, adding them to theistng knowledge (Solomoet al, 2006:
50). In this process, symbolism plays an importats:

When we try to make sense of a marketing stimuldgther a distinctive package, an
elaborately staged television commercial or pertzap®del on the cover of a magazine,
we do so by interpreting its meaning in the ligfitagsociations we have with these

images. For this reason much of the meaning we dak®y is influenced by what we
make of the symbolism we perceive (Solonev@l 2006: 52).

Besides, symbols are not the only agents in thegsof interpreting products. Indeed,
consumers’ needs and wants come into play toaentling the way in which products
are conceived. It is clear, then, even from thiefboverview of the matter, that each
individual plays a unique role as “self-containgemt” in the market-place (Solomen
al, 2006 33).

Then, it is possible to look at consumers by amadytheir roles as decision-makers,
albeit this perspective finds limited approval franademics. People are constantly
dealing with the need to make decisions about ptsgdand this is thought to be carried
out by following a process of problem solving, whis usually characterised by five
steps — namely, problem recognition, informatioarsle, evaluation of alternatives,
product choice, and outcomes (Solomeinal, 2006 258). However, this and other
“grand models’ of consumer decision-making” haveeb criticised since their
introduction for generalising conditions are spksgal, context- and product- specific
(Erasmuset al, 2001: 85).

Besides, even the rationality that is at the ba$ishese approaches has been
questioned, again without straightforward results.particular, several studies have

shown that consumers may not even engage in thasiias before the actual purchase,

17



or that they may decide out of opportunistic reas@@rasmust al, 2001: 85). Also, it
has been demonstrated that consumers may be invailveognitive and emotional
information processing and that they may even Hawded knowledge and skills
(Erasmuset al, 2001: 85). In other words, many scholars peec#iese rational models
as too idealistic and simplistic. Yet, many artgctdaim quite the opposite, describing an
actual growth in the rationality variable (see Simyg?006: 5). Possible explanations of
this apparent conflict in findings may be both fhet that scientific instruments are
developing, thus incrementing the achievement etligting consumer choice, and the
fact that there may have been an improper use pérarental and statistical controls
(Shugan, 2006: 6). Indeed, “both perspectives ameect, but they ask different
questions” (Shugan, 2006: 6).

One of the variables that are thought to play agaihe notion of a rational
consumer is the ‘cultural variable’. As has beemtio@ed in the previous sections,
culture plays a prominent role in the consumptimtess, to the extent that “consumption
choices cannot be understood without consideriegtitural context in which they are
made” (Solomoret al, 2006: 498). In other words, “culture is the ‘pmighrough which
people view products and try to make sense of their and other people’s consumer
behaviour” (Solomoret al, 2006: 498). Usunier and Lee (2005: 88) suggesdttte way
culture influences consumer behaviour may be lyrefmmarised into three main points.
Firstly, it has an impact on the hierarchies ofdsegsee Figure 3 next page), which have
been categorised by Maslow in 1954 (cf. De Modifl2& 125; Solomoet al, 2006: 98;
Usunier and Lee; 2005: 88). The scholar based hesry on the assumption that
satisfying one’s own needs is the aim of every @@ssbehaviour and that, confronted
with choices as to which needs to satisfy, “somedeewill take precedence over others”
(De Mooij, 2014: 125). However, criticism has npased this model, blaming it not to
be universal — cross-cultural research has giveofmf this —, and underlining the fact
that a number of different requirements can belbgeahe same product (Solomenal,
2006: 99). For example, eating is surely necesargurvival, yet it may also fulfil the
need of belonging as it may be seen as a sociabrittmay be seen as a status act when
concerning a luxury good — e.g. caviar — or asarohself-actualisation if considered

from a gourmet’s perspective.
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Self-actualisationself-fulfilment, enriching experiences

Esteem/Ego needgrestige, status, accomplishment

Social Belongingnestove, friendship, acceptance
Safety security, shelter, protection

Psychologicalwater, sleep, food

Figure 3: Maslow’s Hiercarchy of Needs, adaptednfide Mooij, 2014: 125 and Solomenal,
2006: 99

Secondly, purchasing behaviour and buying decisimay be influenced by
culture-based values. As has been shown in settioh, the main distinction is between
individualistic and collectivistic cultures and thietween individual versus family
inclinations — but not only. Usunier and Lee (200%) mention a study conducted in
1999 by Chiou where it was stated that “consumerdividualistic cultures used
products to express their inner value, while coremsnm collectivist cultures were more
likely to use products to reinforce their socidatenships”. This distinction refers to the
social level, yet it is possible to see a similagHavioural pattern’ at an inner personal
level. As the authors report, a study by Markus #itdyama in 1991 proposed a
distinction between two dimensions of the self, thedependent’ and the
‘interdependent’ (Usunier and Lee, 2005: 90). Thistinction stands for the
corresponding realisation — at a personal levelf individualistic and collectivistic
characteristics. Besides, it has been shown tlkeat th

independent self-concept was more strongly reledquirchase reasons associated with

uniqueness, while the interdependent self-conceyst more strongly related to reasons
associated with group affiliation (Usunier and L2@05: 91).

Thirdly, institutions, social conventions, habitelacustoms also have an influence
on consumer behaviour. The domain of consumptionlaity life is structured and
organised around some habits, of which eatingrislgthe most important as well as the
most culture-specific one. Thus, in a cross-caltperspective, it is possible to appreciate
many variations regarding, for example, the nunmifemeals per day, their standard
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duration, their composition and ways of processitige beverages and their

characteristics, the social and symbolic functiohgneals and food in general, etc.
(Usunier and Lee, 2005: 92). Again, these diffeemsnseem to relate to the already
mentioned dichotomy of individualism/collectivismdathe other value categories. It is
clear, then, that culture and its connotations oaibe ignored, but, conversely, have to
be analysed and employed for developing adequatk sarccessful cross-cultural

marketing strategies (De Mooij, 2014: 150).

1.2. Country of Origin — A Brief Literature Review
As has just been shown in the previous sectionsswooers make use of different
elements when evaluating a product in the purclggsiocess. Among them, the country
of origin is surely one of the most widely studiatthough its impact has sometimes been
overestimated. Nevertheless, it still remains goartant attribute that can be used by the
consumer to infer information about the productg- #s quality — as well as the brand it
belongs to (Usunier and Lee, 2005: 285). As Peteasal Jolibert (1995: 884) point out,
the country of origin of a product, which is typigeoperationalized or communicated
through the phrase ‘made in ' is an extrinsic paidwe - an intangible product attribute
- that is distinct from a physical product charaste or intrinsic attribute. As such, a

country-of-origin cue is similar to price, brandnmg or warranty in that none of these
directly bear on product performance.

In a globalised market, then, country of origine@sh has become an important
and prolific area of investigation in consumer habar since the mid Sixties. Regarding
this current work of analysis, it is important tardy that, given the abundance of
literature, it is rather impossible (and beyondgbepe of this work) to review and analyse
thoroughly each study conducted so far. Moreoves, difficulty in dealing with this
matter lies also in the fact that, despite the dysen and the actuality of this area of
research, there still lacks a unique model thatdcba unanimously approved from the
scientific community (Vianelli, Marzano, 2012; Mad, Mainolfi, 2011). This work is an
attempt to present the main lines of research whyiag to focus on the main — and
widely accepted — concepts of the matter.

As already touched upon, there are different petsgs on the matter, each one
trying to delineate a sort of orderly schema. Ohé¢he most recent outline is to be

attributed to Cappelet al(2016), who, in their study about Made in Italsiefly classify
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the theoretical background of the past 50 yearpatfticular, they identify four scientific
lines of research, namely the ‘Country of Origifeef’ (1965-2012), ‘Country Image
Stereotyping’ (1982-2010), ‘Brand Image — Consumesociation’ (1994-2012),
‘Willingness to Pay Premium Price’ (1991-2015) (Qelti et al, 2016).

Another supported classification is rather broaahet tries to analyse the role of the
nation in different situations. It is the case @u@try Branding, a topic subdivided into
three more sections: Country of Origin, DestinatMarketing and Public Diplomacy
(Marino and Mainolfi, 2011; see Table 3 below). &lehe first line of research — that is,
country of origin — is said to be the natural st@rtpoint of scientific studies and it
concerns the influence of country image on consahperchase behaviour (Marino and
Mainolfi, 2011: 7).

Macro-areas of Focus Variables Examined
study
Export . . - .
. Socio-demographic and cultural characteristicsy@tkntric
1. Country-of- branding ; - . . .
7 tendencies, patriotism, level of involvement in somption
origin (COO, PCI, [0CESSES
CBI) P
2. Destination Country Overall country image, service quality, tourismipiels,
marketing image destination brand
3. Public Political Communication strategies at a national level, ayurredibility,
diplomacy branding country reputation

Table 3: The scientific macro-areas of referenceduntry brandingMarino and Mainolfi, 2011: 7).

Alternatively, Vianelli and Marzano (2012) givedadher point of view on the
matter. In their literature review, they focus ba tole of country of origin in the purchase
process and divide the studies published up toyeat into two macro-period. The first
one involves the ‘single-cue’ studies and referhostudies issued from 1965 to 1982.
In those years, academics mainly dealt with thect$fof country of origin in consumers’
purchase choices without taking into account amgmopossible variable (or cue) that
could influence consumers’ buying behaviour (Vidinehd Marzano, 2012: 4-5). The
second period goes from 1983 onward and compigesa-call ‘multi-cue’ studies. Here
the focus of research shifts to the analysis ofrtigact of country of origin as a relative
factor not as an absolute. Indeed, this perspeetrquires even more significance when
attention is drawn to the so-called ‘hybrid produand the features of the current
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economic contest, where products require more Bpeigtails about their origin since
the production chain could be fragmented into déife countries (Vianelli and Marzano,
2012: 4-5). Indeed, many authors have tried toigean exhaustive model of reference
about Country of Origin dimensions for hybrid prothy but again with no unique
outcomes (cf. Aichner, 2014; Vianelli, Marzano, 20Pharr, 2005 among the many).
Overall, as this brief overview has shown, it seemdent that the country of origin effect

on consumers has been a relevant topic since toadgost-war period.

1.2.1. The Concepts Involved

Having abandoned the line of research that corsidisie country of origin the only
cue consumers used for evaluating products, novgadaelyolars have deepened their
analysis about this extrinsic cue and have disemvéhat it is a complex matter
encompassing symbolic, emotional and cognitive ammepts (Pharr, 2005). For
example, it has been shown that, when the infoomatarried by the country of origin is
not the only cue included in the product, the dffifocountry of origin tends to be less
strong (Peterson and Jollibert, 1995: 895). Besitles same study reveals that the
influence of country of origin on consumers evaluad is stronger at the earlier stages
of the decision making process, which means thiagnthe response requires a “greater
degree of personal commitment”, the effect of Snédrmation will be less (Peterson and
Jollibert, 1995: 894; cf. Pharr, 2005). Also, adstbby Maheswaran (1994) suggests that
even the consumer’s own knowledge of the produegoaty has an impact on the effects
of this attribute. That is, experts tend to relgsleon country of origin information,
especially when other cues are available, whileiggsv continue to rely on it;
nevertheless, when other information is not avéalalr not clear, both experts and
novices will rely on this cue to make a decisidilafieswaran, 1994: 362). Also, this
work underlines some differences in the processinthe information inferred from
country of origin cues:

[e]xperts used country-of-origin [...] to selectivelgrocess and recall attribute

information, whereas novices used them as a frdmefarence to differentially interpret
attribute information (Maheswaran, 1994: 362).

Chattalaset al (2008) suggest that consumer’s level of involvelmeay influence the

use of country of origin as heuristic shortcutspaémticular, “when involvement is high,
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the motivation to engage in information processialso expected to be high, which in
turn leads to analytical processing that discowsdlge use of heuristics” (Chattaletsal,
2008: 57).

Other variables moderating the country of origiieetf may be found in consumers’
ethnocentrism. Referring to the conception elalearaly Sumner in 1906, ethnocentrism
is the evaluation of one’s own group of belongisgte centre of everything, while the
others are “scaled and rated with reference t@B#labanis and Daimantopoulos, 2004:
81; Pasquinelli and Mellino, 2010: 133). As expéadrby Balabanis and Daimantopoulos
(2004: 82), “consumers’ ethnocentrism is the applon of ethnocentrism to the
economic sphere”, inheriting its main premises praperties. In a study investigating
the preferences of U.K. consumers for particulardpcts, they found that domestic
products were preferred over foreign products iecg product categories, and that
these preferences were to be attributed to ethtrig@n(Balabanis and Daimantopoulos,
2004: 91). Similar bias was indicated in the fasientific paper ever published about the
relationship between the country of origin of proguand consumer behaviour (Schooler,
1965). Besides, contrary to the usual tendenciesnwih comes to cultural matter,
consumers’ ethnocentrism can be measured on anatitsnal basis through a scientific
tool, the CETSCALE - the Consumer EThnocentrism BEAvhich was developed by
Shimp and Sharma in 1987 (Luque-Martim¢al, 2000: 1357).

Also, one of the most scrutinised aspects of thmuty of origin effect refers to the
correlation between country and product. In thipeet, the study by Roth and Romeo
(1992) is a landmark in this field of researchpémticular, it attests an existing correlation
between product category and country and give ecel¢éhat, when there is a strong and
favourable match between them, a positive produaluation is more likely to occur.
The authors underline that “a strong positive matciuld exist when the country is
perceived as being very strong in an area thatalgmsan important feature for a product
category” (Roth and Romeo, 1992: 487). Thus, agshggest, product-country matches
can have positive repercussions for managers whntswia develop measures to boost
the use of country of origin information in advsitig strategies (Roth and Romeo, 1992:
488). At the basis of their assumptions thereescttncept that, “if a country is perceived
as having a positive image, and this image is itaobrto a product category, consumers
will be more willing to buy the product from thasuntry” (Roth and Romeo, 1992: 493).
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Similarly, Usunier and Cestre (2007: 32-33) cormab® the existence of a match
between product and country, and refer to it asdpct ethnicity’. Indeed, they start from
the premise that consumers’ knowledge of countogpct and product-country matches
is organised along “two complementary forms of gatesation” — that is, “product
viewed as typical of a country” (e.g. sushi-Ja@arg “countries viewed as typical origins
for products (e.g. COOs for luxury products)” (Usarand Cestre, 2007: 35). In other
words, product ethnicity is the stereotypical meotenection of a generic product with
a particular country of origin (Usunier and Cest2007: 36). Consequently,
categorisation processes concerning both countyigih for the same product are likely
to produce strong matches as outcomes while soatiptis are considered to be “more
ethnic” than others (Usunier and Cestre, 2007: BAglusive associations are probably
rare and consumers from different countries may make the same product-
country/country-product associations, yet there sl exist some matches that are
shared cross-nationally — in those cases it isilplesso talk about ‘global product
ethnicity’ (Usunier and Cestre, 2007: 33). In lingh Balabanis and Daimantopoulos’s
study (2004), they also found evidence of the faat people have a tendency to make
more associations between products from their osumiry than with other “stimulus
countries” because of their greater exposure towkedge of and familiarity with local
manufacturer, domestic products and brands. How@veduct ethnicity should not be
directly related to consumer ethnocentrism, sin@ayct-country and country-product
matches are simply associations, not evaluatiomsths case of consumer ethnocentrism
(Usunier and Cestre, 2007: 39). Moreover, it hanlshown that people’s spontaneous
inclinations to make such associations — thataset on their own frame of reference —
are stronger in individualist countries than inledtivist countries (Usunier and Cestre,
2007: 64).

So far, there still are two important conceptslay phat need further explanation
in order to have a clearer image of the whole ma#iereotypes and country image.
Stereotypes, then, are generally regarded as aoyaiSed mental categorisations of
things and people (De Mooij, 2014: 61). As alreatBntioned, they are included in the
set of elements that help consumers both in thailuative process through the country
of origin effect and in their product-country/coyaproduct associations. They are

strictly related to culture, as they are “socialyquired knowledge and vary by social
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group” (De Mooij, 2014: 61). Thus, they could bsteong — yet dangerous — tool for
making reference to other cultures: they are fomet, if accepted as “a natural process
to guide our expectations”, dysfunctional, if usednake incorrect judgements about
individuals — or other entities such as nationggarding them only as part of a group
(De Mooij, 2014: 61). Consequently, research hasvshthat national stereotypes — that
Is to say the qualities identified as pertaining teation’s people — are used to “influence
country perceptions in marketing practice” (Chaitadt al, 2008: 54). Indeed, brand
advertising largely depends on the effective emmplexyt of stereotypes as tools for
attracting attention and creating instant recognit{iDe Mooij, 2014: 62). (See section
1.3.2 for further details).

Together with country of origin, country image egarded as one of the most
widely investigated topics in marketing, internatbbusiness and consumer behaviour
studies — in over than 35 years there has beeispedlat least 554 scientific articles (Lu
et al, 2016). As the authors explain, country imageaesh focuses on how a country’s
image affects “consumer’s perception of and atéttmvards the country, its people, and
their marketplace offerings” (Lat al, 2016: 825). However, it is important to point out
an important aspect of this field of research &ttéby Cappellet al (2016: 3-4), namely
the lack of a unanimous “point of convergence aadbnceptual and practical content
related to country image”, which has produced ‘&lpra of measurement tools of the
particular parameter”. For example, by summarigigit studies produced until then,
Roth and Romeo (1992) described country image asddour basic dimensions: (1)
‘innovativeness’ (that is, use of new technology angineering advances); (2) ‘design’
(appearance, style, colours, variety); (3) ‘presti¢exclusivity, status, brand name
reputation); (4) ‘workmanship’ (reliability, durdiy, artisanship, manufacturing
quality). By contrast, Bertoli and Rescinti (20138) claim that country image is
composed of a set of ‘cognitive’ and ‘affectiveheponents as well as stereotypes shared
at an international level. The first ones refethte country’s social, economic, cultural
and political characteristics, while the affectelements are described as one’s feelings
and emotions towards a particular country. Altaxady, in their scientific paper, Usunier
and Cestre (2007) take into consideration Martuh Broglu’s (1993: 193) conception of
country image, which is defined as “the total of déscriptive, inferential and

informational beliefs one has about a particularntoy”, which are possible to divide
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into three sub-dimensions — political, economic #&mchnological. According to their
interpretation, key elements in country image, tltaea stereotypes, albeit there seems to
be a lack of pure country stereotypes, which avedltompletely detached from products,
technology and manufacturing (Usunier and Cestf¥#)72 35). This leads to the
assumption that “most constructs related to couwsftoyigin are not pure country images”
(Usunier and Cestre, 2007: 35). Thus, the sterealyassociations consumers make
between particular products and country of origins not to be confused with country
image — that is, country image and product ethneie two distinct consumer’s mental
constructions (Usunier and Cestre, 2007: 36). heotvords, country image is not to be
confused with one'attitudestoward certain products from a specific countrgbier
and Cestre, 2007: 36; Martin and Eroglu, 1994: 194)

One's country image can develop as a result aleatdéxperience with the country, such

as traveling to the country. Alternatively, it che influenced by outside sources of

information, such as advertising or word of mouttimeunications. Last, it could be

affected by inferences (correct or incorrect) basegast experience such as opinions

gained from using products originating in that jgafar country. (Martin and Eroglu,
1993: 194)

Consequently, as Usunier and Cestre (2007: 36} paoity country of origin inferences
areevaluativestatements based on the combination of productandtry information
stimuli, whereas product ethnicity is a unidirenfib associationbetween product-
country or country-product, based on a single dtisiand with no evaluative dimension.
Thus, even if they are strongly related, produatigity is not the country of origin image

of products.

1.2.2. From Country of Origin to Country of Brand and Cult ure of Brand
Origin

Over the last two decades, the concept of courftoyigin seems to have become
less relevant. The emergence of hybrid product® leaused its disaggregation into
multiple concepts, which are constantly being rediithout a shared model of reference
(cf. Aichner, 2014; Vianelli and Marzano, 2012; Hiaret al 2011; Pharr, 2005).
Consequently, many scholars have preferred to facusonsumer’s perceptions of
product origin inferred from brand information (Vielli and Marzano, 2012: 12).
Therefore, the idea that has increasingly gainedeasus is that the country of brand has

become responsible for stimulating associationsiabgroduct’s origin (Vianelli and
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Marzano, 2012: 16). However, as Vianelli and Mazatress (2012: 16), there is an
important step to make in order to understand tippssed consumer associations in an
era of global brands. Indeed, consumers may nowvkhe actual country of origin of a
brand, but rather their choices may derived fromirtpersonal beliefs about a brand’s
origin, which may be based on direct or indiregbenences with the product and the
correspondent brand (Vianelli and Marzano, 2013: ks for this reason that Thakor
and Kholi (1996: 27) proposed the term ‘brand orighamely “the place, region or
country to which the brand is perceived to beloggt® target consumers”. In this way,
what seems to be more important is the consumesstahprocess, the actual association
in their minds when taking into consideration tharal of the product they are willing to
buy. As De Mooij (2014: 28) stresses, in today'sldiait is not products that are at the
centre of attention, but brands. Consequently,ettsems to be a shift even in the
terminology associated with this field of reseamsatholars tend to refer more to ‘country
of brand’ — or ‘country of brand origin’ — rathdran ‘country of origin’ (De Luca and
Pegan, 2014: 5; Vianelli and Marzano, 2012: 16).

Brands can be conceived in different manners. DeiM@014: 27-48) bases its
analysis onto two main distinctions. On one hantyand is a construct “created by
marketing companies and their agencies to labmisten supermarket shelves in the real
world”; on the other, they are ideas created byaarers in their imaginations (De Mooij,
2014: 28-29). It is this second conception thamigortant to stress in this current work
of analysis. Indeed, consumers’ way of conceptingjibrands can be considered from
two perspectives. One way of viewing brands is msaasociation network’ in the
consumer’s mind (De Mooij, 2014: 29). These assmria form a sort of symbolic
language based on “brand name, visual images, assarciations, product attributes,
benefits, and values, as well as places and octasiousage” (De Mooij, 2014: 29). It
follows that consumer perceptions of brands argliba, not only at an individual level,
but also at a cultural level. It is a marketersktéo “decide which attributes can be linked
with which different concrete or abstract beneéitel/or value of various cultures” in
order to create effective associations in consumargls (De Mooij, 2014: 29).

On the other hand, brands may be conceptualisedifog on brand personality. In
this model, marketers attach characteristics ofdrupersonality to brands as a way to

achieve differentiation (De Mooij, 2014: 29). Cogsgently, brands acquire the typical
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traits of the brand consumer, a fact that contabub create the ‘brand identity’. The
brand’s uniqueness, values and meaning, and the thayugh which it is positioned in
the marketplace are the elements that marketerdedetien shaping the identity of a
brand. Conversely, consumers picture the brantdeir bwn ways, creating the ‘brand
image’, which can be different from its identityit ¥eflects how the brand signals are
decoded by users, nonusers, and stakeholders” (Daij,M2014: 29). It is easy to
understand, then, that consumers from differertioed can perceive brand personality,
and thus brand image, differently. Again, the aiimmarketers is to produce effective
advertising that reflects the values of the taegetiences (De Mooij, 2014: 48).

Recent studies have further developed the condeéptand origin’, presenting a
new — and more sophisticated — paradigm for théysiseof the country of origin effect,
namely the ‘culture of brand origin’ (Vianelli amdarzano, 2012: 18). The accent, then,
is to the elements in a brand name that can coavpgrticular idea or image in the
consumer’s mind, from linguistic factors to cultuomes (Vianelli and Marzano, 2012:
18; Harunet al, 2011: 285). In particular, a study by Haetral (2016: 34) confirms the
trend: people are more inclined to speculate abhdwand’s origin directly from its name,
which “can provide a distinctive identity to a bdaespecially pertaining to brand origin
information”. Indeed, it has been shown that tistr@uld be internal congruence between
language, brand name and country of origin in ofolethe brand to benefit from positive
inferences (Haruet al, 2016: 34; cf. Nes and Gripsrud, 2014; Vianellil &egan, 2014;
Bertoli and Rescinti, 2013). These findings, thexem to find support in the activity of
‘foreign branding’. This is the strategy of usirggdign languages in brand names so to
make customers believe that the product originat@sa a certain country in order to
generate positive associations through the cowftorigin effect (Aichneret al, 2017:
45). However, if consumers are informed of the alcbwuntry of origin of a company
employing such a strategy, their evaluations wallnegatively affected (Aichnet al,
2017: 56).

1.3.The Strategies Employed to Communicate the Countryof Origin of a
Product
From what has been discussed so far, it is poswblederstand that there is an

issue regarding consumer awareness. That is, camnsuchoices are based on their
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perceptions about a brand or product country @fimriwhich not always coincides with
reality due to various factors, namely ignorandatlel interest, lack of adequate
information (Vianelli and Marzano, 2012: 17). THere, in order to positively affect the
likelihood of purchase based on inferences abautrthtch between product quality and
country of origin, companies may adopt differematgigies to ensure such a connection
(Aichner, 2014: 84; Vianelli and Pegan, 2014: &1 his work, Aichner (2014) calls them
‘country-of-origin strategies’ and makes a basistidction between those legally

regulated and those unregulated.

1.3.1. Legally Regulated Country-of-origin Strategies

A company can use some legally regulated devicesder to communicate the
country of origin, namely ‘Made in ..." label and tlyality and origin labels. In
particular, the ‘Made in ..." label is the easiestdamost widely used strategy to
communicate the origin of a product since theranexplicit reference to the country
(Aichner, 2014: 84). Besides, it is the only eletdiaplaying the origin of a product that
is compulsory in most countries worldwide. Inddedislators want to guarantee security
and be able to immediately identify product frommta® countries — as in the case of
import bans —, or to assure consumers awarendhsisiey are put in a position where
they can take any actions they feel required -ndhe case of boycott (Aichner, 2014
84). However, despite its continuing growth in se@md significance at both domestic
and international levels, mandatory country of iorigabelling has been regarded as
controversial and widely contested, especiallyh@ fiood sector (Newmaet al, 2014:
505). As Aichner (2014: 84) stresses, the Europgrdan has no clear definition for the
use of the ‘Made in ..." labels, which are partiadlifected by the Madrid Protocol,
national trade mark laws, customs legislation, cettipn laws. Consequently, without a
clear-cut description of the specific requirememgerms of legal regulations, it is
difficult for companies to assess the right actiortake. Research has shown that the
‘Made in ..." image affect all of a country’s produamd services. Then, any company,
regardless its business sectors, may benefit -etor from a country’s good — or bad —
reputation (Aichner, 2014: 85). That is why, faample, “if not prescribed by national
laws, companies usually use ‘Made in ...” marks beeathney believe that it would

positively influence the image of the product ahdréfore increase sales” (Aichner,
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2014: 85). (More information about the ‘Made inytdabel will be provided in the next
chapter).

The other legally regulated strategy is the usguality and origin labels. They are
specifically indicated for “the protection and protion of the origin for quality
agricultural products and foodstuffs both for membeuntries of the European Union
and for non-member countries” (Aichner, 2014: §hese labels are three, namely PDO
(Protected Designation of Origin), PGl (Protectedo@aphical Indication) or TSG
(Traditional Speciality Guaranteed) (Aichner, 2084). Their use is legally regulated on
an international level and they are particularlypéoged in the food processing industry,
which is regarded as one of the most relevant im@gsin terms of country of origin
effect and image building. Indeed, it has been shtvat these devices tend to ensure
credibility to the product and to diminish the pavwed risk of purchasing a disappointing
product with regard to their quality (Aichner, 2018%). For example, in their study,
Verbekeet al (2012) state that consumers are inclined to pesceiore positively

products with these labels as they are signaletébquality.

1.3.2. Unregulated Country-of-Origin Strategies

There are, then, numerous ways of displaying thenttg of origin that are not
regulated by any law, but that companies can emiplayder to benefit from positive
associations in consumers’ minds. Thus, comparages freely choose any kind of
strategic device, which can be used in combinatiiim each other in order to implement
the effect. Indeed, given that no legal recognitgorequired for their use, companies can
take advantage of any possible positive image fiammurable origins, whether it is in
accordance with the actual country of origin ofitipeoducts or not (Aichner, 2014: 88).
Here, it is important to underline that the usemnafre than one strategy in combination
with each other implies a certain degree of knog#edbout the audience in the target
market (Aichner, 2014: 91). As has already beentimeed, the consumer’s “knowledge,
perception and stereotypes about certain foreigmtoes can differ significantly
depending on their own nationality and culture” ¢#mer, 2014: 91-92). The crucial
aspect for companies is to be aware of these diftas, to understand them and, thus, to
create advertising messages apt to the targetranglie
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1.3.2.1. Country of Origin Embedded in the Company Name

Here, the country of origin is embedded, in différdegrees, in the name of the
company. This strategy is not to be confused watteign branding. Indeed, foreign
branding is, by definition, the “strategy of promaing or spelling a brand name in a
foreign language” (Lecleret al 1994: 263). Conversely, the adjective ‘embeddatids
for the actual references to the country of orithiat are included in the name of a
company. These references consist of explicit cgurdmes — or any other reference to
a geographical origin, such as regions or citieme any related modification of them,
such as adjectives or morpheme linked to them (#ech2014: 89). A few examples of
the employment of this strategy are Acqua di Pajpeafumer company, Parma, Italy),
British Airlines (airline, United Kingdom), Sanpetjrino (brand of mineral water, San

Pellegrino Terme, provice of Bergamo, Italy).

1.3.2.2Typical Words from the Country of Origin Embedded in the
Company Name
In order to convey information about their countfyorigin through their names,

companies may employ particular stereotypical narsesh as first or second names,
and/or other country-specific elements, such asialsi or objects (Aichner, 2014: 89).
Research has shown that, as long as in the targdtemthe word used to convey the
country of origin is identified as typical to theuntry of origin, it does not necessarily
have to mean something in the input language/ai(tichner, 2014: 89). Here are some
examples found in Aichner’'s study: Husky Energyl émd gas operations, Canada),
Lincoln National (insurance, United States of Aroa)j Dr Oetker (food processing,
Germany) (Aichner, 2014: 89).

1.3.2.3. Use of the Country of Origin Language
The country of origin effect can be shown usinglzage in the company or brand
name, in slogans and/or in body copy of any adsemtents, from print to radio, web and
television media (Aichner, 2014: 89). Again, theporant element is consumers’
perception: “the actual meaning of the brand namnslpgan] is of secondary importance,
especially when the target market is not the doimesdrket” (Aichner, 2014: 90). Some

examples include Intimissimi (a lingerie brandlyifaPomodoro Mutti (tomatoes canning
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industry, Italy), Volkswagen (automobile produc&ermany), Guinness (brewery,
Ireland). However, the implications for the useao$pecific language in international
advertising is not as predictable as it seemstHi®reason, the topic will be discuss with

further details in Chapter 3.

1.3.2.4Use of Famous or Stereotypical People from the Cotmy of
Origin

Famous or stereotypical people (or group of pedipteh a specific country may
be used as elements for communicating the couftoyigin of the product. As already
mentioned, stereotypes can be a useful tool fangiguggestions concerning a topic,
since they are “a widely held but fixed and ovegifired image or idea of a particular
type of person or thing” (OED, 2018). Indeed, dertaelebrities or stereotypical
characters can serve as symbolic signals for congespecific behaviour, values or
lifestyle related to a particular country. Howe\es,De Mooij (2014: 282) warns, the use
of celebrities in advertising varies in accordandth the cultural context. In particular,
the cult of personality and obsession with celgbaihd stardom areonspicuousn
individualistic and masculine culturesvhereas in collectivistic cultures “celebrity
appearances are not limited to famous actors, ngpeorts stars, or comedian®e(
Mooij, 2014: 282. That is, many of the protagonists of advertiseifieare selected
because of their cute looks, not for their symbgtiower of adding personal
characteristics to the produddd Mooij, 2014: 28p Besides, since in individualistic
cultures the celebrity’s unique and desirablegraiie assumed to be reflected in the brand,
and the brand itself must be unique, a famous pectao be associated with only one
brand or company to be credible. Conversely, “ihectivistic cultures, this uniqueness
is not relevant” De Mooij, 2014283). Examples of this strategy may be found inTitie
commercial of Lavazza (2015), a famous Italian @®fbrand, for its international TV
commercial campaign. First, the main charactehefltv commercial is an Italian actor,
Sergio Castellitto, who tells the story of Lavazzarigins in 1895. Second, the
protagonist of the story told by Castellitto iskiéd to the image of the adventurous
traveller, who easily reminds the iconic figureMérco Polo or, more in line with the

time of narration, the Italian expatriates who waintoad to seek their fortune. Third, the
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physical traits of the characters make the audiémo& of Italian men — they are dark-

haired and wear beard.

1.3.2.5. Use of Country of Origin Flags and Symbols

Another frequently used strategy to communicatethtry of origin is the use of
symbols, official flags, emblems and other elemémds can be easily associated with the
nation in question. Among those, flags are perttapsmost widely used symbols on
product packaging for those products that are perdeo have a high level of product
ethnicity — that is, hamburgers, ketchup, barbeauee (the United States), maple syrup
(Canada); brie cheese (France), pasta and pizdg)(Ithe so-called ‘typical products’
(Aichner, 2014: 90). The Italian flag, for exampkedisplayed on both sides of the payoff
“N°1l IN ITALY” in the 2016 TV commercials of Baridl (cf. Barilla UK, 2016). As
regards symbols in general, even some iconic abjnt convey information about the
country of origin. This is the case, for examplahe famous FIAT 500 car or the equally
celebrated Vespa scooter, two of the most repraseatsymbols of Made in Italy and

the Italian lifestyle.

1.3.2.6 Use of Typical Landscapes or Famous Buildings frortthe Country
of Origin
This is one of the most widely used strategieotaraunicate the country of origin

of a product. Indeed, well-known buildings and tgpilandscapes may serve as a quick
reference for the consumers to make associatiohseba products and countries
(Aichner, 2014: 91). Indeed, historical and icomigildings are easily recognisable
worldwide since they are regarded as symbols alt@am Similarly, certain landscapes
immediately evoke the country image to which they associated with in collective
imagination. Because of its great effectivenes®rethare many instances of the
employment of this strategy, even in the few TV owancials already mentioned. For
example, in the 2015 TV commercial of Lavazza, Be@pstellitto is telling the story
from a balcony with breathtaking views of Rome e @olosseum stands out among the
other buildings. Other TV commercial include, faaeple, the typical hilly landscapes
of Tuscany. They are the 2000s Barilla U.S. commksntitled ‘Sisters’ or the 2016
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Lavazza U.S. campaign ‘I'm Back'. Table 4 belowaken from Aichner’s study (2014:

91) and is a useful summary of the strategiesdestribed.

Strategy name Strategy type Communication complext
1 | ‘Madein ...’ Explicit Low
2 | Quality and origin labels Explicit Low
3 COO embedded in the Explicit Low

company name
Typical COO words

4 | embedded in the company | Implicit Medium
name

5 | Use of the COO language Implicit Medium/high
Use of famous or stereotypical - . .

6 people from the COO Implicit Medium/high

7 | Use of COO flags and Explicitimplicit Low/medium
symbols
Use of typical landscapes or

8 | famous buildingdrom the Implicit Medium
COO

Table 4: Country-of-origin strategies (Aichner, 2091)

1.4.Conclusion

As this chapter has just tried to show, researduiathe country of origin effect
and its implication on consumer behaviour has weckgreat attention from academics.
This has resulted in a significant and still ingieg number of studies, each one dealing
with many different facets of the matter, thus depmg a plethora of results. Despite the
many contributions to the topic, authors seemambgtl/e come to any general conclusion,
let alone to the development of a shared modedfefence. Yet, in an effort to find some
general lines of research, it is possible to askattculture has clearly a relevant — if not
central — role in determining how consumers ath@ir purchasing processes. This leads
to the assumption that companies willing to sefbieign countries have the necessity to
understand deeply the forces at play in the cuttfiteir target market. Once these forces
— and, thus, the corresponding differences imgdetdveen the domestic culture and the
foreign one — have been analysed, companies neadifat their messages in order for
the target consumers to receive positively the agessindeed, studies have shown that
consumers rely on specific product cues — bothresitrand intrinsic — when it comes to
evaluating and purchasing products (or serviceleitawith different degree of

involvement and implications. One of the cues rsaiely the country of origin. However,
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the construct itself still presents some aspeecisribed to be analysed with more depth,
even in the light of the ever-developing processeglobalisation and improving
technology, and of new applied methods of research.

Among all the labels employed to communicate aifipecountry of origin, the
‘Made in Italy’ label is one of the most known aeqgbreciated worldwide. Thus, in order
to link it to the main field of research alreadyntiened and to have a clearer context for
analysing the role of the Italian language in inégional advertising, the next chapter will
aim to explain what is meant by Made in Italy, giyia definition of the concept and

describing its implications in today’s global marke
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Chapter 2
Made in Italy

The expression ‘Made in Italy’ has become more flaghinformation about the
country of origin of products. Indeed, data shoat the export of products with the Made
in Italy label has incredibly grown in the last tggars and, in parallel, even the market
of counterfeited products has registered a sigmficincrease in turnover, thus
translatable into a loss of profit for the Italiaoonomy. Moreover, foreigners associate
Made in ltaly not only with top quality productsutbalso with certain and unique
emotions and with a characteristic (life)style. $what is implied in this concept? What
forces are at play in determining its essence? dirapter try to clarify these points with
the support of data and surveys results. The distion, then, will deal with different
attempts in giving definitions and descriptionddde in Italy, with a focus on current
regulations in terms of country of origin inforn@tidisplay and Made in Italy label. The
second section will present data about the consompt Made in Italy products in Italy
as well as abroad, while in the third section theile be some general considerations
regarding counterfeit, Italian sounding and the soneas adopted to try to inform
consumers while promote Made in Italy. The chaptgh end with some conclusive

remarks.

2.1. Definition(s)

Defining ‘Made in Italy’ is not an easy task. Syrel is one of the most widely
used English phrases and maybe the most known brdhe world (Pellegrini, 2016: 9).
The first concepts that come to mind when thinkabgut Made in Italy are ‘quality’ and
‘authenticity’. Indeed, Made in Italy has become@yymous with “high productions
competences” (Temperiet al, 2016: 94) as well as, as a recent research lagmsta
way of life’; typically Italian ‘emotions’ and théruly Italian product’, that is, the
concreteness of the Italian ‘know-how’ (Tendenzdir@@n 2017). Made in Italy, then, has
been associated with some specific areas in wkaty has been regarded as pioneering,
which are the so-called ‘Four A’, namely Foodl{imentazione, Clothes and fashion
(‘Abbigliamento e modg’ Furniture and furnishingsAfredamentof and Automation
and mechanics Automazione e meccaniggMarson, 2017; cf. Bertoli and Resciniti,
2013; Fortis, 2005). Itis clear, then, that ‘Maddtaly’ can be analysed from different
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perspectives, each of which builds up “a very camphnd multi-faceted concept”
(Temperiniet al, 2016: 93).

As has already been mentioned before, ‘Made ig’ligla country of origin label,
but the images and associations it evokes are tharesimple information about where
a product is manufactured. Worldwide, Italy angitsducts have an appeal that is rooted
in history, art, architecture, landscapes, and thaupported by culture, elegance and
charisma (Marson, 2017). This label has becomenabsl of excellent artisanship,
artistry and prestige, a mix of elements that ispomsible for its success and
recognisability at an international level (Di Tomsnaand Rubini, 2012). Indeed, one of
the basic characteristics of the ‘truly Italian gwot’ is its high quality conceived as
‘lavoro ben fattb— that is, a ‘finely crafted’ product (Tendenzal®@e, 2017). In other
words, as Fortis (2005: 5) confirms,

[[espressioneMade in Italy[italics in the original] & divenuta cosi qualcaiaden piu
importante di un semplice marchio d’origine: € ditaga un sinonimo di leadership nel
design, di qualita ed affidabilita universalmenteonosciute. Una sorta di marchio

collettivo che richiama subito alla mente 'immagi@sclusiva delle produzioni italiane,
la creativita dei nostri imprenditori e lo stiledia italiano.

The reasons for this success are to be ascribredny factors. In particular, Italian
products are the results of a complex historical amtural evolution (Bettiol, 2015).
Indeed, the Italian manufactural tradition and wdtrepresent the essential elements of
a high quality product, to such an extent thas ipossible to describe Made in Italy as
‘cultural manufacture’ (Bettiol, 2015: 32). In limath this perspective, Pellegrini (2016:
26-27) suggests that it is precisely the combimatb history, art, culture, traditions,
environmentsavoir-faire andsavoir-vivrethat distinguishes the ‘ltalian character’ and
that are intrinsically present in the Italian prottu In this way, not only does Made in
Italy represent a quality label, but also a markuoiqueness and distinctiveness
(Pellegrini, 2016: 27). Viale (2012) also confirthgse traits of originality, adding that

[...]la condizione necessaria per innescare unaregpptazione mentale di italianita non
¢ il luogo della produzione o della concezione,quello del comportamento. Nel senso

che il prodotto & collegato a un atteggiamentgoglolo, allo stile, alla storia, alla terra,
alla vita sociale ecc. dell'ltalia.

Therefore, it seems clear that what makes theaitglroducts and the Italian way of life
so peculiar is an idiosyncratic combination of edems that can be regarded as the

heritage of Italian culture and identity.
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In the light of the necessity of making consumeveara of what they are
purchasing, and in order to protect the above rapatl heritage, it has been essential
requirement to regulate the use of the ‘Made inlabél as well as any information about
the origin of ingredients in foodstuff. Howeveggislation on this matter is not
completely transparent, both at a national and Btir@pean level (Bardoni, 2017). As
regards the European Community, the reference rathi@® matter of country of origin is
the Regulation (EU) No 1169/2011, which was updatitd the adoption — on May 2018
— of the Regulation (EU) 775/2018roadly speaking, “under the Regulation on food
information to consumers [...] the origin of primairngredient must be indicated if
different from the origin of the food in order totrdeceive consumers and to harmonise
the presentation of such information” (European @ussion, 2018). In other words, only
those companies that give some glimpses or evakérdits of a particular country of
origin by any means — namely, words, symbols, imag&l so on — in the packaging of
the product shall specify the country of provenanaoke the main ingredient
(Informalmpresa Online, 2018). Many associatiorg@ganisations gave their feedback
about this regulation, criticising the ‘voluntargpeect’ of the application of information
about origin. Indeed, their main concern is thaseh extremely flexible rules would
actually give rise to an “unfair trade practicemislead consumers” (Coldiretti, 2018).
For example, if the package does not give any ahait the geographical origin of the
main ingredient of the product, it is sufficient fitne producer to declare ‘EU’ or ‘non-
EU’ or ‘EU and non-EU’ or even nothing, without aally providing transparent
information (Made in Italy, 2018).

With the aim of protecting Italian products and samers, the Italian Ministry of
Agriculture and Food Policies has issued some dsdi specific products and product
categories. They are believed to foster and gueedrdnsparency for the most consumed
basic foodstuffs — i.e. milk and dairy productsgeridurum wheat pasta, tomato and its
derivatives —, making Italy the only European coumd have such stringent regulation
(Made in Italy, 2018). However, after RegulationJ{E775/2018 was issued, they are
only in forceuntil 31 March 202QInformalmpresa Online, 2018). Alongside criticism

about the flexibility of the European regulatiomglian pasta manufacturers expressed

4 Applicable from 1 April 2020.
5> For milk the applicability will end on 31 March 28 (Informalmpresa Online, 2018).
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their concern about the concept at the basis oEtheegulation. Indeed, they stressed
that the origin of an ingredient — wheat, for extanm the case of pasta — is not
necessarily indicative of quality (Made in Ital@IB). Anyway, they have expressed their
commitment to keep on showing the origin of thedpmis/ingredients even in those
situations in which the European legislation doet require them to express it, thus
effectively continuing to adapt their policies teetltalian laws (Made in Italy, 2018).

Considering the distinctive attributes of Italiaramafactural heritage, there are
specific regulations regarding the Made in Italgda In particular, a double track is
established regarding the possibility to include phrase ‘Made in Italy’ in the label. On
one hand, products are entitled to show ‘100% Madkaly' label only if the entire
process of product design, manufacturing and pacgdmas been carried out in Italy,
according to Law No 166 of 20 November 2009 (Marsz®ii7). On the other hand,
‘Made in Italy’ label is to be considered for thge®ducts that have undergone only the
last substantial transformation or processing afyJtaccording to Law No 350/2003
(Marson, 2017). Actually, there is another lawancke, Law No 55 of 8 April 2010 — the
so-called ‘Reguzzoni-Versace-Calearo’ —, whichnigruth not applicable. Indeed, it is
addressed to specific sectors — namely, textieegheér goods, shoe industry, sofas and
tanning products — and it aims to impose “a congylsnarking system that allows to
track each production stage of a product” (Mars2®l 7; cf. Pellegrini, 2016). However,
given the intricacies and vagueness of the req@nésnneeded in order for the product
to actually be recognised as ‘Made in Italy’, ismasulted in an unsuccessful protectionist
attempt (Marson, 2017). Besides, it is even uneefavle as it is in conflict both with
“the supranational principle of free movement ofods, and with the Community
Customs Code (see Note 6 below)” (Marson, 2017 kulro up, albeit their controversial
and blurred aspects, these measures prove theptdgteroth by the European legislators
and the Italian government, to assure transpararayne consumers and to protect the
Italian valuable heritage.

6 As Marson (2017) clarifies, Law no. 350 of 24 Dmber 2003 is in line with Art. 36 of the CE Regidat
No 450/2008 of the Eurpean Community, the so-cdlBmmmunity Customs Code’ — which Italy needs
to apply as a Member State.
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2.2.Made in Italy Data
Recent studies have shown that Italianness is asgrgly sold in large-scale

retailers in Italy. In particular, as reportedtie third edition oDsservatorio Immagino
more than 25% of food products display informatdaout their Italian origin, both with
symbols or with the typical labels ‘100% Italian’ ‘dlade in Italy’ (Tendenze Online,
2018). Indeed,

[s]ui 60.600 prodotti alimentari di largo consummhzzati dall'Osservatorio Immagino

[2018] & emerso che oltre 15.300 richiamano la toigine italiana in etichetta e che, nel

corso del 2017, le loro vendite sono cresciuteldsto, ossia a un tasso maggiore rispetto
al +2,3% fatto registrare nel 2016 (Tendenze Onk@4.8).

The most widely used device to communicate thelialh origin is the Italian flag, which
was found in 14,3% of Italian food products, whie phrase ‘100% Italian’ is the most
widely used claim in the ranking of growing trer{dendenze Online, 2018). In general,
these studies have revealed that typically Itghisoducts continue to have an increasing
success among ltalians, with a considerable graws#ales of products showing Italian
guality and origin labels (Tendenze Online, 2058g(Table 5 below for a brief overview

of Osservatorio Immagirie results).

Sales % in Value | Sales % in Value
Product % Sales % in Value Trend Trend
2017 vs 2016 2016 vs 2015

Italian Flag 14.3 13.8 4.9 3.1
Made in Italy 115 6.9 -0.4 0.3

100% Italian 5.2 7.4 7.8 1.2
DOC 1.8 1.1 8.1 3.3
DOP 1.2 1.4 6.9 2.1
IGP 1.0 1.0 7.8 8.1
DOCG 0.9 0.6 8.7 9.5

Table 5: Italianness in data, adaptation fl@sservatorio Immagin(2018)

Reasons for this ‘patriotic’ success may be twaf@ld one hand, the growth in the
display of quality and origin labels in Italian piects may be attributable to those laws
requiring the mandatory country of origin label foain ingredients (Tendenze Online,
2018; see also previous section). On the other ,hesmtsumers increasingly associate

7 Osservatorio Immagings a study that measures new consumption trengly @ix months, using data
from GSlltaly Nielsen, a non-profit association tthaings together 35 thousand consumer goods
companies (see < http://osservatorioimmagino.it/>).
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‘Made in Italy’ foodstuffs to those elements of fiysand genuine taste that are able to
reassure them. Companies, indeed, have tried tha&sige these characteristics by
making them more explicit in their product labglackaging and advertising, in order for
the consumer to better acknowledge them (Tendemdme) 2018). As a result, this

positive assessment seems to show a virtuous cibkre Italians are increasingly
relying on local products, a trend that companresiying to take advantage of.

Even abroad Italian products are showing positmeds. In particular, in the period
between January and July 2018, Italy's exportsitofiean countries increased by 5.6%,
while Italy’s exports to extra-EU countries sawiaarease by 4.2%, both compared to
the same period in 2017 (Osservatorio Economicoiridtéro Sviluppo Economico,
2018). The positive trend of Italy’s exports idfound even when taking the last decade
as a reference. As stated by Fortis (2018), “l'ekpodieci anni & volato, passando dai
364,7 miliardi del 2007 ai 448,1 miliardi del 201uh incremento di ben 83,4 miliardi
(pit 22,9 per cento)”. In this panorama, the ltalagri-food sectdrhas been widely
celebrated as one of the driving forces of theatakconomic recovery, with a record
sales of over 40 billion, nearly twice the figufe2007 (Authentico, 2018). However, if
looking at the big picture, compared to 2017 Itabaeciality food is fifth in the European
agri-food export ranking, still behind other bigoducers, namely Germany — 76 billion
— and France — 60 billion — (LaRepubblica.it, 2018)is seems to be even paradoxical
considering the number of Italian products withlgydabels (see section 1.3.1 above).
Indeed, as Figure 4 (next page) shows, among Weetdip European exporters, Italy
figures as the first for number of PDO, PGI and T@Gducts, yet it is only in fifth

position in terms of export value.

8 The focus is particularly on the agri-food seatimce this dissertation will deal with the analysigwo
Italian companies — Barilla and Lavazza — that afeein this area.
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Figure 4: European agri-food export ranking, peasaadaptation from Authentico (2018).

There seem to be various reasons for these reBalt&xample, one may be found
in the layout and dimension of Italian companiegsithere is an extreme fragmentation
in the Italian production system that “[...] genena gap di competitivitd del nostro
tessuto imprenditoriale, sicuramente ancora poagtstato per affacciarsi all’'estero”
(Authentico, 2018). In addition, there is a lack ltdlian retailers operating at an
international level, since

[...] le piu grandi catene distributive sono quadigicooperative e, come tali, sono

focalizzate sui “soci” consumatori italiani e noanmo interesse ad espandersi fuori
confine (Authentico, 2018).

Moreover, Italian products are characterised bgpragoxical situation: the biodiversity
of Italian foodstuff is so wide in range that itwally constitutes a limit. In other words,
notwithstanding the fact that the richness of daligastronomic heritage is a great
resource, its incredible variety of choices makaetifficult to provide with competitive
supply (Authentico, 2018). Besides, the other cditgge can benefit from a larger
agricultural area, which guarantees lower averagere price of products (Authentico,
2018). Another important aspect may be relatedtopanies’ difficulty to globalise their
production, as well as their preference for neighbgy markets, which have lower
potential compared to distant ones (Authentico 80hdeed, as regards the food sector,

the only extra-European country that figures in ¢bentries of destination for Italian
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exports — based on 2017 data — are, in secondigysthe United States. Other
destinations in the top five include Germany —imtfposition —, and France, United
Kingdom and Spain, in subsequent order of rankiggs€rvatorio Economico - Ministero
Sviluppo Economico, 2018). With regard to the tgbdood products exported, recent
data show that coffee, chocolate, tea, spices @adlyrmeals are the top of the ranking,
followed by wine in second position, and in thikgion by corn, starch and derivatives,
included bread and pasta (Authentico, 2018). Figu(below) provides with a visual

summary of Italian agri-food exports.

LEGEND
' TOP 3 PARTNERS @ coarse-grained and bakery products @ Chocolate, tea, coffee, spices, ready meals
@ IN TOP 20 PARTNERS @ Grapes, fruits Fish, crustaceans
@ Emerging markets (last year @ icecream Processed fruits and vegetables
2 highest export growth)
Fats, oils Processed fish Cereals, rice, vegetables
)
Meat and meat derivatives Aninal feed Wine
@ cCorn, starch and derivatives Dairy products Mineral water

Figure 5: Italian agri-food exports. Personal adéph from Camera Di Commercio di Monza ¢
Brianza (May 2018).
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2.3.General Considerations

As has already been mentioned at the beginnindniefahapter, many aspects
contribute to the actual worldwide success of Maddtaly. These traits have been
assessed many times in research, which has caetlibo delineate what people think
about Made in Italy and the ltalian lifestyle. Timeresting thing is that, apparently,
during the last decade, there have not been so mlayges in terms of the pivotal
elements associated to Made in Italy. In partigdatudy conducted in the United States
by Gfk-Eurisko (2007) was aimed to identify theued that characterise Italy and Italian
products according to a panel of international gssfonals — namely, economists,
journalists, researchers, marketing and commuwicaxperts. Six traits that qualify and
make distinctive the Italian quality emerged fromistsurvey. Italy is thought to be
appealing not only in terms of aesthetic value -ambh@s attractive desigruon gustg’
style and elegance —, but also in craftsmanshighénsense Italian products are a
combination of incredible attention to detail, dreity and traditional know-how (Gfk-
Eurisko, 2007). Besides, culture seems to playrgortant role in determining what is
attractive, representing an important element ajueness and identity that is reflected
in products quality (Gfk-Eurisko, 2007). According this survey, other features that
define the Italian character are geographical, yctide and historical variety, and quality
of life and social relations, together with a mgemeral ‘knowing how to slowly enjoy
small things’ (Gfk-Eurisko, 2007). What emerge®rthis that the quality of Italian life
is an ideal model for many foreigners, as wellmsygortant point of strength for Italian
products (Gfk-Eurisko, 2007).

A more recent study partially confirms these firgdinindeed, as reported by a
survey by CENSIS (Tendenze Online, 2017), foreignéentify three essential major
elements that are linked to Made in Italy. Firsgyt name the real Italian product, with
its unequalled quality, aesthetical beauty andneefiauthenticity (Tendenze Online,
2017). Secondly, they mention the Italian way f&,lunderstood not only as attention to
detail, creativity and originality, but also as tttearacteristic Italian ‘happiness and love
of life’ and the distinctive attribute of ‘slownéssthat is, the rejection of hectic life for
the sake of a slower and more natural pace of(litndenze Online, 2017). Lastly,
foreigners think that also emotions represent tbgemce of Italianness. These are

intended as the physical sensations linked to émsaial experiences they may have
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when visiting the Bel Paese, and they also include foreigners’ desire to pgréite to
the typical Italian life and experience a sensebefonging to the place’ (Tendenze
Online, 2017). To sum up, as this brief comparisaa shown, while the core strengths
associated with Made in Italy continue to remamadt unchanged — thus defining its
essence in time —, new ways of experiencing ltakas begin to appear in survey results.
Regarding the agri-food sector, an attempt to ceirse all these characteristics may be,
for example, FIC®— Fabbrica Italiana Contadinathe Italian Farming Factory, which
was inaugurated in Bologna in November 2017.

Italian top quality and prestige are even provedhegyfact that e-commerce titans
has begun to provide space for Made in Italy inrthieline platforms. The last one on the
list is Alibaba, which has recently collaboratedhwAgenzia Ice— Italian Trade &
Investment Agency — and created ‘Hellolta’, a \aitthub where over 80 Italian
companies from the typical Italian productive sextan introduce Made in Italy to China
(Rocco, 2018). Before this, in 2015 Amazon inautgdan online store dedicated to the
promotion and purchase of Made in Italy handicpaftducts. In 2014 it was Google’s
turn, with the launch of the project ‘Made in Ita@¢cellenze in digitale- ‘Made in Italy:
excellence in digital format’ —, which includes tbieation of a web platform where to
present, describe and give information about hadidisanal products (Maci, 2014). Also,
back in 2006 eBay and Confartigianato signed areeagent whereby Italian SME
entrepreneurs were facilitated and assisted irs#éites of their products in the famous
online platform (Confartigianato, 2006). These parships and projects are the
demonstration that Made in Italy is a valuable vese recognised at a global level.

However, counterfeit heavily impinged on Made ialyit exactly because of its
prestige and potential of selling. Indeed, theltesdue of counterfeit and pirated Italian
goods sold all over the world in 2013 has beemegéd to be over 35 billion euro — the
equivalent of 4.9% of Italian manufacturing produsales (Confcommercio, 2018). The
range of goods affected by counterfeit is vasipftoxury goods to industrial ones — i.e.

% Fico is the world’s largest food park or, better,

a training ground for a sensorial and educationgledence about food and its

biodiversity, where the wonders of the Italian faot wine industry are presented and
narrated from their birth inside Mother Earth teitHfinal destination on a dish and in a
glass (FICO, 2017).
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machinery, replacement components, or chemicalsnf@ommercio, 2018). This
phenomenon does not even spare sensitive produciisas pharmaceutical products,
food and beverages, medical equipment or toysernmg of foodstuff, then, there is a
particular strategy adopted in order to pass aftipcts that are not produced in Italy as
actual Made in Italy — the ‘ltalian sounding’. Thggactice is unfair competition against
not only consumers, but the country as well, sihbas been estimated that, globally, its
turnover amounts to 90 billion euros, a value thdhe last ten years has grown by 70%
— equal to three times the turnover of Italian et the food sector in 2017 (AISE,
2018). The expedient at play in Italian soundintpismploy geographical designations,
images and brand names that evoke lItaly for prediaett are not actually made there in
order to benefit from the good reputation of theirdoy and the Made in Italy label
(Pellegrini, 2016: 24-25). The imitated producte anany and include not only
geographical designated products such as cheesg, saeices and wines, but also the
most famous lItalian dishes, such as pizasagna alla bolognesdortellini and even
tiramisu (Authentico, 2018). The countries, then, in whitle phenomenon is most
developed are the United States, Canada, Latin ikarecountries, Russia, South East
Asian countries, but also some EU countries (Auiben2018).

However, taken for granted that the damages t@itadconomy and consumers’
health are dangerously extensive — indeed, cowitienlf products are not guaranteed by
any legal label —, the massive presence on a ghulade of these fraudulent practices may
be regarded as a positive indicator. As Caric2@d ) affirms,

[]'ltalian soundingsembra in apparenza una minaccia, ma non lo ébBeyal contrario,

una grande opportunita, [...] Significa esserecaltio delle attenzioni, vuole dire essere
ritenuti protagonisti di primo piano

Bruni (2015) also supports this point of view, adgthat those who are selling their
products with reference to a supposed Italian nr@ge implicitly saying that they would
like to be Italian, thus affirming Italian top qusl

Although some may regard this fraudulent act asngean implied positive aspect,
it remains the fact that counterfeited products kalthn sounding need to be identified
and prosecuted, while protecting and promotingatgentic Made in Italy in order to
ensure transparency and build trust. In this réspecexample, the Italian Ministry of
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Economic Development and ITA (Italian Trade Agengsgmoted and funded the ‘True
Italian Taste’ project (see Figure 6 below), whiglzoordinated by Assocamerestero.

| 8 |e|icco

vy e T o

Trueitaliantaste.com

D

If food could talk

THE ITAUAN CHAMBERS OF COMMERCE ABROAD PROMOTE ITALIAN FOOD EXCELLENCE

Figure 6: ‘The Extraordinary Italian Taste’ campaiganifesto. [Accessed 08 October 2018,
available from: <http://www.italchambers.ca/wp-tam/uploads/2016/02/true_italian_taste-

1.jpg>]

It is part of the ‘The Extraordinary Italian Tasteimpaign and was launched in 2016 in
the United States, Canada and Mexico and, in calélmn with ICCAs, it now involves
Belgium, France, Germany, Luxembourg, The Netheda®pain, Switzerland and UK
(ItalPlanet.it, 2018). The goal of this projectnst just to protect and promote the
authentic Italian products abroad, but also to suphose Italian companies that sell
certified and typical products and want to get knam foreign markets, as well as to
consolidate and expand opportunities for existiognganies (ItalPlanet.it, 2018). In the
past, various politicians attempted similar — y&tso effective — strategies. For example,
Minister Di Maio has lately proposed the creatidraort of multilingual e-commerce

portal where Italian companies would be able tbtkeir own products (Cosul Cuffaro,

48



2018). Actually, the first proposal for a websitstined to protect Italian heritage dates
back to 2006 — called ‘ltalia.it’, it was creategt Mr Berlusconi's government and
unsuccessfully revamped by the following minis{&@esul Cuffaro, 2018). After that, in
2015 Mr Franceschini, the then Minister of Cultucegated ‘verybello.it’, a website
aimed at promoting the cultural events organisethduExpo and closed just after two
years of doubtful efficiency (Cosul Cuffaro, 2018).

Moreover, together with these institutional effoteschnology is employed both in
the development of new ways for ensuring the rdiigband authenticity of the
productive process, and in the development of @svatesigned to help consumers to
discover lItalian sounding products and, thus, tiqut the authentic Made in Italy. For
example, in 2006 a group of Italian professionalgntied Certilogo, a company that
releases a code for products as a stamp of authgnt those brands that adhere to the
‘Certilogo circuit’ (Piva, 2015). In this way, brds can prove their products are authentic,
while consumers can verify the origin of what tlaeg going to purchase/have purchased
(Piva, 2015). It originated from a twofold necegsiton one hand, it was the brands’ way
to compensate for the damages, in terms of profitimmage, caused by counterfeit; on
the other, it responded to the consumers’ callgi@ater safeguards and guarantees.
Similarly, another team of Italian professionalvédaecently created ‘Authentico’, an
app for smartphones that, by scanning the prodarcbiale, allows users all over the world
to easily recognize original Made in Italy produftsm imitation ones (Authentico,
2018).

Nevertheless, the new frontier in ensuring the gpanency — and thus the
authenticity — of the productive systems seemsrtiveafrom a new communication
protocol — the blockchain. Briefly, the blockch&ra platform for managing transactions
as well as information and data exchanges (BeRid,8). It is a technology based on the
logic of the distributed ledger, in which data atered in more than one server at a time
in a peer-to-peer network (Bellini, 2018). Thishteology is said to be transparent — as
every operation and transaction is visible to eyenyicipant of the network —, consensus-
based, secure and immutable. Transactions are memiagugh encryption by network
participants. They verify, approve and subsequemitprd all the blocks containing all
the data of each transaction (Bellini, 2018). Tfaree this new paradigm may be seen as

a solution to the recurring and problematic theraesinivocal and secure identity,
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transparency and traceability. Consequently, gitepotentialities, it has already been
employed in various fields, from finance and ecogyidohealthcare and music, including
the agri-food sector (Bellini, 2018). Indeed, hieleckchains give the possibility to create
supply chains in which each process is visibleeah stakeholder can provide data and
information, and check those given by all the otpemtticipants (Bellini, 2018). In Italy,
this innovation has not widely spread yet, althoggiperts are optimistic about its
forthcoming diffusion as it is a model that woukl guitable for a system — like the Italian
one — characterized by a plurality of SMEs (Soldg\2018). The first to start, though,
could be the largest companies, which have alreadgrstood the importance of smart
manufacturing technologies (Soldavini, 2018). Thgetwith Ibm Italia, Barilla has
already begun “[...] una sperimentazione in cui eneoito un singolo produttore di
basilico con una tracciatura ‘dal campo alla tat¢&oldavini, 2018). As a result, the
company has pointed out that, should the projeetfteetive, it will be extended to each
company’s raw product such as wheat, milk, tomatard so on (Soldavini, 2018). In
brief, the fact that institutions and companiesaatepting all these measures and devices
is the indicator of an attempt to solve a basidfam, which is the need to have a credible
system that ensures transparency and protectsraigtipeoducts and, thus, the Italian
cultural and productive heritage.

2.4.Conclusion

Behind the apparently simple phrase ‘Made in Itéhére is a vast — and partly
hidden — universe of meanings that may be exanfieeddifferent angles. For example,
it is possible to perceive it from the consumersigpective, whereby Made in Italy
communicates the idea of top quality products #ratimbued with those traits linked
with Italianness, namely not only authenticity, eation to detail, creativity and
originality, but also buon gustq’ style and elegance. These traits are an idioayincr
combination that represent the heritage of manufagbroduction and Italian culture,
which, as such, need to be protected as well asgied worldwide. Consequently, Made
in Italy may be analysed in relation to the regolad for the pursuit of transparency in
the use of specific country of origin informationdathe protection of authentic Italian
products. Notwithstanding the efforts — both ataéianal and international level — to
promulgate effective laws, counterfeit and Italsounding are still affecting Italian

economy. By contrast, many perceive their massiesgnce as a litmus test of Italian
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value in terms of quality products: if there arensany fake Italian products it means that
Made in Italy is a profitable element that is woirthitating or mentioning. Indeed, this
prestige is confirmed by export data — during ts tlecade, Italy has nearly doubled its
sales income, a recovery led also by the succetbe @fgri-food sector.

However, notwithstanding the great potentialitiédlade in Italy, it still does not
perform as it should. Indeed, Italy is the Europeauntry with the greatest amount of
geographical designation products, yet it is tfib flation in terms of European export
ranking. This paradox is attributable to varioustdas. For example, the richness in
biodiversity might represent a limit, as it is thetual quantity of products — indeed, the
cost of exports is higher than other competitorse do limited agricultural area.
Moreover, there is a lack of ltalian distributiohains abroad and the dimension and
characteristics of the productive system does alut klade in Italy to be as competitive
as it would be given its potentialities — the m@yoof companies are small, poorly
structured and with low propensity to internatiosetion, tending to focus on
neighbouring markets.

Institutions and professionals, then, have triebster the growth of Made in Italy
through a double approach. On one hand, they hareydgated specific regulations to
help Italian productive system as well as to protensumers. On the other, there has
been the creation @&fd hoconline portals and other initiatives. It is notbegh just to
have top quality products and be surrounded byhestpry and beauty, the essential
element is to make consumers — especially thosmmdb- aware of what Made in Italy
may give, while making it accessible and efficidgfforts, then, should be oriented to
implement the communication and promotion of Madeltaly, to inform and tell
consumers about what is implied in the authengikiaih products and artisanship. There
should be an investment in the creation and imprare of a more aware relationship
between foreign — but not only — consumers and \algtcan offer in terms of products
as well as experiences. This may be achieved alsexploiting the potential of e-
commerce and the new social media, with a focubhem®motions that the Italian way of
life may be able to offer (cf. Tendenze Online, 2ZRellegrini, 2016; Bettiol, 2015; Gay,
2015; Confartigianato, 2006).

Therefore, there is the need for both offensive @@i@nsive strategies or, as the

former president ofGiovani Confindustriaput it, for “innovation, digitalization,
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teamwork and cooperation with institutions” (Ga@l3). Among various strategies,
advertising is surely the most widely used instroti®/ companies to promote and sell
their products. In this respect, the next chaptdlr deal with what is implied in this
activity, especially in cross-cultural contexts,es companies need to be aware of and

understand the characteristics of target cultur@der for their advertising campaign to
be effective.
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Chapter 3
Communication, Advertising and Language

One of the investments in terms of fostering Madkaly is represented by making
improvements in its communication, which mostlyahaes intercultural advertising. As
Kelly-Holmes (2000: 67-68) explains,

[iIntercultural advertising can be defined as atsirg for a product which is identified
as originatingrom one particular social, economic, linguistiolipical, cultural context
that takes place in and — perhaps most importariydirected at other social, economic,
linguistic, political, cultural contexts. Thus, nstirprisingly, intercultural advertising

communication is a site where much of the cultditiérence between societies, regions
and nations is played out and even accentuated.

Indeed, globalisation has brought markets to grpestil, similarly, new technologies —
I.e. new technological devices but also new scuoadlia — have widened the number of
users, thus creating “[uln grande spazio comuneedev possibile condividere
informazioni e interagire con altre persone” (B®#tt2015: 61). Moreover, since culture,
language and communication are linked to each péven advertising — its style, role,
and use — is culture-bound. In this context, inseelear that being aware of differences
in cultures is not only a matter of succeedingnieripersonal communication, but, from
a company’s perspective, it can also be transiateceffective product promotion — and,
thus, into more profit (cf. Usunier and Lee, 200BYleed, “understanding culture is the
first step to take by global companies when degidin the type of strategy for their
global brands” (De Mooij, 2014: 12).

While acknowledging the intricacies of the mattestake, this chapter will provide
a brief overview of the underlying links betweertgre and language, trying at the same
time to describe the ongoing development of themaamicative scenario at a global level.
The next sections will deal with how advertisingrmmis culture, with a focus on the
strategic use of language as a cue aimed at tingg#re country of origin effect. Then,
analysis will move on to providing a descriptiontiké use of Italian terms abroad, thus
giving the background information needed in vievihef next Chapter. The final section

will provide some concluding remarks.
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3.1.The Role of Culture, Language and Context

Chapter 1 has already tried to account for sonferdifices in culture, yet there is
more to explain in terms of style of communicati®he very act of communicating may
be universally represented by a model (see Figubel@w) that requires some basic
elements (cf. De Mooij, 2014: 197; Velentzas andrgr2014: 118). People, with their
words, material things and behaviour, create tem ‘cultural worlds’, each of which
“operates according to its own internal dynamitspivn principles, and its own laws —
written and unwritten” (Hall and Hall, 2000). Onktlbe main distinctions with regard to
communication dynamics has to do with context. Adow to Hall and Hall (2000: 200),

contexf{italic in the original] is the information thatisounds an event; it is inextricably

bound up with the meaning of that event. The elés#irat combine to produce a given
meaning — events and context — are in differenp@rions depending on the culture.

—- Encoding —-» —-——-— Decoding ===

Feedback

Figure 7: Classic Model of Communication, persaudptation from De Mooij (2014: 197).

Consequently, it is possible to refer to ‘high-atit communication in cultures
where the person internalises most of the inforomatt i.e. information is part of the
context and “very little is made explicit” (De Mg@oR014: 85) —; whereas, in ‘low-
context’ communication, it is the explicit code tife message that expresses the
information (De Mooij, 2014: 85; Hall and Hall. 2n0200). These characteristics have
many consequences in intercultural communicatispeeially in advertising. For
example, “argumentation and rhetoric are found aw-tontext cultures, whereas
advertising in high-context cultures is charactti®y symbolism or indirect verbal
expression” (De Mooij, 2014: 85). Moreover, theeems to be some kind of correlation
between collectivism and high-context cultures,tti| “in collectivist cultures,
information flows more easily between members efdloup, and there is less need for
explicit communication than in individualistic cuies” (De Mooij, 2014: 85). As
Usunier and Lee (2005: 397) report, Hall (1976: 8d to give a possible tentative

ranking of countries —that is, “[...] on a scalesita with low-context and moving across
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to high-context [it] would be: Swiss-Germans, GemsjaScandinavians, Americans,
English, French, other southern Europeans, Latinedgans, Middle Easterners,
Japanese”.

Language, then, seems to be in part responsiblinéodegree of contextuality of
communication (Usunier and Lee, 2005: 376). Inipaldr, ideas and facts may be
expressed more or less explicitly according tddhguage itself (Usunier and Lee, 2005:
376). For example, English and France are moragaréican Japanese — they are ranked
as less context-bound than Japanese, in which spmken words and written words
“often have multiple meanings, so that the listeneeds some kind of contextual
clarification” (Usunier and Lee, 2005: 376). Howevwauances are always present within
languages, and definitions are not always so detarfhis means, for instance, that even
in languages associated with low-context cultucesitext may still be useful due to a
particular language structure, as is the caserofigh (Usunier and Lee, 2005: 377).

Culture, then, appears to shape communicationssitylelation to some norms that
inevitably define what is considered to be ‘appratg between members of a certain
cultural community (Usunier and Lee, 2005: 379)utder and Lee (Usunier and Lee,
2005: 379) define the existence of at least threasawhere culture has a strong influence
on communication. For example, communication stytecate what is appropriate
interaction as well as the appropriate emphasioputalking and listening. Moreover,
self-assertion and talking are at the basis ohangonication style where the self-concept
is strong, whereas listening communication stylec@ammon in cultures where
suppression of the self is valued (Usunier and RE65: 379). Thus, according to this
perspective, achieving ‘good’ communication larggdpends on cultural norms.

Even from this brief overview on the matter, itpgessible to understand that
language — thus communication — and culture shareeskind of relationshif. Many
scholars have hypothesised that language influetulasres, others that language is an
expression of culture (De Mooij, 2014: 69). As Caywll and Schaller (2007: 108)

explain,

10t is beyond the scope of this work providing @pl@nalysis of these topics, which is objectivedyyv
complex and tends to result in a vicious circleaobwer seeking. However, for the sake of a better
understanding of the issues at stake, a generatievewill be presented.
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[...] human cultures are intimately connected to leaage; and language, of course, is one
of the primary means through which people commuaidaanguage is often the defining
feature of a specific cultural population (e.ganftophone Canadians; Sinhalese Sri
Lankans). A common language is not merely a badlge@al identity, it is also often a
signal of shared history, shared customs, and dhselkefs and values.

Historically, the first to theorise the existendeacclose interconnection between these
elements was the linguist and anthropologist Bemjdmee Wharf, who developed and
extended Edward Sapir’s hypothesis (cf. Pasquiagtli Mellino, 2010: 81; Usunier and
Lee, 2005: 383). Briefly, they contend that languegsomehow responsible for people’s
worldviews in as much as the words choice and ttwirbination in speech “correspond
to particular assumptions and experiences abouwtadhniel” (Usunier and Lee, 2005: 372).
Besides, stereotyping and ethnocentrism — alreahtioned in Chapter 1 — are therefore
easily understandable from this perspective. Yegpde thorough empirical testing,
many linguists do not consider this assumptiondvatihile there seem to be limitations
in the case of multilingual speakers (Usunier aad,[2005: 388).

The other perspective on the matter is that languafiects culture. This notion
stems from the idea that “only the ability to spesalniversal for humankind” (De Mooij,
2014: 69). Indeed, Holtgraves and Kashima (2008ck&im that culture is reflected and
even reinforced by language:

[tihere are clear cultural differences in somehaf most basic features of language and
language use, and it would be surprising if thefferdnces were not related to cultural

differences in social cognition. We have argued lihguistic practices both reflect these
cultural differences as well as help to maintaimth

Cultural orientations, then, are reproduced in tise of language on any particular
occasion, and as time goes by, “these ways orseptiag culture linguistically become
linguistic practices and eventually part of thegaage” (De Mooij, 2014: 70). This
perspective seems to find support in the fact seate languages are richer in specific
areas of vocabulary (De Mooij, 2014: 70) — the Spauple, for example, have almost
1.000 words for ‘reindeer’ (Robson, 2013). Consedlyewhen culture-specific words
express something unique, they tend to be adoptedher languages (De Mooij, 2014
70). However, notwithstanding the different perspes in terms of the link between
language and culture, what seems to be plausilih@isach instance of communication
is the concrete representation of the actual lietkveen languages and cultural contexts
and that “words [...] offer only an illusion of shag in the same vision of reality”
(Usunier and Lee, 2005: 392).
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3.2.Mass Communication Styles and Advertising

Communication styles, that is, the combination @fhe need for context,

directness versus indirectness, literacy or oradity the purpose of communication” (De

Mooij, 2014: 202), are defined by culture with rejato both interpersonal

communication (see previous section) and mass coneaiion. Therefore, culture

shapes the content, form and style of any pubbtaimces of communication, such as

literature, public relations, and mass media cdntecluding advertising (De Mooij,

2014: 206). In general, differences in communicatgtyles deal with different

conceptions of rhetoric and can be divided intee¢hmain areas according to the
philosophies of Aristotle, Buddha and Confucius (@&oij, 2014: 206). Indeed, some of

their features are still at the basis of curremhgcinication styles. For example, rhetoric

is at the base of Western mass communication aed i its five canons are recognisable

in much of Western advertising: invention, arrangatpand style (De Mooij, 2014: 207).

Thus, given the fact that advertising is the pradafca specific culture, it embodies

different communication styles according to thet pathe world in which it is produced

(De Mooij, 2014: 208). Table 6 (below) serves agw@rview of the differences in terms

of rhetorical models.

Avristotle’s Rhetoric Model

Buddhist Rhetoric Model

Hindu Rhetorical Model

Western mass communication
theory.

e.g. Chinese TV commercials

e.g. Indian soap opera and
advertising

- It has to accomplish an
intended goal
- It is geared toward

influencing human choices op 3)

specific matters that require
immediate attention

- It concerns persuasion
pursued at public forums

The five canons of rhetoric:

1) Invention = how to
persuade

2) Arrangement = structure of
a coherent argument

3) Style = presentation of the
argument to stir the
emotions

4) Memory = memorise speegh

5) Delivery = making effective
use of voice, gestures, ...

Five steps:

1) Theme glorification

2) Explain the main idea
Allegory

Karma = prove the
truthfulness of a theme
Summarise and conclude
by giving peace of mind

4)

5)

The use of allegory and
metaphors is particularly
recognisable in advertising
styles.

Three of the steps are:

1) Simplification

2) Reach commonness of
experience

3) Aesthetic delight

Table 6: Underlying Models in Mass Communicatioergonal elaboration drawn upon information
found in De Mooij (2014: 206-208).
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As De Mooij (2014: 77) puts it, “[t]he art of adWsing is to develop symbols or
advertising properties that must be understood lbgrget audience”. In other words,
advertisement cannot be decoded the same way adifesent cultures, since those
symbols are originated in and work for one spedfitture. This means that advertising
should adapt its messages to the target audierareén to be effective while preserving
the consistency with the original message (De M&fjL4: 77). Advertising, then, is a
field that is never fixed, as it “mirrors changisacial behaviour” (Usinier and Lee, 2005:
411; Kelly-Holmes, 2005: 5). Indeed, following Dooij's definition (2014: 208),
“advertising can be viewed as a symbolic artefactoonmunication product constructed
from the conventions of a particular culture”. Tiicess of communicating through
advertising involves the presence of a senderdéatlops the message according to the
shared knowledge of various conventions and expgetiparticular audience’s response
(De Mooij, 2014: 208). The same set of cultural\klemige is used by receivers to read
the message, deduce the sender’s purpose, assessitént, and provide a feedback (De
Mooij, 2014: 208). It is clear, then, that cultuialowledge determines the basis for
interaction as well as the style of advertising ({@&oij, 2014: 208).

However, new technologies, new means of commumwicand the new active role
of consumers have called into question the trasilionodel of communication. In
particular, the traditional model of mass commuiiaca was considered to be
unidirectional, while the media content was comélonly by a few gatekeepers, who
often used it to brainwash and exploit the popoiat{Chaffee and Metzger, 2001;
Solomonet al, 2006: 169). As Bettiol (2015: 58-59) explainsthat context,

[l]a pubblicita e i mezzi di comunicazione di massao stati i protagonisti indiscussi

[...]- Hanno costruito bisogni, presentato prodottia sconosciuti a potenziali nuovi
acquirenti, costruito un immaginario nel quale éegone si potevano riconoscere.

Yet, this system has evolved to the extent thadeécs have suggested to substitute the
term ‘mass’ in mass communication with the termdmé&(Chaffee and Metzger, 2001).
In the new system, “[lJa comunicazione non e piinasetrica, come in precedenza, ma
diventa interattiva” (Bettiol, 2015: 60). This meathat the content of communication
now can be adapted to the new interlocutors’ istsrethus overcoming “lI'eccessiva
semplificazione che i media tradizionali imponevaiBettiol, 2015: 60-61). Information

is more accessible and consumers can expressitweiautonomy and independence by
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communicating more easily with other consumers fadinover the world (Bettiol, 2015:
60), something that has put even more attentighdaultural contexts implied in these
new processes of communication. As De Mooij stie$2@14: xvii),

[nlew digital developments in the global marketglaalso reinforce the need to

understand how communication works across cultagshe digital media are hybrid
forms of interpersonal and mass communication.

In this new scenario, it seems that even the nancerole of advertising have
undergone a change. While Bettiol (2015: 59) akurtea less predictable link between
advertising and sales, Solomenal (2006: 168-170) try to describe today's dynamic
world of interactivity drawing on the interactioniEommunication model. Here,
consumers are seen as ‘interpreters’ and “meana®sg chot arise from the objects
themselves, nor from the psyche, but from inteosicpatterns” (Solomoet al, 2006:
170). This means that new importance is given &dbncept of the ‘self’, which is
conceived “as an active participant in the creatbmeaning from the various signs in
the marketplace rather than as a passive decodeearfiings which may be inherent in
the message” (Solomoet al 2006: 170). Besides, this perspective entails the
development of the traditional model of communmateven in terms of the roles of the
sender and receiver, since they are actually selsnas communicators who are always
engaged in mutual sending and receiving of mességel®monet al, 2006: 170).
Regardless of the actual object of communicatios. the ‘message’ —, both the self and
the other are constantly interpreted as objectio(Sun et al, 2006: 170). To sum up,
interactive communication model may be regarded psssible answer for the need to
consider the active roles a consumer might plaghtaining product information and
building a relationship with a company (Soloneiral, 2006: 198). Figure 8 (next page)

provides a visual description of the model justcdésd.
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Cultural Context

Self/Other

Other/Self

Object of Communication

Figure 8: Interactionist communications model, paed adaptation from Solomat al. (2006: 170).

3.2.1. Advertising Strategy and Style: some examples

Advertising styles and forms can be analysed, dssity classified, and compared
in many ways. For example, De Mooij (2014) and Usuand Lee (2005: 413) suggest
two different categorisations which actually sheoene characteristics. In particular, De
Mooij refers to ‘advertising styles’ meaning thendamnation of four elements — i.e.
appeal, communication style, basic advertising fanu execution. Conversely, Usunier
and Lee present a model of advertising categooisatiat explain the matter from a
broader perspective (see Table 7 next page). Tdreraghe latter will be taken here as the
starting reference when presenting the charadterist advertising, while there will be
some integrations from other authors, especiallgmdtealing with comparisons between

cultures.
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Advertising
Types of appeals used
Themes developed

Strategy Overall communication style:
(‘what is said’) - direct/indirect

- explicit/implicit

- rational/emotional

Language

) Humor
Execution

(‘how it is said’) Characters and roles represented

The influence of more and religion

Visual elements of advertising
Music

Persuasive

Style Informative

Oneiric (i.e. dream-oriented)

Table 7: Model for analysing advertising, persaiaboration drawn upon information found in Usunier
and Lee (2005: 409-442)

As regards advertising strategy, De Mooij (20141)2idnderlines that appeal in
advertising is quite a broad concept including galand motives that define the main
message. Besides, the appeal stands also for teagereative strategy (De Mooij,
2014: 271). Since culture shapes advertising, eygeals reflect the characteristics of
that culture (De Mooij, 2014: 271). Therefore,stgossible to appreciate examples of
different appeals following the Hofstede’s dimemsigsee Chapter 1). For example, low
power distance cultures seem to show status syréssisrequently, whereas high power
distance cultures appear to be characterised byfrdgrient use of status symbol,
especially prestige (De Mooij, 2014: 276). Even takationships between the various
characters of the advertisement may be explaineatding to power distance (De Mooij,
2014: 276). Moreover, in terms of uncertainty aaoice, demonstrating the competence
of the manufacturer seems to be an essential etemdmgh uncertainty avoidance
advertising, whereas in weak uncertainty avoidandtires the result is more important
(De Mooij, 2014: 289).

Actually, the most relevant differences in termsyppeals are those concerning the
dichotomy ‘individualism/collectivism’. In partical, low-context communication seems

to be more textual and high-context communicati@nawisual” (De Mooij, 2014: 278),
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although the quantity and type of body copy mayethejpon a wide variety of factors,
such as the development of new technologies, diftestages of market development and
the effect of social forces like multiculturalismf.(Kress, 1996). Another difference in
appeals that may be explained in terms of this alamy refers to the greater
effectiveness of the focus on in-group benefitgmuany and family in collectivistic
cultures with respect individualistic culture, wldhe focus tends to be more on the
individual benefits and references, personal sigcaged independence (Han and Shauvitt,
1994). Besides, there seems to be an actual pavadex analysing the role of families
in advertising: “[...] showing families is as much @ren more found in individualistic
than in collectivistic cultures” (De Mooij, 201482). Indeed, this may be explained
taking into consideration the fact that advertigmgsents the desirable, what is lacking
in society (De Mooij, 2014: 1), thus, given thetfdt in collectivistic cultures families
are part of one’s identity, advertisers may fadkelineed to depict them (De Mooij, 2014:
281). However, even if approximately 70% of the M@opulation is — to various degrees
— collectivistic, many global advertising campaigeflect individualistic values — i.e.
showing people alone, addressing people in a dwegt and referring to all sorts of
individualistic claims —, perhaps due to the faettthe United States have laid down the
rules of advertising theory. Nevertheless, it is taathink that “much global advertising
is effective only for a small part of the targeDg Mooij, 2014: 283).

Furthermore, research has shown differences irstefithe overall communication
style (Usunier and Lee, 2005: 414). For exampléaiy and France, viewers and readers
are “supposedly willingly to escape from the reafl’, so advertising in those countries
seems to be more dream-oriented. As the autholdaiexfftlhe oneiric style does not
really concentrate on actual buying and consumpggperiences. The dream-like
dimension that surrounds the product is favoureghgtprice” (Usunier and Lee, 2005:
414). Conversely, German advertising may be reghesehighly informative. Indeed,
the information content of advertising is perceitede a key issue because “it shows
whether the strategy follows the informative opticather than the persuasion or dream-
orientation avenues” (Usunier and Lee, 2005: 4138)r4Again, culture is the most
important element in explaining the quantity areltifpe of information that can be found
in advertising: “[w]hereas some targets prefer nrat@nal, tangible cues — as in the

USA - others expect emotional and more ‘subjectimrmation” (Usunier and Lee,
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2005: 415). This could be explained in terms ofeadency towards uncertainty
avoidance, since information reduces uncertaingufier and Lee, 2005: 415). To sum
up, as this brief overview has tried to show, teaegal rule is that advertising strategy
must be able to adapt to the local orientatioreims of information content and style of
advertising, and this should be taken in high adersition when the target audience
belong to a foreign country (Usunier and Lee, 20058).

3.2.2. Advertising Execution: Focus on Language
Since the aim of this work is analysing how mang arat kind of Italian terms

have been used in international advertising dutireglast two decades, a focus on the
theories concerning the use of language in adusgtshould be helpful in determining
the scope of research. As Kelly-Holmes (2005: Boris, Smith (1982: 190) defined the
language of advertising as ‘functional dialect'e- it is a language chosen and employed
for a specific purpose and, thus, it becomes aetanf tis own “because it becomes
associated with this particular function” (Kelly-Hwes, 2005: 8). Although the
boundaries between advertising language and ‘orglifanguage are not distinct, a
distinguishing feature of advertising languagehattit is to some extent planned in
advance (Kelly-Holmes, 2005: 8). Indeed,

[llanguage choice in commercially driven discoursesarely, if ever, random, and this

statement applies even more, the higher the prmtuqualities and costs in terms of
space and time involved (Kelly-Holmes, 2005: 8).

Besides language, in advertising it is possiblen paralanguage, which is said to
be the ‘texture of language’ (Kelly-Holmes, 2005. ®ince paralanguage shows
intertextuality — i.e. it links visually to otheexts —, the careful employment of printed
words and/or prosody can give the text both synechatid iconic meaning in order to
support and strengthen the language of the adweytisessage (Kelly-Holmes, 2005: 9).
For example, in the case of TV commercials, paldrcehoices in terms of accents,
dialects and foreign words can function as pathefvisual representation, rather than
being part of the content of information carriedtbg message (Kelly-Holmes, 2005: 9-
10).

In this respect, the appearance of a number otiges in advertising discourse is
referred to as ‘multilingual advertising communioat (Kelly-Holmes, 2005: 10).
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Drawing on Cook’s classificatidh Piller (2000) suggests that multilingualism adiua
encompasses all the three modes of TV advertigttyvever, acknowledging the
complexity of analysing the implications of muhligualism in all three modes and
bearing in mind the actual scope of the currentyaig the focus heté will be on
language. In particular, the actual switching betwedifferent languages or dialects is
defined as ‘code-switching’, which can be dividetbi‘intersentential switches’ — i.e.
switching between languages at sentence or claogedaries —, and ‘intrasentential
switches’ — i.e. switches within a clause involviagphrase, a single word or across
morpheme boundaries (Mahootian, 2006: 512). Howetlegre has been a bit of
confusion between the use of this and another+€oode mixing’. As Mahootian (2006:
512) explains, if code mixing had been used torrefeecifically to intrasentential
switching, and code switching to refer to intersatial switching, “[ijn most current
literature, [...] the term ‘code mixing’ is used intbangeably with ‘code switching’, with
both terms referring to both types of language ngki

It is worth providing an explanation for differendbe between the terms
‘borrowing’ and ‘loanwords’. In particular, the foer has been employed with reference
to “any words or phrase taken from one languageusied by thenonolingual [bold in
the original] speakers of another language”, sighrathe case of Italian borrowings in
the English language, ‘pizza’, ‘barista’ or ‘cappum’ (Mahootian, 2006: 513). The
process of becoming part of the hosting languagetismmediate, but rather it requires
various stages of ‘integration’. Anyway, once aefgn word has been completely
accepted into a host language, it will also adaphé morphology and phonology of that
language — e.g. ‘pizzas’, ‘baristas’ or ‘babycif{Mahootian, 2006: 513). Indeed, the
length of a supposed borrowed utterance, the dedgne®rphological and phonological
integration, and the frequency of occurrence inhbst language are the elements that
have to be considered when trying to decide whathsra borrowing or a code switch
(Mahootian, 2006: 513). Then, at the end of thecgse of integration there are

11 Cook (1992) uses the term ‘mode’ to indicate thee¢ means of communication employed in TV
advertising, namely music, pictures and language.

12 Even though this analysis seeks to find the qtative and qualitative use of the Italian language
Barilla and Lavazza international TV campaignghi& next chapter some references will be made ®ven
the music and visual elements used as countryigihaues in order to have the full picture of theategies
employed by the companies.
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‘loanwords’. These are fully integrated and estdi@dd words, used by monolinguals,
“usually without any knowledge of the words’ origin(Mahootian, 2006: 513). It is
possible to further categorise loanwords as nepgssans — i.e. those that fill the gaps
or come together with specific items brought irite host culture, such as ‘chili’, ‘robot’
and ‘orange’. By contrast, unnecessary loans amsettihat “coexist with the native
analogue but usually in a semantically altered itash such as ‘veal’, meaning
‘yearling’ or ‘calf’, but actually used also to exfto the meat from the animal rather than
the animal itself (Mahootian, 2006: 513).

However, Kelly-Holmes (2005) calls for going a sfepther in the use of ‘code
switching’ as the reference term to the employnoémbreign words in advertising texts.
Indeed, there are many reasons “why a different efapoking at such texts seems
desirable, albeit using many of the basic ideasode-switching” (Kelly-Holmes, 2005:
11). For example, code-switching theory has mategynmed from research dealing with
oral data from ‘spontaneous’ and ‘natural’ commatian (Kelly-Holmes, 2005: 11).
Besides, in code switching speakers may activetiygenuinely make choices between
terms, something different from a simple borrowrig particular lexical item as in the
case of multilingual advertising (Kelly-Holmes, Z00Q.1). Indeed, “in many cases, in-
depth and familiar knowledge of the foreign langrag neither displayed by the
advertiser nor assumed on the part of the adveftideelly-Holmes, 2005: 11-12).
Moreover, the very context of foreign languagesauivertising texts would seem
responsible for the need of a special treatmenttduts commercially driven nature
(Kelly-Holmes, 2005: 12).

It seems more plausible to refer to this phenomeabmmultilingualism in
advertising texts as ‘foreign’ words display, alilgh even this definition does not come
without caveats. As already mentioned, the intgtion of the nature of a foreign word
does not come straightforwardly, since “[u]sage]lsm, phonology and other factors all
combine to make a word more or less ‘foreign’ (geHolmes, 2005: 14). Besides, host
languages may have different degrees of toleraritte negard to the acquisition of
foreign words and lexical borrowings, and this rhappen not only between languages,
but also between different linguistic culturesvasdl as between different political and
historical circumstances (Kelly-Holmes, 2005: 15).

65



Then, as explained by Bhatia and Richie (2013: 569¢n the acceptance of
language mixing in current global advertising se¢worise characterised by three types of
different attitudes, namely, the negative attitutthe neutral attitude, and the positive
view. As regards the first perspective on the matésearch has shown that it is the most
universally found among the population at largel &rseems to originate from the long
history of linguistic prescriptivism and purism Wewide, which has regarded language
mixing as a sort of ‘linguistic deficiency’ (Bhatend Richie, 2013: 569). However, it
would seem paradoxical that, acknowledging the cerorally driven nature of
advertising texts, advertisers still continue tdilsirately make use of foreign words
despite their supposed negative aura.

Not only do advertisers find language-mixing to riural, they also find language-
mixing and even multiple language-mixing, togetiwéh the mixing of various scripts,

worthy of inclusion in their advertisements (Bhatiad Richie, 2013: 570; cf. Hornilet
al, 2007).

Then, according to the neutral attitude, languageng is employed just for “low-level
cosmetic effects, such as ad hoc attention get{iBgatia and Richie, 2013: 570). From
this perspective, the use of foreign words in dipaar language is seen as a transient
fad or a one-time and momentary charm. A probakfga@ation for this attitude is the
fact that foreign languages seem to be used ocwbidby advertisers as means for
getting the attention of the potential purchasArtually, “this use of language-mixing
is globally rare [...]; it does not come close to@aating for even the tip of the iceberg
of the actual incidence of language-mixing in atigarg” (Bhatia and Richie, 2013: 570).
Finally, the positive attitude, which is currenthe most followed approach to language
mixing, is characterise by the recognition thatuke of foreign languages in advertising
is the response to the deeper and creative neealdveftisement writers “to create the
desired effects of persuasion, naturalness, aret stitio-psychological effects in their
language” (Bhatia and Richie, 2013: 570).

Furthermore, according to the study of Aldenhal (1999), the use of foreign
languages falls into brand positioning strategtes. example, foreign words may be
employed in order to appeal to a certain sub-calltgroup, as in the case of Spanish in
American advertising to Hispanics (Aldeih al, 1999; cf. Bishop and Peterson, 2011).
This strategy is considered part of a ‘local consugulture positioning’ (Alderet al,

1999). Then, in ‘foreign consumer culture positiaij “a brand could associate itself
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with a specific foreign consumer culture by emphayspoken and written words from
that culture in its advertising and/or brand naiffdtienet al, 1999: 77). In this case, the
fact that advertisement's effectiveness appearbetenhanced by foreign language
display seems to find a probable explanation froenfact that consumers are more prone
to remember words that come unexpected (Doratzal, 1995: 102). Indeed, foreign
words produce an interruption in the consumerséseh of advertisement and require a
deeper processing of the information they carryni@al et al, 1995: 102). However,
another account for this effectiveness is likelycmme from the study of language
attitudes in sociolinguistics (Hornilet al,2013: 153). In this field of research, languages
are supposed to convey particular information alibat— social — identity of their
speakers or writers (Hornikat al, 2013: 153; cf. Giles and Watson, 2013). Indeed,
“[tlheory on foreign-language display argues thas inot used for the literal content it
conveys, but for the associations it evokes” (Hotrat al, 2013: 154; cf. Kelly-Holmes,
2005; Piller, 2003; Piller, 2001; Ray al, 1991).

In this respect, a recent study by Hornikx and Whaaurs (2017) has found proves
that foreign language display in advertisementgeseas implicit country of origin cues.
As the authors explain,

the use of an FL [Foreign Language] (e.g., a Gerstagan) is believed to suggest (rather
than directly indicate) the relevant COO [CountfyQwigin] (e.g., Germany), which, in

turn, should enhance consumers’ evaluation of theyrt that is advertised (Hornikx
and Van Meurs, 2017: 60-61).

Figure 9 (next page) shows the conceptual framewbthese assumptions.
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Figure 9: Conceptual framework identified by Hoon& VVan Meurs (2017: 61) [Personal adaptation].
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In particular, their study proved

1. the existence of the dependency of foreign langsiagehe relevant country
of origin: “in the context of a product ad, consusmeere overall found to
link languages to countries with which the prodsdipically associated”.
Besides, “consumers’ perceptions of FLs rely oiir theowledge of COOs
and typical products” (Hornikx & Van Meurs, 2Q166);

2. that foreign language display evokes the same kofdassociations as
country of origin: “[tlhe frequency of the categesiof associations (e.g.,
product, advertisement, body copy) evoked by awidld an FL does not
differ from those evoked by an ad with COO” (Hopn& Van Meurs, 2017:
68);

3. that advertisements with a congruent foreign lagguare as effective as
advertisements with a congruent country of origdesides, “[...] for ad
liking, congruent FL ads were found to be bettieedi than congruent COO
ads” (Hornikx & Van Meurs, 201789).

Consequently, from these findings it is easy toansdnd the phenomenon of

Italian sounding (see Chapter 2). Indeed, if congsathat actually offer authentic
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products may use foreign languages in order toreehthe effect of country of origin,
foreign language display may also be exploitedréate ‘fake’ associations between a
‘non-authentic’ product and the particular courdfyrigin from which a company wants
to benefit. This is possible because, as this shady shown, consumers are prone to
making connections between languages, countriespaoducts (see Chapter 1; cf.
Aichner, 2014; Domzadt al, 1995; Kelly-Holmes, 2005; Raat al, 1991).

3.3.The Italian Language Abroad: an Overview

The layout of the Italian language today — botRumope and in the rest of the world
— iIs the result of an articulated evolution. Frdra high degree of respectability among
the most elite circles of the other societies m Riddle Ages, to the great esteem that
the Made in Italy brand has won nowadays, thealtalanguage and culture have always
been able to diffuse beyond national borders (Dati@e, 2011). Recent studies have
tried to give account for the current use of tladidn language abroad. The results seem
to suggest that, in today’'s world, the Italian laage has nothing to envy to the
pervasiveness of the English language. Indeedtdhan words in the English language
actually outnumber the English words that have beeluded in the Italian language
(Tavosanis, 2018). Besides, if in the past theialtallanguage in Ameri¢d was
stigmatised and associated to illiteracy, poventy @egradation, now the Italian language
seems to have re-emerged as being a prestigiogsdga (Lanzilotta, 2014). Evidence
for this — to some extent — new revival comes fatatistics: from 1960 to 2016 there has
been an increase by 512 % in terms of Italian stisdenrolled in university courses in
the United States (Modern Language Association) H.d

Concerning the reasons for the employment of tleit language abroad, Casini

(2015) gives evidence for the fact that the Italemguage has been used worldwide not

13 Actually, the language spoken by the ltalian immaids to the United States in the first half of the
twentieth century should not be regarded simplytfas Italian language’. Indeed, as Lanzilotta (2014
reports, it is better to talk about ‘ethnic langesig since most Italian immigrants were illiterated only
spoke their own vernacular languages.

14 Data retrieved from ‘Language Enrollment Databak#58-2016’, Modern Language Association
(MLA), the leading American association for thedstwf languages and literature.
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only as means of communicatibhRather, it has been employed as an ‘language of
identity’ — that is, a language that expressestcpéar identity. Indeed, having analysed
the use of Italian in urban semiotic landscapes,atlithor argues that Italian has been
employed abroad thanks to its inherent capacitgwalking particular values, such as
those linked with Made in Italy and the Italiantoué — that is,buon gustaq’ creativity,

art, and positivity (Casini, 2015). Therefore, éems that the attraction for the Italian
language has to be considered in terms of a widetegs of competition between
languages. As Casini clarifies, this stands foritlea that languages — and thus their
speakers — are at the same time the reflectionhenactualisation of the identities at play
in the broader processes of competitiveness betedéural, social, and economic and
productive systems (Casini, 2015: 91). In other dsor|l]'attrattivita di una lingua
rimanda in termini semiotici al grado di attrattividel sistema Paese, delle sue industrie,
dei suoi fattori di riconoscibilita a livello plategio” (Casini, 2015: 91).

Yet, Lanzilotta prefers to consider this employmeithe Italian language abroad
as ‘commercial language’. For example, in the UWhB¢ates — but, actually, this is easily
recognisable all over the world — there is a trentlalianise even what is not Italian, as
in the case of Starbuck, which offers products withlian-like names such as
‘frappuccino’and taramel macchiatoLanzilotta, 2014: 72). Indeed, abroad the most
widespread Italian words come from the world oturd. However, the number of Italian
words related to food entered in the English lagguin the twentieth century showed
an increase in number — if in the first half of demtury they represented a quarter of the
total, in the following period they were about dflzend, towards the end, they came to
exceed by 70% (VIVIT, n.d.). Indeed, as it is &tdsn VIVIT website, among the Italian
words that have made their fortune in the worldsthcoming from

[...] il settore del cibo e della cucina si preseatane uno dei piu ricchi, dinamici,
suggestivi, se non il pit importante in senso agsolL'immagine dell’'ltalia all’estero
[...] & strettamente, intimamente legata all'ideasia cibo, che costituisce un modello
di unanime apprezzamento, si direbbe quasi un Fraltermini tradizionali e termini piu

moderni, [...], il cibo italiano & un fattore potertteidentita interna e di identificazione
del concetto e dellimmagine dell’ltalia all’estero

15 As reported by Casini (2015), surveys has shownhrtiore than 20 % of non-Italian speakers decide to
learn Italian for utilitarian reasons. In thesentey the Italian language is considered as a ‘laggweth
instrumental value’ (Casini, 2015: 92).
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As Lanzilotta (2014: 77) underlines, the propitionement for the Italian exports and the

increasing interest in the typically Italian valuesinot be separated from the worldwide

passion for the Italian culture. It is easy, thenjnderstand how

[...] 1l successo del Made in Italy [italics in theginal], e l'interesse nell'importare molti
prodotti italiani nel mercato americano, e piu engrale internazionale, continuano a
contribuire al successo dell'italiano” (Lanzilote914: 76).

Therefore, to promote the Italian culture meangreserve the interest for and the

commercial status of the Italian language abroahZfilotta, 2014: 82). (Table 8 below

gives some examples of Italian words from gastronased abroad).

Year or Historical Period

Host Language

Italian Words Used Abroad

1517 Spanish Maccheroni,in the adapted fornmaccarones’.
1599 French Maccheroni,n the adapted forrmacaroni’.
1599 English Maccheronj in the adapted fornmacaroni’.
15th century French Mortadella in the adapted forrmiortadelle’.

1553 French Vermicelli in the adapted fornvermicelle’.
1669 English Vermicelli,in its original form.

From the 16th Century English Antipasto, polenta, bologna

From the 16th Century French Lasagnejn its original form.

1846

American English

Lasagnein its original form.

Between the 18th Centur
and the 19th Century

English, French

Confettj in its original form.

Between the 18th Centur
and the 19th Century

Spanish

Confetti,in the adapted forritonfeti’.

At the end of 19th Century

English

Pappardelleandpanettonein their original form.

1852

1855

1877

1888

1911

1923

1929

1935

Salami

Risotto

Ricotta

English (attested

Spaghetti

in America)

Mozzarella

Rigatoni, scampi

Ziti, zucchini, prosciutto

Pizza

From the 20th Century

From the Sixties

Spaghetti, espresso, cappuccino, cannelloni,
mortadella, panna, ravioli, risotto, salame

Attested in almost
thirty languages

Bruschetta, carpaccio, ciabatf&nown in the

plural form ‘ciabattag; pesto, rucola, Parmigiano,
mozzarella, olio d'oliva, aceto balsamidayfalle
(small pieces of pasta shaped like butterfliesgajn

From the Eighties

Attested in over
twenty languages
including
Japanese,
Indonesian, Thai

and Lao

Tiiramisu

Table 8: Italian words from gastronomy used abr&adsonal elaboration drawn upon information
found in VIVIT website (n.d.)
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In this respect, thédccademia della Cruschas been at the forefront in the
activities aimed at analysing, protecting and prongothe use of Italian abroad. Among
the many activities, it is worth mentioningIVIT-Vivi Italiano’. In particular, it is an
online database that is one of the largest intedraligital archives of educational
materials, texts and multimedia documents spedljidauilt for the circulation of
knowledge about the Italian linguistic and cultun@ritage abroad (Accademia della
Crusca, 2015). In addition, th@s$servatorio degli italianismi nel mondo (OINas been
created as part of the ‘VIVIT Project’. This welrfad aims to be the digital transposition
of the Dizionario di italianismi in francese, inglese, tsto (DIFIT) which is directed
by Harro Stammerjohann and is the first compardéxeographical work collecting and
explaining in detail all the examples of Italiannad® used in the three major European

languages, namely, French, English and German (Ql§]).

3.4.Conclusion

“Advertising is more than words; it is made of cué” (De Mooij, 2014: 6). As this
chapter has tried to show, in order for it to bie@fve and, thus, profitable, advertising
should be shaped according to the cultural chaiiatitss of the target audience. Broadly
speaking, the cultural elements that determindayeut of an advertisement are linked
to Hofstede’s dimensions — as De Mooij (20014: 184plains, “[they] are practical
because they are limited in number and becauseavejap relatively little and cover
most countries in the world”. When establishing thteucture and content of an
advertisement, other elements to pay attentiorrédbe degree of context in the target
culture’s communication system and the types afiesland motives that should define
the message in order to appeal to the target acalifihis means, in other words, that
effective advertising should be tailored accordimgulture.

Moreover, it should be noted that advertising i ¢éxpression of the underlying
changes taking place at the global level. New teldgies and new means of
communications are considered to be among the nragponsible factors for the
evolution of the communication process and styleer&fore, new communication
models have been developed in the effort to prowide theoretical substance to the new
forces and the new relationships at play in thesg processes. Consumers, then, are
more (inter)active than the past and informatiosasnuch accessible that there seem to

be no actual obstacles for it to be exchanged. &&eglready mentioned before, the only
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boundaries that still resist this increasingly intenected and open environment are
those that define cultures. In other words, a patasl at play: new technologies and the
enlargement of the markets have made the contdeebe people from very different
cultures possible, which in turn has risen the [@wbof how to pursue effective
communication. Indeed, as Bettiol (2015: 68) warms, the current globally
heterogeneous context, “[a]llaumentare della digsa culturale dei consumatori,
maggiore dovra essere I'attenzione alla modali@odiunicazione”.

In intercultural advertising, these issues are exaentuated. Yet, the multilingual
nature of the advertising message is not to beregféo as a mere displaying of different
identities come into contact. Indeed, given the mwamcially driven nature of
advertisements,

the choice, use and functioning of [...] foreign wardccents and languages is primarily
driven by symbolism, by connotation rather than adation, and by the way the

visual/aural aspect or the form of the advertisamaather than the informational or the
content aspect — is formulated and understood yKédiimes, 2005: 25).

In intercultural advertising, then, foreign wordsaynbe considered as ‘fetish’: “they
represent the attempt to use language to achigagiaular market-oriented goal” (Kelly-
Holmes, 2005: 36). Thus, itis of little importangbether the target audience understands
the foreign word in an advertisement, “so longtaslls up the cultural stereotype of the
country with which the language is associated” [y<eloimes, 2000: 67).

As regards the use of the Italian language abraealemics seem to agree that
nowadays Italian is employed for the symbolic megnihat it carries. The renewed
prestige of the Italian language in the world carcbnsidered linked to the international
success of Made in Italy products, which — as dised in the previous chapter — are
synonymous with excellence and quality. This idipalarly true for the Italian words
coming from the sector of gastronomy. Here, themven a tendency to mock the Italian
language when naming new products or places -tdharl sounding (see Chapter 2) is a
clear example of this phenomenon. Therefore, ngtadwes the Italian language function
as a denotational language — as in the case, &nge, of loanwords and borrowings —
but it also expresses denotative elements that a®itereotypes. Having said that, the

analysis now will move on to its core part.
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Chapter 4
Multilingual Advertising: an Analysis of Barilla an d Lavazza TV Commercials

This chapter contains the actual study aimed atarsg the research question: ‘Is
communicating Made in Italy through the Italiandaage a strategy used in international
marketing?’. To do so, it has been decided to iotstine scope of analysis to two
companies: Barilla and Lavazza. The reasons didhis of this choice are many. Firstly,
they are both Italian-run companies that belonthéoagri-food sector, one of the most
buoyant areas of the Italian economy (see Chapt&ezondly, the products they sell —
l.e. pasta and coffee respectively — fall into tbp ten of the most exported Italian
products (see section 2.2). Thirdly, within theategories, they have also been listed as
the number one companies in terms of selling ab§dajd, 2018). Finally, the choice has
also been driven by some practical consideratimaged, their websites provide enough
material for conducting a diachronic analysis ofe tistrategies employed in
communicating Made in Italy, as they have ad hgtali archives of their international
advertising campaigns. Therefore, Barilla and Laaageem to represent the perfect
models for the aim of this analysis.

The next section will provide overviews of the canjgs’ histories, in order to
have a clearer idea of the brands analysed. Thencliapter will proceed with a
description and analysis of the TV commercials. Tesults will be shown in the

following section, while the concluding remarksvaié provided in the last one.
4.1.Barilla and Lavazza: Background Information

4.1.1. Barilla: not just ‘Masters of Pasta’

Barilla is an Italian family-owned food companys history dates back to 1877,
when Pietro Barilla opened a small bread and &ip in Parma. In 1910, his children,
Riccardo and Gualtiero, were able to begin the gsscof industrialisation by
inaugurating a new pasta factory and launchindfiteetrademark (Our History, n.d.).
The establishment of Barilla as a pioneering conpg@egan in 1936 — Riccardo’s son,
Pietro, started the commercial network developnaet fostered an innovation in the
production of pasta, with the introduction of newaahinery and a special type of pasta
aimed at solving the nutrition problems of ItalyuiHistory, n.d.). The 1950s proved to
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be a watershed for the company: Pietro went tdJihiged States, where he could learn
from the latest theories in the fields of marketemgd advertising, and the company
decided to focus their production only on pastar(Bistory, n.d.). Later, the world
economic crisis of the Seventies forced Pietro dlh the company to an American
multinational corporation, but company managers aiegd and continued with
development, launchingMulino Bianco’ in 1975 (Our History, n.d.). After Pietro
succeeded in buying his company back in 1979, he] “€ontinued his innovative
approach in communication with advertising comnadscby famous directors such as
Federico Fellini and cartoons likdulino Biancds Little White Miller” (Our History,
n.d.). At the end of the twentieth century, the pamy landed west aspiring to conquer
the American market, while in 2017, after havinggbished commercial offices and
factories in Canada, Mexico, Brazil, Turkey, RusS@gapore, China, Australia and
Japan, the slogan was united worldwide under thesghiMasters of Pasta’ (Our History,
n.d.; Rapporto 2018). According to the compangtest report,

Barilla & leader nel mercato della pasta in Itelinel mondo. Presidia il segmento dei

sughi pronti, con oltre 40 ricette diverse. Inolfére quasi 180 prodotti da forno che

coprono momenti di consumo dalla prima colaziorfe@di pasto. [...] Abbiamo 28 siti

produttivi, 14 in Italia e 14 all’estero, che ogmino producono oltre 1.800.000 tonnellate
di prodotti alimentari, che esportiamo in piu dD1Paesi (Rapporto 2018).

Yet, not only is Barilla increasingly succeedingpimducing and marketing pasta
all over the world, but it has also been commitiisglf to social and scientific activities.
For example, in 2004 it inauguratedtademia Barilla, a cultural project dedicated “[...]
to safeguarding, developing, and promoting theorai Italian gastronomic culture as a
unique World heritage” (Our History, n.d.). In 20G8en, there was the birth of the
‘Barilla Center Foundation for Food and Nutritioa’ centre aiming to analyse — with a
multidisciplinary approach — the major global issuelated to food, nutrition and
sustainability. This focus on food safety and o shistainable use of planet resources
turns a new page in Barilla’s history, strategy amion, now marked with the claim
‘Good for You, Good for the Planet’ (Our Historydn Rapporto 2018). Furthermore,
Barilla has even tried to export the model of cerality and pleasure of healthy eating
of the Mediterranean diet by opening ‘Barilla Restamts’ all around the world
(Adnkronos, 2017). Barilla’'s goal, then, goes beydhe making of high-quality

products: it also promotes healthy lifestyles aodtanable nutrition, the support for
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national agriculture, and aims at continuous imprognt of existing products and the

enhancement of diversity as a value (Adnkronos7201

4.1.2. Lavazza: High-quality and Sustainable Coffee

The company’s fortunes began in 1895, when Luigradzaa opened the first
Lavazza Drogheria in via San Tommaso, in Turin.ddkl groceries and products for
everyday use, but his passion was coffee. Indeed wip to Brazil he discovered the
different origins and characteristics of this pland studied the art of blending to satisfy
the tastes of customers in an age of great charg8t6ria, n.d.). Then, in 1927 the little
shop developed into a small business with the kslabent of ‘Luigi Lavazza S.p.A.’, a
family-run company that begun the conquest of ttowipce thanks to a fleet of vehicles
and a sales network (La Storia, n.d.). After WoNdr Il, the Lavazza Brothers had the
intuition to focus only on the production and madikg of coffee in branded packages
and, in 1949, they patented a cylindrical contawi¢h a pressure lid, which evolved into
a vacuum-packed can the year after (La Storia).rBetween the Fifties and Sixties,
Lavazza became the first coffee company in Italylevheginning its expansion even
outside the national boundaries. The ambition efdbmpany to increase the production
of high-quality blends resulted in the foundatidn©@entro Luigi Lavazza per gli Studi e
le Ricerche sul Cafféa centre devoted to the promotion of the adaifee blending and
its consumption (La Storia, n.d.). Turning poimshe company’s European expansion
are the opening of the first Lavazza headquartersaa in Paris in 1982 and the setting
up of its foreign affiliate, Lavazza Coffees Ltdh, London in 1990. The Nineties are
characterised by some collaborations with art@tefs and designers that contributed to
new communication campaigns and the realisationse@f blends and products (La
Storia, n.d.). In 2004, then, the social commitnexived into the creation of ‘Giuseppe
and Pericle Lavazza Foundation’, a non-profit org@ion that wants to improve the
living conditions of people in coffee-producing otes, while the company launched
the project {Tierra!l’, an initiative aimed at promoting sustainabilipcial development
and economic growth of smallholder communities @vealoping countries (La Storia,
n.d.). Nowadays Lavazza is established in fiveioents and has become a brand capable
of combining the taste and the pleasure of Madkaly with the determination of the
commitment to sustainability: in 2018 it was awardihe ‘Superbrands Awards’,

internationally considered the ‘Oscars’ for brafidsvazza, 2018).
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4.2.Research Design: The Data

The aim of the current work of research is to fivicether the employment of the
Italian language is (or is not) a used strateggammunicating the country of origin in
TV commercials by two Made in Italy companies thatong to the agri-food sector —
Barilla and Lavazza. In order to do this, data weodlected from 36 television
advertisements by Barilla and Lavazza that wasdwasted in different Anglophone
countries from the late Nineties to January 28TBhe material was found on the Internet.
In particular, as regards Barilla ads, the corpas @reated as to find a solution to the fact
that the main web portal of the company does novige archives of advertising
campaigns. Therefore, a twofold method was empldyestly, | looked for the Barilla’s
YouTube channel (Barilla, n.d.) in order to see tukethere was a section dedicated to
the TV commercials of specific countries. Here,yothle British, Irish and Australian
advertisements were found. Secondly, | searchespfexific text strings on the main page
of the website *YouTube’ in order to find the Am=an TV commercials. The text strings
were chosen in order to find as many results asilplesn accordance with the aim of the
work.}” At the end, a total of 15 TV commercials was faufkis method may not have
provided every TV commercial broadcasted in theousr Anglophone countries, yet it
certainly gave enough material for developing &ltianic analysis of the employment
of the Italian language.

As regards Lavazza, the research process was easter the website of the
company had a specific page dedicated to the asiwgrtcampaigns of the last twenty
years (Lavazza, n.d.). Then, in order to be surdaving found as many results as
possible, even the company’s YouTube page waslss@rdhere it was possible to find
the same results as in the archive page, but hathddition of a specific section dedicated
to the 2014 Australian TV campaign ‘#FromlitalyWidsgBion’. At the end, a total of 21
TV commercials was found. See Appendix 2 for theglete list of the TV commercials

analysed.

16 The research process took place in January 2018.

7 The text strings were the following: ‘Barilla USVTcommercials’ and ‘Barilla America TV
commercials’.
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4.3. Foreign Language Display: The Analysis

Drawing on literature about advertising discour§®odk, 1992), multilingual
advertising (Piller, 2000) and country-of-originagegies (Aichner, 2014), it was possible
to establish a method of analysis. In particula,ddvertisements were divided into three
main elements or components, namely music, visandllanguage. This was decided
drawing on Cook’s subdivision of TV advertisemants three ‘modes’ — namely, music,
picture and language — and following Piller's asptian “[...] that multilingualism can
occur in any of these modes, that it is not confiteethe language mode only” (Piller,
2000: 264; Cook, 1992: 37). In this current worlkaoglysis, the element ‘music’ refers
to the use of songs, special sounds or jinglesn,Tine term ‘visual’ refers to any visual
reference to a particular country, whether in fooh setting/landscape/building,
flags/symbols or endorsers, i.e. famous actorstereastypical characters. Finally, the
component ‘language’ presents the following sulsidris: product nam€, spoken
language and written language. See Figure 10 bfotine visual representation of the

scheme just described.

Music Theme song

Setting
(landscape, buildings)

Advertisements' i
Visual Flags - symbols

Elements

Famous - stereotyped
people

Product name ]

Language Spoken language l

VINIVANSI

Written language }

Figure 10: Advertisements’ elements taken into meration (personal elaboration).

18 Since the brand names are both Italian, theyair¢éaken into account here.
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Table 9 and Table 10 (next pages) show how thewsrcomponents in the TV
advertisements by Barilla and Lavazza are develdpdabth tables, any reference to the
language/culture of the target audience will pregba abbreviation ‘EN’ since the
language used can be broadly defined as ‘Englighile any reference to the foreign
language — i.e. Italian — will have the ‘IT’ tagurfther explanations with examples will
be provided in the next sections.
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TV commercial Year Country Theme song Setting Flags- Famous— Product Spoken Written
symbols stereo. peopl name language language
Al Dente 199¢ IT IT - IT IT EN+IT EN+IT
Spaghetti Noodles 1999 - IT - IT IT EN+IT EN+IT
The Choice of Ital 200z USA IT IT - IT IT EN+IT EN
Mille Lune Mille Onde 200(s IT IT - IT IT EN+IT EN
Sister: 200¢ IT IT - IT IT EN+IT EN
The Dream by Javier Blan 200¢ AUL - IT IT IT IT EN+IT EN
The Dream by JavieBlancc 200¢ USA - IT - IT IT EN EN
The Perfect Nigt 201z USA IT IT - IT IT EN +IT EN
Taste the Differenc 2014 AUL - IT - IT IT EN EN
Eggg:'mgzc;?merc'a' witt 2015 USA IT T - I T EN+ IT EN
The secrets to be more BRAY - : T . T EN+IT | EN+IT
:C”Oili'ifs tobemore BRAVO | 5516 Ulgé‘ - - IT - IT EN+IT | EN+IT
want to be more BRAVO - : T . T EN+IT | EN+IT
chaghettl Marinara ‘On tt 2016 USA T : . : T EN+ IT EN
Masters of Pastwith Roger . ) -
Federer & Davide Olda 2018 I.C. EL IT DE** + IT IT EN +IT EN
EN =0 EN =0 EN=0 EN=0 EN=2/15 EN =
= = = _ ;
IT=7/15 (47%)| IT =11/15 | IT =4/15 I('I(;7(y1)0/15 EN=0 |(11_3_'50A)) (137/%/5)
Total EL* = 1/15 (73%) (27%) ) IT = 15/15 - 7
_ _ DE +IT=1/15 EN+IT = IT=0
(6%) -=4/15 -=11/15 7%) (100%) 13/15 EN+ IT =
-= 0, 0, 0, -
7115 (47%) | (27%) (73%) Z= 4115 (27% (86.506) 5/15 (:3%)

Table 9: Analysis of Barilla TV commercials [I.Claternational Campaign. See Appendix 1 for the otloeintries’ abbreviations].
*. EL refers to the Greek theme music call&itaki’,

**. DE refers to the German nationality of RogedEeer, the tennis player coprotagonist in this cenual.
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TV commercial Year | Country | Theme song Setting Flags- Famous— Product Spoken Written
symbols stereo. peopl name language language
Lavazza, Italian for Lif 200C UK IT* IT IT IT IT EN EN
Espresso Trevi 2008 - IT IT - IT EN EN+IT
Espresso Hani 200¢ I. C. - - - - IT - EN+IT
Espresso Venice, A MocMio | 2011 EN IT IT IT IT EN+IT EN+IT
#LavazzaDelivery brings fre | 1, | g - EN EN+IT EN+IT T . EN+IT
coffee in a New York twe
Bar San Tommas - IT IT IT IT EN+IT EN+IT
Training Centr - IT IT IT - EN+IT EN
Friends Hous - IT IT IT IT EN+IT EN+IT
Caffé Sospes 2014 AUL - IT IT IT IT EN+IT EN+IT
Travel Agen - IT IT IT IT EN+IT EN+IT
Ready to FI - IT IT IT - EN+IT EN
Back to Italy - EN+IT EN+IT EN+IT - EN+IT EN
A Modo Mio ltaly's Favourite | 514 UK ; EN+IT EN+IT EN+IT T EN+IT EN
Italy’s favourite coffer 201F - EN+IT EN+IT EN+IT IT EN+IT EN
Italy’s favourite coffer 201F AUL - EN+IT EN+IT EN+IT IT EN+IT EN
More To Tast 201F I. C. - IT EN+IT IT - EN+IT EN
Prontissimo Medi 2016 UK EN ENIT EN IT IT - EN+IT
Prontissimo Intens EN ENIT EN IT IT - EN+IT
I'M BACK 201¢€ USA IT IT EN+IT EN+IT - EN+IT EN+IT
Born Socia 2017 I. C. EN EN+IT - EN+IT - - EN+IT
Capsul 2017 I. C. EN EN/IT EN+IT IT IT - EN+IT
EN = 1/21 (5% _ _ _
EN =5/21 IT=11/21 EN =2/21 E'N—_lg/21 EN =0 I(EQN5;/§/21 (E?)'\é(;)S/ﬂ
(24%) (52%) (9.5%) _0/ IT —_21/21 IT.— (()) IT —(3)
IT*=2/21 | ENHT=5/21 | IT = 9/21 (a3%)| O7%) = =0 =0
Total (9.5%) (24%) EN4IT = 8/21 EN+IT =7/21 | (100%) EN+IT = EN+IT =
S2 1401 EN/IT = 3/21 (38%) (33.5%) -=6/21 13/21 (62%) | 13/21
(66.5%) (14%) Sz 221 (9.5%) | 222t (28.5%) - =6/21 (62%)
_ (9.5%) (28.5%) -=0
-=1/21 (5%

Table 10: Analysis of Lavazza TV commercials [I.@hternational Campaign. See Appendix 1 for theptountries’ abbreviations].
*: The music theme is supposed to refer stereotlyito Italy, but it seems to be a Sparlike music to an Italian e:



4.3.1. Song/Music

Almost half of Barilla TV commercials (47%) emplogengs or music that, in a
way or another, refer to Italy. For example, in 1886 ad, a typically Italian instrument,
a mandolin, plays the theme music, which seemsmitate a type of Neapolitan
tarantella From 2003 to 2008 and in 2015, the music emplagé&bcelli’s ‘Mille lune
mille ondé, while in 2012 there is an instrumental versidth@ famous Italian song\el
blu dipinto di biti by Domenico Modugno. The music employed in th&@@6ommercial
seems to imitate an Italian-like composition, alitplo there is no direct reference to any
particular Italian song or music. In the 2018 T\neoercial, Barilla employs th®irtaki,
a Greek composition that seems to clash with tiadidhness’ of the product. As Natali
(2018) hypothesises, this peculiar choice may le® $& an attempt to associate the
product to the broader concept of the Mediterramietnrather than simply to the concept
of ‘Italianita’. Undoubtedly, it seems a questionable choice tibedian audience. Then,
the symbol ‘-’ refers to those compositions that aot attributable to any country, but
rather function as a music theme of the brand. Whakimg into account the diachronic
aspect of these results, it seems plausible tonclhat communicating the country of
origin through music may no longer be a chosenegiyaby Barilla advertisers. Besides,
according to the target country, the data analgssin to indicate a specific trend: the
reference to Italy by means of music is a straggployed in TV commercials aimed at
an American audience.

As regards Lavazza, almost a third of the musioatmositions employed in the
TV commercials here analysed (33.5%) has somedineference to a country, the other
two thirds have no direct reference to any courfiiye TV commercials out of twenty-
one have songs with English lyrics, while there tave TV commercials that employ
supposedly Italian music. However, among these tmty, the 2016 USA TV ad has a
specific reference to Italy by means of musice- i’ltaliana in Algeri: Atto I by
Rossini. Conversely, in the 2000 UK TV ad, thera ilieme music that an Italian ear
would define as ‘Spanish’ — that is to say, in fingt part of the commercial, the theme
song might imitate an Italian mandolin music, yetthe second part, the rhythm and
chords refer to the typical Spanish flamenco mudics means that there is only one real
reference to Italy by means of music. When takimg iconsideration the diachronic
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aspect of the analysis as well as the target cpumtseems that music is not the mode

chosen for triggering any association with thedtalkcountry.

4.3.2. Setting, Flags and Symbols, Famous and/or Stereotyg People

In 11 TV commercials by Barilla (73%), there is laar reference to an Italian
setting. Whether it is a street market (as in thsecof 1996 USA and 2003 USA
commercials), a typically Italian landscape (a2®0 USA, 2008 USA, 2009 USA and
AUL, and 2012 USA commercials) or an Italiarattoria’ (as in 1999 USA and 2015
USA commercials), the company seems to rely stsoinghe evocative power of images.
The symbol ‘-’ refers to a ‘neutral’ setting, thata kitchen or other domestic rooms,
which do not provide direct reference to a spectmuntry. From a diachronic
perspective, it seems that evoking Italy by medrsetiing has been a very used strategy
since the beginning. Indeed, the only TV commesctabt do not refer directly to an
Italian landscape are those that show a referenitaly through the Italian flag —i.e. the
2016 ‘BRAVO’ campaign for the United Kingdom anéland. Even the use of famous
or stereotypical people from the country of origira strategy employed in most of the
TV commercials. For example, one of the protagsro$the 1996 USA commercial is a
cook that resembles the stereotypical image otaah mature man — that is grey hair
and moustaches, and olive complexion. The same engppvith the 1999 USA
commercial. Also, in the 2003 USA commercial aridta actor, Giorgio Farnesi, is
starring, while, in the 2018 commercial, the famtaban cook Davide Oldani co-stars
with the famous Swiss tennis player Roger Federgnese presence may be justified by
the reference to a cooking show and the resultingl dhey develop during the
commercial (Natali, 2018).

As regards Lavazza TV commercials, most of thembzagaid to refer directly to
Italy by means of setting (52%), flags or symbdl8%) and famous and/or stereotyped
people (57%). Yet, some commercials among all tluagegories show a mixture of
references to the target cultures as well as tdt#fian one. For example, as regards the
settings, the most recent commercials are charsetepy an ‘EN + IT’ reference — which
means that the protagonists are shown both in &aty in the target country —, or an
‘EN/IT’ setting — meaning that the landscape/buitgimight easily refer to either one or
the other. Among the various symbols employed (#g.iconic FIAT 500 car), it is

possible to find a peculiar mixture of EN and If.darticular, in some ads (e.g. in the
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2015 international campaign, in the 2015 and 20tiisB commercials), instead of
having the typically Italian little coffee cup, th@otagonists drink from huge mugs
branded Lavazza, a scene that in Italy might bleeratlifficult to see. Finally, with

reference to the use of famous and/or stereotymegle, two are the cases worth
mentioning. The first one refers to the commerddre to Taste’, where the storyteller
is Sergio Castellitto, a famous Italian actor knaatran international level. The second
one actually refers to the commercials of the cagm#FromlitalyWithPassion’, where

the protagonist is a typically Italian barista thratvels all the way to Australia to bring

the ‘real Italian coffee’.

4.3.3. Language: Product Name

The subcategory category ‘product name’ refersifipaity to the language used
in the name of the product advertised, whethepjtears in its written and/or spoken
forms. As can be easily observed, in both compam¥gommercials, any product name
Is always conveyed in Italian. There is no lexmddptation to the host language, nor any
modification in the morphology of the terms — tlgtin these ads there is no instances of
words such as ‘baristaor expressions like ‘on@anini. For example, in the in the
‘Piccolini Commercial with Roger Mazzeo’ (2015, UsAhe protagonist grabs a box of
pasta where the description sayRictolini / Mini Farfalle’, while the cooking
suggestions are written in English (‘cooks in onipinutes’). Other examples come from
Lavazza 2016 commercials aired in the United KimgdbBlere the products are marketed
under the name®rontissimo Mediband ‘Prontissimo Intenso'®

A point to make regards the word order. For exampl&he ‘Piccolini Commercial
with Roger Mazzeo’ (2015, USA), the speakers utferd new Barilla Piccolini”, which
in Italian would have beemuovi Piccolini Barilld, with the brand name used as a post-
modifier rather than a pre-modifier. The same happe the ‘Spaghetti Marinara ‘On the
Couch” (2016, USA), where the word order follovwetEnglish language rules (“1 box
Barilla Spaghetti” rather tharil“scatola di spaghetti Barilly These are examples of

how foreign words are displayed following the syntd the host language. As regards

19 Although in English the term ‘pronto’ is taken findSpanish (meaning ‘quickly, promptly”), the suffix
issimo’is easily associable to the Italian language éyea non-Italian audience. Besides, the presence of
the modifiers medio’ and intenso’ and the context helps the process of associatioh thie Italian
language.
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the diachronic aspect of the analysis, no diffeesmare observed in the use of product

names.

4.3.4. Spoken Language

This subcategory refers to the language uttereidgltine commercial, either by the
protagonists and/or by voiceovers. Only two ads5%3 employ exclusively English,
while no commercial is Italian-only. Among the mikads (‘EN+IT’), foreign language
display can be observed in different aspects andaabus levels — there is the
simultaneous presence of two distinct linguististegns, mixed lexis and mixed
pronunciation/accent. These aspects usually corp@suin the Lavazza commercial
series ‘#FromltalyWithPassion’ aired in Australie2014, where the barista usually talks
in ltalian with the other protagonists, whereas dimects himself to the Australian
audience in English with a heavy Italian accentthiis case it is possible to state that
proper code-mixing is at play. Something quite Emican be found in the 2018
commercial by Barilla — the Italian cook greetstalian the Swiss tennis player and says
“Ciao Roger! Sei pronfJ. Yet, the dialogue carries on in English, witie tonly
exception of the expressioal ‘dente. Another example of co-occurrence is in the 2016
BRAVO commercials by Barilla, where a (supposediyltaliany° girl says ‘bravo’ with
a stereotypically Italian accent (i.e. mixed lexdad mixed pronunciation/accent).
Furthermore, a peculiar mixture of English andidtalis to be found in the 1996 Barilla
commercials. Here, one of the characters explainingt ‘al dente’ means says “Itre
hard ancho soft”: as it is possible to see, the language ased notonform to English
grammatical rulesOther examples of Italian words displayed in Baads are in 2008
commercial, where two girls exclaimgia! Zia!l” as they meet their aunt, and in 2015
commercial, where a girl welcomes is dad with a&ybyPapa!”. In these cases, the
purpose of the foreign language display is jusfioming the link to the Italian country:
it works purely as implicit cues for the countryasfgin.

As regards the voiceovers, it is worth mentioningse in Barilla ads. Here, over
the years, a shift seems to have happened fromdbef (supposedly) Italian native

speakers talking in English (with a heavy and stigyeed accent) to the use of native

20 She has light blond hair, blue eyes and light iakplexion. Besides, according to her role inatle
she might be the daughter of the male protagontsd, speaks fluent British English.
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English speakers. For example, in 1996 commetbialaccent of the male voiceover can
be associated with that of a southern Italian nadarg in English. Since — clearly — not
all ltalian people have that strong southern acedrgn talking in English, a possible
explanation may be found among stereotypes. Incpéat, to an American audience, the
stereotypical figure of an Italian man is thatlee ttalian-American immigrants and/or of
the mafiosq both usually associated to men coming from thehsyn regions of Italy.
Conversely, in more recent commercials, the voieepware assigned to natives of the
target country, as in the case of the 2009 ‘TheBrby Javier Blanco’ commercial aired
in Australia, in which the female voice is distityctrom Australia, and the ‘Spaghetti
Marinara ‘On the Couch” (2016, USA), where the aamver is clearly done by an

American speaker.

4.3.5. Written Language
This subcategory refers to any instance of writext appearing as superimposed

on the images of the commercials. From the analitsis possible to observe that the
written text concerns various elements of the atig;h are not necessarily present at the
same time in each TV commercial:

» the ad claim

e the ad body copy

» subtitles — which can be further differentiatedoindlescriptions?! and

‘translations??

» the brand’s designation of origin.
In particular, much of the written text concerne #@d claim, the only element that is
present in every commercial. Among the claims ia Barilla ads, only twd out of
fifteen (13.5%) display Italian words, while thehet claims are English-only. As for
Lavazza ads, the claims are usually in Englishhwiime instances of Italian words

:2! They refer to place and time tags and are preseboth brands’ ads, such as ‘Parma, ltaly, 1877’
(Barilla, ‘The Dream by Javier Blanco’ ad) or ‘Lamd 7:30 a.m.’ (Lavazza, ‘A Modo Mio Italy’s Favatar
Coffee’ ad).

22 They refer to the translations of the utterangaden by the protagonists of the commercials.

2 They are the 1996 and the 1999 ad, both airedeirunited States. The Italian words employed ale *
dente and ‘pasta’respectively.
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display. For example, in the ‘Espresso Trevi’ da0@&, international campaign), the claim
recites ‘The Italian Espresso Experience’.

Then, when present, each instance of written bogy i both Barilla and Lavazza
ads follows the language employed in the voicedver.example, in Barilla’s ‘3 STEPS
to be more BRAVO at cooking’ (2016, United Kingdqgrije superimposed text is about
the three steps described by the English voiceduaother example has to do with the
Lavazza ‘Born Social’ ad (2017, international caigpf Here, the body copy is
represented by the lyrics of the theme song iniEh@ind is superimposed during all the
duration of the commercial.

As regards the descriptive subtitles, they are egygal in two out of fifteen ads by
Barilla and in twelve out of twenty-one ads by Laxa. In both cases, they are written in
English and, when they show a time reference, temploy the English format
‘a.m./p.m.”. However, one of the descriptive subsitin Lavazza ads present a
questionable format: ‘Milan, 16:00 PM’ (LavazzaraVel Agent’ ad). Since this type of
format occurs only here, it should be regardedtgp@ Then, the other type of subtitles
concern translations. These are in English andpegsent only in those Lavazza ads
among the ‘#FromlitalyWithPassion’ Australian cangpaivhere the protagonists interact
with each other in Italian. Finally, the brand’samation of origin is present only in the
Lavazza ads aired from 2016 (i.e. 5/21, 24%), amslwritten in Italian only (‘Torino.
Italia. 1895’ instead of “Turin. Italy. 1895’).

4.4, Conclusion

From the findings of this study, it appears tha two brands employ different
strategies to show the country of origin of thewdqucts. In general, Barilla seems to be
the brand that makes more easily recognisableardes to Italy, while Lavazza appears
more internationalised since the early 2000s Guiicient to look at the music category
to see the difference). Yet, it seems that, overtitne, there is a tendency to represent
less directly the link with the Italian country oth brands’ TV commercials. For
example, while the oldest Barilla ads are overwleeliny elements that connect them to
Italy, the 2018 Barilla ad displays less invasivelynk with Italy. In particular, although
in the first scene it is possible to see the exntarf what seems to be an Ital\ala, the
main scenes take place in the neutral settingppbgessional kitchen. The theme music,

then, is almost deceiving as it recalls Greece.drig links with Italy are represented by
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one of the two protagonists — a famous Italian ehefome expressions used by him and
the name of the product. As regards the most recamtzza ads, the only easily
recognisable references to the Italian countryfaeame of the product and the brand’s
designation of origin shown in the last imaggs.

As regards the category of language as a whadkeeitident that the product name
is the element that is most responsible for rewglthe link with Italy. In both brands’
ads, it is the only item that does not undergo emgnges or adaptations to the target
country. In the early Barilla ads, its evocativewpo is even highlighted by the
employment of voiceovers with strong Italian accétdwever, over the years, there has
been a tendency to avoid using Italian accentwehicle to show Italianness: the link to
Italy is rather displayed in the use of foreigngaage uttered by Italian famous or
stereotyped people. Lavazza, on the contrary, basrravailed itself of Italian accent,
but has used Italian language in the body copisads aimed at the Australian audience.

There seems to be various explanations for theréifices observed in this study.
For example, Barilla and Lavazza may display tmdk With the country of origin
differently due to differences in product ethnicity particular, between pasta and coffee,
it is the former one that is surely considered guxgtical for Italy. Coffee, instead, is a
more international product since it may be assedi&b various countries (e.g. America
as in the typical American coffee, or Brazil andihaAmerica as the places of origin of
the raw material). Yet, there is no doubt thatylial considered the birthplace of high-
quality coffee. This different degree of produdbretity may be then translated into
different amounts of evocative elements by the iwands.

Then, there may be a twofold reason at the basikeoSupposed dilution of the
references to Italy in both brands over the time.tle one hand, there may be the fact
that, at a global level, the art of cooking in gahehas undergone a process of
internationalisation. This is possible to see mabundance of culinary talent shows and
cooking shows: the most famous ones have origirgteahd, from the United Kingdom
and the United States (for example Master ChefHeltls Kitchen respectively). Thus,
if the matterin se — especially high-quality and healtltyisine — is prototypically
associated to Italy, it has been ‘foreigners’ theate made it famous. On the other, time

24 The characters as well may suggest some kindsoficagion since they have Mediterranean traits, but
they do so in a less powerful way with respechtdther categories, where the link is more eveeati
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may have made consumers more aware of and moret @pthe products advertised.
As already discussed in the Chapter One and a&sidigtVianelli and Pegan (2014), “[...]

the effect of the COO [country of origin] may bemress important as customers
become more familiar with a specific brand”. Herecdesser necessity of making

reference to the country of origin by both brands.
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Conclusions

The previous chapter has described some examplebowf Italianness is
communicated in English speaking countries by me#n$V commercials. Results
shows that there are many ways of exploiting —thnd communicating — the link with
the country of origin. If the analysis is considkes a whole — i.e. without considering
the differences in the results of the companie#t seems that the most employed
strategies are the use of typical landscapes, fainoidings or recognisable settings, the
use of famous and stereotypical people and the@iute language from the country of
origin. In this respect, the most powerful evocateffect seems to be attached at the
category of product name: each instances — whesepte- is characterised by the use of
the Italian language. Besides, other interestingtp@re worth mentioning. For example,
the differences in the use of strategies to comoateithe country of origin between the
two companies. It seems that Barilla has exploitexte the positive association with
Italy, since — especially in the oldest TV commalxi references to the Italian country
were present pretty much in every category analyBedits part, Lavazza seems to be
more international since the very first ads analysere. Its way of evoking Italianness is
never detached from references to a broader ‘glcidaire’.

As has been shown, this analysis is characterigéaediact that it comprises many
overlapping fields of research. In particular, dishto do with studies about the Country
of Origin Effect. As argued in Chapter 1, for méhan five decades, this concept has
been one of the most prolific in international netnkg research. However, despite the
abundance of studies, it seems that scholars hatveeached unanimous results as to
what is implied in the concept. The only aspectsvbith everyone may agree are that it
has to be conceived as a multidimensional elentieat,consumers’ culture does play a
role in determining the type and effect of evaloiasi based on the country of origin, and
that these evaluations may be influenced evendgdigree of match between the country
and the product advertised.

Thus, it has been worth discussing what is impletthe label ‘Made in Italy’, one
of the most famous country of origin shown on pidduln Chapter 2 it has been

suggested that this expression evokes some sptraifi€ and values — such as those of
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excellent artisanship, high-quality, authenticttgdition, savoire-fairandsavoire-vivre

— that are the result of various intermingled aat@nd social processes that have taken
place in Italy since Medieval times. The very migtof all those elements is what makes
an ltalian product so valuable worldwide. Therefarethe one hand, there clearly is the
necessity to protect such an important heritagejrestitutions and groups of intellectuals
seem to be making many efforts in this respectné@heugh sometimes without the
intended effect). On the other hand, there is thednto promote it by managing the
communicative aspect, even taking into considematiee new characteristics of the
present global context in terms of new communicatmrocesses and means of
communications.

Indeed, as Chapter 3 has tried to show, variodsnlying changes are taking place
at the global level that have consequences in thepgople can communicate with each
other as well as the way in which they can havesgto information. If new technologies
have almost erased differences in distance by mgakipossible to communicate with
everyone in the planet, it seems that the sameepsohas not happened for cultural
differences and cultural barriers. Paradoxicallys hew dimension may actually have
worsened them. Communication, then, has to comly these changes, especially in
terms of intercultural advertising, where the ecoiaspect makes everything more
‘delicate’. Indeed, it has been discussed that@idugy, in order for it to be effective and
profitable, should be planned and structured inoatance with the values and
characteristics of the target culture. Then, paldicattention has been paid to the use of
language in intercultural advertising. There hagerbmany studies investigating the role
of various language-mixing instances, yet the rmresfuently studied feature is perhaps
the use of English in non-English advertisememtghis respect, it has been possible to
see how language in these kinds of multilinguabprts is mainly employed not for its
denotative aspect, but rather for its connotatiwegr, hence becoming a ‘fetish’.

Thus, drawing on both primary and secondary reke&as it been possible to find
meaningful answers to the research questions plositethe beginning? That is, is
communicating Made in lItaly through the Italian baage a used strategy in
international marketing? The analysis clearly desti@tes that yes, the Italian language
is displayed in advertising aimed at English-spegldountries. This, of course, is the

main conclusion that is possible to drawn fromahalysis conducted in this study. Yet,
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there are many implications that can be read alseew of the preliminary process of
research carried out in the first three chaptergadirticular, it is possible to claim that
multilingualism is a multifaceted phenomenon, thaigpporting Piller's idea that
multilingualism actually encompasses all three nsoafeTV advertising. For example,
the use of a theme song by an Italian artist wdhilaving images about a colourful Italian
street market where an ltalian actor utt&susl’ to a stranger against whom he has just
bumped clearly give an idea of Piller's multilindiaavertising concept

Then, Hornikx and Van Meurs’ conceptual framew@e17: 61) seems to work in
all the TV commercials analysed here. In other wprtcappears that language has indeed
been chosen as an element that implies the coahtsigin of the products advertised.
To support this, it should be noted that thereaslimect reference to any expression of
the phrase ‘Made in Italy’ in any of the ads anati/sThe only example of a semi-direct
reference to the fact that the product is actyalbduced in Italy may be seen in one of
Barilla’s slogans, ‘The Choice of ltaly’. Yet, thexpression may be regarded as just
legitimating the choice of American consumersitalians — supposedly the more expert
in terms of food quality — have chosen Barilla, hoam you — Americans — not rely on
them and choose Barilla too?”

Moreover, the instances of Italian language emmayethese TV commercials
seem as well to find an explanation in Casini'siagstions (2015). In Chapter 3, it was
discussed that the degree of attractiveness afquége has to be measured in terms of
competitiveness between various cultural, soc@dnemic and productive systems. In
other words, there seems to be an equation betatdettiveness for a language and
attractiveness for the country in which that largguas spoken. In analysing the TV
commercials, it is possible to see that the thenwseloped are those of quality,
authenticity, manufactural know-how, and traditiés. has been discussed in Chapter 2,
these are all elements linked to the concept of eMad Italy and they are those
characteristics that make it attractive and sudakba®rldwide. The fact that there is not
a single instance of adaptation or translationht® host language of the name of the

products, or the fact that the Italian languagelfits used as a communicative tool in

25 The reference is to the TV commercial by Barilidled ‘The Choice of Italy’ aired in 2003 for the
American market.
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many of the TV commercials are signs that languagesemployed by virtue of their
power of evoking particular and attractive values.

Furthermore, this work of analysis provides exammé the implementation of
strategies for communicating the country of origdescribed by Aichner (2014). In
particular, Barilla and Lavazza are family namest tre easily recognisable as Italian.
Although there are no typically Italian words irthkames of the brands themselves, many
products have names that are easily recognisaddlanitwords or phrases — think, for
example, to A Modo Mio’ by Lavazza. The use of famous and/or stereotymieaple
has been largely described, as well as the uséagé,fsymbols and typically Italian
landscapes and buildings — e.g. the ltalian flag,itonic FIAT 500, the Tuscan hills.
Thus, it is possible to argue that in each commakrtiere are various instances of
unregulated strategies at play. Yet, no sign ofue of legally regulated strategies has
been observed. A possible explanation may be faanthe fact that the products
advertised do not benefit from any quality labéhilery maybe companies have preferred
not to use the ‘Made in ..." label to avoid the legahsequences that they would have
encountered in order to comply with the regulation.

However, it is worth noting that there are somethtions in this analysis. First,
delimiting the scope of research to two companmesta one means of communication
may have not provided enough material as to clajntlmat the results found here
constitute a general trend. That is to say, ibispossible, from the analysis conducted in
this dissertation, to determine whether the ugbeftalian language is a frequent strategy
advertisers use when promoting Made in Italy présluk way to assess if it actually is a
standard characteristic is to broaden the scopesefirch, and this may be carried out in
two manners. One is considering other means of agmuation, such as printed, radio
or web advertising. The other is not only choositiger companies in the agri-food
sector, but also including companies operatingédather sectors in which Italy has been
regarded as pioneering, such as fashion, furngndemechanics.

Secondly, even the source chosen for the creafidheocorpus of analysis may
have limited the results. In particular, it is guimprobable that the TV commercials
found comprise each TV commercial actually airedach English-speaking country. In
this case, the list is probably incomplete. Thsdeads to the third limitation observed

in this work of analysis. As has been shown in @Grap and 3, in order to be effective,
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advertising should adapt to the cultural charasties of the target audience. This would
also mean that the country-of-origin strategies tmagmployed differently according to
the target country. Yet, it was not possible teasshis statement due to a lack of material
concerning the countries of destination of the camuials. It is true that Internet has
facilitated the process of colleting material, Itumay also have not provided all the
commercials since it was not the original chanmdéroadcasting.

Some opportunities for future research have alrdmbn mentioned as possible
solutions to the limitations observed in this stuggt other suggestions are worth
mentioning. For example, the same study may becedpt taking into account non-
English speaking countries advertisements, evesidenng the fact that developing
countries have emerged as new end markets. Inrdsigect, Barilla has recently
announced their aim to become the first playeapad (Carrer, 2017), while they entered
the Chinese market in 2014 (Fatiguso, 2014). Theeefvhat about the use of the Italian
language in TV commercials for those countries&ddition, a comparison between the
results of such a work of analysis and those faaorbis study may also be carried out to
see if there are actually differences in the useoohtry-of-origin strategies for Made in
Italy products promoted in countries so culturalifferent.

Another interesting avenue for future researchtba® with Italian sounding. As
mentioned in Chapter 2, Italian sounding is a wpdead phenomenon that is affecting
not only consumers trust, but also the economgi@ftalian country. A recent survey has
tried to determine the dimension of the phenomenon:

[tlra gli oltre 800 prodotti Italian Sounding mapipéigura la ‘pizza carbonar’ o la
‘mortadela Siciliana’ rilevati in Spagna, mentrell'aeea Nafta sono frequenti le
storpiature come ‘sarvecchio’ al posto di ‘stravecto la ‘sopressata’ che perde una

‘p’, infine, in Francia e Olanda, uno speciale Limello viene presentato come un
liquore da aperitivo (AISE, 2018).

Thus, what are the strategies used by advertisgn®mote products that want to appear
Italian when actually they are not? Are there aiffggbnces in the type and amount of
instances of Italian word display compared to tesults of this current study? Is it
possible to perceive the actual discrepancy betvaeeauthentic Italian product and a
fake one by means of analysing the language us#teiadvertising promoting Italian

sounding products? These are but few examples wffbture research might assess
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themes that will definitely provide interestinguéts in terms of intercultural advertising

and international marketing research.

96



References

ACCADEMIA DELLA CRUSCA (09 March 2015). Presentazione del portale VIVIVivi
italiano. a&cademiadellacrusca.ifAccessed 19 October 2018] Available from:
<http://www.accademiadellacrusca.it/it/comunicat@anspa/presentazione-portale-
vivit-vivi-italiano>

ADNKRONOS (08 June 2017). Barilla compie 140 anni, ambasc&tdel modello
alimentare italiano. adnkronos.com [Accessed 24kt 2018] Available from:
<http://www.adnkronos.com/lavoro/made-in-italy/206708/barilla-compie-
anni-ambasciatrice-del-modello-alimentare-
italiano_6bAGv8dz16NG5JeaNIvB1M.html?refresh_ce>

AICHNER, T. (2014). Country-of-origin marketing: A list of tygal strategies with
examplesJournal of Brand Managemer21(1), 81-93.

AICHNER, T., FORzA, C., & TRENTIN, A. (2017). The country-of-origin lie: impact of
foreign branding on customers’ willingness to bad avillingness to pay when the
product’s actual origin is disclosethe International Review of Retail, Distribution
and Consumer Researc/(1), 43-60.

AISE (26 July 2018). ‘Italian Sounding’ 2018: | Dati Assmmeresteraise.it[Accessed
08 October 2018] Available from: <http://www.aiskriade-in-italy/italian-
sounding-2018-i-dati-assocamerestero/118854/1>

ALDEN, D., STEENKAMP, J.-B. E. M. & BATRA, R. (1999). Brand positioning through
advertising in Asia, North America, and Europe: To&e of global consumer
culture.Journal of Marketing63(1), 75-87.

ANDEHN, M., NORDIN, F., & NILsSON, M. E. (2016). Facets of country image and brand
equity: Revisiting the role of product categoriesountryof-origin effect research.
Journal of Consumer Behaviqur5(3), 225-238.

AUTHENTICO (02 August 2018). Italian Sounding, scopri i pradehogastronomici piu
copiati nel mond@uthentico-ita.ordAccessed 08 October 2018] Available from:
<http://www.authentico-ita.org/italia-sounding-scieprodotti-enogastronomici-
piu-copiati/>

AUTHENTICO (12 February 2018)lrue Italian Tastel'informazione e la migliore arma
contro [ltalian Sounding. authentico-ita.orJAccessed 08 October 2018]

97



Available from: <http://www.authentico-ita.org/tritalian-taste-come-
combattere-italian-sounding/>

AUTHENTICO (13 June 2018). Cibo italiano all'estero: la cifiss dei 10 prodotti piu
esportati. authentico-ita.org [Accessed 02 October 2018] Available from: <
http://www.authentico-ita.org/cibo-italiano-estestassifica-10-prodotti-piu-
esportati/>

AUTHENTICO (21 March 2018). 7 motivi per cui siamo solo alpgsto nella classifica
export agroalimentareuthentico-ita.org[Accessed 02 October 2018] Available
from: <http://www.authentico-ita.org/7-motivi-petiesiamo-solo-al-quinto-
posto-nella-classifica-export-agroalimentare/>

BALABANIS, G., & DIAMANTOPOULOS, A. (2004). Domestic country bias, country-of-
origin effects, and consumer ethnocentrism: a whuotiensional unfolding
approachJournal of the Academy of Marketing Scigr&#(1), 80.

BARDONI, D. (16 October 2017). Made in Italy normativa: ¢utio che bisogna sapere
sul marchio Made in Italymarialauraberlinguer.confAccessed 19 September
2018] Available from: <http://www.marialauraberlungy.com/made-in-italy-
normativa-diritti-sanzioni/ >

BARILLA (2000s). Sistersyoutube.it[Accessed 10 October 2018] Available from:
<https://www.youtube.com/watch?v=06Ujrz2Xe_A>

BARILLA (2016). I'M BACK. youtube.itfAccessed 10 October 2018] Available from:
<https://www.youtube.com/watch?v=rQWw_ST6YXI >

BAriLLA (n.d.) Home. youtube.it [Accessed 10 October 2018] Available from:
<http://www.youtube.com/user/Barilla>

BARILLA UK (24 May 2016).3 STEPS to be more BRAVO at cookingputube.it
[Accessed 10 October 2018] Available from:
<https://www.youtube.com/watch?v=Uh3cBApfgXc>

BELLINI, M. (04 October 2018). Blockchain: cos’e, come fonzi e gli ambiti applicativi
in ltalia. blockchain4innovation.ifAccessed 10 October 2018] Available from:
<http://www.blockchain4innovation.it/esperti/blod¢tain-perche-e-cosi-

importante/>

98



BERTOLI G., BUSACCAB., MOLTENI L. (2005). Consumatore, marca ed effetto made in.
Evidenze dall'ltalia e dagli Stati Unitiniversita degli Studi di Brescia, Paper No.
47.

BERTOLI, G. & RESCINITI, R. (2013). Made in Italy e Country of Origin Effebtercati &
Competitivita 2, 13-36.

BETTIOL, M. (2015). Raccontare il Made in Italy: un nuovo legame tratua e
manifattura.Venezia: Marsilio Editori s.p.a.

BHATIA, T., & RITCHIE, W. C. (2013). Bilingualism and Multilingualism in the Gial
Media and AdvertisingThe Handbook of Bilingualism and MultilingualisB65-
597.

BisHOP, M., & M. PETERSON M. (2011). Comprende code switching? Young Mexican-
Americans’ responses to language alternation imt pdvertisingJournal of
Advertising Researchl, 648-659.

BRUNI, M. (2015). Italian sounding: minaccia o opportuRitamplus.egeaonline.it
[Accessed 08 October 2018] Available from:
<http://emplus.egeaonline.it/it/78/ideas-of-managetf260/italian-sounding-
minaccia-o-opportunita>

CAMERA DI COMMERCIO DI MONZA E BRIANZA (May 2018) Food ‘Made in ltaly’ nel
mondo 40 miliardi, +5,5% Ma dove va? Ecco la magpacessed 01 October
2018] Available from
<http://www.milomb.camcom.it/documents/10157/36833/food-made-in-italy-
comunicato-stampa-04-05-2018.pdf/1bf7ab46-8eb1-4@@%-660bcb5fa267>

CaPPELLI, L.; D’ASCENZQ F.; NATALE, L.; ROSSETT| F.; RUGGIER], R.; VisTOoCcQq D.
(2016). Is the “Made in Italy” a key to success? émpirical investigationln
Proceedings of the Congresso di Scienze MercediegWiterbo, Italy2—4 March
2016.

CARICATO, L. (29 November 2016). L'ltalian sounding € unargia opportunita.
olioofficina.it [Accessed 08 October 2018] Availabl from:
<http://www.olioofficina.it/societa/incursioni/l4tian-sounding-e-una-grande-
opportunita.htm>

CARLETTI, F. (04 May 2018). Barilla: utile netto gruppo 2017esal241 min, +2% a 3,5

mld i ricavi. ilsole24ore.com[Accessed 24 October 2018] Available from:

99



<http://www.ilsole24ore.com/art/finanza-e-mercalit8-05-04/barilla-utile-netto-
gruppo-2017-sale-241-min-2percento-35-mid-ricavi-
152634.shtml?uuid=AEeah2iE&fromSearch>

CARRER, S. (05 April 2017). Barilla scommette sul Giapp@uatando a diventare primo
player. ilsole24ore.it [Accessed 27 October 2018] Available from:
<http://www.ilsole24ore.com/art/impresa-e-territd€il 7-04-04/barilla-
scommette-giappone-puntando-diventare-primo-player-

141621 .shtml?uuid=AEbAvFz&fromSearch>

CasINI, S. (2015). Italianismi e pseudoitalianismi nel monddobgle: il ruolo
dell'enogastronomia. 89-102. In Bombi, R. & Origl¢gEd.).Italiani nel mondo.
Una Expo permanente della lingua e della cucinfate. Udine: Forum.

CHAFFEE, S.H., & METzZGER M. J.(2001). The End of Mass Communicatioh?ass
Communication & Societyl(4), 365-379.

CHATTALAS, M., KRAMER, T., TAKADA , H. (2008). The impact of national stereotypes on
the country of origin effect: A conceptual framewomternational Marketing
Review 25(1), 54-74.

CHiou, J. (1999), Investigating the consumer social-adjestt and value-expressive
perceived ends in product purchasing decisidmgtnal of International Consumer
Marketing 12(2), 87-109.

CoLDIRETTI (1 February 2018). Feedback from: Coldiretit.europa.eyAccessed 19
September 2018] Available from  <http://ec.europénénl/law/better-
regulation/initiatives/ares-2018-34773/feedbackd®XEn?p id=157803>

CONFARTIGIANATO (21 March 2006). Siglata Convenzione tra Confatigto e eBay:
520.000 artigiani e piccole imprese sfruttano Igafpunita dell’e-commerce.
L’artigianato Made in Italy si acquista on lineonfartigianato.it[Accessed 08
October 2018] Available from: <http://www.confaiigato.it/2006/03/siglata-
convenzione-tra-confartigianato-e-ebay-520-000y&mmi-e-piccole-imprese-
sfruttano-le-opportunita-delle-commerce-lartigianatade-in-italy-si-acquista-
on-line/>

CONFCOMMERCIO (20 June 2018). Ocse: la contraffazione bruci2%d del Pil italiano.
confcommercio.it [Accessed 08 October 2018] Available from: <

http://www.confcommercio.it/-/ocse-la-contraffazesbrucia-1-2-del-pil-italiano>

100



ConNwaAy I, L. G.,& SCHALLER, M. (2007). How communication shapes cultuecial
communication107-127.

Cook, G.(1992).The Discourse of Advertisingondon and New York: Routledge.

CosTA CROCIERE (18 December 2014}osta Crociere Spot TV 2015 - Il modo Italiano
di Scoprire Il Mondo.youtube.it[Accessed 24 October 2018] Available from:
<http://www.youtube.com/watch?v=LURMEtOWrJo>

CosULCUFFARQ, I. (12 September 2018). ‘L'Amazon déhade in Italy’di Luigi Di Maio:
dopo ltalia.it e Verybello, ecco a voi un nuovoadiso annunciato. linkiesta.it
[Accessed 08 October 2018] Available from:
<http://www.linkiesta.it/it/article/2018/09/12/larman-del-made-in-italy-di-luigi-
di-maio-dopo-italiait-e-verybello-e/39397/>

DE Luca, P. & PecAN, G. (2012). La percezione del Made in Italy sui raérc
internazionali: primi risultati di una ricerca “metgrafica” sulle comunita online di
consumatori di cafféProceedings of the Societa Italiana Marketing, Bemo,
Italy, 1-14.

DE Moo, M. (2014). Global marketing and advertising: Understanding tatdl
paradoxes(4th ed.) Los Angeles: Sage Publications.

DEL GIUDICE, P. (2011). Nuove prospettive per la diffusione 'daliano all’estero: il
caso della Bulgaricsupplemento alla rivista EL.LE- ISSN: 2280-679.

DI TOMMASO, M. R., & RuBINI L. (2012). Made in ItalyDizionario di Economia e
Finanza in treccani.it [Accessed 18 September 2018] Available from: <
http://www.treccani.it/enciclopedia/made-in-italpizionario-di-Economia-e-
Finanza)/ >

DomzAL, T. J., HUNT, J. M., & KERNAN, J. B. (1995). Achtung! The information
processing of foreign words in advertisingternational Journal of Advertising,
14(2), 95-114.

ErRAsMUS, A. C., BOSHOFF E., & Rousseay G. G. (2001). Consumer decision-making
models within the discipline of consumer scienceritical approachJournal of
Consumer Sciencegg9(1), 82-90.

EUROPEAN COMMISSION (28 May 2018). Commission adopts new rules onlliaige

origin of primary ingredients in foo@c.europa.efiAccessed 19 September 2018]

101



Available from <http://ec.europa.eu/info/news/coresimn-adopts-new-rules-
labelling-origin-primary-ingredients-food-2018-mag- en>

FATIGUSO, R. (26 November 2014). Barilla entra nel mercato @neksole24ore.it
[Accessed 27 October 2018] Available from:
<http://www.ilsole24ore.com/art/impresa-e-territd€il4-11-26/barilla-entra-
mercato-cinese-063731.shtml?uuid=ABtFeEIC&fromSearc

FICO(2017) Mission. We Aim at Telling the World abobhetExcellence of Italian Food
and Wines. eatalyworld.it [Accessed 02 October 2018] Available from:
<http://www.eatalyworld.it/en/who-we-are/who-we-gkédoc-134>

FORTIS M. (2005), Il Made in Italy nel “nuovo mondo”: Protagonisti,file, Azionj
Ministero delle Attivita Produttive, gennaio.

FORTIS, M. (21 March 2018). | dieci anni (di crisi) che hammaliorato le esportazioni
italiane. ilfoglio.it [Accessed 02 October 2018] Available from:
<http://www.ilfoglio.it/economia/2018/03/21/newsfeott-italia-migliora-istat-

185270/>
GAY, M. (24 April 2015). Non possiamo lasciare vincerdtBlian sounding’. linkiesta.it
[Accessed 08 October 2018] Available from:

<http://www.linkiesta.it/it/article/2015/04/24/ngpessiamo-lasciare-vincere-
litalian-sounding/25618/>

GEREFF| G., HUMPHREY, J., KAPLINSKY, R., & STURGEON T. J. (2001). Introduction:
Globalisation, value chains and developm#n§g bulletin 32(3), 1-8.

GILES, H., AND B.WATSON. (2013). The Social Meanings of Language, Dialect and
Accent: International Perspectives on Speech Stidew York: Peter Lang.

GIUMELLI E. (2016).The Meaning of the Made in Italy Changes in a ChanpgVorld.
Italian Sociological Review6 (2), 241-263.

HALL, E.T. (1976),Beyond CultureDoubleday: New York.

HALL, E.T., & HALL, M. R. (2000). Key concepts: Underlying structures wfwe. In
Albrecht, M. H. (Ed.)International HRM: Managing diversity in the worlagk.
Wiley-Blackwell.

HAN, S. P., & SHAvVITT, S. (1994). Persuasion and culture: Advertising appeals in
individualistic and collectivistic societiesJournal of Experimental Social
Psychology30, 326-326.

102



HARUN, A., WAHID, N. A., MOHAMMAD, O., & IGNATIUS, J. (2011). The Concept of
Culture of Brand Origin (COBO) A New Paradigm iretkvaluation of Origin
Effect. International Journal of Academic Research in Bass and Social
Sciences](3), 282-290.

HARUN, A., WAHID, N. A., MOHAMAD, O., & LASUIN, C. A. (2016). Culture of Brand
Origin (COBO): The Impacts of Language and Lingagsbn Purchase Intention
of a BrandMediterranean Journal of Social Scienc@gl), 32.

HoFsTEDE G. (1983). The cultural relativity of organizatidor@actices and theories.
Journal of International Business Studiéd(2), 75-89.

HoFsSTEDE G. (2001).Culture’s consequencé¢®nd ed.). Thousand Oaks, CA: Sage

HOFSTEDE G., HOFSTEDE G. J., & MiINKOV, M. (2010). Culture’s organisations:
Software of the min@Brd ed.). New York: McGrawHill

HOLTGRAVES, T. M., & KASHIMA, Y. (2008). Language, meaning, and social cognition.
Personality and Social Psychology Revi@®(1), 73-94.

HORNIKX, J. & VAN MEURS F. (2017). Foreign Languages in Advertising as laiipl
Country-of-Origin Cues: Mechanism, Associationg] &ffectivenessJournal of
International Consumer Marketin@9(2), 60-73.

HORNIKX, J., VAN MEURS F. & STARREN, M. (2007). An empirical study on readers’
associations with multilingual advertising: The easf French, German, and
Spanish in Dutch advertisingJournal of Multilingual and Multicultural
Developmeng8, 204-2109.

HORNIKX, J.,VAN MEURS F.,& HOF, R.J. (2013). The effectiveness of foreign-language
display in advertising for congruent versus incoamgt products.Journal of
International Consumer Marketin@5(3), 152-165.

INFORMAIMPRESAONLINE (27 June 2018). Regolamento UE 775/2018 - Etiahet
origine ingrediente principalenformaimpresa.ifAccessed 19 September 2018]
Available from <http://www.informaimpresa.it/itenafgolamento-ue-775-2018-
etichettatura-origine-ingrediente-principale>

ITALPLANET.IT (10 May 2018). Assocamerestero presenta il progetie Italian Taste
al CIBUS. italplanet.it [Accessed 08 October 2018] Available from:
<http://italplanet.it/assocamerestero-presentdsasccon-il-progetto-true-italian-

taste/>

103



KELLY-HOLMES, H. (2000). Bier, parfum, kaas: Language fetishumdpean advertising.
European Journal of Cultural Studie3(1), 67-82.

KELLY-HOLMES, H. (2005).Advertising as Multilingual CommunicatioBasingstoke:
Palgrave Macmillan.

KELLY-HOLMES, H. (2014). Linguistic fetish: The sociolinguisticef visual
multilingualism.Visual Communicatior4, 135-151.

KRESS G. (1996). Representational resources and the pranfuadi subjectivity:
Questions for the theoretical development of GaltiDiscourse Analysis in a
multicultural society. In Caldas-Coulthard, C. RGulthard, M. (Ed)Texts and
practices. Readings in Critical Discourse Analysisndon: Routledge.

LA STtoriA (n.d.). lavazza.it [Accessed 24 October 2018] Available from:
<http://www.lavazza.it/it/chi-siamo/storia/1895.Htm

LANZILOTTA, L. (2014). Il caso Starbucks: litaliano come liagdi commercio e di
cultura negli Stati Unitiltalica, 91(1), 71-88.

LAREPUBBLICA.IT (15 March 2018). Il cibo italiano piace nel mond@ per export siamo
solo quinti in Europarepubblica.it[Accessed 02 October 2018] Available from:
<http://www.repubblica.it/economia/2018/03/15/neaxgort_agroalimentare-
191342869/>

LAvAazza (01 October 2018). Lavazza e ‘Superbrands of #a’'y2018, Francesca
Lavazza riceve il premio ‘Passion for Brandinigvazza.iffAccessed 24 October
2018] Available from: <http://www.lavazza.it/it/ckiamo/media-center/lavazza-
e-superbrands-of-the-year.html|>

LAavazza (2015).More to Taste. qutube.itfAccessed 24 October 2018] Available from
< http://www.youtube.com/watch?v=Jfx2yL6guhk&feaayoutu.be >

LAavazza (n.d.). Advertising Historylavazza.itfAccessed 24 October 2018] Available
from: http://www.lavazza.com/en/lavazza-world/ads@ng/advertising_history/>

LECLERG, F., SCHMITT, B. H., & DUBE, L. (1994). Foreign branding and its effects on
product perceptions and attitudésurnal of Marketing ResearcB63-270.

Lu,l.R.,HESLOR L. A., THOMAS, D. R.,& KwAN, E. (2016). An examination of the status
and evolution of country image researbtternational Marketing Reviewd3(6),
825-850.

104



LUQUE-MARTINEZ, T., IBANEZ-ZAPATA, J. A., & DEL BARRIO-GARCIA, S. (2000).
Consumer ethnocentrism measurement-An assessntaptrefiability and validity
of the CETSCALE in SpainEuropean Journal of Marketing34(11/12), 1353-
1374.

MAcI, L. (21 January 2014). Google crede nel Made ity ltak alla piattaforma per le
eccellenze. corrierecomunicazioni.it [Accessed @8Ber 2018] Available from:
<http://www.corrierecomunicazioni.it/digital-econgfgoogle-crede-nel-made-in-
italy-via-alla-piattaforma-per-le-eccellenze/>

MADE IN ITALY (5 July 2018). Riso, Pasta, Latte, Pomodoro: @d3habligatorio Scrivere
Sull’Etichetta. madeinitaly.org[Accessed 19 September 2018] Available from
<http://madeinitaly.org/it/news/Riso--pasta--latpmmodoro%3A-cosa-e-
obbligatorio-scrivere-sulletichetta 2334.html>

MAHESWARAN, D. (1994).Country of origin as a stereotype: effects of consuexpertise
and attribute strength on product evaluatiodsurnal of Consumer Research
21(2), 354-365.

MAHOOTIAN, S. (2006). Code Switching and Mixing. In Brown, (E€d.) Encyclopedia
of Language & Linguistic€nd ed.). Elsevier, 511-527.

MARINO, V., & MAINOLFI, G. (2011). Il processo di country branding per la
valorizzazione del capitale reputazionale. Un ctigdio sul paese Cingsperienze
d’'impresa (2), 5-23.

MARKUS, H. R. AND KITAYAMA, S. (1991), Culture and the self: implications for
cognition, emotion and motivatioRsychological Revievd8(2): 224-53.

MARSON, A. (13 December 2017). The Real Meaning of “Maalétaly”. futur404.com
[Accessed 18 September 2018] Available from: <Hftgur404.com/made-italy/>

MINKOV, M. (2011).Cultural differences in a globalizing worl@ingley, UK: Emerald.

MINKOV, M., & HOFSTEDE G. (2012). Hofstede’s fifth dimension: New evidericem
the World Values Surveylournal of Cross-Cultural Psycholog%3(1), 3-14.

MODERN LANGUAGE ASSOCIATION (n.d.). Language Enrollment Database, 1958-2016.
mla.org [Accessed 19 October 2018] Available from:
<http://apps.mla.org/flsurvey_search>

MORLEY, M. (2002. How to manage your global reputation: a guideghe dynamics of

international public relations(2nd ed.) London: Palgrave Macmillan UK.

105



NATALI, I. (13 January 2018). Spot in tv: il Sirtaki di feedr e Oldani per Barilla.
maridacaterini.it [Accessed 27 October 2018] Available from:
<http://www.maridacaterini.it/informazione/67897esfn-tv-il-sirtaki-di-federer-
e-oldani-per-barilla.html|>

NEs, E. B., & GRIPSRUD G. (2014). When Does It Pay off to Link a Brand Mato a
Country?. Journal of Euromarketing, 23(1-2), 22-36.

NEWMAN, C. L., TURRI, A. M., HOWLETT, E., & STOKES, A. (2014). Twenty years of
country-of-origin food labeling research: a reviefthe literature and implications
for food marketing systemgournal of Macromarketing34(4), 505-519.

O'ROURKE, K. H., & WiLLIAMSON, J. G. (2002). When did globalisation begin?.
European Review of Economic Histp6y1), 23-50.

OeD (2018) Stereotypexforddictionaries.confAccessed 10 September 2018]
Available from: <http://en.oxforddictionaries.corefahition/stereotype>

OIM (n.d.). INTRODUZIONE.italianismi.org [Accessed 19 October 2018] Available
from: <http://www.italianismi.org/>

OSSERVATORIO ECONOMICO - MINISTERO SvVILUPPO ECONOMICO (28 May 2018).
Statistiche relative all'interscambio commerciaiaiano nel settore alimentare.
sviluppoeconomico.gov.ifAccessed 02 October 2018] Available from: <
http://www.sviluppoeconomico.gov.it/images/storgeshmercio_internazionale/o
sservatorio_commercio_internazionale/interscamletbosale/alimentare_28 05
_2018.pdf>

OSSERVATORIOECONOMICO- MINISTERO SvILUPPO ECONOMICO (July 2018). Commento
ai dati di commercio estersviluppoeconomico.gov|iccessed 02 October 2018]
Available from: <http://www.sviluppoeconomico.gdvindex.php/it/‘commercio-
internazionale/osservatorio-commercio-internazieft@mmento-ai-dati-diffusi-
dall-istat>

OSSERVATORIO IMMAGINO NIELSEN GS1 ITALY, (2018). Le Etichette dei Prodotti
Raccontano i Consumi degli Italiar8rd Edition.

OuR HISTORY (n.d.). barillagroup.com[Accessed 24 October 2018] Available from:
<http://www.barillagroup.com/en/history>

PASQUINELLI, C.,& MELLINO, M. (2010).Cultura: introduzione all'antropologiaRoma:

Carocci.

106



PELLEGRINI, S.(2016).1l marketing del Made in ItalyRoma: Armando Editore.

PETERSON R. A., & JOLIBERT, A. J.(1995). A meta-analysis of country-of-origin effect
Journal of International business studie$(4), 883-900.

PHARR, J.M. (2005). Synthesizing country-of-origin researchnirthe last decade: is the
concept still salient in an era of global brandssurnal of Marketing Theory and
Practice 13(4), 34-45.

PILLER, I. (2000). Multilingualism and the modes of TV advarg. Pragmatics and
Beyond New Serie263-282.

PILLER, I. (2003). Advertising as a site of language contAonual Review of Applied
Linguistics23, 170-183.

PIvA, F. (10 December 2015). Certilogo, la lotta allatcaffazione passa da un QR code.
wired.it [Accessed 10 October 2018] Available from:
<http://www.wired.it/lifestyle/design/2015/12/10ftiégo-qr-code-
contraffazione/>

RAY,N. M., RYDER, M. E.,& ScoTT, S.V. (1991). Toward an understanding of the use of
foreign words in print advertisingournal of International Consumer Marketing
3(4), 69-98.

RoBsoN D. (14 January 2013). There really are 50 Eskimadsofor ‘snow’.
washingtonpost.com [Accessed 13 October 2018] Available from:
<http://www.washingtonpost.com/national/health-scedthere-really-are-50-
eskimo-words-for-snow/2013/01/14/e0e3f4e0-59a0-1iexie-
6e38f5215402_story.html?utm_term=.c4e30f372d99 >

Roccqo, G. (28 September 2018) ICE e Alibaba lanciano HEAghub virtuale del Made
in Italy in Cina. startupitalia.eu[Accessed 08 October 2018] Available from:
<http://startupitalia.eu/97980-20180928-ice-alib#drzciano-helloita-hub-
virtuale-del-made-italy-cina>

RoTH, M. S., & ROMEQ, J. B. (1992). Matching product category and countrage
perceptions: A framework for managing country-afjor effects. Journal of
International Business Studiez3(3), 477-497.

SAMIEE, S. (1994). Customer evaluation of products in aalanarket.Journal of
International Business Studie&5(3), 579-604.

107



SCHOOLER R.D. (1965). Product Bias in the Central American @wn MarketJournal
of Marketing Researc{#) 394-397.

SHUGAN, S. M. (2006). Editorial: Are Consumers Rational? Exmpental Evidence?.
Marketing Scienge25(1), 1-7.

SMITH, R.N. (1982) A Functional View of the Linguistics Aflvertising, in di Petro, R.J.
(Ed.),Linguistics and the Professions — Vol. 8 of AdvanneDiscourse Processes
(New Jersey: Ablex Publishing), 189-99.

SOLDAVINI, P. (28 May 2018). Cioccolatini e pesto: cosi il mad Italy entra in
blockchain. ilsole24ore.com[Accessed 10 October 2018] Available from:
<http://www.ilsole24ore.com/art/impresa-e-territd€i18-05-28/cioccolatini-e-
pesto-cosi-made-italy-entra--blockchain--
134246.shtml?uuid=AEehEIVE&fromSearch>

SOLDAVINI, P. (14 August 2018). Dalle navi al caffé la blockichsfida le imprese
sull’innovazione.ilsole24ore.comAccessed 10 October 2018] Available from:
<http://www.ilsole24ore.com/art/commenti-e-idee/2d18-14/dalle-navi-caffe-
blockchain-sfida-imprese-sull-innovazione-103236rdAuuid=AEqoCfaF>

SOLOMON, M. R., BAMOSSY, G., ASKEGAARD, S. AND HOGG, M. K. (2006). Consumer
behaviour: A European perspectidinburgh Gate, England: Pearson Education
Limited.

SYMBOLA - EURISKO (23 November 2007). Sei modi per dire qualggmbola.net
[Accessed 02 October 2018] Available from:
<http://www.symbola.net/html/press/pressreleaseiSdiperdirequalita>

TAvOsANIS, M. (2018). Italiano, dialetti, inglese... Il lessicd eambiamento linguistico.
In Patota, G. & Rossi, F. (Editaliano e la rete, le reti per I'italiano Firenze:
Accademia della Crusca and goWare.

TEMPERINI, V., GREGOR| G. L., & PALANGA, P.(2016). The Brand Made in Italy: A
Critical Analysis.Management Studie4(3), 93-103.

TENDENZEONLINE (10 February 2017). CENSIS: I'emozione come esselet Made in
Italy. tendenzeonline.info[Accessed 18 September 2018] Available from:
<http://tendenzeonline.info/articoli/2017/02/10/senlemozione-come-essenza-

del-made-italy/>

108



TENDENZEONLINE (6 September 2018). Patriottismo a tavola: I'oegtaliana rassicura,
garantisce e stuzzica gli acquisti alimentaendenzeonline.infpAccessed 18
September 2018] Available from:
<http://tendenzeonline.info/articoli/2018/09/06 fiattismo-tavola-origine-
italiana//>

TESTA, A. (17 February 2015). Dillo in italianmternazionale.ifAccessed 27 October
2018] Available from: <https://www.internazionatéopinione/annamaria-
testa/2015/02/17/dillo-in-italiano>

THAKOR, M.V., & KoHLI, C.S.(1996). Brand origin: Conceptualization and review.
Journal of Consumer Marketing3(3), 27-42

Tsg D. K., & GORN, G. J.(1993). An experiment on the salience of countrpigin in
the era of global brand3ournal of International Marketings7-76.

USUNIER, J.C., & CESTRE G. (2007). Product ethnicity: Revisiting the matstween
products and countrie3ournal of International Marketingl5(3), 32-72.

USUNIER, J.-C.,& LEE, J.A. (2005).Marketing across culture@th ed.). Harlow: Pearson
Education.

VELENTZAS, J. & BRONI, G. (2014). Communication cycle: definition, processdels
and examplesProceeding of the 5th International Conference oimakce,
Accounting and Law (ICFAL4). 17, 117-131

VERBEKE, W., PEENIAK, Z., GUERRERQ L. AND HERSLETH M., (2012). Consumers’
awareness and attitudinal determinants of Europdision quality label use on
traditional foodsBio-based and Applied Economid$2), pp. 213-229.

VERLEGH, P.W., & STEENKAMP, J.B. E. (1999). A review and meta-analysis of country-
of-origin researchJournal of Economic Psycholog®0(5), 521-546.

VERLEGH, P.W., STEENKAMP, J.B. E.,& MEULENBERG, M. T. (2005). Country-of-origin
effects in consumer processing of advertising daimternational Journal of
Research in Marketing2(2), 127-139.

VETTOREL P. (2013). English in Italian advertisingorld Englishes32(2), 261-278.

VIALE, R. (10 March 2012). Cosa si intende nel mondo fadianita.ilsole24ore.com
[Accessed 18 September 2018] Available from:
<http://www.ilsole24ore.com/art/cultura/2012-03-dé8a-intende-mondo-
italianita-131435.shtml?uuid=Abwfyo5E>

109



VIANELLI, D., & MARzANO, F. C. (2012).L'effetto country of origin sull'intenzione
d'acquisto del consumatore: una literature revi@weste, Italy: EUT Edizioni.

VIANELLI, D., & PEGAN, G. (2014). “Made in Italy” Brands in the US and @dui Does
Country of Origin Matter?Journal of Euromarketin@3(1-2), 57-73.

VIVIT (n.d.). ltalianismi gastronomiciiv-it.org [Accessed 19 October 2018] Available
from: < http://lwww.viv-it.org/schede/7-2-italianisfgastronomici>

WiLLIAMS , R. (1995). Pubblicita: un sistema magico. In CopeiuV. (Ed.)La sfida della
pubblicita Milano: F. Angeli.

Z0JA, M. (19 February 2018). Top 10: i prodotti italiani chhanno forte all’estero.
fazland.com [Accessed 24 October 2018] Available omir
<http://www.fazland.com/articoli-aziende/guide/pottititaliani-piu-richiesti-all-

estero>

110



Appendix 1
Here is the full list of abbreviations of the caues used in Hofstede’s work (Hofstede,
1983).

Arab countries
ARA (Lf/%?,a?tkb?/\?;m?éq, GUA | Guatemala PER Peru
Saudi Arabia, U.A.E.
ARG | Argentina HOK| Hong Kong PHI Philippines
AUL |Australia IDO | Indonesia POR Portugal
AUT |Austria IND | India SAF thféggfr;’sn%g;ya
BEL | Belgium IRA | Iran SAL| Salvador
BRA | Brazil IRE | Ireland SIN| Singapore
CAN | Canada ISR| Israel SPA  Spain
CHL | Chile ITA | Italy SWE| Sweden
COL | Colombia JAM| Jamaica SWI Switzerland
COS | Costa Rica JPN Japan TAl  Taiwan
DEN | Denmark KOR| South Korea THA Thailand
EAF | East Africa MAL | Malaysia TUR| Turkey
EQA | Equador MEX| Mexico URU | Uruguay
FIN | Finland NET | Netherlands USA United States
FRA | France NOR Norway VEN Venezuela
GBR | Great Britain NZL| New Zealand WAlégﬁaS;:teri?:rr(gliE::ﬁé)
GER | Germany PAK Pakistan YUQGugoslavia
GRE | Greece PAN Panama
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Appendix 2
A list of the TV commercials taken into considepatior the analysis.

Company| Year Country TV Commercial Mins
1996 Al Dente 0:30
1999 Spaghetti Noodles 0:30
2003 United States The Choice of Italy 0:30
2000s Mille Lune Mille Onde 1:00
2008 Sisters 0:30
2009 Australia The Dream by Javier Blanco 0:30
2009 United States The Dream by Javier Blanco 0:30
2012 The Perfect Night 0:30
2014 Australia Taste the Difference 0:30

Barilla | 2015 United States Piccolini Commercial with Roger 0:30
Mazzeo
2016 The _secrets to be more BRAVO at 0:20
cooking
2016 United Kingdom & |3 STEPS to be more BRAVO at 0:20
Ireland cooking
2016 Wan'_[ to be more BRAVO at 0:20
cooking
2016 United States Spaghetti Marinara ‘On the Couich0:30
. . | Masters of Pasta with Roger .
2018 | International Campaig ederer & Davide Oldani 0:30
2000 United Kingdom Lavazza, Italian for Life 0:40
2008 Espresso Trevi 0:30
2009 | International Campaign Espresso Hands 0:30
2011 Espresso Venice, A Modo Mio 0:30
2014 United States #Lava;zaDeIivery brings free 1:20
coffee in a New York tweet
Bar San Tommaso 0:55
Training Centre 0:50
Australia Friends House 0:55
2014 | ‘#FromltalyWithPassion Caffé Sospeso 0:55
Campaign Travel Agent 0:40
Ready to Fly 1:00
Lavazza Back to Italy 0:45
A Modo Mio ltaly's Favourite )
2014 United Kingdom Coffee 1:00
2015 Italy's Favourite Coffee 0:30
2015 Australia Italy's Favourite Coffee 0:45
2015 | International Campaigh More to Taste 1:00
2016 ) ) Prontissimo Medio 0:30
2016 United Kingdom Prontissimo Intenso 0:30
2016 United States I'M BACK 0:45
2017 Born Social 1:20
2017 . .| Capsule 0:30
International Campaigr Lavazza. It's how you say coffee |n
2018 ' 0:15

[talian
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Riassunto in Lingua Italiana

Comunicare il Made in Italy attraverso I'utilizzo della Lingua Italiana € una
Strategia Impiegata nel Marketing Internazionale?

Un’analisi dei contenuti delle pubblicita di Barilla e Lavazza

Questo lavoro di analisi si propone di stabilird’'aso della lingua italiana nella
pubblicita destinata a paesi anglofoni sia undegia impiegata per comunicare il paese
d’origine di prodotti Made in Italy. L’'idea di irdprendere questa ricerca € stata ispirata
da uno spot televisivo di una famosa compagniaadiiera italiana, Costa Crociere. Nello
spot in questione (che faceva parte di una camppghhblicitaria chiamata ‘Il Modo
Italiano di Scoprire il Mondo’) una voce fuori camproponeva I'utilizzo dell'italiano al
posto dell'inglese per riferirsi a termini di usonsune: “Perche diregood morning
quando puoi dire ‘buongiorno’? O farbréakfast’ se puoi fare ‘colazione’? [...]".
Effettivamente, si puo affermare che l'inglese abbérvaso la lingua italiana in modo
tale da ritenersi difficile (se non impossibile)nnonbattersi in termini o espressioni
derivanti dall'inglese in qualsiasi tipo di testaliano, sia orale che scritto. A questo
proposito, I’Accademia della Crusca ha persinoiesto, attraverso una petizione, che ci
si presti ad un uso piu moderato di anglicismi andell'italiano di tutti i giorni,
promuovendo la campagf#Dilloinitaliano’ (Testa, 2015).

Effettivamente, i testi pubblicitari sono terrenavérevole per la mescolanza
dell'inglese nell'italiano, e, da un punto di vispau generale, per la presenza di
forestierismi. Come spiegano molti studi in meritaso di lingue straniere nei messaggi
pubblicitari € un fenomeno diffuso in tutto il mamce gli studi sul multilinguismo nella
pubblicita sono stati molto prolifici fin dagli an®0 (si veda per esempio Hornilet al,
2013; Vettorel, 2013). Tra tutti gli studi riguardaquesto tema, sicuramente quelli che
indagano l'uso della lingua inglese all'internopdibblicita destinate ad un pubblico non
anglofono sono i piu numerosi. Kelly-Holmes (20@@)ggerisce che nella pubblicita
interculturale la lingua inglese sia un esempiaupare, in quanto ha un significato, un
uso e un valore indipendenti dai paesi in cui etBflamente parlata. Ne consegue che il
suo utilizzo puo essere considerato come un simibladentita a-nazionale, di
globalismo, dell’essere giovani, di modernita prdigresso. A questo proposito, I'inglese

presente nella pubblicita interculturale puo essereepito come un ‘feticcio linguistico

115



totale’, ovvero come parte di un fenomeno in a#otasti a destinazione commerciale
che prevede l'uso delle lingue per scopi simbdfieticizzati) piuttosto che di utilita
(strumentali-comunicativi) (Kelly-Holmes, 2014). #arel (2013) sembra essere dello
stesso avviso. Secondo il suo studio, nei mesgagdiplicitari diretti all’ltalia, I'inglese
viene impiegato non solo come elemento atto achedtl’attenzione e come indicatore di
valori cosmopoliti e internazionali, ma anche camersa da cui attingere in termini ti
creativita linguistica. Quindi la domanda sorgerdpoea: se la lingua inglese ha pervaso
la pubblicita italiana, cosa si puo dire della lagitaliana nella pubblicita destinata a
paesi anglofoni? E effettivamente impiegata? A gsabpo?

Parlando in senso ampio, le ricerche sembrano steéilito che i forestierismi
possono essere impiegati nella pubblicita inteocale per due motivi principali: (1) i
consumatori sono piu proni a ricordare quei messiaggui succede qualcosa ‘fuori
dall'ordinario’, come puo essere ad esempio riterliitso di una parola/espressione
straniera in un testo monolingue; (2) i consumapatrebbero fare delle associazioni
etno-culturali attraverso la lingua straniera pnés@el messaggio (Hornilet al, 2013).

In altre parole, a causa del stretto legame tigukn culture e nazioni, le lingue sono in
grado di indurre i consumatori a compiere dell®@aiszioni tra i prodotti pubblicizzati e
il paese d'origine di tali prodotti (Horniket al, 2013). Infatti, studi hanno dimostrato che
il processo di associazione viene attuato percbhénalprodotti sono considerati piu
‘etnici’ di altri, piu prototipici per uno specificpaese, come ad esempio il sushi per il
Giappone, gli hot-dog per gli Stati Uniti, la pizzer I'ltalia e cosi via (si veda ad esempio
Aichner, 2017; Aichner, 2014; Usunier e Cestre,20oth e Romeo, 1992). Inoltre, é
stato dimostrato che piu I'associazione paese-pro@ocongruente, piu positivo sara il
giudizio dato dai consumatori riguardo al proddttb Vianelli e Pegan, 2014; Verlegh
et al 2005; Pharr, 2005). Da qui si deduce che, panpige usare la lingua italiana per
pubblicizzare una pizza fatta in America dareblygi@la pizza un ‘sapore italiano’ che
potrebbe determinarne il successo in termini doiten(Hornikxet al, 2013).

Quindi, al fine di fornire risposte esaustive altenande soprammenzionate, € stato
necessario delimitare I'ambito di ricerca. Basandad presupposto secondo cui
sembrerebbe esserci una connessione tra lingudtre paesi, sono stati scelti i prodotti
del Made in Italy quali soggetti da analizzare.taug, il Made in Italy & caratterizzato

da una vasta gamma di prodotti di diversa natima,vanno dal cibo allarredamento, ai
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componenti industriali. Se non fosse stata opewata scelta in merito ai prodotti da
prendere in considerazione, la quantita di annpuodblicitari da analizzare sarebbe
divenuta ingestibile. Inoltre, lo stesso processoréazione del corpus di analisi non é
stato cosi semplice come poteva sembrare: é stassario, infatti, decidere anche il
tipo di pubblicita da prendere in considerazionmézzo stampa, radio o televisione). La
scelta, quindi, é ricaduta sugli spot televisivi pea semplice ragione pratica: a confronto
con gli altri, sono quelli piu facilmente recupetaattraverso I'uso del web. Si e inoltre
riusciti a creare una lista di spot che coprissenzo temporale tale da poter sperare di
avere dei risultati significativi (alla fine gli spanalizzati sono stati trasmessi nel periodo
che va dal 2000 a gennaio 2018). Stabilito cidarieva da determinare quale tipo di
prodotti sarebbe stato al centro dell’attenziongin@, valutando i dati relativi al Made
in ltaly, le teorie sulla corrispondenza paese-ptimdcome anche il grado di difficolta
nel raccogliere materiale sufficiente, gli spoetetivi di Barilla e Lavazza sono stati
scelti quale materiale piu adatto a questo lavéanalisi.

Pertanto, anche solo da quanto é stato detto fiso@apisce che trovare risposte
alle domande poste significa prendere in considanazdiversi campi di ricerca, anche
sovrapposti tra loro. Tra tutti, il soggetto pripaie € rappresentato dagli studi sull’Effetto
Paese d’'Origine. Come discusso nel Capitolol, ipedicinque decenni, questo concetto
e stato molto analizzato nell’'ambito di ricerca derketing internazionale. Tuttavia,
nonostante 'abbondanza di studi, sembra che nsia sincora giunti a risultati unanimi
per quanto riguarda cio che si ritiene essereistg&n nel concetto. Gli unici aspetti sui
guali sembra esserci una linea di pensiero comigmandano il fatto che si tratti di un
concetto multidimensionale, che la cultura dei comstori giochi un ruolo importante
nel determinare il tipo e I'effetto delle valutazialettate in base al paese d’origine, e che
queste valutazioni potrebbero essere influenzatsinme dal grado di corrispondenza
paese-prodotto.

Di conseguenza, nel Capitolo 2 si &€ passati ateait tema del Made in Italy, uno
delle espressioni di paese d’origine tra le pitosziute. Si e discusso sul fatto che questo
marchio d’origine evochi specifici tratti e valotipme ad esempio quelli di artigianalita,
eccellenza manifatturiera, alta qualita, autenrtjditadizionesavoir-fairee savoir-vivre
Questi sono il risultato di processi culturali €isti che si sono mescolati tra loro e che

hanno avuto luogo in Italia fin dai tempi del Meeho. La stessa commistione di tutti
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guesti elementi e cio che rende i prodotti Italiewsi preziosi e stimati in tutto il mondo.
Pertanto, da una parte c’e la chiara necessitébtkggere un patrimonio cosi importante,
e tanto le istituzioni quanto alcuni gruppi di ‘&did ai lavori’ stanno dimostrando di
lavorare in questo senso (anche se a volte cosis@aritati). Dall’altra c’e il bisogno di
promuovere il Made in Italy agendo sull’aspetto cmicativo, anche (e soprattutto) in
virtu dei cambiamenti a livello globale dei mezzcdmunicazione e del processo stesso
del comunicare.

A tal proposito, nel Capitolo 3 si € cercato diedam quadro generale dei
cambiamenti in atto a livello globale in termini domunicazione tra utenti e di
accessibilita allinformazione. Se da un lato lewel tecnologie hanno quasi del tutto
eliminato le distanze rendendo possibile la comamane tra consumatori in qualunque
luogo del pianeta, sembra che lo stesso processesia@vvenuto per quanto riguarda le
distanze tra culture. Anzi, paradossalmente questava dimensione comunicativa
potrebbe averle addirittura accentuate. Il sisteamaunicativo deve quindi aggiustarsi a
questi cambiamenti, e questo vale anche per lalisithbinterculturale, nella quale
I'aspetto economico rende questo adattamento apaoienportante e ‘delicato’. Infatti,
per essere efficaci, e dunque affinché portinoifpooi messaggi pubblicitari dovrebbero
essere pianificati e strutturati in accordo comdeatteristiche ed i valori fondamentali
della cultura di destinazione. Pertanto, nella piohé& interculturale particolare
attenzione va posta (anche) all’'uso della lingugudsto proposito, nel corso degli anni
ci sono stati numerosi studi volti ad indagareudlo della mescolanza linguistica in tali
produzioni comunicative, tra i quali il piu studiagembra essere I'uso della lingua inglese
in annunci pubblicitari destinati a paesi non afaia Si € visto, quindi, come in tali
produzioni multilinguistiche la lingua sia impiegaton tanto per il suo potere denotativo
quanto piu per quello connotativo, diventando cwsifeticcio’.

E stato quindi possibile, facendo anche riferimeaittavoro di ricerca svolto nei
primi capitoli, arrivare a delle risposte rilevéhtn altre parole, comunicare il Made in
Italy attraverso l'utilizzo della lingua italianawna strategia impiegata nel marketing
internazionale? L’analisi esposta nel Capitolo dhabtra chiaramente che si, la lingua
italiana & usata negli annunci pubblicitari degtiagpaesi anglofoni (Regno Unito, Stati
Uniti d’America e Australia). Per giungere a quesiastatazione si & deciso di sviluppare

un metodo di analisi basandosi sugli studi riguatidi discorso pubblicitario (Cook,
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1992), il multilinguismo nella pubblicita (Pille2000) e le strategie per la comunicazione
del paese d'origine (Aichner, 2014). In particolagestato possibile determinare tre
principali componenti presenti in ogni spot teléxas I'elemento musicale, I'elemento
visivo e I'elemento del linguaggio. Queste categg@dno state decise partendo dalla
proposta di Cook (1992) di analizzare gli annundlgicitari televisivi suddividendoli

in tre ‘mezzi’, cioé musica, immagini e linguaggeodall'ipotesi di Piller (2000) secondo
cui il multilinguismo non € da riferire alla solategoria del linguaggio, ma e piuttosto
un elemento presente in tutti i componenti di upots In questo lavoro d’analisi, la
componente ‘musica’ fa riferimento all'uso di pediiari canzoni o temi musicali; la
componente ‘visiva’ si riferisce a tutti i rimandsivi ad un particolare paese d’origine,
sotto forma di ambientazioni/paesaggi/edifici, barelsimboli o attraverso I'uso di
personaggi famosi o stereotipati; infine, la congrie ‘linguaggio’ € ulteriormente
suddivisa in tre categorie: nome del prodotto,Uempio parlato, linguaggio scritto.

| risultati hanno evidenziato numerosi elementiaatrso cui viene comunicata
I'italianita del prodotto pubblicizzato. Se si cateya I'analisi nel suo complesso (quindi
tralasciando le differenze rilevate tra i risulidigli spot di Barilla e quelli di Lavazza),
sembra che le strategie piu sfruttate siano leesggu’uso di paesaggi tipici, edifici
famosi e ambientazioni riconoscibili come italiarieiso di personaggi famosi o
riconducibili a stereotipi legati all'essere ital@ I'uso della lingua relativa al paese
d’origine. A proposito della lingua italiana e @gefomponente ‘linguaggio’ relativa ai
vari elementi presenti nel messaggio pubblicitdiaffetto evocativo piu potente sembra
attribuibile alla categoria del ‘nome prodotto’. iQunfatti, ogni occorrenza presenta
esclusivamente 'uso dell'italiano (non esistonoéctraduzioni o adattamenti del nome
prodotto in nessuno degli spot analizzati).

Se si comparano, poi, i risultati relativi allegihe aziende, si possono notare delle
differenze nellimpiego delle strategie volte a eoncare il paese d’origine. Per esempio,
sembrerebbe che Barilla abbia sfruttato di piusiesazione positiva con I'ltalia dal
momento che, specialmente negli spot televisivi anggtenti, i riferimenti al paese
d’origine sono presenti praticamente in tutte keegarie analizzate. Da parte sua, invece,
Lavazza sembra avere uno sguardo piu internazidiralg@all’inizio: il suo modo di
evocare litalianita non € mai slegato da riferithead una cultura piu ‘globale’ e

cosmopolita. Una possibile spiegazione puo trovakfatto che i prodotti pubblicizzati
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potrebbero godere di un diverso livello di etnicltaparticolare, tra la pasta ed il caffé &
sicuramente il primo ad essere considerato pitoppito per I'ltalia; il caffe, invece, é
un prodotto piu ‘internazionale’, nel senso che peaire associato a piu paesi e non
esclusivamente all'ltalia (si pensi al caffe amanic, 0 ai paesi d’origine della materia
prima, il Brasile e ’America Latina in general@uttavia, rimane I'idea che I'ltalia possa
essere considerata il paese d’origine di un cgrtodi caffe, quello di alta qualita, e di
tutta una particolare ‘cultura del caffe’ che fatpasoltanto della tradizione italiana. In
ogni caso, questo diverso grado di etnicita trgei prodotti potrebbe essere il responsabile
della diversa quantita di elementi che evocanalidnita riscontrata nei risultati degli
spot delle due marche.

Inoltre, in entrambe le marche si puo notare umea b ‘diluzione’ dei riferimenti
all'ltalia nel corso del tempo. Questo trend pobelessere spiegato prendendo in
considerazione due fattori. Da un lato, infatti, & assistendo ad una sorta di
internazionalizzazione dell’arte del cucinare inngmle, e testimonianza ne é
I'abbondanza di talent show culinari e programmcukina (i piu famosi ed esportati in
tutto il mondo hanno avuto origine nel Regno Uratoegli Stati Uniti). Per cui, se la
materia in sé (specialmente la cucina attentasallate e di alta qualitd) e associata in
maniera prototipica all’ltalia, sono stati gli ‘strieri’ che se ne sono serviti e, attraverso
un format particolare, 'hanno resa accessibildaenobosa’. Dall’altro, i consumatori
potrebbero essere diventati piu informati ed esgdertprodotti pubblicizzati, non avendo
quindi piu bisogno di continui riferimenti ad infomzioni che, per un consumatore
esperto, sarebbero risultate ridondanti e scorit#tdti, come riportano Vianelli e Pegan
(2014), si pensa che l'effetto del paese d’origiossa diventare meno importante man
mano che i consumatori acquistano piu familiaritén cun brand e il prodotto
pubblicizzato.

Alla luce del lavoro di ricerca primaria svoltogimprimi capitoli, € stato possibile
trarre alcune conclusioni piu ampie. In particolaiepuo effettivamente notare come il
multilinguismo non sia da riferire soltanto allangearsa o0 meno di forestierismi, ma sia
piuttosto un fenomeno multidimensionale che siugpk in tutte le componenti di questo
tipo di annunci pubblicitari. Per esempio, 'usoutia canzone di un famoso artista
italiano come colonna sonora a delle scene amlbeeirtaun tipico mercato di strada in
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cui un attore italiano si rivolge con un ‘Scusil ana donna contro cui si € scontrato per
errore danno chiaramente idea del concetto di lmgjtismo espresso da Piller (2000).

Inoltre, lo schema concettuale descritto da Horrakl Van Meurs (2017: 61)
sembra trovare un riscontro in tutti i messaggibpietiari qui analizzati. Sembra, infatti,
che la lingua italiana sia proprio stata impiegatame elemento che esprime
implicitamente in paese d’origine dei prodotti metati. Questo e evidente anche se si
considera il fatto che in nessuno degli spot éagtaata I'espressione ‘Made in Italy’,
unico modo per fare riferimento diretto al paeswidine. L’'unico esempio che potrebbe
suggerire in modo meno velato un collegamento tmngine italiana dei prodotti e
riscontrabile in uno degli slogan di BarillaTHe Choice of Italy’ Tuttavia, questa
espressione sembrerebbe essere piu uno stratag@emkgittimare la scelta dei
consumatori americani attraverso un messaggio ammli “Se gli italiani,
presumibilmente i piu esperti in termini di qualitél cibo, hanno scelto la pasta Barilla,
come potete voi americani non fidarvi di loro eeféa stessa scelta?”.

Oltre a cio, i risultati sembrano confermare quaswstenuto da Casini (2015),
secondo cui il grado di attrazione di una linguardbbe essere misurato in termini di
competitivita tra i vari sistemi produttivi, econam sociali e culturali. In pratica,
sembrerebbe esserci una sorta di equivalenza toazia attrattiva esercitata da un certo
paese e la forza attrattiva nei confronti dellguia parlata in quel dato paese. Analizzando
gli spot televisivi, si puo notare come i temi gpipati siano quelli tipicamente legati al
Made in Italy, ovvero alta qualita, competenze iom di produzione, e tradizione.
Quindi, il fatto che non ci sia nessun esempicatidzione o adattamento di un termine
o di espressione tipicamente italiani e che i ctintpici del Made in Italy siano stati
espressi anche attraverso I'utilizzo della lingaéiana e da considerarsi in virtu del fatto
che la lingua stessa sia concepita come veicolgaleii e delle caratteristiche principali
del Made in Italy e dunque del paese lItalia.

Non c’é dubbio, infine, che questo lavoro di rigeffornisca chiari esempi di
impiego delle strategie di comunicazione del paksgine descritte da Aichner (2014).
Barilla e Lavazza, i cognomi dei fondatori delléeemrie da cui derivano i nomi dei due
marchi, sono facilmente riconoscibili come italidnoltre, nonostante non ci siano nomi
tipicamente italiani a formare i nomi dei prodatiicerto tutti i prodotti presentano parole

italiane al loro interno. In piu, si € ampiamenasctitto 'uso di personaggi famosi o
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stereotipati, cosi come l'uso di simboli o bandierdo svolgersi in ambientazioni
tipicamente italiane. Dunque si puo sostenere cheuiti gli spot analizzati sono
effettivamente presenti tutte le strategie non lagentate per la comunicazione del
paese d’origine. Tuttavia, non si puo dire lo stedslle strategie regolamentate secondo
legge. Possibili spiegazioni possono trovarsi retof che nessuno dei prodotti
pubblicizzati benefici dei marchi di qualita (DORGP e STG), e nel fatto che,
probabilmente, le aziende abbiano preferito nomeugamarchio ‘Made in Italy’ per
evitare di sottoporsi alle procedure che avrebbecontrato al fine di rispettare la
regolamentazione.

Tuttavia, si notano alcuni punti deboli nell’'eseiome dell’'analisi. Ad esempio, se
da un lato delimitare I'ambito di analisi a due ofare ad un canale comunicativo ha
permesso di costituire un corpus d’analisi facilteegestibile, dall’altro potrebbe non
aver fornito risultati tali da poterli considerakelle tendenze generali. In altre parole, non
si puo stabilire se I'utilizzo della lingua italiarsia una strategia sempre impiegata per
pubblicizzare qualsiasi tipo di prodotto italiatién modo per valutare questo potrebbe
essere quello di ampliare 'ambito di ricerca. Aesid proposito si suggeriscono due
strade: una € quella di considerare piu mezzi cieativi, includendo quindi gli spot
pubblicitari per la radio, la stampa e il web (8d@nche nella forma dei social networks);
I'altro & quello di allargare la ricerca anche #d prodotti del Made in Italy, andando ad
analizzare quindi anche gli altri settori in cuidlia € simbolo di eccellenza.

Altra debolezza si riscontra nel mezzo attraversiosc é creato il corpus, ossia
I'essersi affidati al web per raccogliere esempsjpot televisivi. Infatti, nonostante le
fonti abbiano fornito numerosi elementi da analizzaon é detto che essi costituiscano
tutto I'insieme degli spot effettivamente andatbimda nei paesi presi in considerazione.
A guesta constatazione puo far seguito anche umdissibile mancanza riscontrata: non
e stato infatti possibile determinare se ci fossa differenza tra i paesi in termini di
impiego delle varie strategie. Dato che, come t stportato nei primi capitoli di questo
lavoro, i messaggi pubblicitari dovrebbero adattargpaese per cui vengono creati, Si
dovrebbe riscontrare anche un uso diverso delidegfie atte a comunicare il paese
d’origine. Tuttavia, non si ha avuto a disposizionateriale sufficiente per trarre delle
conclusioni in merito. Probabilmente un ampliamedé&b raggio di ricerca potrebbe

rappresentare una soluzione.
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Per quanto riguarda possibili studi futuri in me@le tematiche qui affrontate, si
segnalano alcuni suggerimenti. Oltre alle miglioalegpena elencate, si consiglia di
replicare questo studio prendendo in considerazamobie paesi non anglofoni, magari
con particolare attenzione ai mercati emergentquasto proposito, infatti, Barilla ha
recentemente dichiarato di voler diventare primayet in Giappone (Carrer, 2017),
mentre e presente nel mercato cinese dal 2014y(fzati 2014). Dunque, quali tecniche
sono impiegate per comunicare il paese doriginequei mercati cosi distanti
culturalmente? Si possono notare differenze risdtiuso delle strategie degli spot qui
analizzati? Riallacciandosi, poi, ad uno dei puaetboli sopracitati, queste domande di
ricerca potrebbero portare anche a definire seif@gef i messaggi vengano adattati alle
caratteristiche culturali dei paesi di destinazione

Un’altra strada interessante per le ricerche futumea che fare conlfalian
sounding un fenomeno molto diffuso che comporta delle egngnze negative non solo
per i consumatori (che subiscono delle vere e prdpuffe), ma anche per I'economia
italiana. Una recente indagine ha mostrato, arelida oltre 800 prodotti riferibili
all’'ltalian sounding quanto siano frequenti gli usi impropri, non amii alla norma o
errati della lingua italiana in prodotti che, nossendo prodotti in Italia, vorrebbe
spacciarsi per autentici prodotti italiani (esenmg sono la pizza carbonara’o la
‘mortadela Siciliana'ilevati in Spagna) (AISE, 2018). Pertanto, qalno le strategie
impiegate per promuovere questo tipo di prodotti3ddo differenze rispetto ai risultati
riscontrati in questo studio in termini di quantitaipo di parole utilizzate? E possibile
rendersi conto del fatto che si tratta di prodotin autentici attraverso I'analisi delle
parole impiegate negli spot? Questi sono soltadtona dei possibili quesiti che
potrebbero dare risultati interessanti all’interdei bacini di ricerca piu ampi della

pubblicita interculturale e del marketing interrcamle.
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