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Abstract 

 

This bachelor thesis deals with the intercultural aspects of airline marketing and their 

consequences for airline marketing communication. The aim of this thesis is to identify the 

trends in global approaches to marketing communication of airlines, that is whether 

airlines apply standardised marketing communication strategies or whether they adapt their 

marketing communication according to the local cultural aspects of the target market. The 

first part of this thesis provides a theoretical basis for understanding the specifics of airline 

marketing communication. The second part identifies the trends in global approaches to 

airline marketing communication by a review of literature, specific examples and a survey 

conducted among airlines. The final part of this thesis analyses approach to airline global 

marketing communication in detail by a case study of Korean Air. Korean Air’s approach 

to marketing communication is also evaluated and recommendation is made. 
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Abstrakt 

 

Bakalářská práce se zabývá interkulturními aspekty marketingu leteckých společností a 

jejich důsledky pro marketingovou komunikaci leteckých společností. Cílem práce je 

identifikovat trendy v globálních přístupech leteckých společností k marketingové 

komunikaci a zjistit, zda letecké společnosti používají standardizovanou globální 

marketingovou komunikaci či zda ji upravují na základě kulturních aspektů cílového trhu. 

První část práce poskytuje teoretické podklady pro porozumění specifikům marketingové 

komunikace leteckých společností. Druhá část pomocí souhrnu dostupné literatury, 

reálných příkladů z praxe a výsledků dotazování leteckých společností identifikuje trendy 

v globálních přístupech leteckých společností k marketingové komunikaci. Třetí část práce 

pomocí případové studie Korean Air analyzuje přístup k marketingové komunikaci této 

letecké společnosti a hodnotí, zda letecká společnost přistupuje k marketingové 

komunikaci podle identifikovaných trendů. 
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INTRODUCTION 

This bachelor thesis examines the intercultural aspects of international marketing and 

airline marketing and their consequences for airline marketing communication. The aim of 

this thesis is to identify trends in global approaches to marketing communication strategies 

adapted by airlines, especially in the intercultural context. 

The first part of this thesis provides a theoretical basis for understanding the specifics 

of airline marketing communication. International marketing is analysed in the context of 

its specific international environment with emphasis being put on intercultural aspects of 

international marketing. Basic approaches to international marketing - standardisation, 

adaptation and glocalisation - are analysed and defined in order to allow correct use of 

these terms in the research part of this thesis and to prevent confusion of these terms. The 

airline marketing is described in context of international environment factors which 

influence it. 

In the second part of this thesis, in Chapter 6, the current trends in global approaches 

to airline marketing communication are identified with emphasis being put on how airlines 

deal with intercultural aspects in airline marketing communication. The trends identified 

by literature review are illustrated and supported by examples of specific airlines and by 

results of a survey conducted for the purpose of this thesis among marketing managers of 9 

international airlines including Air France, KLM, Korean Air, Jetstar, Air Astana, Aer 

Lingus, Scandinavian Airlines, Air Malta and Delta Air Lines.international airlines. 

A case study of Korean Air in Chapter 7 is used to show in detail how a specific 

airline approaches global marketing communication strategy. This part also analyses the 

communication activities of Korean Air in the Czech Republic. The case study aims to 

evaluate whether Korean Air designs its marketing communication strategy in accordance 

to the identified trends. Korean Air’s marketing communication is evaluated based on a set 

of hypotheses and a recommendation for designing marketing communication strategy in 

accordance to identified trends is proposed. 
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1. MARKETING 

Kotler and Keller (2013) define marketing as “the science and art of exploring, 

creating, and delivering value to satisfy the needs of a target market at a profit.  Marketing 

identifies unfulfilled needs and desires. It defines, measures and quantifies the size of the 

identified market and the profit potential. It pinpoints which segments the company is 

capable of serving best and it designs and promotes the appropriate products and 

services. ” 

According to Kotler and Keller (2013), marketing studies market forces and factors 

and the development of an organisation`s position to optimise its benefit from these market 

forces and factors. Marketing consists of several key features which are commonly known 

as the 4Ps or a marketing mix - Product, Price, Place and Promotion or Marketing 

communication (Kotler and Keller, 2013). With marketing being deeply studied, a fith P 

was added – People, and two further Ps were recently added mainly for the purposes of 

services marketing theory - Process and Physical evidence (Palmer, 2014). 

2. INTERNATIONAL MARKETING  

According to Muhlbacher, Helmuth and Dharinger (2006), international marketing is 

the application of marketing activites and marketing capabilities to international business. 

International marketing therefore applies the marketing principles to more than one 

country. Cateora et al. (2009) define international marketing as a performance of business 

activities designed to plan, price, promote, and direct the flow of a company’s goods and 

services to consumers or users in more than one nation for a profit. According to Bradley 

(2005), international marketing means identifying needs and wants of customers in 

different markets and cultures, providing products, services, technologies and ideas to give 

the firm a competitive marketing advantage, communicating information about these 

products and services and distributing and exchanging them internationally through one or 

a combination of foreign market entry modes. 

Cateora et al. (2009) state that the difference between domestic and international 

marketing is that international marketing is practiced in more than one country. The 

concepts, processes, and principles of marketing are universally applicable but the 

environment where international marketing is implemented is different (Hollensen, 2014). 

This environment can change from country to country and it is therefore an environment of 
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much more diverse and versatile characteristics (Hollensen, 2014). The following chapter 

describes the aspects of international marketing. 

2.1. Aspects of international marketing 

In marketing, there is always a certain level of uncertainty as a result of 

uncontrollable aspects of the environment we are operating in. In international marketing, 

each country in which company operates adds its own unique set of uncontrollable factors 

(Cateora et al. 2009). International marketing practices are affected by the environment to 

which they are applied and might be influenced by extremely various environments 

(Hollensen, 2014). It is crucial to understand how the international environment and 

marketing principles interact in order to develop successful international marketing 

strategy (Johansson, 2009). 

 There are macroenvironmental factors of international marketing to which a firm is 

exposed and which need to be considered while designing international marketing program 

(Cateora et al., 2011, Hollensen, 2014). These aspects are of political, economic, socio-

cultural, technological  and environmental nature (Cateora et al. 2011, p. 12). Hollensen 

(2014), Cateora et al. (2011) and de Mooij (2013) claim that International marketing 

efforts need to be adapted to the environment within which they are operated. In the 

following section, the aspects of international marketing are briefly described and 

emphasis is put on the intercultural aspects of international marketing. 

2.1.1 Political and legal aspects  

The political and legal environment of international marketing is affected by both 

home and host country´s political environment (Hollensen, 2014). International marketers 

need to gain knowledge of the political outlook for particular countries (Hollensen, 2014). 

Hollensen (2014) states that the key aspects of home country political environment are 

barriers to the variety of the countries which organisations may enter, the government’s 

supportive activities which aim to increase the competiteveness of country’s products in 

global market and home country’s credit policy. Concerning host country´s political 

environment, the major concerns international marketers face are changes in government 

policy, the stability of the government, the quality of the host government’s economic 

management, the host country’s attitude towards foreign investment, its relationship with 

the rest of the world, its relationship with the parent company’s home government, the 
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closeness between the government and people, and the fairness and honesty of 

administrative procedures (Hollensen, 2014).  

For marketing communication practice, the legal environment challenges are 

determined by local policy of business control and advertising regulations. The differences 

between legal systems of different markets then affect the selection of communication 

channels and influence the content and message of communication materials. Content and 

language in advertising as well as the product that can be promoted are often controlled by 

governments (Hollensen, 2009). Political risks can be controlled by building of 

relationships with local government, customers, employees and the local community 

(Hollensen, 2014).  

2.1.2 Economic aspects 

 One of the major causes of diversity of local markets are their economic differences 

(Hollensen, 2014). Hollensen (2014) also notes that different markets have economies at 

different levels of development and differ in their characteristics. According to Hollensen 

(2014), exchange rates and local currency need to be considered as they will be influencing 

the pricing strategy in local markets. Exchange rate changes have impact on all business 

activities and decisions of a global company and steady predictible exchange rates are 

considered to be a competitive advantage (Hollensen, 2014). 

Cateora et al. (2011) assert that the overall wealth of local market and people as well 

as their income levels are crucial challenges as they drive local consumers’ purchasing 

power. Level of economic integration of host market is also important for international 

marketing strategy as some restrictions may appear in economic cooperation between 

countries (Hollensen, 2014). 

2.1.3. Technological aspects 

The technological environment of foreign markets also brings challenge in 

international marketing practice due to its possible diversity. There is the concern of 

technological development which may significantly vary in different markets, for example 

in developed and developing countries. Not all electronical devices are available in all 

markets. The technological knowledge and expertise might have much lower standard than 

in other markets. There is also often a problem of approach to regular machinery 

maintenance in order to prevent damages. 

The implication of technological as well as economic development of country for 

marketing communication strategy is the possesion of communication media. In countries 
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with higher average income, people are more likely to possess mass communication media 

such as television, PC, mobile phones and tablets compared to the developing countries, 

where the main communication medium might be radio (Hollensen, 2009). 

2.1.4 Environmental aspects 

 The environmental factors are becoming more important in international marketing 

practice as environmental awareness is increasing in society (Fuller, 1999). According to 

Fuller (1999), international companies should adjust their marketing strategies and 

decisions to prevent negative environmental changes and damage to ecosystems. Fuller 

(1999) suggests that implementing sustainable marketing is a must for international 

companies. Sustainable marketing means that marketing decisions are made with 

consideration of environment preservation (Fuller, 1999). Sustainable marketing, or as 

Ottman (1993) calls it, green marketing, is creation and implementation of a marketing mix 

and strategy which does not harm environment and tries to preserve and enhance its 

functioning (Fuller, 1999). The environmental issues which companies have to face and 

take into consideration are for example pollution prevention, waste management, resource 

recovery and redesigning products (Fuller, 1999). 

 Consumers today put emphasis on environmental factors and are more 

environmentally conscious which puts pressure on companies to implement sustainable 

marketing strategies and to communicate its sustainable policies via marketing 

communication in order to appeal to consumers (Belz and Peattie, 2009). 

3. INTERCULTURAL ASPECTS OF INTERNATIONAL 

MARKETING 

There are many definitions of culture available in academic publications. Hofstede 

(2011) defines it as “collective programming of the mind that distinguishes the members of 

one group or category of people from others”. Culture is the most visible source of 

differentiation between foreign markets (Hollensen, 2014). When applying marketing 

strategy to different markets, one of the main challenges which global organisation is 

dealing with is the local culture. The local culture highly influences individual’s 

perceptions of the world they live in, the interpretations of signals and symbols, their 

behaviour and interaction within local market and therefore the consumer´s behaviour. 

(Hollensen, 2014).  
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Culture is an extremely complex concept (Holliday et al., 2010). There are many 

ways and models to describe and analyse culture. The following section of this thesis 

focuses on intercultural aspects of international marketing and it provides explanation of 

models which are often for analysis of international marketing communication. These 

models are elements of culture, cultural clusters, Hofstede’s dimensions of culture and 

Hall’s low-context and high-context cultures. 

3.1 Elements of culture 

According to Hollensen (2014) and Usunier and Lee (2009), culture consists of many 

elements which mutually interact to form the whole concept of culture. Usunier and Lee 

(2009) note that these elements of culture are language, social institutions, values, beliefs 

and attitudes, aesthetics and religion. These elements represent skills and habits which 

members of society acquire throughout their life in a society (Usunier and Lee, 2009). 

These elements of culture play major roles in international marketing (Hollensen, 2014). 

The role of these elements is discussed in the following part of this chapter. 

3.1.1 Language 

According to Whorf-Sapir hypothesis, language shapes our minds and influences our 

world-view and behaviour in society.  Hollensen (2014) believes that language is a key to 

culture. Language represents two means of communication - verbal and nonverbal 

language. International marketers have to pay attention to both of these means of 

communication. 

Verbal language is used by people as an information - gathering and evaluating tool. 

Hollensen (2014) notes that mastering local language brings many advantages to a 

company as managers can evaluate situations and understand contexts themselves rather 

than via translators. Approaching local society is also more efficient with the knowledge of 

local language. Time-related behaviour is influenced by tenses and words which impacts 

business dealing as well (Usunier and Lee, 2009).The knowledge of local language is 

therefore essential as local consumers use language for information gathering and global 

organisations can use it to access local market via its marketing communication.  

Non-verbal language poses a great challenge for international marketers as well 

(Hollensen, 2014). Hall (1960) states that in some markets, especially high-context culture 

markets, the non-verbal language is believed to communicate up to 90 % of meaning 

(Cateora et al., 2009). The implications of non-verbal language for international marketing 
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are the attitudes toward being punctual about time, setting appropriate physical distance 

between conversing people, the presence of material possessions, the friendship patterns in 

business and negotiation process (Hollensen, 2014). The importance of gestures and 

mimics in international marketing cannot be underestimated, especially in business 

negotiations and advertising. Manners and customs across cultures vary when it comes to 

greeting, showing positive feelings or eating and drinking habits and these need to be 

studied thoroughly before running a business meeting or introducing advertisement. 

The language difference is a key aspect to be considered in international marketing 

communication. The elements of marketing communications used by an organisation in 

domestic market (eg. names used by company, messages and the communication materials) 

may need to be modified for other markets. Brand names, slogans and advertising 

materials have already been mistranslated many times (Hollensen, 2014). 

3.1.2 Institutions 

The behaviour of people is influenced by many social institutions as well as groups 

which are both important elements of culture. Family, business, political and class-related 

institutions influence and form social behaviour of individual throughout their whole life 

(Usunier and Lee, 2009). Different countries and cultures give bigger importance to 

different social groups (Hollensen, 2014). 

Reference groups such as family, co-workers and school mates also impact 

individual’s values, attitudes and behaviour (Hollensen, 2014). According to Hollensen 

(2014), reference groups are groups which individual refers to when assessing their own 

behaviour and where role models are present. Important role plays the institution of 

education as it transfers cultural habits, traditions and politic ideologies on individuals 

(Usunier and Lee, 2009; Hollensen, 2014). 

3.1.3 Material and symbolic productions 

 According to Usunier and Lee (2009), a diverse variety of both physical and 

psychic productions which can be created by people exists in society. Usunier and Lee 

(2009) note that societies produce all kinds of  material such as everyday-use objects, 

artistic objects and symbols and in addition to a material production, there is always a 

symbolic meaning of a cultural production which is recognized by individuals of the 

particular culture. Cultures asssess material and symbolic productions differently and 

various importance is given to material and symbolic world (Usunier and Lee, 2009).  
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According to Hollensen (2014), symbolic productions also determine how cultures 

perceive the relation between physical and metaphysical world. Hollensen (2014) claims 

that international marketers should pay a great attention to symbolic meanings and the 

interpretation of symbols as they are deeply dependent on culture. 

3.1.4 Values and attitudes 

 According to Hollensen (2014), values, beliefs and attitudes determine what 

individuals perceive as important, right, appropriate and desirable. For international 

marketers, the challenge is to understand these elements of culture as they reflect 

consumers’ aspirations and determine purchasing behaviour patterns and attitudes to 

change (Hollensen, 2014). According to Usunier and Lee (2009), purchasing behaviour is 

also determined by individual attitudes towards action, change and risks. For example, in 

traditional cultures, international marketers try to lower risk involved in purchasing a 

product or service (Usunier and Lee, 2009). 

3.1.5 Aesthetics 

 Hollensen (2014) asserts that the term aesthetics summarizes perception of beauty, 

taste in art, interpretation of symbols and attitudes towards all aesthetic incentives. 

Aesthetics attitudes of culture also determine what is acceptable and appealing and what is 

not (Hollensen, 2014). Usunier and Lee (2009) agree that aesthetics vary across cultures 

and understanding of aesthetics is very useful in international marketing, especially in 

advertising. Aesthetic elements in marketing are brand name, logo, design, in-store 

marketing, sensory marketing, colours, shapes and symbols and all these elements can 

have different meanings in different target markets (Usunier and Lee, 2009). 

3.1.6 Religion 

 Different countries can share the same beliefs and religion. Religion is therefore 

sometimes a connecting bridge between transnational cultures. People from one end of the 

world can share the same religion with the people from the other end. At the same time, 

beliefs differ in many markets due to religion differences. Religion is being given various 

importance to by religious people from different countries. For example, religion is 

strongly connected to political, business and educational issues in some Arab countries and 

in others the connection with daily life may be rather of philosophical matter (Hollensen, 

2014). 
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 Hollensen (2014) also states that international marketing is affected by religion in 

many ways. The consumption patterns differ due to religion because major holidays and 

celebrations vary among different markets (Usunier and Lee, 2009). For example, 

Christmas is the main festive period for majority of western countries. In China, it is the 

Chinese New Year and Spring festival. For Muslims, the main festive month is the month 

of Ramadan. Another example of how religion affects consumption are meat restrictions 

and fastings. Religion also poses the challenge of assessing economic role of 

women,  perception of women in society and dressing habits (Hollensen, 2014). 

3.2 Cultural clusters 

There is a need for clustering cultures into groups in order to be able to describe 

differences and similarities between them and in order to compare them. Cultural cluster is 

a group of cultures which resemble in certain aspects (Gupta, 2002). Cultural clusters are 

widely used in research on intercultural communication. The first scientists to study 

cultural clusters were Toynbee (1946) and Cattell (1950). Many studies have been 

conducted ever since and cultural clusters have been formed based on all different kinds of 

criteria such as geographic proximity, religious and linguistic similarity, level of modernity 

etc. (Gupta, 2002).  

Global Leadership and Organizational Behavior Effectiveness Research (GLOBE) 

project is the latest study of cultural clusters conducted in 2004. GLOBE examined 61 

nations using the empirical results of previous research and aspects such as common 

language, geography and religion and historical accounts. GLOBE project resulted in 

clustering 61 nations into 10 clusters. These clusters are named and ilustrated in Picture 1. 

Picture 1: Cultural clusters by the GLOBE project 

 

Source: Kredatusová and Šnajdrová (2013), adjusted by Pakandlová (2016) 
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3.3 Dimensions of culture 

 Hofstede (1980) defines dimension of culture as an “aspect of culture which can be 

measured relative to other cultures”. Ever since the 1950s, there has been an ongoing 

discussion about the need for creating a framework of such dimensions of culture in order 

to be able to conduct cross-cultural research (Hofstede, 2011, p.3). Extensive studies have 

been conducted using various categories and dimensions (Hofstede, 2001, pp. 29 - 31). In 

the 1970s, Geert Hofstede conducted a research on the sample of 116 000 employees of 

IBM company. His study was based on a  questionnaire which was translated into 20 

languages for people of over 50 countries around the world. This study supported by other 

studies conducted by Hofstede in the following years allowed him to develop a theory of 

dimensions of national culture (Hofstede, 2011).  

In 1980, Hofstede published a book Culture’s Consequences where he presents his 

theory. In Culture’s Consequences, Hofstede presents 4 dimensions of national culture. 

These dimensions are Power Distance, Uncertainty Avoidance, Individualism versus 

Collectivism and Masculinity versus Femininity. In 1991, Hofstede added the fifth 

dimension of Long-term Orientation versus Short Term Orientation and in 2010, the 

dimension of Indulgence versus Restraint was added. Hofstede’s dimensions of culture 

became a paradigm in intercultural research and his model is the most often used by 

scholars and researchers in this field (de Mooij and Hofstede 2010). Hofstede´s theory is 

used as a  standard tool to understand differences between cultures and it is the most used 

and cited model in international marketing research (Bond, 2002). Hofstede (1980, 2011) 

claims that based on these dimensions, it is possible to compare and contrast cultures of 

different countries. 

3.3.1 Power distance 

 According to Hofstede (2011), power distance is a dimension of culture linked to 

the issue of handling inequality between the less powerful members of a organizations and 

institutions and the more powerful members of society. This inequality is defined by the 

less powerful members of a society. It is the degree to which the less powerful members of 

society accept and anticipate inequal distribution of power. 

 Large Power Distance Societies naturally accept power distribution and social 

hierarchy where every individual has their place (de Mooij and Hofstede 2010). In Small 

Power Distance Societies, social hierarchy is perceived as an inequal act, power needs to  
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be ditributed equally and inequalities of power need to be justified (The Hofstede Centre, 

2016). 

3.3.2 Uncertainty Avoidance 

 Hofstede (2011) notes that Uncertainty Avoidance represents the extent to which 

people tolerate lack of clarity in situations and the degree to which people try to avoid 

unclear situations. It describes how members of culture feel when they find themselves in 

unclear situations which are different from standard and usual situations. 

 Strong Uncertainty Avoidance Societies feel comfortable with rules and structures 

in their lives which minimize the prospect of unstructured situations and are less willing to 

undergo a change.  Weak Uncertainty Avoidance Societies willingly and more easily 

accept changes and new ideas and they tolerate ambiguity in situations (The Hofstede 

Centre, 2016). 

3.3.3 Individualism/Collectivism 

 According to Hofstede (2011), Individualism versus Collectivism dimension of 

culture assesses to what extent are individuals integrated into groups. This dimension also 

reflects how members of culture feel as a part of social group and whether they feel related 

and responsible to this group. The self-perception of individuals within a culture is 

different in individualistic and collectivist societies.  

Members of individualistic society perceive their identity in their person. They see 

value in self-actualisation and they are usually used to taking care of themselves and 

immmediate family only. Individualistic societies put emphasis on reaching individual 

goals. On the other hand, members of collectivist societies are loyal to their strong 

extended social groups and seek protection within these groups. They perceive their own 

personalities rather as ‘we’ than ‘I’ and define themselves by their in-group. Members of 

Collectivist Societies create their goals in agreement with their social group (The Hofstede 

Centre, 2016). 

3.3.4 Masculinity/Femininity 

 Hofstede (2011) asserts that the dimension of Masculinity versus Femininity 

describes to what extent does culture reflect rather ‘masculine’ and ‘feminine’ features. 

The masculine features of society are described as high aspirations, dominance and 

competitiveness and the principal values are success and triumph . On the other hand, the 

feminine features of society are modesty and solicitude and the principal value is quality of 
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life. In feminine societies, men show almost the same emotional and social concern for 

others as women. There is a bigger difference in emotional and social roles and values of 

men and women in masculine societies. In masculine societies, women are more 

competitive but still not as much as the men (The Hofstede Centre, 2016). 

3.3.5 Long-Term/Short-Term Orientation 

 Hofstede (2011) notes that there are differences between how future-orientated 

societies are. This dimension of culture reflects to what degree people pragmatically 

prepare for the longer-term future rather than a short-term future. Societies also deal 

differently with their present situations according to how they perceive and preserve the 

past experience. 

 For short-term oriented societies, the crutial times of life happened in the past or are 

happening now. However, for long-term oriented societies, the key events will happen in 

the future. The short-term oriented societies perceive change suspiciously. Long-term 

oriented societies feel that adaptation to new situations is a good quality of individual (The 

Hofstede Centre, 2016). 

3.4.5 Indulgence/Restraints 

 Hofstede (2011) claims that indulgence versus restraints reflects how cultures 

perceive and allow gratification of needs. Indulgence of culture is related to gratification of 

human wants by enjoying life. Restraints represent strict controlling and regulating 

gratification of human needs by social norms. 

 Indulgent societies seek immediate gratification.They also see great importance in 

freedom of speech and leisure. On the contrary, restrained societies allow the gratification 

to be suppressed. People in restrained societies perceive freedom of speech and leisure as 

not vitaly important (The Hofstede Centre, 2016). 
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3.4 High- and Low-context cultures 

 Another culture distinction model suggests the U.S. anthropologist Edward T. Hall 

(1976). Hall (1976) claims that cultures can be classified based on their communication 

style. Based on communication style, cultures are divided into high-context and low-

context cultures. Low-context culture´s communication is explicit and straightforward and 

meaning is understood from the information verbaly said. On the contrary, high-context 

culture´s communication is implicit and indirect and the meaning is understood from 

context and nonverbal communication rather than verbal information (Hall, 1976). This 

model is somewhat similar to distinction between traditional and modern cultures 

(Hollensen, 2014). 

 Hall (1976) states that people from low-context cultures share minimum of personal 

contact and therefore the communication style must be direct and detailed. Information is 

often shared in written form. High-context cultures show tighter bonds between the 

individuals and therefore less formal and indirect communication style is prefered. Great 

emphasis is put on nonverbal communication and symbols (Hall & Hall, 1990). 

Picture 2: Low-context vs High-context cultures 

 Source: Hollensen (2014), adjusted by Pakandlová (2016)  
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4. APPROACH TO INTERNATIONAL MARKETING 

STRATEGY 

International marketers deal with many issues which are specific for international 

environment where international marketing is practiced. Once a company decides to 

internationalise its activities, one of the key decisions it has to make is choosing the 

approach to international marketing. This approach can be either global, local or somewhat 

combined - glocal. There is a core question that international marketers have to address 

when deciding the approach to their international marketing strategy. This question is 

whether to market an identical product or a service and whether to use the same marketing 

communication strategy in all foreign markets or whether to differentiate the offer to cater 

for local needs (Mooij, 2014). Theoretically, two basic marketing strategies can be used. 

These are standardisation and adaptation.    

Standardisation is sometimes referred to as globalisation and adaptation is sometimes 

referred to as differentiation. The blend of these two approaches is glocalisation (Hollensen, 

2014). It is believed that glocalisation strategy brings the best of the two marketing 

approaches to foreign markets. In the following part of my essay, I am going to address 

both global and local marketing strategies in order to put glocal marketing strategy in the 

context of international marketing, to analyze it and later to compare it with both of these 

international marketing strategies.  

4.1 Standardisation and adaptation strategy 

 According to Hollensen (2014), the basic difference between standardisation and 

adaptation strategies is the way in which organisations observe global market. Organisation 

which applies standardisation marketing strategy operates in more countries and perceive 

the global market as a single entity with no distinguishing features. On the contrary, 

organisation which applies adaptation marketing strategy operates in many countries as 

well but modifies its marketing activities in each of their markets. Allio (1989) compares 

these two strategies by their means to sustain and support competitive advantage saying 

that organisations using standardisation strategy sustain their competitive advantage by 

benefiting from the homogenous features of countries they operate in and organisations 

using adaptation strategy benefit from the heterogenous features of countries they operate 

in. 
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4.2 Standardisation strategy 

 Levitt (1983) assets that global standardisation strategy offers globally standardized 

products and services for all markets which organisation operates in. Standardized products 

can be bought in uniform design all over the world. He mentions successful examples of 

completely standardized brands and their products like Coca-Cola, McDonald’s, Sony 

television and Levi’s jeans.  According to Levitt (1983), standardization is believed to 

enable organisation to create a consistent global corporate image and a global brand with 

global image. Levitt (1983) mentions other advantages of standardisation. Use of 

standardisation marketing strategy can also enable organisation to benefit from economies 

of scale in procurement, production, logistics, marketing and in the transfer of management 

skills. This would supposedly lead to lowering of costs and prices. Marketing effectiveness 

of companies is also expected to be higher with a smaller portfolio of global brands. Levitt 

(1983) also mentions advertising that can be applied globally as it will consider all the 

markets to be uniform and will not consider the differences in culture, nationality, race, 

traditions, religion, values, beliefs and habits. Levitt’s definitions of globalisation are very 

useful in international marketing discourse as they define the extreme of standardisation 

approach. De Mooij (2014) argues that ever since his theory of globalisation was 

introduced, many global companies discovered that the standardised strategy is not 

effective and that the idea of standardised global market he proposes has proved to be not 

relevant for today’s global world. 

De Mooij (2014) agrees with the definitions proposed by Levitt and notes that 

standardisation marketing strategy is practiced, when uniform products are offered globally 

at uniform prices, distributed by uniform channels and promoted by uniform sales, 

promotion and communication techniques. However, Mooij (2014) discusses the relevance 

of total standardisation to today’s global environment and rejects the proposed idea of 

downfall of local cultures caused by global brands hegemonizing the world as there is 

evidence that local cultures are stable and can resist to proposed effects of globalisation. It 

can be said that global marketing strategy approach of full standardisation is a managerial 

utopia (Svensson, 2001). Companies such as McDonald’s and Coca-Cola are often 

mentioned as examples of global companies using standardised global products and global 

marketing activities. However, these global companies which Levitt (1983) stated as 

successful in applying global marketing strategies appear to be using rather glocal 

marketing approach (de Mooij, 2014). 
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4.3 Adaptation strategy 

Adaptation marketing strategy evaluates differences between markets, countries and 

cultures and it is based on adapting organisation’s activities to particular markets. As 

Grune (1989) states, organisations need to realise that consumers are different all around 

the world and that they expect companies to respect those variations. Adaptation strategy 

means adapting marketing strategies for each foreign market (Grune, 1989).  Organisations 

using adaptation strategy see the world as a variety of diverse national markets (Simon-

Miller, 1986). Yip (1989, p. 31) defines the objective of local marketing strategy as 

maximizing organisation’s global performance by maximizing local competitive advantage 

as well as revenues and profits. Svensson (2011) notes that when a company wants to enter 

foreign market, it should be able to react to specific advantages which each host country 

brings and benefit from the different and unique capabilities of their subsidiaries in order to 

develop effective local marketing strategy. 

4.4 The standardisation - adaptation decision 

The behaviour of organisations in foreign markets has been studied for past fifty 

years in order to understand the determinants of choosing between standardisation of 

marketing efforts to all markets and their adaptation to local environments (Mooij, 2014). 

In international marketing strategy, the key question of choosing between standardisation 

and adaptation strategy is to what extent, if at all, should the organisation design, produce, 

market and deliver uniform products and services across different countries (Segal-Horn, 

1996, p. 13).  

Using standardization approach, a company can benefit from economies of scale in 

production, marketing and research and development. However, at the same time 

organisations need to adapt their products or services and processes to meet their 

customers’ needs and desires. By doing that, organisations can benefit from the uniqueness 

of each market (Hollensen, 2014). Hollensen (2014) discusses the question of 

standardization or adaptation of advertising in international marketing. There are many 

factors that need to be considered when designing international advertising strategy. 

Standardization of advertising materials reduces advertising costs. Yet advertising is 

influenced by the sociocultural behaviour of international consumers as it is mostly based 

on language and images. For an organization operating in international environment the 

key issue is to what extent should they standardize or localize their activities. 
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The answer seems to be simple - the best international marketing strategy is a 

combination of standardisation and adaptation strategies. Hollensen (2014) states that these 

two extreme sides of global marketing - globalisation and localisation - can be combined 

into one framework called glocalisation. Glocalisation framework therefore seems like an 

ideal approach to global marketing strategy.  In the further parts of my essay I am going to 

analyse the framework of glocalisation, compare and contrast glocal strategy with global 

and local strategy and then assess the challenges international marketers face when 

applying the glocal strategy. 

4.5 Glocalisation 

Usage of the terms “glocalisation” and “glocal strategy” has become common among 

business and international marketing scholars and practitioners. In the business context, it 

first appeared in the late 1980s in the Harvard Business Review and was used by a group 

of Japanese economists (Mendis, 2007). There are many definitions of the term 

glocalisation. According to Robertson (2012), who is credited for popularizing the term, 

glocalisation marketing strategy means marketing on a global basis which is adjusted to 

different local markets.  Hollensen (2014) defines glocalisation as “the development and 

selling of products or services intended for the global market, but adapted to suit local 

culture and behaviour”. 

Svensson (2001) notes that glocal marketing strategy framework aims to optimize 

standardisation and the adaptation of marketing efforts. Wind (1986, p.26) proposes the 

approach of  “think globally, act locally”, which corresponds with glocal marketing 

strategy. This approach means that the general marketing scheme is in accordance with 

worldwide global perspective and the details of the strategy consider distinguishing 

features and differences of each market. According to Svensson (2001), the difference 

between global and glocal marketing approach is that glocal marketing approach reflects 

and appreciates local conditions and differences while considering global market context 

and its benefits. 
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5. AIRLINE MARKETING 

Airline marketing is marketing applied to airline industry. Airlines which offer 

international flights operate in international marketing environment with all its factors 

described in chapter 3 of this thesis. According to Shaw (2012), all these aspects can be 

summarized in PESTE model which also has implications for airline industry. Shaw (2012) 

claims that marketing managers of airlines shoud create their marketing strategies taking 

into consideration all aspects of international marketing environment, that is, political, 

economic, technological, environmental and socio-cultural factors. Shaw (2012) states that 

airlines should review regularly their marketing environment. In the following section, 

airline context will be applied to all factors of PESTE model based on Shaw (2012). 

5.1 Aspects of airline marketing and airline marketing communication 

Airlines operate in international marketing environment with all its specifics 

described in chapter 3 of this thesis. Shaw (2012) claims that marketing managers of 

airlines shoud create their marketing strategies taking into consideration all aspects of 

international marketing environment, that is, political, economic, technological, 

environmental and socio-cultural factors. PESTE analysis provides background which 

airlines need to be aware of. In this section, aspects of airline marketing will be analysed 

based on the PESTE analysis as Shaw (2011) proposes. 

5.1.1 Political factors 

Shaw (2012) states that marketing strategies of airlines depend on political decisions 

and airlines have always been regulated by governments (Shaw, 2012). Shaw (2012) states 

that governments used to regulate airlines’ routes, pricing policies, capacity and frequency 

of flights. However, aviation industry has undergone reform which concluded in 

deregulation policies (Williams, 1994).  In today’s aviation industry airlines operate in 

freer political environment (Belobaba et al., 2015). Airlines are however still controlled by 

both domestic and host country’s governments (Shaw, 2012). Strong control remains for 

example in safety measures (Doganis, 2006). 

With this deregulated political environment, new marketing challenges arise (Dobson, 

2015). Shaw (2012) asserts that decisions and marketing policies need to be made quickly 

and flexibility is necessary in order to exploit the opportunities which deregulated market 

offers. For example, new destination may be opened and airlines have to react fast. There 
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is also need for pricing policies to be competitively responsive as prices of fares are 

changed instantaneously with the availability of online booking systems (Doganis, 2006). 

When it comes to marketing communication in deregulated political environment, 

passengers always need to be informed about latest offers and therefore marketing 

communication needs to react swiftly and timely (Shaw, 2012). Shaw (2012) also states 

that bigger part of advertising budget should be spent on shorter-term tactical messages 

informing about latest offers and that less focus is needed on brand building and other 

longer-term aims of advertising. Hovewer, Shaw (2012) puts emphasis on allocating 

considerable part of budget on branding. 

Traditionally, airlines used to be state-owned (Dobson, 1995). Shaw (2012) notes 

that state ownership of national airline was perceived as key factor of nationhood. Today, 

benefits are seen in private ownership rather than state ownership and shares are minimally 

owned by governments. Governments support airlines in the form of subsidies. For 

example, US government supported financially US airlines after the events of September 

11 of 2001. 

Shaw (2012) states that constant fear of terrorism and issues with political instability 

are present in airline industry. Terroristic attacks have extremely negative effect on airlines 

as they create fear of air transportation in passengers. However, Shaw (2012) notes that it 

is problematic to analyse how big is the long-term effect of the fear of terrorist attacks on 

airline market. According to Shaw (2012), airlines will always be exposed to the threat of 

terrorist attacks as attack in a particular place will cause dicrease in demand for the flights 

to given destination. Improvement of situation is needed and airlines today have to strictly 

apply strong security systems (Doganis, 2006). Shaw (2012) also states that security is the 

most sought value of an airline. 

5.1.2 Economic factors 

There is an important interaction between economic change and development and 

airline marketing as the world economy strongly influences airline marketing strategies 

(Shaw, 2012). Growth of the world economy is unstable and the demand for air travel is 

expected to rise when the world economy develops but economic stagnation moderates the 

growth of demand (Shaw, 2012). Shaw (2012) asserts that income elasticity is very high in 

air travel industry and it affects demand greatly. According to Doganis (2006), the trade 

cycle must be observed and forecasted carefully and airlines’ marketing strategies have to 

be chosen accordingly. 
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Shaw (2012) claims that there are both opportunities and challenges to the growth of 

world economy. According to Shaw (2012), airlines may benefit from growing markets but 

have to conform to the growth of economy with designing solid infrastructure and 

sustainability management. In addition, he notes that the big demand needs to be exploited 

but at the same time, the airline’s profits must be stable. Airlines may exploit the demand 

with certain marketing strategy but this strategy may not be sustainable on long-term level 

and may lead to losses in the period of dicreased demand (Shaw, 2012). Given examples of 

this often repeated behaviour by airlines are over-investing in capacity of flights, in first 

and business class market and increasing payment of staff (Shaw, 2012). 

5.1.3 Technological factors 

Shaw (2012) states that as well as political and economical factors, technological 

factors bring both opportunities and challenges to airline marketing strategies. The main 

technological element which brings both extremely diverse portfolio of opportunities and 

delicate challenges is the Internet (Doganis, 2006). 

According to Shaw (2012), the Internet today brings airlines the opportunity to share 

information about flights, destinations, schedules and frequent flying programmes quickly 

and most importantly, it provides online booking platforms which save airlines big part of 

the commission which they had to pay to travel agents and other distribution intermediaries. 

Online booking systems are more convenient for passengers as well as for airlines as they 

save them costs (Belobaba et al., 2015). Social media is widely used by airlines in order to 

attract new passengers and interact with their regular passengers. 

Shaw (2012) also notes that Internet brings the challenge of video-conferencing, 

enhanced possibility of communication and therefore causes the declining growth of 

demand for air travel, especially in the business air travel market. Airlines today have to 

respond to the strongly developed communication possibilities of the Internet and focus 

their marketing strategies on enhancing the convenience of air travel and putting emphasis 

on importance of in-person meeting (Shaw, 2012). Shaw (2012) names examples of 

airlines’ competitive marketing  efforts against new communication channels and says that 

convenience of air travel is being enhanced by trying to minimise the loss of passengers’ 

working time by making check-in easier, increasing the frequency of flights and offering 

flights which enable passengers to take day return trips.  

The impacts which technological development has got on marketing communication 

is that the marketing communication and advertising strategies of airlines today focus not 
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only on the advantages of their service compared to other airlines but also on the 

advantages which traveling brings to people compared to telecommunications, video-

conferencing and digital communication (Shaw, 2012). Marketing communication of 

airlines today focuses on benefits of personal face-to-face meetings (Belobaba et al., 2015). 

Example of this is an Indian market targeted campaign „Visit Mum“ by British Airways 

encouraging young people to visit their parents (British Airways, 2013). 

Shaw (2012) also claims that railway transport has been widely invested to during 

the 1990s and is becoming more attractive to passengers as it is perceived as the most 

environment-friendly mean of transport. Railway transport is especially in Europe again a 

strong competitor for airlines operating short-haul flights as modern trains today offer 

convenient city to city routes (Shaw, 2012). 

5.1.4 Environmental factors 

Shaw (2012) claims that environmental factors might endanger the whole future of 

the airline industry. The global environment issues which are related to airline industry are 

global warming, building of aviation infrastructure and over-explotation of tourist areas. 

These global environmental issues are affecting the attitutes toward aviation industry as 

well as demand for air travel and this affects airlines’ marketing activities (Shaw, 2012). 

Aviation industry has undoubtedly impact on environment as the operation on 

aircraft contributes to climate change and air pollution by emitting heat and gases (Air 

Transport Action Group, 2016). This affects the attitudes of society towards air travel as 

well as demand for air traveling (Doganis, 2015). For example, global warming and rising 

average temperatures may cause decline in demand for air-travel from mild to warmer 

climate areas (Shaw, 2012). Shaw (2012) gives an example of extremely warm summer of 

1995 in the UK when the demand for vacation in Mediterranean areas declined by almost 

10%. 

In the last thirty years, airline industry has put strong efforts in improving its 

environmenal performance (Air Transport Action Group, 2016). However, there are 

pressures on aviation industry to decrease investments in infrastructure building and the 

issues of climate change, air pollution and noise pollution are one of the most discussed 

global environmental issues (Shaw, 2012). Therefore, the expansion of air infrastructure of 

locations is not possible in the pace and capacity which airlines desire. 

Airlines are also blamed for contributing to over-exploitation of tourism areas and 

tourism saturation. These phenomenona lead to loss of good status of destination, damage 
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of natural resources and damage on local culture (Shaw, 2012). Airlines need to focus on 

communicating their environmental sustainability activities in order to appeal to increasing 

number of environmentally concerned customers (Gilbert, 1996). 

5.1.5 Socio-cultural factors 

Social and cultural factors have significant impact on airline marketing and Shaw 

(2012) claims that socio-cultural environment has strongest consequences for airline 

marketing policies. The main socio-cultural issues which affect airline marketing strategies 

noted by Shaw (2012) are the ageing population, changing family structures, changing 

holiday preferences, uncertain labour market and emerging female business traveller trend. 

The age of the population is increasing due to rising life expectancy and declining 

fertility rates, especially in Europe and North America (Barnāmaj al-Umam al-Muttaḥidah 

al-Inmāī, 2005). According to Shaw (2012), the implications which the ageing of the 

population has on airline marketing are the need for catering to older-aged and disabled 

passengers’ needs and improvement of medical services. Shaw (2012) recommends that in 

the marketing communication context, advertising focused on holiday travel should focus 

more on older people. 

The standards in family structures are changing and trends such as divorces and one-

parent families have emerged in society, especially in Western cultures (Shaw, 2012). 

Shaw (2012) claims that this has implications on airline industry which airlines don’t seem 

to have acknowledged yet and the communication materials still show traditional complete 

family model. The trends in society and cultures are always changing and airlines should 

be sensitive to these changes and reflect them in their marketing communication strategies. 

For example, completely new segments are evolving with gay couples, gay families and 

singles (Shaw, 2012). Airlines are becoming aware of this and new models of families are 

appearing in marketing communication materials. For example, Lufthansa’s campaign „An 

Indian heart“ shows nontraditional model of grandfather travelling with his grandson to 

visit his father (Campaign India, 2014). Delta Air Lines launched its “Its OK to want it all” 

economy comfort+  class advertisement featuring gay couple on a flight (Delta Air, 2016). 

Shaw (2012) states that people today want to travel more independently and want to 

adjust their vacations to their individual lifestyle, needs and wants. People expect to take 

vacations in any time they desire and to destinations which are interesting and often require 

long-haul flights (Shaw, 2012). Changing holiday requirements and preferences need to be 
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reflected in airlines’ marketing strategies via marketing communication which stresses the 

individual power of traveller and via strong relationship marketing (Shaw, 2012).  

The labour market today is uncertain as changes in people’s careers happen more 

often than they used to and people have to perform well in order to secure their job (Shaw, 

2012). Both leisure travel and business travel segments of airline industry are affected by 

the labour market. Shaw (2012) states that business travel segment is affected by the time 

pressure which is characteristic for current working style and therefore possibility of day-

return trips is seeked for in short-haul flights market. Another implication of current job 

market environment for airline marketing is that long-haul business flights become the 

time for passenger to rest and entertain themselves and after the flight, facilities for 

refreshment are seeked for as passengers go straight into meetings from the airport (Shaw, 

2012). The leisure air travel offer of airlines has to react to busier working lives of 

passengers. Many passengers will need to work even on their vacation and airlines need to 

consider this in their marketing strategies. 

The ratio of female business traveller is increasing as the traditional roles in society 

and families change (Shaw, 2012). Airlines need to reflect this fact in their marketing 

strategies. Westwood et al. (2000) suggested that the airlines are failing to cater for the 

needs of female business travellers. Shaw (2012) claims that the service on board of 

aircraft is changing due to increasing number of female travellers and gives examples of 

these changes – for example, separate toilet bags for female and male travellers are offered. 

Shaw (2012) also notes changes in baggage handling systems as women travellers are 

checking in their baggages more often than male travellers. Men are more likely to take 

more pieces of baggage on board (Shaw, 2012). These changes have implication on airline 

marketing communication as the role of flight attendants has to be promoted as catering for 

the needs of both men and women (Shaw, 2012). Also the way which flight attendants are 

portraited need to be in accordance with gender role approaches which are acceptable in 

different cultures, which may pose big challenge (Shaw, 2012). The Flight Attendants 

Association of Australia (FAAA) has been dealing with the issue of portraying flight 

attendants as sexual objects in many airline advertisements (Osborn, 2010). More airlines 

are portraying independent female business travellers today. Example of this may be 

Etihad Airways‘ campaign „Flying Reimagined“ featuring Nicole Kidman as female 

business class traveller (Etihad Airways, 2015). 
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6. TRENDS IN GLOBAL APPROACHES TO AIRLINE 

MARKETING COMMUNICATION 

The second part of this thesis aims to identify the trends in global approaches to 

marketing communication strategies of airlines and especially to find out whether airlines 

apply standardised marketing communication strategies or whether they adapt their 

marketing communication according to local target market and consider local cultural 

aspects of the target market. In order to identify these trends, a review of available 

literature has been made. A research for real specific examples from the airline industry 

and a survey were conducted among international airlines in order to illustrate the trends 

which have emerged from the literature review. Survey combining in-depth interviews and 

qualitative questionnaires was conducted among 9 international airlines including Air 

France, KLM, Korean Air, Jetstar, Air Astana, Aer Lingus, Scandinavian Airlines, Air 

Malta and Delta Air Lines. 

In the previous chapter, some trends and implications for airline marketing 

communication have emerged from the analysis of international political, economic, 

technological, environmental and socio-cultural factors of airline marketing and have been 

described in detail. To sum up, these trends are increasing speed of the communication 

process, highlighting the benefits of face-to-face meetings, highlighting environmental 

sustainability activities, adopting marketing communication activities which reflect socio-

cultural factors such as rapidly changing structures in traditional family model, increasing 

number of female travellers and independence desired by travellers. According to Shaw 

(2012), successful airlines consider these issues when designing their marketing 

communication strategies. 

Literature review, research for examples of specific airlines and a survey among 

marketing managers of airlines have been carried out in order to identify the major trends 

in global approaches to airline marketing communication and they are described in the 

following section. In Chapter 7, a case study of Korean Air will be introduced. 

6.1 Glocalisation approach 

Chapter 4 of this thesis deals with the standardisation versus adaptation dilemma in 

international marketing and the term glocalisation has been explained. As has been already 

mentioned, this dilemma has got implications for airline marketing communication as well 

(Shaw, 2012), especially when considering intercultural aspects of target markets and in 
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adaptation of marketing communication material. The major features of international 

airline marketing communication which airlines deal with when considering to what extent 

they should use standardisation or adaptation strategy are mainly brand building, the 

message communicated and the visual content of marketing communication material. 

6.1.1 Approach to branding 

Brand is built by marketing communication alongside the other elements of the 

marketing mix (Batra el al., 1993). All international companies including airlines aim to 

build a strong brand which will be recognized globally (de Mooij, 2013). According to 

Shaw (2012), airlines have to decide how will they develop the positioning for their brand. 

Airlines seem to show several trends in branding (Shaw, 2012).  

Firstly, airlines aim to build globally recognized brand while bonding with customers 

with various culture backgrounds (Shaw, 2012). The airlines surveyed for the purpose of 

this thesis agree on this statement. For example, Jetstar claims that their brand values do 

not change across markets but the means of communicating and delivering these values are 

unique to local markets. The divisions of Jetstar such as Jetstar Japan and Jetstar Australia 

are good examples of this1. Furthermore, Air Astana claim that the balance in branding 

means keeping a consistent look and feel of the brand across all markets in order to 

increase the recognition of the brand while taking into account the differences of each 

target market2.  

Secondly, it is also common that airlines create sub-brands in order to target different 

target groups based on cabin classes or service concepts or regional aspects (Shaw, 2012). 

Examples of this may be British Airways’ World Club, Singapore Airline´s Silkair or Air 

Canada’s Rapidair (Balmer et al., 2009). See Appendix I for example of this. 

Thirdly, with the uprise of global airline alliances, there has been a discussion of 

whether the branding of alliance will overcome the branding of single member airlines and 

member airlines will be perceived as sub-brands of global alliances (Shaw, 2012; Doganis, 

2006). The trend today is that the names of airlines still form the airline brand and each 

airline builds its brand separately and supports its positioning by communicating the 

membership in a global alliance.  

                                                 
1 CEO of Jetstar Jayne Hrdlicka in a survey conducted for the purpose of this thesis among  international 

airlines in March 2016. 
2 Senior Vice President Marketing and Sales Ibrahim Canliel in a survey conducted for the purpose of this 

thesis among international airlines in March 2016. 
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Picture 3: Airlines using the feature of alliance in their branding 

 

 

 

 

 

Source: Air France3 and Delta Air Lines4 

 

Lastly, Shaw (2012) mentions the trend of airlines positioning themselves as a 

national flag carrier. According to Shaw (2012), it is desirable for both state-owned and 

privately-owned airlines to position themselves in the national interest as they need to be in 

favour of domestic governments and appeal to domestic passengers. Airlines are used as 

instruments for building national identity in many countries and this is for example the 

case of Singapore and Malaysia (Raguraman, 1997). Airlines use national symbols in their 

branding in order to enhance the perception of their national carrier position. British 

Airways for example use the Union Flag on their airraft (see Appendix II.) Example of this 

will be also shown on the case study of Korean Air.  

6.1.2 Communicating the message 

As has been stated in the previous section, airlines aim to build consistent brand 

image. However, customers in different countries may understand the brand in a different 

way as they receive the communication message in different socio-cultural contexts (de 

Mooij, 2013).  Therefore, the trend in marketing communication is that the message of 

global and to some extent standardized campaigns is often adapted in different markets as 

it must be relevant to the culture of target market (Kansu & Mamuti, 2013). For example, 

Turkish Airlines deploy different communication messages and aim to deliver different 

meaning and associations with communicated messages in different countries. This can be 

shown on the example of their campaign featuring celebrities  – modest messages in Japan, 

proved messages in England, assertive messages in the US and privileged messages in 

Arab Emirates (Kansu & Mamuti, 2013).  

                                                 
3 Available at: http://www.airfrance.com/CZ/cs/common/home/home/HomePageAction.do 
4 Available at: http://takingoff.delta.com/ 
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According to Air Astana, the objective of well managed marketing communication is 

to deliver the message to a particular target segment. Therefore, if the cultural touch is 

missed, the target is missed as well5. Air Malta and Korean Air also claim that they use 

different communication message across their markets. In the domestic market, the 

message often encourages nationalistic associations and highlight international destinations 

and in the international market, the emphasis is put on communicating the country of 

origin of the airline6. 

Picture 4: Turkish Airlines’ advertisement for United Arab Emirates featuring Kobe 

Bryant and delivering the “privileged message” 

Source: Turkish Airlines7 

6.1.3 Considering elements of culture 

  The chapter 3 of this thesis has dealt with intercultural aspects of marketing and it 

described their implications for international marketing communication. As airlines operate 

in international environment, they also need to consider cultural aspects such as local 

language, symbolic meanings, values, traditions, norms, attitudes, aesthetic appeals, 

religion and beliefs. Driver (1999) and Shaw (2012) suggest the trend of increasing 

importance of considering elements of culture in airline marketing communication. 

Airlines today seek to adapt their marketing communication in order to appeal and to be 

relevant to the culture of target market.  

Turkish airlines design their marketing communication uniquely according to the 

specifics of target markets (Turkish Airlines, 2016). Scandinavian Airlines, Aer Lingus, 

                                                 
5 Senior Vice President Marketing and Sales Ibrahim Canliel in a survey conducted for the purpose of this 

thesis among international airlines in March 2016. 
6Personal in-depth interviews with Korean Air and Air Malta conducted for the purpose of this thesis in 

March 2016.  
7Available at: http://www.turkishairlines.com/  
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Jetstar, Air France, KLM, Korean Air, Delta Air Lines, Air Malta, Air Astana and Air 

Canada all believe that it is important to consider local culture of target market when 

creating marketing communication campaigns and all these airlines use both standardised 

and adapted marketing communication. These airlines adapt their marketing 

communication mostly by linguistic adaptations, adaptation of visuals within global 

campaigns, running culture specific events and sponsorship in target markets and 

adaptation of social media8. 

Language adaptations 

Language adaptations are the first trend identified in marketing communication 

adaptations based on elements of culture. Proper and precise translation is the basis in 

adapting marketing communication material (de Mooij, 2013). Airlines today design 

marketing communication in different language mutations globally with the main global 

communication language still being English (Lituchy & Barra 2008). In global campaigns, 

mainly English is used as a communication language as well as airline´s domestic language 

for domestic market. It is common today that when airlines create separate communication 

campaigns in different markets, they use local language for communication9. Big level of 

language adaptations has been identified on social media (see Appendix III).  

Air France and KLM claim that they would reach much less audience if they did not 

consider local languages in their marketing communication and that their communication 

has proven to be much more efficient with language adaptations10. Scandinavian Airlines, 

Aer Lingus, Jetstar, Air France, KLM, Korean Air, Delta Air Lines, Air Malta and Air 

Astana all consider linguistic aspects when adapting their marketing communication 

material 11 . The linguistic issue is that languages are different in their essence and 

sometimes even a precise translation is not enough and the essence of message must be 

changed (de Mooij, 2013). This trend was described in the previous section 6.1.2. 

                                                 
8 Results of in-depth interviews and a survey conducted  for the purpose of this thesis in March 2016.  
9 In-depth interviews with Korean Air and Air Malta conducted for the purpose of this thesis in March 2016. 
10 Marketing and Loyalty Manager for Air France and KLM Kitty Balogh in survey conducted for the 

purpose of this thesis in March 2016. 
11 Results of in-depth interviews and a survey conducted  for the purpose of this thesis in March 2016. 
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Picture 5: Air Maltas’ language adaptations of campaign “Start Summer Now” 

 

Source: Air Malta Facebook page12 

Considering local values and traditions 

The trend of airlines creating marketing communication material which corresponds 

with local values and traditions can be shown on example of Lufthansa, which has been 

running global campaigns in Indian market up to 2014. A market research showed  that 

Lufthansa has got strong position in Indian market but it needs to show understanding of 

Indian customers. Therefore, it launched the “More Indian Than You Think”campaign 

with its own website which highlights family values which are of big importance for India 

(Campaign India, 2014). Indian family values were also used as an cultural aspect for 

bonding with Indian market by British Airways in their “ Visit Mum ” campaign 

encouraging young Indian professionals to visit their parents. Hawaiian airlines conducts 

researches on the destination of Hawaii and Hawaiian Airlines before entering 

international markets and they put emphasis on understanding the target market by 

exploring it personally and then on designing special events for different markets 

connected to local social media (Ubay, 2014). 

Picture 6: More Indian Than You Think campaign visual by Lufthansa 

Source: Lufthansa13 

                                                 
12 Available at: https://www.facebook.com/AirMalta/ and https://www.facebook.com/airmalta.russia/?fref=ts 
13 Available at: http://www.moreindianthanyouthink.com 

http://lufthansa/
https://www.facebook.com/AirMalta/
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Considering symbolic meanings 

Symbolic meanings and semiotics play important role in airline marketing 

communication as well and it is common today that airline consider symbols and their 

meanings when creating corporate marketing communication, especially in branding, 

choice of colours and logos, interior design of the aircraft, air cabin crews´ uniforms and 

ticket designs (Thurlow & Aiello, 2007). For example, Japanese airline Peach which 

operates on Asian market chose the name because peach in Asia symbolizes long life, 

prosperity, energy and happiness and Japanese peach is popular among Asians (Peach 

Aviation, 2016). Singapore Airlines also put emphasis on using semiotics and associations 

with symbols in their marketing communication, especially when designing their corporate 

identity (Chan, 2000). 

Picture 7: Uniforms of Singapore Airlines’ flight attendatnts reflecting Singaporean 

traditional symbolism. 

 

 

 

 

  

 

  

Source: Singapore Airlines14 

Cooperation with local experts 

Cooperation with local marketing experts is important in airline marketing 

communication as well (Ubay, 2014). For example, Jetstar works with local experts in each 

market in order to design the marketing communication strategy for the target market, to 

create an appropriate application of the overarching brand strategy and the appropriate way 

to execute the strategy 15 . Korean Air and Delta Air Lines also cooperate with local 

marketing experts16. 

  

                                                 
14 Available at: http://www.singaporeair.com/en_UK/sg/home 
15 CEO of Jetstar Jayne Hrdlicka in a survey conducted for the purpose of this thesis among  international 

airlines in March 2016. 
16 Results of in-depth interviews and a survey conducted  for the purpose of this thesis in March 2016. 
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6.1.4 Adaptation of social media 

Internet and social media is a common marketing communication tool today 

(Hollensen, 2015) and is used in airline marketing as well (Doganis, 2006; Shaw, 2012; 

Knoblich et al. 2015). The trends identified in social media are creating different language 

mutations of profiles on social media and use of local social media. The biggest amount of 

different language mutations of airlines´ profiles can be seen on Facebook. For example, 

Singapore Airlines use English, Indonesian, Italian, German, Spanish and Turkish 

mutations. Airlines also tend to have several fan pages according to importance of market. 

For example Air Malta has got strong position in Russia and therefore it runs a global fan 

page as well as a Russian fan page17. Lufthansa has got special channel on YouTube 

dedicated to Indian market called Lufthansa India. Air France and KLM claim that their 

statistics show that local language adaptations of social media has proven to be efficient18. 

Local social media has been used by airlines in order to maximize the effect of 

marketing communication on social media. Popular Chinese social networks WeChat and 

Weibo are used for example by Lufthansa, British Airways, Emirates, Turkish Airlines and 

Hawaiian Airlines for communication in Mandarin Chinese (see Appendices IV. and V.). 

Popular Russian social network VKontakte is for example used by Air France and 

Scandinavian. Hawaiian Airlines have their website in language mutations of  every 

market they fly to. Hawaiian Airlines also found out that Korean passengers are more 

comfortable with purchasing by phone than online and that they want to speak to a person 

when buying product. Therefore Hawaiian airlines created click-to-call advertising and 

travel agent calls the customer when advertisement is clicked on (Ubay, 2014). 

With the boom of social media, new trends in employment are emerging such as 

free-lance bloggers, YouTubers and writers. These new forms of self-employment are 

changing airlines’ approaches to marketing communication. Many airlines today cooperate 

with popular social media content creators and opinion leaders such as bloggers, 

YouTubers and travel writers in order to promote flights to different destinations and to 

enhance their airline brand equity (Hvass & Munar, 2012). For example, Turkish Airlines 

launched a campaign #FortuneTravellers where it sent YouTubers to their various 

destinations and the YouTubers vlogged their experience (Stream Daily, 2014). 

                                                 
17 In-depth interviews with Air Malta conducted for the purpose of this thesis in March 2016. 
18 Marketing and Loyalty Manager for Air France and KLM Kitty Balogh in survey conducted for the 

purpose of this thesis in March 2016. 
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Furthermore, Scandinavian Airlines, Aer Lingus, Jetstar, Air France, KLM, Korean Air 

and Air Astana cooperate with these opinion leaders and influencers19.  

Picture 8: Air France on VKontakte 

 

 

 

 

 

 

 

            

 

 

         Source: VKontakte20 

6.2 Segmentation criteria 

The segmentation criteria of airlines is usually based on the purpose of the flight, the 

length of the flight and the country of origin of passenger (Shaw, 2012). According to 

Shaw (2012), all of these aspects are used in segmentation of airline’s passengers. Airline 

marketing managers agree that all of these segmentation criteria are usually used in the 

airline marketing today21. In Chapter 3 of this thesis, models of culture by Hofstede and 

Hall have been described. No evidence of airlines using or considering these models of 

culture when designing marketing communication strategies have been found. The airlines 

surveyed have not shown knowledge of these models, either. In the case of KLM, Korean 

Air and Air Astana, the model cultural clusters by the GLOBE project has been recognised 

and considered when designing marketing communication strategies22. 

                                                 
19 Results of in-depth interviews and a survey conducted  for the purpose of this thesis in March 2016. 
20 Available at: http://vk.com/airfrance 
21 Personal in-depth interviews with Korean Air and Air Malta conducted for the purpose of this thesis in 

March 2016. 
22 Results of in-depth interviews and a survey conducted  for the purpose of this thesis in March 2016. 
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6.3 Celebrity endorsement and sponsorship 

Use of celebrities in marketing communication, especially in advertising is widely 

used by airlines (Kansu & Mamuti, 2013). Celebrity endorsement is for example used by 

Turkish Airlines, Emirates, Etihad, Qantas and Virgin Atlantic. Airlines also often use 

sponsorship as a PR activity and mainly in the sport field as it is believed that customers 

value their national sports teams (Kansu & Mamuti, 2013). For example, Lufthansa has got 

sponsorship agreement with German Football Team, Emirates with Arsenal football team, 

Etihad with Manchester City football team and Delta Air Lines with Los Angeles Lakers. 

It is estimated that airlines spent 515 million dollars on celebrity endorsement and 

sponsorship rights in 2013 (Kansu & Mamuti, 2013). 

Picture 9: Nicole Kidman in Etihad Airways‘ advertisement 

 

 

 

 

 

 

 

 

 

 

 

Source: Eithad Airways23 

  

                                                 
23 Available at: http://www.etihad.com/en-us/experience-etihad/tv-commercial/ 
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7. KOREAN AIR CASE STUDY 

In the final part of this thesis, a case study of Korean Air is used to show how 

particular airline approaches global marketing communication strategy and local 

communication strategy in the Czech Republic and the aim is to evaluate whether it 

designs marketing communication strategy in accordance with the trends identified in the 

previous section of this thesis.  

Based on the theoretical concepts and trends in airline marketing communication 

introduced in the first and second parts of this thesis, a set of hypotheses has been created 

in order to evaluate whether Korean Air follows the trends in airline marketing 

communication and are as follows: 

 

Hypothesis 1: Korean Air employs glocalisation marketing communication strategy. 

Hypothesis 2: Korean Air adapts the message communicated across their markets 

according to specifics of local markets. 

Hypothesis 3: Korean Air adapts their marketing communication according to the local 

linguistic aspects and conditions. 

Hypothesis 4: Korean Air adapts their marketing communication according to traditions 

and values of local target market. 

Hypothesis 5: Korean Air follows the airline marketing communication trends in use of 

social media. 

 

The information has been collected via in-depth interviews with marketing 

managers of Korean Air. The confirmation or disproval of the hypotheses will be discussed 

in the evaluating Chapter 7.7. 

7.1 About Korean Air 

The official name of the airline is Korean Air Lines Co., Ltd. With its fleet size of 

158 aircrafts, scheduled flights to 129 cities in 46 countries and 12 domestic cities, Korean 

Air is the largest airline in South Korea. The airline was founded in 1946 as the Korean 

National Airlines. The airline became fully privatized in 1969 by Hanjin Group, a global 

transportation conglomerate. The first transpacific route was opened in 1971 as a cargo 

service to the United States. In 1972, the first passenger service was launched to the United 

States. In 1975, Korean Air launched its first direct passenger flight to Paris and in 1979, it 
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started serving direct passenger flights to New York. The 1980s and 1990s saw a wide 

expansion of Korean Air’s passenger and freight routes. 

Since 1999, the chairman and CEO of Korean Air has been Yang Ho Cho. Korean 

Air’s international hub is Incheon International Airport (ICN) in Incheon and the 

headquaters is situated in Seoul. Korean Air is a founding member of the SkyTeam 

alliance which was announced in 2000. The airline operates a loyalty program called 

SKYPASS. According to Skytrax World Airline Awards, a global benchmark of airlines, 

Korean Air is the 39th airline in the world’s top 100 airlines for 2015 (Skytrax, 2016). 

Korean Air owns a subsidiary called Jin Air which is a low cost airline serving mostly 

flights within Asia. 

Korean Air has got an office in the Czech Republic from 2004. In 2013, Korean Air 

acquired 44% stake in Czech Airlines and both airlines cooperated in launching the Prague 

– Seoul route on a code-share basis. Originally, the flight was served as a charter flight but 

it became a regular route responding to the increasing corporate passenger demand.  

7.2 Korean Air’s approach to global marketing communication  

Korean Air’s headquarters sets the global marketing communication strategy and 

allocates budget to local offices which both apply the overarching global strategy and 

create their own marketing communicaiton activities. Korean Air segments the global 

market geographically with the main segments being Americas, Europe and Asia. 

Korean Air utilises a combination of standardised and localised marketing 

communication as the airline believes that it is important to build brand equity while 

considering local culture of target market when creating marketing communication 

campaign. Korean Air has run several global marketing communication campaigns focused 

on branding and positioning. These campaigns have either been run in standardised 

versions in English globally or have been localised in different markets by showing the 

same  or slightly different content with different language mutations. 

 Korean Air uses various media types and tools to deliver the intended message. 

Korean Air globally creates TV, radio, print, outdoor and direct advertising as well as 

event and online marketing. Korean Air has also been using cinema as a promotional tool 

throughout Europe. The media and marketing communication channels are chosen locally 

by regional offices in different markets. From the online marketing tools, Korean Air uses 

social media, online video advertisements and visual advertisements such as videos on 

Youtube, banners and Google displays. Concerning the social media, the airline uses 
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Facebook, Twitter, Instagram, YouTube, Pinterest, LinkedIn, Google+ and Sina Weibo. 

Korean Air also uses public relations activities such as press trips, events and sponsorships.   

7.3 Korean Air’s global campaigns and their adaptations 

7.3.1 Excellence in Flight campaign 

The first Korean Air’s truly large global marketing communication campaign was 

launched in 2007 and it focused on brand image and presenting the theme of „Excellence 

in Flight“. The media formats chosen for this campaign were TV commercials and print 

advertisements. The TV commercial was aired in the United States on ABC, CNBC, CNN, 

Fox and MSNBC (SkyNews, 2007). In Asia, the commercial was aired on Discovery 

Channel and National Geographic and in Europe, it was aired on BBC World (SkyNews, 

2007). The print visual of campaign was placed in several newspapers and magazines, for 

example the Times and Newsweek in the United States.  

The commercial focuses on different destinations covered by Korean Air and on the 

essence of the brand itself, putting emphasis on the signature blue colour of Korean Air. 

The campaign was standardised in all markets but was run in different language mutations 

with the claim „Excellence in Flight“ being always said in English. 

Picture 10: Excellence in Flight campaign – the TV commercial  

 

 

 

 

 

 

 

  

 

 

Source: Korean Air YouTube channel24 

  

                                                 
24 Available at: https://www.youtube.com/watch?v=4-SdgP6sCnc 
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7.3.2 For Life on a Whole New Scale campaign 

In 2010, Korean Air launched a new marketing communication campaign called 

„For Life on a Whole New Scale“. The campaign was run globally and used TV 

commercials, print and outdoor advertisements as well as online marketing (Eaton, 2010). 

In this campaign, the large network of destinations covered by the airline  and some of its 

key destinations were highlighted. There are three versions of the TV commercial – a 

global version, a version for Asian region and a version for American and European region. 

The difference in these three versions are the destinations which are highlighted in the 

commercials.  

The destinations are chosen by expected appeal and relevance to target market. The 

standardised features of the TV and video commercial are the theme of miniature cities, the 

music and the finishing scene of Seoul and Incheon airport. The standardised finishing 

scene is designed to promote the product of Korea among all markets. The global version 

of the commercial features New York, Brazil, Egypt. In the version for Asia, the 

destinations featured are New York, Brazil, Paris, London and Los Angeles. The version 

for Americas and Europe shows Australia, Vietnam, India, Shanghai and Hong Kong. 

 

Picure 11: Korean Air’s 2010 TV commercial in Asian and American/European 

version 

 

Source: Korean Air YouTube channel25 

  

                                                 
25 Available at: https://www.youtube.com/user/KoreanAirHome 
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7.3.3 All About You campaign 

In 2014, Korean Air launched its latest global campaign called „All About You“. This 

campaign has been localised as well as it was launched in different language mutations and 

it used different versions of TV commercials and visuals for print advertising. Taking into 

consideration various traditions across the target markets, one version shows a flight 

attendant preparing and customer consuming an alcoholic drink and other version shows a 

flight attendant and customer with non-alcoholic drink. The campaign used TV 

commercials and print advertising. This commercial was also used in shortened 30 second 

version for branding campaign of Korean Air’s 45th anniversary celebrations in 2015. 

Picture 12: Alcoholic and non-alcoholic version of print visual 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Korean Air 26 

7.4 Considering cultural aspects in marketing communication 

The cultural aspects which Korean Air considers in its marketing communication 

campaigns are mainly linguistics aspects and translation issues, religion, beliefs, traditions 

and habits. Korean Air aims to design their marketing communication in a culturally non-

controversial way.  

 

 

                                                 
26 Available at: https://www.koreanair.com/global/en/about/gallery.html 
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7.4.1 Language  

Korean Air considers the linguistic aspect of cultures in all their marketing 

communication activities, especially when communicating on social media. Therefore, big 

emphasis is put on language adaptations. English is used as the main communication 

language for Korean Air’s claims and is always used in the final voiceover of 

advertisements to ensure the consistency of their brand. The local language of target 

market is always used in print and radio advertising. The highest number of language 

mutations used can be found on Korean Air’s profiles on social media. Most of the social 

media profiles used by Korean Air are managed in both English and Korean language 

mutations.  

Picture 13: Visuals for Korean Air’s 47th Anniversary in Korean and English 

mutation 

Source: Korean Air Facebook page27 

 

Facebook shows the biggest number of language mutations. Apart from Korean Air 

Nepal fan page, there is one global version of Facebook page which is run in many 

language mutations. The default language version is run in both English and Korean 

language and is used in South Korea, Mongolia, Egypt and all other countries which will 

not be named in the following text. English version of Facebook profile is used in the UK, 

the US, Australia, Brazil, Canada, India, Malaysia, Mexico, New Zealand, Myanmar, Palau, 

Singapore, Philippines, Sri Lanka, Taiwan and Vietnam.  

Alongside these two mutations, there is a French mutation which is used in France, a 

Czech mutation used in the Czech Republic, an English/Chinese mutation used in Hong 

                                                 
27 Available at: https://www.facebook.com/KoreanAir.AU/?fref=ts 
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Kong, an English/Indonesian mutation used in Indonesia, a Hebrew mutation used in Israel, 

an Italian mutation used in Italy, a Japanese mutation for Japan, a Russian mutation for 

Russia, a Spanish mutation for Spain, a Turkish mutation for Turkey and an 

English/Arabic mutation for United Arab Emirates. All of the mutations post unique 

content which is a combination of standardised visuals and localised posts.  

Picture 14: Language mutations on Facebook and their adaptations - posts from 

United Kingdom and HongKong Facebook page communicating the same message 

Source: Korean Air Facebook page28 

Instagram profile of Korean Air exists in both English and Korean versions. On 

Twitter, Korean Air operates a Korean profile, a global English profile and a Hong Kong 

profile (see appendix VI). A global Youtube channel is run with mutations in Korean, 

German, French, Chinese and Japanese languages. Korean Air also utilises a Google+ 

profile and the airline is active on Pinterest. Korean Air is also present on Sina Weibo, 

which is a Chinese microblogging site. 

 

 

 

                                                 
28 Available at: https://www.facebook.com/KoreanAir.AU/?fref=ts 
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Picture 15: Korean Air’s profile on Sina Weibo 

 

 

 

 

 

 
 

 

 

Source: Sina Weibo29 

 

7.4.2 Traditions, values, norms and attitudes 

Up to 2015, the global campaigns of Korean Air showed only Koreans as crew 

members in order to promote the Korean traditional culture model and Asian hospitality. 

However, the 2014 campaign “All about you” showed first western women in roles of 

flight attendants. On Korean Air’s website, we can see visuals with non-Asian flight 

attendants, too. The passengers featured in the campaigns are of very diverse ethnic groups 

and men and women are featured equally. Except the flight attendants, Asian people can be 

rarely seen in global campaigns with the exception of commercials designed for Asian 

market (as seen in Picture 2). In the marketing communication campaigns designed 

specifically for Korean market, the travellers are usually Korean. We can only see female 

flight attendants in the marketing campaigns. Men crew members are only pictured as 

chefs. None of Korean Air’s visuals show obscene scenes and the visuals avoid erotic 

context. 

                                                 
29 Available at: http://www.weibo.com/koreanair 
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Picture 16: Korean Air’s visual on website featuring non-Asian flight attendants 

Source: Korean Air30 

The latest Korean Air’s marketing communication campaign „All About You“ has 

been designed with consideration of traditions, attitudes and norms of different cultures 

when preparing the visuals with both alcoholic and non-alcoholic versions as is illustrated 

in Picture 3. 

 Korean Air’s female passengers now make up to 50 percent. The airline reacted to 

the rising number of female passengers by designing an area for them in its Prestige 

Lounge at Incheon Airport. This area offers a sleeping room, a powder room and a 

restroom (Airlinetrends, 2011). On some of the aircraft of Korean Air, female passengers 

can find a WC dedicated only to them. It includes extra cosmetics, diaper board and is 

decorated in pink colour. 

 Korean Air aims to appeal to local cultures by sponsoring local traditional cultural 

institutions of high importance to local inhabitants. For example, it has sponsored Louvre 

in Paris, the State Hermitage Museum in St. Petersburg and The British Museum in 

London.  

7.5 Localised marketing communication campaigns 

 For the American and European region, Korean Air promotes the Korean region as 

an attractive travel destination and it highlights the Asian hospitality. In 2012, Korean Air 

designed the „Experience Korea“ campaign which consists of several TV commercials 

                                                 
30 Available at: https://www.koreanair.com/global/en.html 
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showing famous Korean landmarks, traditions and food and it encourages to travel and 

explore new destinations. 

 In 2014, Korean Air reacted to the increasing trend of food trucks in the United 

States. Food trucks have started to offer quality food and have become very popular in the  

US. Korean Air drove their own branded food truck in Houston giving out samples of in-

flight meals. The aim was to promote the launch of direct flights between Houston and 

Seoul. In the United Kingdom, Korean Air has chosen the traditional and famous London 

taxis as a promotional tool and it placed its outdoor marketing communication in central 

London. 

In the Korean region, Korean Air designs marketing communication mainly to 

promote its portfolio of destinations and to evoke nationalism and perception of Korean 

Air as the national flag carrier. In 2012, Korean Air launched campaign called „And then, 

Canada spoke out to me“ which was promoting Canada in order to improve the lack of 

knowledge about Canada among Koreans and to make the destination more popular in the 

eyes of Korean tourists. Alongside TV commercials showing sceneries of Canada, Korean 

Air ran several events which supported the campaign. This year, in 2016, Korean Air has 

been running a campaign focused on the destination of France showing the diverse French 

nature and cities. 

Korean Air’s marketing department cooperates with local marketing experts in local 

markets. For example, the TV commercial of the 2010 „For life on a whole new 

scale" global campaign was developed by Korean advertising agency HS Ad cooperating 

with local production companies in Munich and Los Angeles.  

Picture 17: Korean Air’s food truck in Houston 

 

 

 

 

 

 

 

  

Source: Airlinetrends31 

                                                 
31 Available at: http://www.airlinetrends.com/2014/10/04/airlines-let-food-trucks-do-the-promotion/  
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7.6 Marketing communication of Korean air in the Czech Republic 

 In the Czech Republic, Korean Air is represented by regional office in Prague. The 

regional office in Prague is responsible for the region of the Czech Republic, Slovakia, 

Hungaria and Poland. Korean Air in the Czech Republic follows the global marketing 

communication strategy which is designed in the head office in Seoul. The regional office 

of Korean Air in the Czech Republic use the globally standardized branded material which 

is then adapted for local market as needed. Korean Air has got codeshare agreement with 

Czech Airlines and operates its direct flights from Prague to Seoul in cooperation with 

Czech Airlines. However, the marketing communications activities of these airlines are 

completely separate. 

 The head office of Korean Air in Seoul sets a budget for marketing communication 

activities. The choice of marketing communication channels, media and marketing 

distribution channels is made by regional office in the Czech Republic and it follows the 

budget set by the head office. If the Czech regional office wishes to extend this budget for 

marketing communication activities, it can make a request to the head office in Seoul for 

budget to be allocated to this. 

The head marketing department in Seoul provides regional office in Prague with 

branded marketing communication material and the regional office in Prague uses the 

material suitable for local market and then adapts it to local market. The adaptations  to 

local markets are mainly performed by translations of marketing communication material 

to Czech, Slovak, Hungarian and Polish language. The translation is done by the regional 

office in Prague and the material is then graphically adapted in Seoul and sent back.  If 

there is a need for a graphic change in the visual, Korean Air in the Czech Republic can 

request an adaptation.  

7.6.1 The message communicated 

 The marketing communication in the Czech region is mainly focused on 

communicating the image of the airline, building the brand of Korean Air and promoting 

the product of South Korea. In the Czech market, strong emphasis is put on branding of 

Korean Air and therefore branded material is used for communication. The branded 

material always carries the symbol of Korean Air, their logo based on the concept of Yin 

and Yang, which is also incorporated into Korean national flag. Korean Air uses this 

symbol in order to promote its status as a Korean national carrier and therefore to promote 

Korea as a destination. 
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When the Czech office promotes specific offers on specific destinations, it uses 

standardised branded visuals and the visual does not particularly show destination 

promoted. It is so because in the Czech region, there is seldom designed marketing 

communication focused on promoting destinations other than South Korea. For example, 

the last advertisement for the region of Australia was run in 2009. Should the Czech office 

wish to design a campaign promoting particular destination, they could request a budget to 

be allocated to this. The destinations served by Korean Air are mostly being promoted in 

the domestic Korean market as South Kora is the base of the airline and therefore the offer 

of destinations is the widest. 

Czech market is segmented according to travel classes. In the Czech Republic, we 

can find visuals promoting business and first class. When communicating economy class, 

emphasis is put on service provided by Korean Air. 

Picture 18: Standardised branded online visual adapted for the Czech market  

  

 

 

 

 

Source: Korean Air Facebook page32 

Picture 19: Visual created specifically for the Czech market  

 

 

 

 

 

 

  

Source: Korean Air Facebook page33  

                                                 
32 Available at: https://www.facebook.com/KoreanAir.CZ/ 
33 Available at: https://www.facebook.com/KoreanAir.CZ/ 
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7.6.2 The marketing communication mix  

 The media types used by Korean air in the Czech Republic are outdoor media, radio, 

internet and social media. Korean Air also develop sponsorship activities. In the past, 

Korean Air used advertising in cinema and the advertisement has been aired in English 

language. Direct marketing is not used in the Czech Republic. The media plan is set 

annualy and is divided into quarters. 

 Concerning the radio advertising in the Czech Republic, the script and project for 

the commercial is prepared in the Czech Republic. It then needs to be approved by the 

head office in Seoul and then it can be recorded and aired. Concerning the outdoor 

advertising, the advertisements are usually placed in the city centre of Prague as well as in 

the subway and trams. The outdoor media formats used by Korean Air are usually 

commercial kiosks, digital displays and screens. 

 TV commercials and video spots are not designed or used in the Czech Republic 

apart from the one TV commercial which was aired in the cinema. Global video 

commercials are used in online marketing communication on social media. When 

celebrating its anniversary, Korean Air also supported its marketing communication on 

Václav Havel Airport in Prague by showing short versions of global TV commercials. In 

the Czech Republic, Korean Air organises events in B2B sector and the events are 

dedicated to its important clients and business partners. 

 Online marketing is in the region of the Czech Republic practiced via the Internet 

advertising on various websites, Korean Air’s website and social media. Korean Air’s 

website offers flights from Prague to customers who come to the website from Czech 

location. Online advertising focused on branding of Korean Air has been placed on 

websites such as idnes.cz, centrum.cz and seznam.cz in the form of display advertisements. 

Advertisements which promote special offers on air fares are placed on websites of 

distribution partners such as Student Agency and Pelikán. Distribution business partners 

also run their own campaigns on Korean Air’s air fare prices and special offers. Therefore, 

advertising on Korean Air’s flights can for example be seen on air fare portals of Student 

Agency, Pelikán and Letuška. 

Social media strategy is designed in the head office and the Czech regional office 

manages only the Czech mutation of Facebook account. There is a global facebook team in 

the head office in Seoul which distributes Facebook posts in English to the Czech office 

and other international regional offices. The Czech office then decides which material will 

be used on Facebook and how it will be used. The material can be translated here in the 
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Czech Republic and sent back to graphic workers in the head office and then used on the 

Facebook fanpage. 

Picture 20: Standardised visual adapted for Czech and Australian Facebook page 

 

Source: Korean Air Facebook page34 

Korean Air has also been involved in sponsorship activities in the Czech Republic. 

The sponsorship is usually delivered via the form of complimentary air ticket. For example, 

Korean Air has been a partner of a documentary series about South Korea produced by the 

Czech television called „South Korea seen through the eyes of Petr Voldán“. 

7.6.3 Marketing communication on board of Korean Air’s aircraft and service 

on board 

 The cabin crew on Korean Air’s aircraft is strictly Asian. This choice of air cabin 

crew is designed in order to maintain the authenticity of the main product of Korean Air 

which is South Korea. This is the global guideline for Korean Air’s cabin crew and this 

strategy is employed in the aircraft all around the world including the Czech Republic. 

 Concerning video and audio experience on the aircraft, the instruction video is 

played both in Czech and Korean language. However, the integrated audio and video 

system does not offer programs in Czech and Czech is not a user language. The regional 

office in Prague asserts that this will not change in near future. 

The in-flight magazine beoynd is written in Korean and English languages and is 

available in a standardised version in all passenger classes and in Korean Air lounges. 

Korean Air‘s in-flight magazine features information about airline’s flight offers, services 

on board of the aircraft and news and articles focused on culture and travelling. 

                                                 
34 Available at: https://www.facebook.com/KoreanAir.CZ/ 
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The service on board of Korean Air‘s aircraft is delivered in English. Korean Air 

offers both Korean and western style meals on board of flights from Prague to Seoul. The 

Korelan meal is South Korea’s national dish Bibimbap and Korean Air chose it to support 

promotion of Korean traditions on board of the aircraft. This Korean dish is offered as a 

meal option to passengers in all classes. 

Picture 21: In-flight magazine beyond May 2016 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Korean Air35 

 

 

 

 

 

 

                                                 
35 Available at: http://beyond.koreanair.com/e-book/ecatalog.jsp?catimage=2&Dir=41 
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7.7 Evaluation of Korean Air’s global approach to marketing 

communication   

Hypothesis 1: Korean Air employ glocalisation marketing communication strategy. 

Korean Air’s overall marketing communication strategy corresponds with the trend 

of glocalisation approach in airline marketing communication and confirms the first 

hypothesis stated in this thesis. Korean Air employs a global overarching marketing 

communication strategy with local adaptations to suit target market. Two of the three 

global campaigns examined show certain level of adaptation to local market as they have 

been run in different versions according to the region of target audience. Alongside these 

global campaigns which show certain level of local adaptations, Korean Air adapts its 

marketing communication to local markets as shown on the example of Korean Air’s 

communication in the Czech Republic.  

Korean Air cooperates with local experts in target markets, it adapts the 

communication material according to cultural aspects of local markets, it runs separate 

marketing communication campaigns in different countries using different outdoor, radio 

and print formats, different visual formats and content which is all in accordance with 

identified trends in airlines‘ marketing communication strategies. Korean Air also adapts 

its public relations activities according to the local market. The airline also holds different 

types of events and sponsorship activities according to the local market.  

7.7.1 Branding 

The branding of Korean Air is focused on building a brand with strong associations 

with Korea. Korean Air aims to build brand equity while considering local culture of target 

market when creating marketing communication campaign. This strategy is in 

correspondence with the identified trend and confirms the first hypothesis as well. 

However, there is one extremely big area for improvement in implementing this strategy. 

The branded visuals used in marketing communication campaigns do not look as attractive 

compared to marketing communication material produced by other international airlines. 

Example of this can be seen on social media used by Korean Air. Here I would suggest 

focusing on quality of graphic design and attractiveness of produced visual material in 

order to support the aim of building brand equity.  

On the other hand, the aircraft and aircrew branding seems to be supporting strong 

and positive customer experience and overall consistent ambience of the aircraft and brand 
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in general. The symbolic meanings are considered by Korean Air as well and they are 

interconnected with approach to branding. Flight attendants wear uniforms in Korean Air’s 

signature white, cream and celadon blue colours. Via the uniforms, the airline wanted to 

achieve balance between global fashion trends and traditional Korean style. 90 % of the 

crew are Koreans and the rest are of other Asian origin. The logo of Korean Air reflects 

Asian traditional concept of Ying Yang. These symbolic elements enable Korean Air to 

deliver persistent and authentic customer experience and build a competitive brand.  

7.7.2 Adapting the communicated message 

Hypothesis 2: Korean Air adapt the communicated message across their markets 

according to cultural specifics of local markets. 

Korean Air adapts its communicated message to different markets which corresponds 

with the trend of adapting communicated message in airline marketing communication and 

it confirms the second hypothesis. The main communication message in Korean Air’s 

marketing communication in international markets is promoting the brand of Korean Air 

and the destination of South Korea and other destinations covered by Korean Air. Via its 

global marketing communication campaigns, Korean Air also aims to promote the airline’s 

image and personality, build its brand awareness and enhance customers‘ loyalty to Korean 

Air. For the Korean domestic market, emphasis is put on promoting international 

destinations. 

I suggest putting less emphasis on the product of South Korea in communication 

designed for international markets. The extent to which Korean Air highlights the product 

of South Korea in its communication might be too strong in international markets and 

therefore international passenger might not consider this airline for other destinations than 

Korea. It is Korean Air’s vision to become a leader in the world airline community and 

even though the Korea-focused branding and messages are consistent, it is not in 

accordance with the global scale where Korean Air envisions itself. Therefore I would 

recommend communication which stresses the product and destination of Korea somewhat 

less and focuses on customer service and other destinations which might help Korean Air 

to position themselves as more internationally oriented airline. 
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7.7.3 Considering local cultures 

Hypothesis 3: Korean Air adapt their marketing communication according to the 

local linguistic aspects and conditions. 

Hypothesis 4: Korean Air adapt their marketing communication according to 

traditions and values of local target market. 

When it comes to considering local cultures in different markets, the local cultural 

aspects which Korean Air puts strongest emphasis on are local language and traditions 

which corresponds with the airline marketing communication trends identified and it also 

confirms the third and fourth hypothesis. Korean Air considers it vitally important to take 

into account local cultures in different markets. Therefore, the airline adapts its 

communication material to local cultures by translating it as well as adapting the visual 

material shown in advertisements.  

Korean Air adapts their marketing communication according to the local linguistic 

aspects and condidions. Adaptations of language and traditions can be seen in the examples 

of global campaigns and social media accounts given earlier and I believe these 

adaptations are designed and implemented sufficiently and appropriately.  

Korean Air adapts their marketing communication according to traditions and 

values of local target market as was shown in the examples of global campaigns. Korean 

Air also cooperates with local marketing experts in different markets. Korean Air also 

considers the socio-cultural factors of airline marketing described in Chapter 5. I believe 

that the adaptations created in marketing communication of Korean Air  to reflect these 

elements of culture are also designed and implemented appropriately. 

7.7.4 Use of social media 

Hypothesis 5: Korean Air follows the airline marketing communication trends in use 

of social media. 

This hypothesis can be confirmed to some extent. The internet and social media is 

used widely by Korean Air and is to some extent locally adapted which also correlates with 

the identified trend of social media adaptations. The website of Korean Air works 

efficiently with location detection as it is being adapted according to the region where the 

website visitor comes from. The website shows the destinations most relevant to the visitor 

and on the homepage, it presents direct flights from their region. Nevertheless, it would be 

advisable to focus on social media accounts and their content. It is advisable because when 
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compared to the top airlines by Skytrax, Korean Air has got much lower fan and follower 

base and the visual content is not as attractive and profesionally looking as has been 

already said. There is the exception of Pinterest, where other airlines are not often present. 

Korean Air also does not follow the trend of use of local social media, using only Chinese 

social network Sina Weibo.  

Another thing I suggest that Korean Air focuses on is enhancing cooperation with 

opinion leaders such as travel bloggers and travel writers which other airlines already 

benefit from. I would suggest establishing barter cooperation with these opinion leaders 

whose impact on their audience is extremely vigorous. Korean Air should consider 

providing air tickets and press trips in exchange for coverage over social media, reviews 

and articles. This could help on making South Korea more attractive to international 

customers. 

7.7.5 Celebrity endorsement and sponsorship 

The trend of celebrity endorsement is not yet adopted by Korean Air. Featuring 

global celebrities might not be in accordance with current strategy of communicating 

mainly the product of South Korea, however, Korean Air should consider this trend if they 

really aim on growing on a global scale. Korean Air follows the trend of sport sponsorship 

by sponsoring Korean national volleyball, table tennis and speed skating teams. 

7.6.6 Marketing communication in the Czech market  

Considering the marketing communication in the Czech market, the communication 

seems to be too oriented on the topic and message of South Korea as well. Korean Air 

should focus on promoting other destinations which might be appealing to Czech 

customers. Czech customes would therefore consider Korean Air for travelling to different 

destinations. The regional office should also consider running more marketing 

communication campaigns in Czech language in order to enhance local customers‘ desire 

to visit Korea and other destinations served by Korean Air. Cooperation with local opinion 

leaders might be a good way to do this alongside use of traditional media. Compared to 

other airlines present in the Czech Republic such as Emirates and Turkish Airlines, Korean 

Air’s communication is somewhat weak.  
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CONCLUSION 

The first part of this thesis provided theoretical background for the topic of 

intercultural aspects in airline marketing, focusing on consequences of intercultural 

environment on airline marketing communication. The second part identified the trends in 

approaches to airline marketing communication, illustrating the identified trends and points 

with examples of specific airlines and a case study of Korean Air. 

The major trends in global approaches to airline marketing communication which 

were identified based on literature review, research for real examples and a survey 

conducted among airlines are the inclination towards glocalisation of marketing 

communication, especially considering the elements of local culture of target markets and 

the adaptation of marketing communication material according to appeal to target market. 

The glocalisation trend includes trends in branding, considering the elements of culture, the 

adaptation of message communicated, use of local social media and cooperation with 

opinion leaders and local experts. Other trends in airline marketing communication such as 

choice of segmentation variables and use of marketing communication activities such as 

celebrity endorsement and sponsorship have been identified. 

By analysing and evaluating Korean Air’s approach to marketing communication as 

a case study, it has been concluded that this airline’s marketing communication strategy 

corresponds with mostly all of the identified trends in global approaches to marketing 

communication and the stated hypothesis have been confirmed. However, Korean Air 

needs to truly rethink and improve some of its communication tactics and activities in 

order to fully benefit from the marketing communication strategies and trends adopted if 

they aim to fulfil its vision of becoming a respected leader in the world airline community. 

The trends identified in airline marketing communication show inclination towards 

glocalisation marketing communication strategy in the airline industry, that is adapting 

marketing communication according to specific aspects of local market while aiming to 

build an overarching strong positioning for the airline brand. 
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Source: Daily Mail Online38 

Appendix III: Turkish Airlines communicating in local languages on Twitter 
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Appendix V: Lufthansa on WeChat, a Chinese messaging and calling application 
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Appendix VI: Korean Air on Twitter in Korean and global English version 

 

Source: Twitter41 
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