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ABSTRACT 

In this research, I examine selected commercial videos promoting the American 

corporations Coca-Cola and McDonald’s in the Russian market over the period 2007-

2010. Proceeding on the assumption that the selected videos are typical TV commercials 

utilized by these two companies in the Russian market, my major goal is to determine the 

ways in which the ads attempt to make the given products appealing to Russian 

consumers. I found that the video ads of these two corporations revealed a strategy aimed 

at avoiding negative attitudes against the products (and their potential profits) because of 

their strong identification with America and everything that America might represent to 

Russian consumers. This challenge is complicated because a segment of the potential 

market, principally young people, undoubtedly would not mind an association with 

American values and would generally respond favorably to American and broad 

cosmopolitan (foreign, non-Russian) interests. Moreover, creating ads with exclusively 

Russian themes (for example, from folklore) could potentially reach customers in other 

segments of the population less enamored of American products. 

The challenge facing both companies was to make a foreign product acceptable 

and appealing to a Russian market. The strategies they used to do this are worth 

examining for the sake of obtaining insights into successful advertising campaigns in 

Russia in particular and in foreign cultures in general. Analyses will yield conclusions 

that may be useful to psychologists, linguists, cultural historians and members of other 

disciplines involved in advertising design and business strategies. 
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CHAPTER 1: INTRODUCTION 

With technological innovations, the process of globalization – “the acceleration 

and intensification of interaction and integration among the people, companies, and 

governments of different nations” (Rothenberg 1) – has affected the world population. 

Private- and state-owned businesses, businessmen, and consumers from different parts of 

the world have been brought closer to each other while engaging in interactions 

promising mutual benefits and new opportunities. As technology, along with the increase 

in human interaction that it makes possible, has accelerated, so has the world of 

advertising. This process has played a pivotal role in creating new businesses, ideas, and 

niches within the global population. Advertising is an ever-evolving creative process that 

consists of presenting novel products and services, or new images of old products and 

services, in such a way so as to convince people that these products will improve their 

lives. The process of advertising various goods and services is aimed at winning the 

customers’ hearts with its ability to capture life and the world itself in unique, appealing, 

positive, beautiful, and/or intriguing ways. The audio and visual messages delivered to 

the consumers in commercials can be moving, inspiring, and extremely powerful in their 

impact on people’s minds. They can easily create a sense of the necessity of possessing 

certain products in order to feel good and successful in life. Advertisements can convince 

people of the quality and importance of the novelties and convert millions into devoted 

investors in the products. As an old adage states, “Advertisement is a vehicle of trade.” 

The glamorous and fashionable images that pour from various advertisement 

sources such as TV, newspapers, billboards, cell phones, and posters have the goal of 
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converting buyers. Customers exposed to the original, beautiful, cosmopolitan images 

presented through the advertisements develop feelings such as excitement, a sense of 

self-esteem connected to the possession of the new product, and an ultimately 

overpowering desire to purchase and finally own the goods. These strong effects on 

consumers are achieved by the distribution of effective advertisements throughout the 

world. 

 As of today, there are 276 McDonald’s restaurants operating in the Russian 

market (McDonald’s.ru). Advertising undoubtedly played some role in McDonald’s and  

Coca-Cola’s success in the Russian market. However, even without advertising, we can 

assume that these products were well known in Russia in Soviet times. The challenge for 

both corporations in contemporary Russia is to successfully compete with domestic and 

other foreign products in the same market. Both companies successfully delivered their 

products to the Russian market. These world-wide businesses have attracted millions of 

devoted customers in Russia. 

In “English and Emerging Advertisement in Russia,” Irina Ustinova examined the 

mix of multiple languages in advertisements, particularly the mix of English and Russian 

languages. She noted the penetration of some 10,000 English words in the Russian 

language. This fact, along with the increasing number of American English words 

substituting for Russian counterparts in media and Russian youths’ speech, sparked my 

curiosity and motivation to research the video commercials of the two world-famous and 

successful American corporations. Several examples of mixed language are included in 

this study.  
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Ustinova’s data on the American English words utilized in advertising in Russia 

reinforced my intentions to examine the issue. In addition to examining the distinctively 

American lexicon and imagery of the video ads, I shall also look at distinctively 

international and Russian imagery and verbal devices. I will provide a possible 

explanation for the presence of elements of Russian folklore in certain of these 

corporations’ commercials. The strategy behind this aspect of Coca-Cola’s and 

McDonald’s advertisements may be to balance the “foreign” aspects of the 

advertisements and thereby appeal to those who prefer to consume more native “Russian” 

products. 

As Guy Cook states, “The discourse as complex as advertizing always holds but 

more to be analyzed” (Cook 5). The complexity of advertising discourse can be explained 

as an involvement of the description of multiple elements into the creation of ads, 

including “participants, inter texts, situation, paralanguage, pictures, music, function, 

language, society, other ads.”(Cook 5-6) This research, however, is an attempt to 

examine the ways in which Coca-Cola and McDonald’s design advertisements to appeal 

to Russian consumers. The purpose of the research will address three questions. First, it 

will attempt to describe the ways in which the ads are attempting to make products of 

these two companies appealing to potential Russian consumers. In order to do that, I shall 

examine the language of the ads, how the ads appeal to customers’ cosmopolitan 

interests. In addition to examining the distinctively American features of the video ads, I 

shall also look at distinctively international and Russian imagery and verbal devices. 

Then, I shall attempt o provide an explanation of the Russian folklore used by these two 
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companies in some commercials to promote their products. Whenever appropriate I will 

compare strategies of the two companies. The expectation is to discover possible 

pattern(s) in the style and content of advertisements presented by them in Russia during 

the years of 2007-2010. While analyzing the chosen samples for the study, I would 

expect to observe differences or similarities in the commercials of these two successful 

companies, because advertizing always strives to be novel, to appeal to customers in new 

and different way while relying on techniques proven to have worked in the past.  

Unlike Ustinova, who focused on the attitudes of Russians towards 

commercials and various types of advertisements, I decided to study video 

advertisements. The two companies with which I am concerned resemble each other in 

their history, business and marketing methods and strategies utilized to gain popularity 

and their customer preference and trust in Russia. They also enhance their consumers’ 

preference for foreign rather than domestic goods and services by giving back to the 

society and changing it for the better in some ways. In the next chapter I will provide an 

overview of the two corporations and their advertising strategies in foreign markets. A 

discussion of methodology will then precede analyses of individual videos.   
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CHAPTER 2: DISCUSSION OF COCA-COLA AND MCDONALD’S 

CORPORATIONS 

     About the Coca-Cola and McDonald’s Corporations 

               Coke has been available to consumers since early 1886. It was invented by the 

pharmacist, Dr. John S. Pemberton, who mixed a few chemicals that were later given to 

his friend, Asa D. Candler, who added some carbonated water. The drink was tested and 

pronounced “excellent” for its refreshing taste (Coca-Cola Company Page). By 2003, 

Coca-Cola had become the world’s largest distributor of non-alcoholic beverages. The 

origin of McDonald’s is similar to that of Coca-Cola. The McDonald’s fast food 

restaurant was founded by two brothers, Richard and Maurice McDonald, in 1948 in 

California. They opened a family burger stand, which in time became “a global fast-food 

behemoth” (James) 

              Coca-Cola Company began business in Russia in1994, with its headquarters 

located in Moscow. “The Coca-Cola System in Russia consists of the Coca-Cola 

Company and its bottling partner Coca-Cola Hellenic (CCH)” (Invest in Russia), which 

operate in various regions of Russia. At the present time, there are 14 bottling branches 

located in various regions of Russia with a total employee capacity exceeding 10,000 

(Invest in Russia). 

               Over the space of a few years, the Coca-Cola Company has built a strong and 

lucrative business in Russia due to the rapid increase of the popularity of its 

internationally known brand. With respect to its success in this market, the following 

statement from the company is of particular importance: 
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Taking into consideration the complexity of the market and economic system in 

Russia and its peculiarities and traits, in which Coca-Cola Hellenic Company 

conducts its business, the company has to be creative in approaching the 

consumers in order to support its success. The company has implemented a 

successful strategic plan in 2006, ensuring sufficient services and products to 

satisfy the consumers’ demands and expectations. The company is developing a 

route-to-market system – a delivery of the product to various areas of the country. 

This strategy is intended to ensure the supply and continuation of sales of the 

product. (Coca-Cola Hellenic: Our Business Imperatives)  

Maintaining customer service and increasing the product variety are successful means of 

creating and filling the market. Any market is bound to exhibit a degree of variation: 

customers have various tastes and demands depending on their social status and location. 

Coca-Cola makes allowance for these by delivering the most appropriate products. The 

company’s “Think locally, act locally” marketing strategies allow it to successfully enter 

and adjust to local markets. It also helps to identify the important elements participating 

in consumers’ desires and satisfactions. (Yang) 

The Coca-Cola Company has used a number of motifs in its advertising. For 

example, it has used the widely loved and recognized image of the magical and kind 

Santa Claus in its advertisements since early 1930.  It is the only soft drink company to 

use this famous and loved image to promote its products. Prior to that time, Coca-Cola 

utilized the images of sexy, beautiful, and tastefully dressed young women. This creative 

idea of utilizing the “most important icons of popular culture” (Kretchmer 38) 
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contributed to the popularity and success of Coca-Cola products. Coca-Cola’s 

advertisements are cheerful, mood and spirit elevating, happy and enticing. Among the 

main goals of the company is to convince the consumer that Coke is the best product and 

everybody should drink it, preferring it over any other beverage.  In Russia, Coca-Cola 

used two successful slogans to promote its products: 

“ВВВВда Coca-Cola” (1993-2009), which means “Always Coca-Cola,” and 

“Coca-Cola идВт ВприходитВ В доВ!”  (2010), which means 

“Coca-Cola is coming home.”  

But the most famous and widely recognized by Russian populations is the Coca-Cola 

Christmas advertisement, “Праздники приходят”- “The Holidays 

Are Coming.” It is known for its images of a bright red train with multiple lights of Coca-

Cola delivery trucks.  

The Coca-Cola Company has managed to design an amazingly successful 

approach to introduce their product to the American public. As Smith puts it, “With 

missionary zeal, Coca-Cola salesmen and bottlers pushed the beverage as a magical 

elixir” (2007, 133). Coca-Cola was the first company to sponsor the Olympic Games in 

1928, thus promoting its products to a worldwide audience (Coca-Cola). Coca-Cola has 

also sponsored the FIFA Soccer World Cup since 1978 (McDonald’s Media Center 

Page). The Coca-Cola Company has achieved one of the most successful business 

marketing approaches in advertising their products, having swept the market off its feet 

and achieved great success in selling its product to millions of customers.  
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McDonald’s is a world-recognized American business that produces hamburgers, 

sandwiches, salads, desserts, and shakes served with beverages to over 58,000,000 

customers per day (Adamy). The McDonald’s menu consists of a variety of popular food 

items that (according to the company’s promotional material )are appreciated by loyal 

customers for their affordability, satisfaction, and fulfillment. Just like Coca-Cola, 

McDonald’s has had to adjust to the changing market and consumers’ expectations by 

offering healthy and nutritional products including salads and fruit. Just like the origin of 

Coke, the origin of McDonald’s involved two people. They were two brothers, Richard 

and Maurice McDonald, who opened the very first restaurant, the barbeque stand they 

first leased in 1940 in San Bernardino, California (Hess 61). In a manner parallel to that 

of two pharmacists who were responsible for the creation of Coca-Cola, the McDonald 

brothers were responsible for inventing the concept of fast food restaurants, still widely 

used in countries all over the world. The popularity of the fast and affordable 

McDonald’s menu facilitated the company’s worldwide expansion.  

McDonald’s advertises in many ways, including video commercials, which are 

among the most useful tools of the company’s publicity and popularity. Among the 

various goals of McDonald’s commercials are the establishment of solid and creditable 

publicity, promotion of the products, and earning customers’ preference. Similar to Coca-

Cola, McDonald’s promotes sports by funding various sporting events, from those 

limited to schools up to the global scale such as the Olympic games. It also engages in 

quite extensive charitable contributions. The company utilizes various means to promote 
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its products, but TV commercials remain the fastest and most powerful way of reaching a 

wide spectrum of consumers.  

Like the Coca-Cola Company, McDonald’s responds and adjusts to market 

environments to achieve and maintain its success in business. One of the most targeted 

audiences of the McDonald’s commercials is children. Presumably, children are 

relatively easy to impress and excite about new and exotic products. In the modern world 

with technological expansion and advances, video messages coming to the audience from 

the screens of the TV remain a powerful and successful way of reaching large portions of 

the population in Russia including children. If they are targeted early, they may choose to 

purchase the products when they grow up and are in a position to make their own 

choices. By that time, they would have become familiar with their favorite businesses and 

the products they were exposed to at a very young age, perhaps during the best time of 

their lives, surrounded by their family members or friends. Also, once the child wants 

something and insists on getting it, it is highly likely that sooner or later his or her parents 

will purchase the object for the child. McDonald’s is very aware of this simple and 

winning strategy of earning children’s loyalty, along with parental involvement, that 

results in purchases of the company’s products and services.  

This research paper aims to demonstrate that these two famous companies have 

utilized a variety of commercials, some specifically designed for Russian consumers. 

This winning of customers’ long term preference and commitment is founded on the 

policy of reciprocity, of giving something and receiving something back. Giving in this 

case consists in producing the goods to make the consumers happy. The receiving 
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involves enthusiasm and excitement of customers demonstrated when they purchase the 

products. The giving can also be observed in the strategies adopted in particular ads, for 

example, by enhancing the product’s American origins (verbally and with images) 

emphasizing what is American or non-Russian. Such an approach can appeal to potential 

Russian consumer’s interests in exotic rather than domestic foods and drinks.  TV 

commercials were utilized to increase the number of the consumers and ultimately lead to 

the flourishing and expansion of the businesses.  

These companies resemble each other in many ways. As indicated above, they 

both place great emphasis on targeting youth, they are both extensively involved in the 

sponsorship and promotion of sports, and they both attempt to establish a reciprocal 

relationship with the localities into which they expand. They also resemble each other in 

terms of the products they offer to the market in Russia: fast food and drinks at affordable 

prices. In addition, the two companies resemble each other insofar as they cover all 

market niches, from smaller to the grander events, and have a consumer base drawn from 

all socio-economic levels. Advertising played a major role in their success.  In the 

following section, I will focus on and address the role of the media and globalization in 

the respective companies’ products promotions. 

Media and Globalization: Aiding Coca-Cola and McDonald’s Companies 

Media and globalization are important factors that aid Coca-Cola and McDonald’s 

Companies in targeting various groups of consumers. Judging by the content of the video 

commercials, we note that Coca-Cola and McDonald’s target predominantly groups of 

young people, such as students and young professionals. Like their Western counterparts, 
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Russian youth prefer to settle down in bigger cities with easy access to Western goods 

and services. It is not without reason, then, that as of 2001, we saw “some 15,000 

international joint ventures operating in Russia in addition to approximately 100,000 

resident Western managers” (Morgan and Thorpe 33). Urban eastern European 

consumers have thus become more familiarized with contemporary products and 

services. The modern architecture of buildings, fast food restaurants, mobile and 

computer services, and billboards advertising various popular products are inseparable 

components of city life in Russia. “A consequence of this is that consumer expectations 

have risen in direct response to global mass media, tourism, the export and mystique of 

‘foreign’ popular culture” and the marketing activities of multinational corporations (Ger 

and Belk, 1996, as cited in Morgan and Thorpe 40).  

Certainly, the presence of international ventures and managers has greatly 

contributed to the globalization of various localities in Russia and familiarization with 

Western popular culture, traditions, and values. Interestingly, however, as Melissa 

Caldwell suggests, the processes of globalization “present opportunities for the localities 

not only to assert and affirm themselves, but also to recast the global according to locally 

particular and meaningful ways” (Caldwell 10). Such recasting can be demonstrated 

using the examples of the popularity of McDonald’s milk-shakes, Big Macs, and french 

fries in Russia. According to Caldwell, “many Russian consumers who support local 

businesses and commodities have transferred that support to McDonald’s” (Luke, 1990 as 

cited in Caldwell 11). These products, by their presence alone, over a long period of time, 
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lost their strangeness and became familiar to consumers; in effect, McDonald’s became  

comfortable and domesticated (Caldwell 11).  

This domestication and comfort eventually led to the consumers’ developing trust 

in and a preference for foreign fast foods. Milkshakes, french fries, and hamburgers came 

to be perceived as something new and desirable by the consumers in Russia:  

By the end of the 1990s, milkshakes were available in both fast food and high-end 

restaurants throughout Moscow as well as at temporary sidewalk food stalls. . . . 

Vendors in the lobbies of Moscow’s finest theaters and opera houses added 

milkshakes to their intermission offerings, restaurant owners provided French 

fries with their main courses, and vendors at walk-up sidewalk stands offered 

Russian-made knock-offs named Big mak and gamburgr roial. (Caldwell 16) 

One of the McDonald’s commercials chosen for this study on the basis of online 

availability shows the company’s web address at the end. This is an example of another 

strategic move, utilizing the internet to make consumers even more familiar with the 

company, its products, values, and goals. Posting its address both illustrates the 

company’s awareness of modern technology and also provides easy access to 

promotional material. Similarly, Coca-Cola’s official website in Russia educates 

consumers about that company’s history, background, values, goals, and participation in 

local communities. Using the internet as a means of advertising has helped Russian 

consumers to “become familiar with the world’s most successful brand founded upon one 

hundred years of advertising” (Morgan and Thorpe 40). 
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Through its successes in a variety of world markets, Coca-Cola has established 

itself as a global brand. As Mark Pendergrass points out, “Coca-Cola” “is the second 

best-known word on earth (after ‘O.K.’)” (Pendergrast 439). This is important, because 

Coca-Cola commercials effectively substitute the term ‘Coca-Cola’ for ‘O.K.’: for 

example, some Coca-Cola advertisements in Russia end with, “Vse budet Coca-Cola,” 

which means “Everything will be Coca-Cola,” and ultimately meaning “Everything will 

be O.K.” This is an extremely powerful pitch utilized by Coca-Cola Company to promote 

its brand name in video advertisements in Russia. Like Coca-Cola, McDonald’s utilized a 

universally accepted and recognized pitch – “I’m loving it” – in the video commercials 

shown in Russia. This short phrase originated from the German agency, DDB’s Heye and 

Partner, in response to Coca-Cola and McDonald’s call for new and creative ideas to 

promote their products (Wilken and Sinclair 6). The phrase has apparently had an 

enormously positive impact in suggesting the excellence and greatness of the advertised 

items. In these cases, strongly idiomatic colloquial phrases have been adroitly 

manipulated to promote products, and in turn have been translated into (or given a rough 

equivalent in) Russian for the same purposes.  I now turn to a discussion of the impact of 

the English language in influencing consumers. 

Impact of the English Language in Influencing Consumers 

One of the most recent research studies undertaken to investigate the impact of 

the English language in influencing consumers on a global scale in advertising in places 

where English is not the national language was done by Elizabeth Martin. In her research, 

Martin observed that, “the mere presence of English associates the product with 
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modernity, quality engineering, exclusivity, professional mobility, international appeal, 

and other positive concepts, depending on the product category and target audience” 

(Martin 170). Following her conclusions, we see that the Coca-Cola Company’s use of 

American-English words in its advertisements-primarily its product name-is a purposeful 

process perpetuated in order to win followers in Russia. The names of the products alone 

have a commercial power; the question then becomes, how much American English does 

a commercial need to increase effectiveness with a particular audience? 

The marketing approach of incorporating English words with another language in 

advertising reflects what Kelly-Holmes refers to as the “fetishes of International English” 

(Kelly-Holmes 2000, 2005, as cited in Martin 170). Kelly-Holmes explains that the usage 

of English words mixed with another language produces “linguistic innovations and 

symbolism that are specifically tailored to local audiences” (as cited in Martin 171). We 

will see some examples of this in the video commercials we examine. The use of English 

in this particular way has also been described by Tej Bhatia as “glocal” because, in 

combination with other languages, English is able to function as a global language that 

enables the use of linguistics to incorporate local values to achieve the desired effects 

(Bhatia, 2000, as cited in Martin 171). These factors help elucidate the reasoning behind 

Coca-Cola’s strategic use of American-English words in Russia.  

Another recent research study, “English in Russia” by Ustinova, provides us with  

compelling reasons for both Coca-Cola and McDonald’s to use American-English words 

in their commercials in Russia. In her research, Ustinova states that “eighteen million 

Russians use the Internet, 55 percent of regular users live in 11 cities with a population of 
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more than one million people, and 73 percent of them report that they speak English 

enough to use English search engines” (Ustinova 242).  People communicate in English 

not only in Moscow and St Petersburg, but even in the Arctic city of Murmansk. English 

enters the Russian language through various “multilingual contexts.” (Ustinova 239)  

Such multilingual contexts as advertising and popular culture are easily accessible 

through TV advertisements and the Internet. American economic and cultural expansion 

affects consumers throughout the world, including Russia. As a result, Russian 

consumers are becoming familiar with the novelties of American pop culture from first 

hand sources available online.  The utilization of the Internet allows them to be informed 

about the latest worldwide events and inventions. Access to study abroad programs 

enables thousands of Russians to learn some English.  In just the year of 2003, 

approximately 10,000 Russian students attended language courses in Great Britain 

(Ustinova 242).  Learning English abroad is a popular and prestigious goal. “Knowledge 

of English is a mark of decent upbringing and prestige” (Ustinova 242).  English is also 

used in Russian banks for communication with foreign investors and businesses. “English 

is the most widely spread foreign language in Russia today.” (Ustinova 244)  

All of this reflects the importance of English in contemporary Russia, and its 

potential for use in advertising videos. I now turn to a discussion of the issue of 

Americanization, which is often associated with the great success of Coca-Cola and 

McDonald’s in selling their products overseas. 

Americanization of Russia 
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In his “Americanization of Globalization,” Patrick Mendis describes the concept 

of Americanization as an historical movement that started during the first three decades 

of the 20th century, when Western and Northern Europeans came to the USA and became 

Americans. As immigrants were adjusting to their life in a new country, they had to 

assimilate the English language, traditions, and general way of life. Mendis states, “In 

many ways, globalization is an extension of Americanization” (Mendis 5). According to 

Mendis, Americanization can have both positive and negative impacts on other cultures.  

Such influences can include the promotion of democracy, equality, and education, but 

also materialism and the homogenization of culture. Promoting the one and de-

emphasizing the other could be components in effective advertising, and there is evidence 

that both companies have developed appropriate strategies. 

Technological advances facilitated globalization and exposure to various cultures 

and countries throughout the world, and Russia is no exception to this trend. The 

Americanization of the Russian language refers to the practice of using English words, 

from American dialects in the modern Russian language. The Americanization of the 

Russian language is a result of economic, cultural, and political factors brought about by 

an expanding basis of relations making the process of communication easier. Many 

young Russians are exposed to television commercials, internet social networks, 

international tourism, student exchange programs, and personal friendships with 

foreigners. As a result of this exposure, some American English word borrowings that 

have infiltrated the Russian language have come to seem a natural phenomenon. Young 

Russians enjoy making their colloquial speech more colorful by juggling Russian words 
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with those borrowed from American English. Some American English words also convey 

the same information a long Russian phrase does. For example, a single American word 

cool can carry many different connotations in Russian and represent them all at once: 

заВВВатВВВнВВ - wonderful; хороВиВ- good, 

хороВВВо каВВВтВа - good quality, ВоднВВ - fashionable. 

Knowing and using foreign words is perceived by many as a sign of intelligence, cultural 

savvy and cosmopolitanism.  Giving a local business an American English name is 

another fashionable way for young Russian entrepreneurs to stand out and be different in 

a highly competitive market.  

Furthermore, the application of standard American English terminology related to 

different scientific and cultural spheres is common in translating of professional texts, 

research, and manuals. It is very important for young people to be familiar with 

terminology related to technology. Solving technological and scientific problems and 

consulting with specialists requires a standardized vocabulary, and English currently 

occupies a prominent role.  

Choosing American English words over Russian is a fashionable response to 

political, economic, and cultural changes taking place throughout the world and in 

Russia. Americanization enriches the Russian language with new words that were absent 

prior to scientific discoveries, new commercial products, and inventions. For instance, 

terms such as Coca-Cola, Big Mac, and hash browns refer to the drinks and food items 

utilized by the inventors to name their originally American products. These terms are 



23 

 

   

present in the video commercials of Coca-Cola and McDonald’s designed for Russian 

consumers.  

As Coca-Cola gained in popularity, it gradually started to “successfully market its 

products in more than 300 countries” (Smet and Criso 75). Some people support Coca-

Cola and McDonald’s being “singled out by anti-globalization and anti-Americanization 

protesters” – as they are by about 13,000 internet websites – and disagree with the 

deliberate imposition of American culture on consumers.  

There are, however, voices that contradict this stance. For instance, researchers 

such as Ria Smet and Rachael Criso suggest that the Coca-Cola Company did not 

purposefully impose the “great American way” on the rest of the world. Instead, they 

claim that the Coca-Cola Company has been culturally sensitive and internationally 

aware of the markets. As these researchers argue, Coca-Cola has made significant efforts 

to localize their products in terms of aspects “such as language – appropriate wording on 

cans, consideration of peculiarities of taste of local cuisine, dietary restrictions dictated 

by religious beliefs, and local management cooperation” (Smet and Criso 75). It is my 

contention that this view is correct. Having examined randomly chosen Coca-Cola and 

McDonald’s commercials in the discussion section of this research, where the focus is on 

lexical analyses and key features of the commercials aired in Russia, it became obvious 

that both companies take into consideration the Russian language, culture, and values, as 

shall be spelt out in greater detail in later sections.  

In support of this position, I now discuss Coca-Cola’s and McDonald’s 

incorporation of folkloric elements in video commercials shown to Russian consumers. 
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My primary claim is that the implementation of the folkloric elements demonstrates the 

awareness and support of Russian language, cultural, and history on the part of these 

companies.  

Coca-Cola’s and McDonald’s Incorporation of Folkloric Elements in Video 

Commercials 

Both companies have utilized folkloric Russian images in their commercials to 

attract Russian consumers. Utilization of folkloric personages in advertisements creates 

an atmosphere of fairytale and a “mythic past, it retains utopian distance from the present 

masking the reality of the changes since 1991 and thus providing a measure of 

psychological compensation” (Morris 650). Furthermore, the use of such motifs and 

icons promotes “iconicity and national identity” (Morris 643).   

The implementation of this approach is one of the major strategies that 

international companies have adopted in order to promote their products in ways that 

appeal to consumers. They have also used this approach in competing with local products 

that have been known for utilizing a similar approach to iconicity in the market as well 

(Morris 654). In his research, Morris addresses the importance of iconicity in Russian 

advertisements. Utilization of iconicity is critically important in focusing on the national 

identity because customers respond to the familiar imagery and ideas, remembering and 

thus ultimately preferring the advertised product. Advertisements that deliberately focus 

on the national identity carry the notion of “Russianness and sense of traditions 

connected to these products,” which is possible when the main personages of the 

advertisements are based on history (Morris 643). 
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McDonald’s advertisement, “ Suddenly, like in a fairytale the door squeaked,” 

posted on YouTube, is an example of such a method of promoting their products to 

Russian consumers. In this commercial, the story line and focus are on the main 

character, Tsar, who refers to a person sitting at the table as “Boyar.” Boyar is a historical 

term denoting Russian nobility. As the commercial unfolds, it introduces another element 

of iconicity – a traditional Russian song known by a vast number of Russians: “Vdrug 

kak v skazke skripnula dver.”  “Kak v skazke” means “like in fairy tale,” which references 

the historical folkloric genre of storytelling that has been brought into this commercial as 

an iconic element to aid in creating images and settings familiar to Russian consumers 

that , in turn,would predispose them to an almost automatic interest in the introduced 

products. 

A very similar approach to McDonald’s idea of incorporating historical iconic 

elements in their advertisements was incorporated by the Coca-Cola Company in 

designing its commercials for Russians. We can easily see that in the example Coca-

Cola’s series of five commercials available on one Russian website, the story line of 

which concerns Russian folkloric fairy tale characters such as zharptitsa (firebird), Ivan-

Tsarevich (Ivan -the prince), serij volk (grey wolf), and zolotoe jabloko (a golden apple 

with magical qualities). The series is important, because it demonstrates that Coca-Cola’s 

method is similar to McDonald’s in terms of the incorporation of iconic and national 

imagery to promote its products in Russia. Both companies can thus be seen to have 

successfully utilized a strategy of iconicity.  
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Another significant aspect of such advertising is referred to by Morris as the 

“compensating selling proposition,” which is applicable to both imported and local 

products (Morris 644). The compensatory proposition plays a major role in promoting the 

products of companies such as McDonald’s and Coca-Cola. These companies make 

consumers pay special attention to the traits of the products that consumers would 

appreciate regardless of the fact that the products are foreign. We can see this in the 

example of the McDonald’s products resembling some Russian dishes: the McMuffin is 

like an “omelet and sandwich combined,” hash browns are like fried potatoes, the 

Chicken Mythic is fried chicken meat, salads and ice-creams translate easily, and pies are 

similar to Russian pies.  

Coca-Cola is also known for practicing a “compensating selling proposition.” Just 

like McDonald’s, it strives to promote a universally shared desire to consume them. The 

universality of human beings, regardless of their nationality and place of birth, is 

something on which these companies focus.   



27 

 

   

CHAPTER 3: STATEMENT OF THE RESEARCH GOALS 

 The purpose of the research is threefold. First, it will attempt to describe the 

ways in which the ads make the products of these two companies appealing to Russian 

consumers. In order to do that, I shall examine the utilization of the American English 

words, expressions, and imagery as a way to appeal to customers’ cosmopolitan interests. 

Second, I shall provide an explanation of the Russian folklore used by these two 

companies in some commercials to promote their products. Third, I shall describe 

selected ads with a view toward identifying their distinctive features and relating these 

features to our previous discussions of advertising strategies of the two companies.  

I expect to discover pattern(s) in the content of advertisements presented by these 

companies in Russia during the years 2007 to 2010. While analyzing the chosen samples 

for the study, I shall take note of differences or similarities during the period 2007 to 

2010.  
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CHAPTER 4: METHODS AND RESEARCH DESIGN  

Research Design and Approach  

This research is primarily conducted for the purpose of “acquiring new 

knowledge” which may help to generate new hypotheses (Kovacs 10). I plan to 

“produce” new knowledge with my analyses of advertising videos. This study is focused 

on textual and visual elements that include images, individual words, phrases and 

sentences utilized in the TV commercials of Coca-Cola and McDonald’s in Russia. 

Particular attention will be directed at images and language that are particularly 

“American” or non-Russian. The data to be analyzed consist of samples gathered from  

video commercials shown in Russia for Coca-Cola, a globally recognized beverage, and 

McDonald’s, one of the most popular American fast food restaurants in the world. 

 This thesis is an example of exploratory research, in which a collection of video 

ads is analyzed with a view toward understanding how they work, how they are designed 

to attract customers in a foreign culture to a product or line of products. The analyses 

should deepen our understanding of how video ads are designed and the assumptions 

their creators make about the target audience. The resulting descriptions could 

conceivably be helpful in preparing for future campaigns and in understanding the 

success of failures of past campaigns. Presumably past successes and predictions of 

future successes could be measured with the help of focus groups. 

In this section of the study, I will focus on research design, data gathering 

methods, sampling method, the analyses themselves, and the interpretations of the results. 

With respect to data collection, I will use the observation method. Specifically, I shall 
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utilize a non-participant observation method. This particular method “does not require the 

involvement of the observer with the group or its activities nor active engagement in the 

activity observed itself” (Kovacs 67). This approach is often applied for studying the 

behavior of children. Close attention will be given to the content of each sample and the 

function of elements of the ad: this is the principal concern of the study. The research 

project is mainly qualitative because the data are presented primarily in the “form of 

words or pictures” (Neuman 30) rather than as numerical quantitative data. I did however 

quantify the results whenever possible, if only to suggest hypotheses that could be 

confirmed in more comprehensive studies. My analyses in general and conclusions based 

on them must of necessity be qualitative in nature because the commercials analyzed are 

only a small sampling.  

Typical Case Sampling  

 Assuming that the video commercials promoting Coca-Cola and McDonald’s 

chosen for this study are “typical, normal, and average samples” (The Free 

Dictionary.com) for Russia during the period 2007 to 2010, we can attempt to examine 

the collected videos and generate interpretations and new ideas which will be further 

discussed in subsequent sections. The commercials utilized as samples for this study were 

collected from different sources such as the video sharing website “YouTube,” the free 

Russian web archive of video commercials, “Telead.ru,” and the largest search engine in 

Russia, “Yandex.”  

YouTube is a highly popular video sharing website. Some of the videos are 

uploaded by private users, and a number of companies have begun uploading and sharing 
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their videos through the YouTube Partnership programs. Unlike the other two sources, 

YouTube has a “video response option triggering a new interaction practice, i.e., 

communication threads started by an initial video built up by video responses and listed 

in a video-summary” (Adami 2). This feature allows the visitors of the YouTube website 

not only to view the uploaded videos, but also to learn more about the subjects of the 

videos and participate in discussion of the visually presented content. The Tele Ad 

website  (telead.ru) is designed for free downloading of videos. The videos are 

advertisements of popular brands that have been categorized and listed by category. 

There are sixteen categories with subcategories that specifically indicate the advertised 

products. Yandex is one of the largest search engines in Russia, allowing a search of the 

needed information in the form of pictures, maps, blogs, videos, goods, and news. 
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CHAPTER 5: KEY FEATURES OF THE COMMERCIALS  

Coca-Cola TV Commercials in Russia 

Let us discuss first Coca-Cola advertisements that were shown to Russian 

consumers in the form of TV commercials during the period 2007 to 2010. I am going to 

analyze and discuss some key features of each video commercial individually. Selection 

of these from the online sources previously outlined allows for obtaining a better idea of 

the methods that were utilized by the commercial designers in order to capture the 

attention of the consumers in Russia. Each video will be examined with the goal of 

identifying features that make it distinctive and contribute to its effectiveness. Analyses 

will help us understand the complexity of the advertising business and the importance of 

small details that ultimately play a great role in supporting the success of the major 

companies and their products, such as Coca-Cola and McDonald’s Companies in the 

Russian market. The significance of small details in commercials can perhaps be best 

observed in the process of lexical analyses.  

I begin by considering the first four commercials of the Coca-Cola Company 

found on the free Russian web archive of video commercials “Telead.ru”, which are later 

summarized and presented in Figure 1: 

First commercial. 

                    The title of the first commercial is “В доме где есть Соса-Соlа.Живи 

ярче!”  (In the house, where Coca-Cola is. Live brighter!). It was first aired on Russian 

media in 2007.  The commercial and its script in Russian can be viewed at 

http://www.telead.ru/coca-cola-in-home.html 
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The text of the commercial in Russian is: 

“В доме, где есть Coca-Cola, нежданные гости - всегда в радость. Вечер у 

телевизора - это последний сеанс в кино!И каждому доступен вкус победы.А в 

обычном ужине море романтики.В доме где естьCoca-Cola. Живи ярче!”  

The text of the commercial translated to English is: 

“In the house where Coca-Cola is, unexpected guests are always a joy. Evening in front 

of the TV- this is the last show at the movie theater! And the taste of  victory is accessible 

to everyone. And in the usual dinner there is a sea of romance. In the house where Coca-

Cola is. Live brighter!” 

Analysis. 

The very title of the ad, “In the house where Coca-Cola is…” suggests the 

availability of the Coca-Cola product in one’s house. The second part of the headline is 

the expression: “Live brighter!” This is an imperative utilized to make a suggestion to 

live one’s life better. This short slogan is easy to remember and has a striking impact. 

Potential consumers’ attention can be won by utilizing a comparison (Křížková 37), 

particularly, by evoking a feeling of curiosity about whether or not the advertised product 

would work for them. With Coke you can live a brighter, more exciting, happier life. We 

may assume that the Coca-Cola Company suggests that by consuming their product, the 

process of living life will be a brighter, positive, and overall happy experience. 

 The headline consists of an open-ended suggestion that implies that life is better in the 

house where the Coca-Cola product is. This is an example of the “soft-sell” technique 

utilized by Coca-Cola Company. Unlike the “hard-sell” method that makes a direct 
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appeal, the “soft-sell” relies on mood and on the implication that life will be better with 

the product” (Cook 15). Much is communicated by positive associations. As we look 

closely at the text of the commercial we can observe the presence of the pronoun 

“everyone.” This is meant to demonstrate the universal appeal of Coca-Cola. The 

expression “is accessible to everyone” suggests that Coca-Cola is an easily accessible 

product and intended to be consumed by every person. Accessibility is also highlighted 

by the variety of scenes and participants in the ad. A friendly, warm environment is 

created by using nouns such as “house,” “friends,” and “guests.” Additionally, the 

metaphoric expression “a sea of romance” (in the scene with the young couple) creates a 

positive, loving environment and suggests the better quality of everyday life that can be 

achieved during a simple dinner at home with family or friends. To many, family and 

friends are valuable elements of one’s life. We can feel the power of the short lines of the 

commercials in the suggestion to live one’s life brighter, and the ad, with its images and 

words, emphasizes the presence of the people most dear to us. 

The sentence (accompanying the relevant scene),“Evening in front of the TV – 

this is the last show at the movie theater!”, magically transforms one’s living room into a 

movie theater. It takes one’s world beyond the limits of one’s house, while preserving a 

homely loving and happy atmosphere. The expression “taste of victory” may suggest an 

easily accessible way of feeling successful simply by having Coca-Cola products at 

home. 

The commercial consists of six sentences or sentence fragments. Lexically, there 

is not much of interest here. The only English term is the product name, “Coca-Cola,” 
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which is written in Latin characters and embedded into the Russian text of the 

commercial. The duration of the commercial is only 30 seconds, but the content makes a 

strong positive impression about the product. It manages to create a friendly environment 

by introducing the close-up of the apartment lit up from the inside. As the commercial 

starts, the audience is instantly taken inside of the young man’s apartment. He opens the 

door to meet a group of excited and happy friends. The fast pace of the commercial is 

accompanied by the fast music of an electric guitar. The music in the commercial may 

strike one as more European than American. It perfectly matches the quick cutting from 

scene to scene in the commercial and the announcers energetic reading of the text. The 

text may say “everyone,” but the ad is directed more at youth and people who want to be 

young. 

Interestingly enough, during the first seconds of the commercial, the attention is 

drawn to an apartment complex which looks like a typical complex found in both Russian 

and American large cities. It is a multi-storied building consisting of dozens of individual 

apartments. The gathering of young people to the upbeat and energetic music of electric 

guitar in a modern apartment, drinking Coca-Cola, and sharing good laughter are some 

elements contributing to the creation of a cosmopolitan life style. 

The commercial consists of small episodes focused on a group or a couple of 

happy young people and the Coca-Cola product. The trademark color of the Coca-Cola 

product is also emphasized by the red color of the tank top and red walls of the room of 

the apartment. Perhaps the red color also symbolizes patriotism, which can also be 
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interpreted as devotion to the product, optimism and energy. It is often understood as 

color of passion and life itself. 

Second commercial. 

     The title of the second commercial is “Coca-Cola. Выиграй путешествие в 

ледяной отель в Швецию.” (“Coca-Cola. Win a trip to the ice hotel in Sweden”). It was 

aired on Russian media in 2008. The commercial and its script in Russian can be viewed 

at http://www.telead.ru/coca-cola-ice-hotel.html 

  The text of the commercial in Russian is: 

“Настоящий праздник начинается с Coca-Cola.Найди под крышкой надпись 

Поездка и выиграй одно из 8 путешествий в Швецию, в ледяной отель. Или собери 

7 крышек c изображением медвежонка внутри, и получи игрушку с записывающим 

устройством. Поздравь своих близких. Все будет Coca-Cola. Начни праздник!” 

The text of the commercial translated into English is: 

“The real holiday begins with Coca-Cola. Find the inscription ‘Trip’ under the cap and 

win one of 8 journeys to Sweden, to the ice hotel. Or collect 7 caps with the picture of the 

baby bear inside, and get a toy with a recording device. Greet your relatives. Everything 

will be Coca-Cola. Start the holiday!” 

Analysis. 

The word “Coca-Cola” at the very beginning of the headline immediately brings 

one’s attention to the Coca-Cola product. “By having its own brand-name written on it, 

every product is both itself and an ad for itself” (Cook 30). This additional technique of 

advertising reinforces the name of the product and catches the attention of the consumer. 
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The second part of the headline, “Win a trip to the Icehotel in Sweden” is an offer for a 

chance to receive something for free. A chance to get something for free is one of the 

most powerful strategies of creating excitement, sparking curiosity, and gaining 

consumers’ attention. The large number of imperatives, such as “find,” “win,” “collect,” 

“get,” “congratulate,” and “start,” utilized in this commercial help establish a special 

relationship between the consumer and the company. The repetition of imperatives works 

to minimize the gap between “seeking” and “winning,” so that potential consumers can 

more easily imagine the rewards waiting for them. The line “Congratulate your relatives” 

(which in an American context would be “Greet your relatives”) creates a close 

connection between the individual, the product, and family members.  The expression 

“Everything will be Coca-Cola” demonstrates the utilization of one of the most popular 

phrases in the world “Everything will be O.K”. The expression reinforces the product’s 

psychological value (for example, as reassurance in the face of adversity) and it‘s 

connection with an optimistic worldview. 

Additionally, the expression “Start the holiday” also suggests that Coca-Cola is a 

substitute for the holiday or an inseparable part of it. Holidays are generally associated 

with time off, family activities, fun, traveling, happiness, and relaxation. The Coca-Cola 

Company has chosen this particular expression to enhance and amplify the connections 

between the positive emotions associated with the time off and Coca-Cola. The first line 

of the commercial starts with the expression, “A real holiday begins with Coca-Cola.” 

The last line ends with an imperative exhorting or inviting consumers to start the holiday 

now. The text of the commercial consists of short sentences designed to create excitement 



37 

 

   

by linking together winning a trip, celebrating with relatives and vacationing. The 

friendly and exciting atmosphere created within just a few seconds of watching the 

commercial can be attributed at least partially to the lexical choices of the ad designers 

that are focused on emphasizing, contributing to, and enhancing the best time of one’s 

life, time off, greeting relatives, and simply creating a holiday by starting it with an easily 

accessible drink.  

Visual and Sound Qualities The duration of the commercial is 30 seconds. The 

commercial begins with Coca-Cola trucks moving in a winter night over the bridge 

decorated with lights that can be seen from a long distance. As the first truck approaches, 

we see an image of Santa Claus and the word “Coca-Cola” written in English. We can 

hear, accelerating with the speed of the truck, an exciting Russian version of Melanie 

Thornton’s jingle, later turned into a song, “Wonderful Dream (Holidays are Coming).” 

The next image is of two Coca-Cola bottles opening and the holiday celebration begins. 

We see young, happy people laughing and drinking Coca- Cola. We also get a glimpse of 

an ice hotel in Sweden and a toy bear with a recording device. At the end of the 

commercial, we see Santa Claus drinking Coke. 

The predominant colors are red and gold. The golden color can be seen in the 

light on the trucks and lights inside the rooms where the commercial takes us. The red 

color can be seen on the truck, on Coca-Cola bottles, shirts, and scarves on young people. 

The combination of red and gold undoubtedly creates a holiday atmosphere, and with the 

image of Santa Claus introduced at the end of the commercial, we can see that the 

Christmas and New Year holidays are coming. Additionally, a computer-generated image 
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of a moving, golden spirit-like object, which is released as the Coca-Cola bottles are 

opened, travels through the commercial around its characters. One may assume this is a 

metaphorical presentation of the spirit of the Christmas and New Year holidays that 

comes out of Coca-Cola bottles. This particular visual effect creates a special, magical 

aura around the commercial.  

This ad is related to and partially derives from a long-running series of ads Coca-

Cola made over a multi-year period for almost all of its foreign markets. They typically 

included the distinctive and colorful trucks, images of Santa, images people of various 

ages, and the song, “The Holidays Are Coming,” in the background. The Russian ad here 

utilizes the song and the trucks with their distinctive lights, but focuses on young people 

celebrating (and in one scene with giving and receiving a gift that looks like a stuffed 

animal with a Santa Claus hat on it); the same song is in the background, only in Russian 

translation. Celebrating the New Year with Coke is obviously central to the ad, as well as 

winning a trip to Sweden’s Icehotel. 

Other than the name of the product and the reference to a hotel in Sweden, there is 

nothing lexically notable about this ad. 

 Third commercial.  

                The title of the third commercial is “Кока-Кола. Пусть Новый Год 

обернется счастьем!”  (“Coca-Cola. Let the New Year turn into happiness!”) It was first 

aired on Russian media in 2009. The commercial and script in Russian can be viewed at  

http://www.telead.ru/coca-cola-christmas.html 

The text of the commercial in Russian is: 
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“В Новый Год даже самые обычные вещи могут стать волшебными! Ведь с 

Кока-Кола тепло добрых дел творит настоящие чудеса! Coca-Cola. Пусть Новый 

Год обернется счастьем!” 

The text of the commercial translated into English is: 

 
“On New Years, even the most common things can become magical! Because with  
 
Coca-Cola the warmth of the good deeds does real miracles! 
 
Coca-Cola. Let the New Year turn into happiness!” 

 
         Analysis. 
 

The headline of the commercial consists of the two sentences: “Coca-Cola” and 

“Let the New Year turn into happiness!” The title is the brand name of the Coca-Cola 

Company and the name of the company’s product; it is seen by viewers at the very end of 

the ad. As was mentioned earlier, this terminology is a strategy utilized by the 

advertisement designers to draw the consumer’s attention to the product. The second 

sentence consists of a phrase in the imperative. The imperative, in this case formed from 

the particle pust and the third-person singular verb, expresses a wish for the New Year to 

turn into a happy year. There is a strong undertone of an appeal to universality because a 

large portion of the population wants the New Year to be happy. 

 The first sentence of the text of the commercial contains the words “common” 

and “magical. They are juxtaposed in order to enhance with magical qualities the hopes 

and wishes of the consumers for the best in the coming New Year. The second sentence 

contains the word “miracles,” another powerful attribute of magic. The miracles are 

explained as being a result of the warmth of good deeds combined with Coca-Cola: the 
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turbo charger of the supernatural. The imagery of magic and miracles is suggestive of the 

Christmas Season for Christians. Santa Claus appears and disappears magically, 

delivering presents and good feelings. The next strategic move that can be seen in the 

sentence is the repetition of the name of the Coca-Cola Company so that it enjoys a halo 

effect related to the magic of Christmas. This is done to solidify in the minds of the 

consumers the critically important connection between miracles and, therefore happiness, 

and Coca-Cola. There are four sentences or sentence fragments in this commercial and 

only Russian words except for the product names. Perhaps this strategy was utilized to 

increase the exotic feature of the product and at the same time to make it appealing and 

recognizable to the Russian consumers. 

       Images and Other Key Features. 
 

The length of the commercial is 30 seconds. It begins with a chain of Coca-Cola 

trucks decorated with bright lights. The trucks are moving late at night through winter  

landscapes. Again the song “The Holidays are Coming,” adapted for the Russian 

audience, can be heard as a background feature. In Cook’s description of a similar 

commercial for Sprite (screened in Britain in 1990), “The consumer can distinguish the 

variations of music in speed and beat. At first, the music and a song start off fast and 

upbeat, conveying a sense of urgency building to a climax, then it shifts to the regular 

rhythm and nearly fades away, and finally, the beat is replaced by sound effects creating 

an air of magic and mystery” (Cook 45). 

The focus of the commercial quickly shifts from the trucks to a grandfather and a 

young boy who is receiving a magic button that came off Santa Claus’ jacket. The 
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commercial ends with a boy meeting Santa Claus and returning the magic button to him, 

and shortly after that, Santa drinks Coca-Cola.  

The predominant colors utilized in this video are red and gold. We can see the 

Christmas tree decorated with bright lights and a glimpse of the house decorated in 

Christmas lights. We can also see “Coca-Cola” written in large white letters on the 

bottles.  “Writing focuses the receiver’s attention upon the words themselves.” (Cook 92)  

Therefore, the standard name of the product will be easy to notice and recognize in the 

future. Coca-Cola commercials effortlessly create the solution for a happy life: a wish, 

warmth of good deeds, an element of magic, and Coca -Cola. A computerized golden 

ghost was utilized to create a special magic effect. Santa turns into this golden spirit as he 

leaves the room and wraps up the bottle of Coke. The bottle of Coca-Cola has a miniature 

Santa’s hat. This special effect was probably intended to reinforce the connection 

between Coca Cola, the magic of Christmas, the positive hope of the New Year, and the 

gifts of Santa. 

American-influenced images in this commercial include the Coca-Cola 

commercial truck with Christmas lights. The house decorated with a wreath and outdoor 

Christmas lights could be taken from any American suburb.  Santa Claus in this 

commercial wears glasses, which are not a part of the Grandfather Frost motif, but are in 

the American image.   

Russians have an old tradition for celebrating the New Year and Christmas 

holidays, which in some ways is different from similar traditions in the United States and 

Europe.  Children dress up in costumes for New Years and anticipate Grandfather Frost 
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gifts and miracles on December 31st. Before the Revolution, Russians celebrated 

Christmas at the same time as Europeans on December 25th (the “old style”); however 

afterwards, Christmas in Russia began to be celebrated on January 7th (the “new style,” 

but according to the “old style” pre-Revolutionary calendar). Until recently, some older 

Russians and representatives of other European nationalities celebrated Christmas on 

December 25th, but the overwhelming Russian majority celebrates it on January 7th. New 

Years is celebrated on December 31st (new style); however, it is also widely celebrated 

on January 14 (old style).  Russians commonly refer to the January 14th date as “Old New 

Year.” The ad does may not feel foreign to Russians, as the image of Santa Claus can 

readily be associated with Ded Moroz “Grandpa Frost.” The grandfatherly image, then, is 

transferred to the New Year holiday, a non-religious holiday in both cultures, along with 

the magic of the holiday season. This image has been maintained from generation to 

generation. There is no difference in perception based on generation. Christmas 

celebration in Russia does not include a Santa Claus, as it is primarily a religious holiday, 

unlike in Europe and America, where religious and non-religious components have been 

merged.   

Fourth commercial. 

 

           The title of the fourth commercial is “Празднуй чемпионат мира с Coca-

Cola!” (“Celebrate the World Cup with Coca-Cola!”). It was first aired on Russian media 

in 2010, and can be viewed at http://www.telead.ru/coca-cola-roger-milla.html.  We do 

not possess the specific documented information addressing the time and the TV channels 
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in Russia where the videos were shown to the Russian consumers. The Coca-Cola 

Company declined to release such information due to contracts with the various 

advertising agencies (see attached response). The advertisement in Russia is evident on 

the billboards set up along the roads to the cities, TV, press, and audio commercials.  

  The text of the commercial in Russian is: 

 

“В 1990 году после забитого гола африканец Роджер Милла исполнил собственный 

танец. Так у игроков и болельщиков появилась традиция совершенно по-своему 

отмечать голы! Празднуй чемпионат мира с Кока-Кола! Открой  Coca-Cola. 

Откройся счастью!” 

The text of the commercial translated into English: 

 “ In 1990, after the goal was scored, African Roger Milla performed his own dance. 

Thus, the tradition of celebrating goals in their own way appeared among the players and 

football [soccer] fans. Celebrate the World Cup with Coca- Cola! Open Coca-Cola. Open 

up to happiness!” 

 Analysis. 

The title of the commercial is “Celebrate the World Cup with Coca-Cola!” This 

headline contains the imperative inviting viewers to celebrate a major sporting event, the 

Soccer World Cup, with Coca-Cola. The exclamation point is utilized to express the 

excitement of the exhortation. The text of the commercial contains three imperatives: 

“celebrate,” “open,” “open up.” The text is presented in the form of a monologue 

describing an action performed by a soccer player, a sports authority who adds 

authenticity to the sporting event and soccer’s tradition. “The mimics of celebrity bestow 
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upon a product all the values signified by that individual: the strength of the athlete, the 

glamour of the star” (Cook 95). 

Words with positive connotations such as “celebrate,” “dance,” and “happiness” 

are also utilized throughout the commercial. The words “players” and “soccer fans,” 

which can represent hundreds or even thousands of diverse people indicate an appeal to 

universality. This method of advertising associates drinking Coca-Cola with a sports 

tradition followed and continued by a large number of participants. The ad is another 

attention seeking, finding, and reinforcing device utilized in Coca-Cola video 

commercials. The commercial consists of five sentences and exclusively Russian words 

except for proper names.  

 Key features.       

  The length of the commercial is 30 seconds. The commercial takes us to the 

soccer field, where we can see the dance of Roger Milla and the happy faces of the 

players. A quick historical background about the origin of the tradition is presented in a 

song by K’naan, “Waving Flag,” performed in English. The presence of the red color can 

be identified in the attire of the soccer players, billboards showing the Coca-Cola logo, 

and some of the flags being waved by the fans. The focus of the commercial shifts to 

Roger Milla, who is holding a bottle of Coke and drinking it with a big smile on his face. 

The commercial ends with a red image of a Coca-Cola bottle and the name of the product 

written in large white Roman letters.  

The commercial attempts to build a link between the success achieved by athletes 

and consumption of Coca-Cola. An appeal to universality is also present in this 
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commercial. We can clearly hear the lines from the song in English that state, “Every 

nation, all around us,” “freedom,” and “we’ll be stronger.” The use of the personal 

pronouns in English can also be heard in the commercial: “us,” “we.” The use of these 

pronouns is an additional way to create a special welcoming environment for consumers. 

The commercial was adapted for the Russian audience, but the song in the background 

(presented to the audience in English) creates a cosmopolitan aura. The song clearly 

emphasizes universality, but does not appear to “Americanize” in a significant way. The 

positive aura of the festivities is further enhanced by the presentation of international 

teams, flags, and billboards. The only overt Russian reference is found at the end of the 

video in a form of an expression written in the Russian language “Откройся счастью!” 

-  “Open up to happiness!” 

Tentative Conclusions 

Word-counts of the four selected Coca-Cola commercials do not tell us nything 

significant. Since all of the English words in the samples (except the song lyrics from the 

fourth commercial – which were not distinctively American) were product names, there 

is nothing to indicate that the lexicon of the commercials played or could play any 

significant role in the Americanization of Russian or Russia. The content of the ads, 

however, offers us insight into some of the strategies the company used over the sample 

period, even if the ad itself has only an indirect relationship to Americanization. 

The 2007 Coca-Cola commercial is focused on a younger population, perhaps 

high school students. The 2008 commercial focuses on young professionals or college 

graduates whose age I estimated as mid to late 20’s.  In the 2009 commercial, we can see 
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the emphasis being placed on a child, a grandparent, and family traditions. The 2010 

commercial is focused on thousands of people with different origins and backgrounds 

gathered at a sporting event, the World Cup. It is clear that these selected commercials 

target different segments of the population. The notion of universality is well defined in 

all of the selected commercials while targeting various communities. The strategy of 

utilization of a segmented universality is carried through the videos that generally target 

various age groups while suggesting Coca-Cola for consumption. A strong, universal, 

positive emotion such as love connecting various representatives of the population and 

Coca-Cola, supports and fuels a notion of universality. This powerful characteristic of the 

commercials undoubtedly contributes to Coca-Cola’s continuing success. Connecting 

love with images of Coca-Cola enhances quality, popularity, and universality of the 

product among the consumers. The universal attraction of consumers to Coca-Cola is a 

winning component of the successful advertisement and promotion of the product. Love, 

success, happiness, and magic are notions people want to relate to, by living through their 

dreams and desires, even if they never experience them. Competition and winning are 

also qualities that the commercials introduce in strategic ways to enhance their product. 

Whether winning a world championship or a trip to Sweden, Coke is there too. The 

universality of Coca-Cola suggests that consumers of various cultures, backgrounds, age 

groups, and/or social status can enjoy this drink representing magic, love, happiness, and 

holiday cheer. The ultimate expression of universality in the drink can be seen and heard 

in the fourth commercial, presumably shown to audiences in 2010. We can distinguish 

the words expressing universality such as: “every nation,” “all around us,” “us,” “we.” 
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They also appeal to consumers by evoking feelings of excitement, joy, happiness, 

success, magic, and love. These powerful and timeless components are universal and as 

appealing to Russians as to the global population. I now move on to consider similar 

analyses of McDonald’s advertisements over the same period of time in Russia. 

McDonald’s TV Commercials in Russia 

As in the previous steps that we have taken with Coca-Cola ads, we shall examine 

four TV advertisements of McDonald’s fast food products shown to the Russian 

population during the years 2007, 2008, 2009 and 2010. They can be found on the free 

Russian web archive of video commercials “Telead.ru” and later summarized and 

presented in Figure 2. 

First commercial.  

                       The title of the first McDonald’s commercial is “Чикен 

Мифик.Новая легенда от МсDonald’s” (“Chicken Mythic: A New Legend from 

McDonald’s”). It was first aired on Russian media in 2007. The commercial and its 

Russian script can be viewed at http://www.telead.ru/McDonald’s-chicken-mythic.html 

The spoken text of the commercial in Russian is: 

 “McDonald’s создал новую легенду - Чикен Мифик. Необычная форма и 

новый вкус. Ммм. Сочное куриное мясо с хрустящей корочкой, мягкий нежный 

сыр Эмменталь, свежие помидоры и салат на оригинальной булочке с 

кунжутом.Вкус, перед которым нельзя  устоять. 

Чикен Мифик. Новая легенда от McDonald’s.” 
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 The text of the commercial translated to English is: 

“McDonald’s has created a new legend – Chicken Mythic. An unusual form and a 

new taste. Mmm. Juicy chicken meat with a crispy thin crust, soft and tender Emmental 

cheese, fresh tomatoes, and salad on the original bun with sesame seeds. It is impossible 

to resist the taste. Chicken Mythic: A New Legend from McDonald’s.”  

Analysis. 

The title of the commercial contains words that are intended to catch consumers’ 

attention, with hyperbolic reference to something “mythic” that will become a “new 

legend.” The noun “myth” creates a somewhat mystic and fairytale-like image, 

transforming common food intake into a journey to a fantastic and imaginative world. 

The word “new,” perhaps intended to spark one’s curiosity and interest in what is novel 

and contemporary, is followed by the noun “legend” that reinforces the previously 

utilized word “mythic” by creating a traditional and magical atmosphere. Interestingly 

enough, the commercial utilized the sound “Mmm” to express satisfaction and an 

appreciation of the taste of the product. This is an example of “onomatopoeia,” which is 

“the use of words whose sound suggests the sense ” (webster.com) 

Another interesting method utilized by McDonald’s advertising designers is an 

enumeration of adjectives describing the taste qualities of the food and ingredients 

included in their menu. This enumerating device was not utilized by the Coca-Cola 

Company in the previously discussed videos about the Coke product. Interestingly, the 

Russian version of the McDonald’s text contains a few American English words or terms, 

not just the name of the company, written in English, but the proper name of the food 
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item, uttered twice and transliterated (in a shot near the end of the video) as “Chiken 

Mifik.” There are six sentences/sentence fragments in the text of the commercial that 

include 27 Russian words and seven proper names relating to food products (one product 

name is German and the others are American). 

               Key features. 

The duration of the commercial is 20 seconds. The commercial starts with a 

glimpse of the McDonald’s symbol, two arches in the shape of a capital letter M. The text 

of the commercial is in Russian, which is appropriate for the target audience. It is 

accompanied by fast music and barely audible song sung by a female singer in English, 

which contributes to the cosmopolitan flavor of the advertisement. The audience can see 

a tall board set up on the street with a picture of a Native American as they hear the word 

“legend.” This interesting audio and visual effect brings one’s attention to the active, 

exotic, and traditional past of McDonald’s products. The predominant colors utilized in 

depicting the Native American are passionate and lively. They include an earthy brown 

color, as well as red and orange, the colors of fire and warmth. After appetizing shots of 

food products, the scene shifts back to the mural, which this time shows soccer (?) 

players in action. The bright colors of the mural are mixed with the colors of the crispy 

sesame bun stuffed with colorful and fresh products of earth: delicious vegetables. We 

can see the bright splashes of yellow and some patches of red throughout the commercial. 

The video ends with the statement “Вот что я люблю”- “This is what I love” written in 

Russian in yellow beneath the McDonald’s symbol –the golden arches and a link to the 

official McDonald’s Company web site in Russia. The web link to the official 
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McDonald’s Company in the ad is a method that was not utilized by the Coca-Cola 

Company. The insertion of the web link is a good strategy in terms of educating the 

audience and giving them a chance to learn more about the company and its product. 

Second commercial. 

            The title of the second McDonald’s commercial is “МсDonalds  

отправляет троих  ребят из России на Финал Чемпионата Европы” (“McDonald’s 

sends three boys from Russia to the final of the European Championship”). It was first 

aired on Russian media in 2008. The commercial and its script in Russian can be viewed 

at http://www.telead.ru/mcdonalds-happy-meal-euro2008.html 

The text of the commercial in Russian is: 

“Мы знаем, как важно для вас дать ребенку разнообразное питание, 

необходимое для его роста и развиия. Поэтому в меню Хэппи мил большой выбор 

высококачественного мяса, курицы, овощей, минеральной воды, соков, и молочных 

продуктов. Так же важно, чтобы ребенок был активным и много двигался. 

Поэтому, поддерживает футбол и отправляет троих ребят из России на финал 

Чемпионата Европы.” 

The text of the commercial translated to English is: 
 
“We know how important it is for you to give a child diverse nutrition, as it is necessary 

for his growth and development. That’s why there is a large choice of high quality meat, 

chicken, vegetables, mineral water, juices, and dairy products in the Happy Meal Menu. 
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It’s also important for a child to be active. That’s why McDonald’s supports soccer and 

sent three lads from Russia to the Finale of the European Championship.” 

Analysis. 

The headline begins with the company name “McDonald’s,” and then says what it 

does for Russian citizens (potential consumers). The utilization of the pronoun “we” 

stands for the McDonald’s Company, while the noun “child” starts out by referring to all 

children and becoming strictly Russian by the end of the commercial. The repetition of 

the adjective “important” helps to create an atmosphere of responsibility, care, and desire 

to provide the best for children. Unlike Coca-Cola advertisements, which seem to prefer 

to hand the responsibility of caring for people to the consumer, or starting the celebration 

of the holiday by the consumer, McDonald’s takes that responsibility into its own hands 

by creating the atmosphere of trust and importance. The advertisement is designed in the 

form of a short, educational message addressed to those who are concerned about healthy 

choices of nutrition and promoting active life styles in their children. We can sense this 

from the expressions, such as “it’s important,” “that’s why,” “supports.”  

Key features. 

 The duration of the commercial is 20 seconds. The headline begins with the 

company name “McDonald’s” and the announcement of what the company did for the 

three chosen boys. This is an unusual strategic move for the beginning of the commercial, 

which one would expect to focus primarily on food.  Instead, McDonald’s stresses a good 

deed, the value of which cannot be measured by calories. This move turns the headline 
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into a news announcement. This is a way of letting consumers know about the company’s 

involvement in the life of the society in which the business operates. 

The first image that consumers see is a still picture: the red background with the 

symbol of McDonald’s, a tall man holding the hand of a boy, and an inscription 

indicating that McDonald’s is escorting players as an official organizer – escort at Euro 

2008. The actual video starts with McDonald’s restaurant tables and a child opening a 

box with the words “Happy Meal” transliterated in Russian. Interestingly, each Happy 

Meal box is located in the center of radiating sun rays each of which leads to a 

McDonald’s product included in the Happy Meal. The commercial is narrated in the 

Russian language at a very fast pace, probably because there is a considerable amount of 

text to deliver in a short time (20 seconds). It ends with children playing at a sports 

stadium. The dominance of yellow and red colors can be seen in the commercial. At the 

very end of the commercial we can see the company’s symbol located side by side with 

an emblem of the sporting event and an inscription stating that McDonald’s is an official 

sponsor of Euro 2008.  

We can hear the association with the McDonald’s tune at the very end of the 

commercial. However, during the commercial the music seems to be almost absent and 

the focus of the ad is on children. This method of lowering the volume of the music to 

almost complete silence is a strategic move to enhance the importance of the subject that 

was not utilized by the Coca-Cola Company. Another possible explanation is that music 

could detract from the text, an essential component of the ad. 

Third commercial. 
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             The title of the third McDonald’s commercial is “Завтрак в 

McDonald’s до 10 утра” (“Breakfast at McDonald’s before 10 am”). It was first aired on 

Russian media in 2009. The commercial and its script in Russian can be viewed at 

http://www.telead.ru/mcdonalds-breakfast.html 

The text of the commercial in Russian is: 

“Начните свой день с завтрака в Макдоналдс. Аппетитный Мак-Мафин с яйцом и 

свиной котлетой, картофельный Хашбраун и ароматный свеже молотый 

кофе.Завтрак в МcDonald’s до 10 утра. Не проспи настроение.” 

 The text of the commercial translated to English is: 

 “Start your day with breakfast at McDonald’s. Appetizing McMuffin with egg 

and pork patty, hash browns, and aromatic fresh ground coffee. Breakfast at McDonald’s 

before 10 am. Don’t oversleep [and miss] the mood.” 

       Analysis. 

 The imperative “start” exhorts the consumer to have breakfast at McDonald’s. 

Adjectives such as “appetizing,” “aromatic,” and “fresh” are utilized to emphasize the 

quality and sensual appeal of the offered breakfast food items. The name of the company, 

McDonald’s, is not written in Latin characters but in Cyrillic (Russian) in the ad. The ad 

shows repetition of the title and a suggestion, “Не проспи настроение”-“Don’t oversleep 

the mood,” are the final words of the announcer. “Вот что я люблю,” translated to 

English as “That’s what I love” is written in Cyrillic (Russian) under the yellow arches 

on the final screen.  The names of the food items such as McMuffin and hash browns are 
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transliterated from English into Russian in the text (which viewers will not see). The 

phrase “Mak-Mafin” is regarded here as one hyphenated proper name. There are four 

sentences in the text of this commercial with sixteen Russian words excluding 

conjunctions and prepositions. The ad uses four English proper names.  

Key features. 

The duration of the commercial is 15 seconds: it is one of the shortest 

commercials we have considered. The headline is composed in the form of an 

announcement announcing breakfast time. The ad starts with close up shots of the 

McDonald’s products, hash browns and an Egg McMuffin, followed by the shots 

demonstrating to consumers the process of making the McMuffin. The focus then shifts 

to pouring fresh coffee, followed by coffee beans. The last seconds of the commercial 

show the golden arches logo of McDonald’s Company. 

This is another commercial utilizing an English text background that viewers can 

hear, but not see in written form. A shift occurs from formal to informal imperatives in 

this commercial as it goes from formal “начните” (start) to informal “не проспи” (don’t 

oversleep). The formal version could be oriented towards a group of customers, while the 

informal form is focused on singular customer with a personal approach. This ad may 

represent a novel advertising strategy zooming from large scale to small scale targets. 

This commercial does not simply tell consumer to try the products, but actually to begin 

the day with them. Its strength is in its close-ups of the products, close-ups that target a 

large segment of its consumer base. The strategy is not to appeal to health-conscious 

consumers, as in previous commercial. 
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“Pictures and sound create both their own meanings and meanings resulting from 

their interplay with each other and with text” (Cook 95). In this particular advertisement, 

everything (including adjectives such as fresh and appetizing) seems designed to present 

an irresistible appetizing breakfast: the images of a fried and crispy potato patty, a raw 

egg (suggesting fresh food), and coffee in the cup as well as in bean form (also 

suggesting freshness), all accompanied by the upbeat music. The predominant colors in 

the commercial are red, yellow, and golden brown. 

 Fourth commercial. 

           The title of the fourth commercial is “Ваш любимый Биг Мак. Перед 

ним всегда так сложно устоять!” (“Your favorite Big Mac. It is impossible to resist the 

taste!”).  It was first aired on Russian media in 2010. The commercial and its script in 

Russian can be viewed at http://www.telead.ru/bigmac.html  

The text of the commercial in Russian is: 

 

“-Биг Мак, Биг Мак, Биг Мак, Биг Мак, Биг Мак, Биг Мак, Биг Мак, Биг Мак, Биг 

Мак, Биг Мак, Биг Мак, Биг Мак, Биг Мак, Биг Мак, Биг Мак, Биг Мак, Биг Мак, 

Биг Мак, Биг Мак. 

-И мне БигМак. 

-БигМак. 

-Картошку возьмете? 

-Да. 

-Да.  

-И мне картошку! 
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-И мне! 

-И мне картошку! 

Ваш любимый БигМак.Перед ним всегда так сложно устоять! 

МакАвто в Макдональдс.Работает от рассвета до рассвета!” 

       The text of the commercial translated to English is: 

“-Big Mac (19 times). 

-And for me a Big Mac. 

-Big Mac. 

-Will you take potatoes? 

- Yes. 

-Yes. 

-And for me potatoes! 

-And for me 

-And for me potatoes! 

Your favorite Big Mac. It is so difficult to resist! 

MacAuto at McDonald’s. Open from sunrise till sunrise!” 

 Analysis. 

 Unlike the previous ad (which told the customer what to do), this ad encourages 

the customer to enjoy a product he/she is already familiar with, already “owns,” already 

has a close connection with. The name of the food item “Big Mac” is transliterated from 

English into Russian in the text (which is unseen). The exclamation marks at the end of 

the second sentence of the headline and after the last sentence of the text intensify the 
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irresistibility of the product and its accessibility (McDonald’s working hours). The body 

of the advertisement, which follows the title, contains the phrase “Big Mac” uttered and 

repeated 47 times. Repeating the product name is significant as a device; it is a verbal 

reinforcement to help customers remember the product name (and the product itself).  In 

a general sense, repeating foreign proper names is a way to familiarize people with 

foreign cultures. In this case, repeating Big Mac serves in a small way to “Americanize” 

Russian culture. The possessive pronoun “Your” uttered at the end works to personalize 

the message and is further enhanced by the repetition of the first person pronoun in the 

conversation making up the text of the ad. In this ad, the name of the McDonald’s 

Company at the end of the commercial is transliterated from English into Russian. The 

customer’s excitement (which is clear in the video and indicated by exclamation points in 

the text) at the end again intensifies the viewers’ impression of the product itself, 

particularly its irresistibility and accessibility. 

 Key features. 

The duration of the commercial is 30 seconds. It starts with a consumer placing an 

order at the drive-through. Shortly the audience sees an employee taking an order of Big 

Macs. The employee then offers the consumer potatoes and he accepts. The focus of the 

commercial shifts to the customer’s vehicle and multiple voices are heard in the 

background. Finally, we see the Big Mac and french fries. Emphases on high speed and 

24-hour service are placed at the very end of the commercial. 

The text of the commercial is narrated in the Russian language. The sound of 

music can be heard as a background feature creating a positive atmosphere. The method 
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of repetition is utilized to promote the Big Mac sandwich. The repetition undoubtedly is a 

key component of many advertisements, as well as an aid to learning and memorizing 

something by heart in general. The Big Mac repetition is enhanced by its repetitive 

rhythm and by the sheer number of repetitions. Sound reinforces meaning in a dramatic 

way, which helps to ensure that the name of the product is clearly in the customer’s 

consciousness when hunger “strikes.” 

The pivotal point of the commercial is a close -up of a Big Mac resting in a bright 

white box. The predominant colors are red, yellow and white. One slide of the 

commercial with a blue background invites the audience to go to McDonald’s to eat 24/7. 

The last moments of the commercial display a bright red square and the inscription “20 

years of business in Russia.” In contrast, the business history of Coca-Cola was not 

presented in its commercials (or those that we examined). Finally, the shining symbol of 

McDonald’s – the golden arches – concludes the ad. 

Tentative Conclusions 

In the first commercial aired in 2007 “Chicken Mythic: A New Legend from 

McDonald’s”, the background words are not clear. However, the listener can identify 

them as a song sung by a black female American singer. The music is fast, upbeat, and 

reminiscent of jazz, which is, itself, an iconic symbol of America. At the very end of the 

commercial, we can hear the McDonald’s Tune “para-pa-pa-pa”. The length of the 

commercial is 20 seconds; however, the viewer can see and hear a considerable amount 

of information over this short period of time symbolically emphasizing American 

symbolic elements: the American company “McDonald’s,” American jazz, American 
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style fast food, etc. We briefly see the capital letter “M,” the symbol of the company 

name during the very first seconds of the commercial. Colors such as red, yellow and 

brown are dominant colors in the commercial, adding special warmth to the overall food 

theme.  This is an additional factor that contributes to creating an American native image 

and exotic connotation for the Russian consumers. 

In the second commercial, presented to Russian consumers in 2008, “McDonald’s 

sends three boys from Russia to the final of the European Championship.” The viewer 

can also identify a few background elements that constitute an additional factor in the 

overall structure of the commercial:  the symbol of the McDonald’s company and the 

golden letter “M” that can be seen during the very first seconds of the commercial. The 

attention of the viewer is quickly drawn to the predominant colors red, yellow, and green. 

This commercial is rather short-it’s length is also only 20 seconds; however, we can see 

multiple elements utilized over such a short period of time to make a long-lasting 

impression. The transliterated to Russian language name of the meal-“Khepi Mil” can be 

clearly seen in the commercial. Additionally, the word EURO written in a bright red 

color is seen during the last seconds of the commercial. There is no discrete background 

song in this commercial, although we can hear the short McDonald’s melody, “para-pa-

pa-pa,” at the very end. All the above elements contribute to the creation of “American” 

image of the products.  

Similarly, in the third commercial titled “Breakfast at McDonald’s before 10 am,” 

which aired in 2009, an array of elements have been utilized to attempt to evoke an 

American spirit surrounding the products. The length of the commercial is 15 seconds, 
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during which a consumer can enjoy the relaxing music of an electric guitar. The words 

are not distinct enough to understand. Both factors, however, contribute to an overall 

smooth and cheerful beginning of the day at McDonald’s. The commercial consists of 

appealing pictures of good food choices for breakfast. The viewer of the commercial 

(who enjoys eggs, pork patties, potatoes, and coffee) has an opportunity to virtually 

participate in the creation of fresh and colorful breakfast in an atmosphere enhanced by 

the sounds of an electric guitar. The ad ends with the bright red background with a 

contrasted large capital letter “M,” a symbol of the company, along with a link to the 

official McDonald’s website written in English. 

Finally, the fourth 2010 McDonald’s commercial entitled  “Your favorite Big 

Mac. It is impossible to resist the taste!” utilized music that can be classified as American 

jazz. The commercial is 30 seconds long, during which the consumer hears multiple 

repetitions of the name of a well-known McDonald’s food item, the “Big Mac.” The 

predominant colors utilized in the commercials are red and yellow. It is late evening 

outside of a building which is juxtaposed with the colorful image of a “Big Mac.” During 

the last second of the commercial, the consumer can see the suggestion written in Russian 

“Let’s go and eat.”  Interestingly enough, the two words “Lets’ go” and “ Let’s eat” in 

Russian, “Поедем” and “Поедим,” look almost identical except for one letter that sets 

them apart. Their phonetic similarity attracts attention. 

The commercial ends with the bright red background, bright yellow symbolic 

letter “M,” and a map of Russia, with an inscription informing the consumer that 

McDonald’s has been in Russia for 20 years. The atmosphere created by jazz music, the 
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exotic name of the food item, and symbol of an American company creates an exotic 

aura. 

In all cases, we can see the interplay of the background words with the foreground 

that constitutes an additional factor in the overall structure of the ads. The advertisements 

used various colors, background songs, lengths of the videos, and occasionally 

transliterations of the name of the food items to attract Russian consumers. 

The introduction of American English product names in these commercials is 

even more obvious than in Coca-Cola commercials, undoubtedly because McDonald’s 

has an enormous range of products, and product names are often repeated in their ads. 

The Big Mac ad differed in a major way from all of the ads we have looked at from both 

companies. It relies almost exclusively on repetition of a product name. 

These commercials often exhibit both a background text, sometimes in the form 

of a song, associated with a main or foreground announcement. In all cases, however, we 

can see that the interplay of the background words with a foreground constitutes an 

additional factor in the overall structure of the ads. I now move on to analyses of Coca-

Cola found on YouTube advertisements. 

Qualitative and Descriptive Analyses of Coca-Cola Advertisements on YouTube 

 In this section of the paper, I will discuss Coca-Cola advertisements that can be 

found on the popular video-sharing website YouTube. These randomly selected 

advertisements were presumably designed for a Russian audience. Originally, similar 

advertisements were created and distributed in the United States in English. The selected 

Russian advertisements are dated according to the time at which they were uploaded to 



 

  

YouTube between 2007 and 2010. It is necessary to mention that there are Coca

advertisements available on YouTube in other languages including English, Arabic, 

Japanese, Philippine, German, Chinese, Spanish, and Indian, and other languages. Coca

Cola clearly has an international presence on YouTube. Proceeding on the assumption 

that the chosen YouTube commercials were shown to the Russian population in the same 

year they were uploaded, I will undertake 

used in the previous sections 

 First commercial. 
 

The title of the first Coca

Love”). It was first aired on Russian media in 2007. 

http://www.youtube.com/watch?v=AHvZyVZJZ

The text of the commercial in 

-Мам, привет, это я. 

-Привет дорогая! Что случилось

-Да ничего. Я занималась

купить Кока-Колы и случайно

высшей математике. 

-И что? 

-Оказалось что у нас скоро

уверена что справлюсь.

 

YouTube between 2007 and 2010. It is necessary to mention that there are Coca

advertisements available on YouTube in other languages including English, Arabic, 

hilippine, German, Chinese, Spanish, and Indian, and other languages. Coca

has an international presence on YouTube. Proceeding on the assumption 

that the chosen YouTube commercials were shown to the Russian population in the same 

re uploaded, I will undertake a discussion of their key features 

sections of this research. 

First commercial.  

itle of the first Coca-Cola YouTube commercial is “Влюбляйся

Love”). It was first aired on Russian media in 2007. The commercial can 

http://www.youtube.com/watch?v=AHvZyVZJZ-s&feature=related. 

The text of the commercial in Russian is: 

Что случилось? 

занималась в библиотеке и мне очень захотелось пить.

и случайно натолкнулась на нашу преподавательницу

нас скоро супер важный тест, на целый день, представляешь

справлюсь.  
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YouTube between 2007 and 2010. It is necessary to mention that there are Coca-Cola 

advertisements available on YouTube in other languages including English, Arabic, 

hilippine, German, Chinese, Spanish, and Indian, and other languages. Coca-

has an international presence on YouTube. Proceeding on the assumption 

that the chosen YouTube commercials were shown to the Russian population in the same 

key features similar to that 

Влюбляйся” (“Fall in 

The commercial can be viewed at 

пить. Я пошла 

преподавательницу по 

представляешь? Но я 
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-Конечно справишься. 

-Наверно прийдется всю ночью сидеть в библиотеке - чтобы все выучить. Ты 

понимаешь? 

-Конечно. Нет проблем. 

-Спасибо, мама. 

-Кто звонил? 

-Наша дочь. Она влюбилась. Все будет Кока-Кола. Влюбляйся 

The text of the commercial translated to English is: 

-Mom, hi, it’s me. 

- Hi dear, what happened? 

- Well, nothing. I was studying at the library and I got so thirsty. I went to get Coca-Cola 

and accidently ran into our calculus teacher.  

 - And what? 

-As it turned out, soon we will have a super important test, lasting all day long, can you 

imagine? But I am sure I will do great. 

-Of course you will do great! 

-I will probably have to stay at the library all night to learn everything. Do you 

understand? 

-Of course, no problem. 

-Thank you, Mom! 

-Who called? 

-Our daughter. She fell in love. 
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-Everything will be Coca-Cola. Fall in Love! 

Analysis. 

The catch phrase of the commercial is “Fall in Love!” This emotionally charged 

imperative is utilized to simultaneously suggest falling in love with a person and falling 

in love with Coca-Cola. We can sense the dual meaning while watching the young people 

falling in love with each other and the role of the Coca-Cola that brought them closer to 

each other. The text of the commercial consists of dialogues between the mother and 

daughter and the mother and father. From the rather short but meaningful sentences, we 

learn not only about the relationships that are about to form (or already formed) but also 

about the Coca-Cola drink. The phrase “Everything will be Coca-Cola” strongly suggests 

that Coca-Cola is a good beverage. The phrase “Everything will be Coca-Cola” is utilized 

instead of world famous phrase, “Everything will be O.K.” The phrase “No problem” is 

translated from English to Russian. It is perhaps meant to convey the meaning of 

permission and absence of any objections from the mother’s side. Additionally this 

expression probably means that everything goes well when one has Coca-Cola. 

“Fall in love” is utilized at the end of the commercial as an attention-grabbing 

device that creates excitement and suggests exploring the emotion of strong affection; it 

parallels the loud phone ringing at the beginning of the ad. This commercial consists of 

twenty sentences.  

Key features. 

The duration of the commercial is 45 seconds. The backgrounds emphasizes the 

primary targeted consumers – students, who are young, full of energy, and at the age of 
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falling in love, possibly for the first time in their lives. The tagline of the commercial 

emphasizes the main theme of the advertisement. It suggests and encourages consumers 

to fall in love, probably with, or in the presence of Coca-Cola. The red color is also 

emphasized in the Coca- Cola vending machine. The action takes place at the library, 

where the focus is on the young woman dressed in a red tank top that helps to establish 

the connection, through color, of students and the product. The viewer’s attention is then 

drawn to the red bowling ball and a second later to a young couple dancing in the rain. 

The advertisement ends with the focus on the red bottle decorated with the large name of 

the product, “Coca-Cola,” written in white. This contrast of colors makes the name of the 

product stand out and thus assists in remembering it. Romantic piano music can be heard 

in the background. The narrator tells us that everything will be Coca-Cola, meaning, 

everything will be O.K. He encourages listeners to fall in love. The name of the product 

is written in English and visually embedded (on a Coke bottle) in the middle of a Russian 

sentence, “Все будет” Coca-Cola “Влюбляйся!” This merging of two languages can be 

observed during the last seconds of the ad. Other than the spoken Russian language 

utilized in this commercial there is nothing overtly Russian about it. The notion of 

universality in this commercial is expressed by the environment that could be found in 

any modern library. The focus is placed on the young people studying; they could be any 

students anywhere. The very last portion of the commercial that is shown to consumers 

highlights the product and indirectly suggests, by association, Coca-Cola and falling in 

love are closely intertwined. 

Second commercial. 
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   The title of the second Coca-Cola YouTube commercial is “Праздник к 

нам приходит” (“The Holiday is coming”). It was presented to the Russian consumers in 

2008. The commercial can be viewed at the following link: 

http://www.youtube.com/watch?v=zwE9y1Ge61A&feature=related 

The text of the commercial in Russian is: 

“Праздник к нам приходит (5раз) 

-Посмотри 

-Праздник к нам приходит (8 раз) 

-Веселье приносит и вкус бодрящий, праздника вкус всегда настоящий. 

-Все будет Кока-Кола. Встречай Новый Год в движении!” 

The text of the commercial translated to English is: 

-“The Holiday is coming! (5 times) 

-Look. 

-The Holiday is coming! (8 times) 

-Joy brings both the refreshing taste and the always real taste of the Holiday  

-Everything will be Coca-Cola. Meet the New Years in movement!” 

Analysis. 

The catch phrase /title of the commercial announces the approaching holiday. 

(There is a copyright notice barely visible at the bottom of the screen of the first image.  I 

do not consider the notice to be part of the ad.)  In the case of YouTube videos, the title is 

always seen by the viewer – it is part of the ad. (That is not usually the case in other 
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video ads.) The video opens with the phrase “The Holiday is Coming!” The original 

American English song’s lyrics were different: The Holidays are Coming! The change 

may be motivated by the fact that the Russian ad is emphasizing the New Year’s holiday, 

and not the combination of Christmas and New Year’s that is celebrated in America or in 

much of Europe. The phrase “The Holiday is Coming” is repeated five times to grab 

consumers’ attention and to increase their excitement. Repetition adds believability to or, 

at least, strengthens associations with the positive message of the advertisement. This 

attention-grabbing approach is reinforced by the subsequent short imperative “look,” 

which quite literally calls for the consumer’s attention. The catch phrase amplifies the 

excitement of the upcoming holiday and is repeated eight times. The word “taste” is 

accompanied by adjectives referencing positive and appealing qualities. The vague, 

general expressions “refreshing taste” and “real taste,” apart from the video, do not tell us 

much that is meaningful about Coca-Cola or the holiday. The inclusive word 

“everything” stresses the universality of the drink and the built-in goodness that comes 

with it. The advertisement ends with an imperative “meet” and an exclamation mark after 

the word “movement” that indirectly urges the provision for changes in one’s life. These 

imperatives could also possibly suggest becoming active and participating in celebrating 

the Holidays. This commercial consists of eighteen sentences.  

Key features. 

 The duration of the commercial is 41 seconds. The commercial starts with a bright 

red train consisting of decorated with bright yellow lights on Coca-Cola delivery trucks 

quickly approaching from the darkness of the night. The train depicts the Coca–Cola 
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brand name as it travels through the snow-covered land in the night apparently on its way 

to the town. As the train moves through the snowy lands, it lights up for people to see and 

is accompanied by the cheerful music and announcement of the coming Christmas 

Holiday. Additionally, it depicts happy, smiling young people and families anticipating 

the celebration of Christmas Holiday. This example highlights the target audience of the 

commercial, namely, everyone, while also associating Coca-Cola with youth. It creates a 

multi-generational friendly atmosphere by demonstrating interactions among older and 

younger people: grandfather and grandson, children and parents. Finally, it includes an 

appreciation of the family and old traditions by celebrating the holidays together. This 

advertisement and a previously discussed 2009 Coca-Cola telead.ru commercial  “Coca-

Cola. Let the New Year turn into happiness!” utilize the same song “The Holiday is 

Coming.”  This commercial consists of eighteen sentences with the product name 

transliterated with Cyrillic characters, “Koka-Kola.” Viewers of the ad will not see this, 

however-they will see only the Coca-Cola (Latin characters) logo at the end of the video. 

 Third commercial. 

 The title of the third Coca-Cola YouTube Commercial is “Для 

максималистов , минималистов и реалистов ” (“For maximalists, minimalists and 

realists.) It was first aired on Russian media in 2009. The commercial can be viewed at 

http://www.youtube.com/watch?v=FDmEJiNyfMk&feature=related 

The text of the commercial in Russian is: 
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“Для максималистов, минималистов и реалистов. Для первых. Кто в форме. 

Кто еще на старте. Кого ждет награда. Для романтиков и сентиментальных. Кто 

рвется в бой. С улыбкой, с песней. Для игроков. Для комформистов. Для нон-

конформистов. Для меломанов. Для астронавтов. Для инопланетян. Для тех ко в 

них верит. Для серфенгистов и сноубордистов. Кто влюблен, навсегда. Для нас. 

Для каждого.”  

The text of the commercial translated to English is: 

 “For maximalists, minimalists, and realists. For the first ones. For those in shape. 

For those still at the start. For those for whom an award is waiting. For romantics and 

sentimentalists. With a smile, with a song. For players. For conformists and non-

conformists. For music lovers. For astronauts. For people from another planet. For those 

who believe in them. For surfers and snowboarders. For those in love.  Forever. For us. 

For everyone.” 

Analysis. 

The title of the commercial starts with the preposition “for” and an enumeration 

of some social groups, including maximalists, minimalists, and realists. Interestingly 

enough, the content of this commercial consists of words borrowed from different 

languages. For instance, “maximalists” has a Russian derivation while “minimalist,” 

“realist,”and “astronaut” come from French. Words such as “конформисты-conformists, 

нон-конформисты-nonconformists, and сноубордисты-snowboarders” have an 

American English origin. (Dictionary.com)The above-mentioned nouns, along with the 

inclusive expression “for us,” have a strong sense of universality and appeal to a large 
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population. The preposition “dlja” is repeated numerous times in different locations in the 

sentences throughout the advertisement as a device to catch consumers’ attention. If the 

repeated word stands at the beginning of the sentence and it is called an “anaphora” 

(Křížková 37). The advertisement suggests that Coca-Cola is suitable for everyone. This 

commercial consists of eighteen sentence fragments.  

Key features. 

The duration of the commercial is 30 seconds. The video segments are 

accompanied by the text and background music. This video was definitely created with 

the intention of standing out from thousands of other video commercials. The commercial 

consists of a list of various groups and associated transformations of a Coca-Cola bottle. 

These changes in the Coca-Cola bottle metaphorically and visually reflect the various 

enumerated social groups. We can also observe some attempts at personification when 

we see a slide with two Coca-Cola bottle caps bent into a heart shape that metaphorically 

represent a couple in love. The focus of the ad then shifts to the universal group 

metaphorically represented by many Coca-Cola bottles followed by a single bottle 

representing every single consumer individually. 

The commercial consists of phrases that start in similar ways, an example of  

anaphora. If the lines were arranged in a column, they would easily be taken for a poem; 

not just “dlja” but also “kto” is repeated. And, with appropriate arrangement of the lines, 

a rhyme scheme can easily be discerned. This ad is artistically creative in many ways. 

The content utilizes the enumeration of the various social groups in order to create a 

friendly atmosphere and suggests that Coca–Cola is designed for people who identify 
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themselves with any of the enumerated groups. It also implies that the Coca-Cola product 

is for all us, even if we don’t belong to one of the social networks mentioned. The 

metaphor of the Coca-Cola bottle elements standing for various groups of people changes 

with each image as a creative way to communicate the general properties of the drink, 

making it appropriate for anyone and therefore universal.  

Fourth commercial. 

 The title of the fourth Coca-Cola YouTube commercial is “БРРР” 

(“BRRR”), which in both English and Russian is a quasi-verbal indication of cold 

temperature or “I am cold.” It was first aired on Russian media in 2010. The commercial 

can be viewed at http://www.youtube.com/watch?v=DnXZeBdVcM4&feature=related 

 The text of the commercial in Russian is: 

БРРР! (12 раз) 

БРРР! Взбодрись Кока-Кола. Откройся счастью! 

The text of the commercial translated to English is: 

BRRR!(12 times) 

BRRR, Cheer up! Coca-Cola. Open up to happiness! 

   Analyses. 

The title of the commercial is rather short. It consists of one word/sound, as was 

mentioned earlier, in parenthetic language which expresses a reaction to cold 

temperature. The word “BRR” is repeated 13 times to emphasize the temperature of the 

drink. The atmosphere of happiness, good humor, satisfaction and friendliness is created 
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by means of the repetitive utilization of the word “BRRR” and humorous facial 

expressions (which are also part of parenthetic language) of the actors who for 30 

seconds entertain and amuse consumers. The onomatopoetic exclamation “BRRR” 

represents the cold temperature and serves as the basis of the ad’s humor. The 

exaggerated facial expressions of the actors (exemplifying paralanguage) experiencing 

the cold temperature of the drink are comical. The imperatives,  “Cheer up!” and “Open 

up!”, are used to suggest lightness of mind and mood that can be achieved through the 

consumption of Coca-Cola, which will create, presumably, a positive, happy mood. This 

commercial consists of two sentences.(more precisely, directives).  

Key features. 

The duration of the commercial is 60 seconds. The commercial is shown in the 

Russian language, but the background, consisting of music and song, is in American 

English. The song utilized for this particular commercial is “Jerk It Out” by The Caesars. 

Young people in the background help to identify the commercial’s target audience as the 

younger population. The commercial starts with an African American, possibly in New 

Orleans , opening up a parasol which is red and blue and sprinkled with white stars. Its 

pattern can be associated with the American flag. This detail clearly suggests the 

American origin and popularity of the product. After a few video commercial slides 

display the product brand name, we are taken to a Russian bath house setting, which can 

be interpreted as a typical native feature of Russian culture. The Russianness of the bath 

house was emphasized by two men in the sauna wearing Russian-style hats. 

Subsequently, we see people who appear to be in the Caribbean, then generalized 
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European shots, then India, then a soccer stadium with fans wearing red shirts (re-

emphasizing Coca-Cola), a European picnic scene, and finally a Caribbean scene again. 

The commercial closes with a humorous twist: an African grey parrot giving the same 

“shivering” reaction (only losing his feathers) as the humans in earlier scenes. 

The ad takes us around the world, with images and actions of people living in various 

regions all enjoying Coca-Cola. The theme that links them all is: if you are 

uncomfortably hot, you can find pleasure in a very cold drink-Coca-Cola. The ad gives us 

yet another example of an appeal to universality. Coca-Cola, then, unites people by 

becoming a commonly desired, shared, and appreciated drink in various places and 

cultures.  

Tentative Conclusions 

Analysis of Coca-Cola YouTube advertisements. 

Various devices were utilized in these commercials. The 2007 commercial 

consisted of dialogue with emotionally charged imperatives such as “look” and “open 

up.” It targeted a younger population. The advertisement sends a powerful message that 

consumers would view positively– “everything goes well when one has Coca-Cola.”  The 

attention-grabbing approach is supplemented by the red color associated with the Coca-

Cola drink that consumers observe many times during the ad – the Coca-Cola red bottle, 

the red tank top, red hair, elastic, a red bowling ball, and the red labels of Coca-Cola 

containers. 

In the 2008 commercial, the attention-grabbing approach is reinforced by the 

subsequent short imperative “look.” The feeling of excitement about the approaching 
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holiday is enhanced by exhilarating music with an upbeat tempo. Repeated focus is 

drawn to the red color elements utilized in the ad, such as the red Coca-Cola truck, red 

and gold Christmas ornaments, red gift boxes, red shirts, candles, the red table cloth and 

napkins, red and gold Christmas tree lights, red jackets, bottle caps, red Coca-Cola labels 

and a red scarf on a snow man, and Santa wearing a red jacket. A bottle of Coca-Cola is 

also depicted in association with the traditional Christmas holiday. The inclusive word 

“everything” stresses the universality of the drink. The ad primarily targets a young 

population, but also shows appreciation for old traditions by picturing a family 

celebrating the holiday together. The children’s loud laughter and smiles on the adult 

faces create a happy and carefree atmosphere. The bottles of Coca-Cola are taken out of 

large gift box by a few young people while the rest of them are engaged in fun winter 

activities such as playing with snow balls, making a snow man, sledding, and skating on a 

skating rink. All the winter seasonal activities demonstrated in the ad work together to 

create excitement and a happy mood among participants that was designed to spread to 

the ad’s viewers. 

  In 2009, the released commercial attempted to appeal to a larger population.  The 

strong sense of universality is demonstrated in the inclusive words “us” and “everything.” 

The element of personification was utilized in the design of this commercial to make the 

Coca-Cola product look alive and related to various social groups through the visual 

resemblance of the Coca-Cola bottle and caps to potential consumers, their interests, and 

emotions. A distinctive element of the ad is its poetic and visually artistic qualities. 
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In the 2010 commercial, a friendly and happy atmosphere was created by means 

of the repeated humorous colloquial expression, “BRRR,” suggesting a cold temperature. 

The younger population was the target in the commercial. The product advertisement 

devices focused on the cold temperature of the drink, along with a hot temperature 

outside, in a bath house or on a beach and suggested freshness and a lightness of mind 

and mood that can be achieved through the consumption of Coca-Cola. The presence of 

the red color heavily utilized in this commercial probably represents the energy, passion, 

and elevated spirit associated with a red color that can be found in: the umbrella, stripes 

of a curtain, a vending machine, bottle caps, yarn, a bench, shorts, a fence, a stadium, an 

apron, a bandana, a tank top, paint on the walls of a beach shop, bottle labels on the 

Coca-Cola products, inside and outside of a bird cage, and finally culminating in the red 

bottle of Coca-Cola product. The focus on the red color, and the product associated with 

it, is an additional device used in this commercial to gain attention of the consumers.  

There were only a few Russian words in this particular commercial and seven 

instances of hearing the sound BRRR, a “sound” expression (onomatopoeia) suggesting a 

reaction to cold temperatures in both Russian and English. There are two translated words 

from American English into Russian. We see a lot of Coke bottles in the ad, each with a 

prominently displayed logo and name of the product. Additionally, one can observe a 

decrease in the number of Russian words utilized in the commercials, the number of 

sentences used. The name “Coca-Cola,” was uttered only once, at the end of the ad, but 

was shown in every scene.  

Analysis of the Coca-Cola YouTube “Firebird” Ads 
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Finally, we will examine the first out of a series of five Coca-Cola “Firebird” 

commercials, which may help us to better understand the methods utilized by the Coca-

Cola Company in the Russian market to promote their product. 

       The title of the commercial is “Жар птица”  (“Firebird”). It was 

presented to Russian consumers in 1993-1994. The commercial can be viewed at 

http://video.mail.ru/mail/lippick007/1739/1741.html 

The text of the commercial in Russian is: 

“Жил-был в одном царстве царь и было у него три сына. Один хороший, два 

плохих. Но однажды случилась беда. Изчезновение золотого яблока царя в Осло 

связанно с таинственной жар птицей. Послал царь своих сыновей отыскать ту жар 

птицу. Выбрал Иван царевич-одну из трех дорог. Привела она его прямо в лапы 

серого волка. Но приглянулся Иван царевич серому волку. Пожалел волк Ивана, 

силы свежие ему придал. Да пообещал сослужить службу верную. Но не просто 

поймать жар птицу. Кока-Кола. Пей легенду.”  

 The text of the commercial translated to English is: 

“Once upon a time there lived in a certain kingdom a tsar who had three sons. One was 

good, two were bad. One day, a misfortune occurred, the disappearance of the tsar’s 

golden apple to Oslo. This was related to a mysterious firebird. The tsar sent his sons to 

find the firebird. Ivan the prince chose one of the three roads. It led him straight into the 

paws of the grey wolf.  But the grey wolf liked Ivan the prince and took pity on him, 
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giving him fresh strength. He promised to serve Ivan faithfully. But it’s not easy to catch 

the firebird. Coca-Cola. Drink the legend.” 

Analysis. 

The commercial begins with the expression “Once upon a time.” This phrase 

emphasizes the specific fairy-tale vocabulary and language style utilized in this 

commercial. The fairytale uses an “emotion lexicon” (Mohammad 106) - emotion -

charged vocabulary. The following words that are associated with positively charged 

emotions were used in this commercial: good, liked, took pity on, giving him fresh 

strength, faithfully. A number of words expressing a mysterious emotion were also used 

in close proximity to the occurrences of positively charged expressions mentioned above. 

The following words utilized in this commercial expressed and created a mysterious 

atmosphere: “disappearance,” “golden apple,” “mysterious firebird,” “chose one of the 

three roads,” “legend.” One of the greatest scientists of the 20th century and Nobel Prize 

winner Albert Einstein stated, “The most beautiful emotion we can experience is the 

mysterious. It is the power of all true art and science.” (Flatow) As the text of the 

commercial unfolds, we can sense the gradual intensifying and buildup of emotions such 

as power, mystery, and surprise, which finally culminate in the suggestion that one drinks 

the legend. The rational basis of the story in the ad is not obvious, and perhaps this 

quality can also be related to fairytales. Immediately, the prince may represent us (the 

audience). In this case, we may be looking for something that was taken from us or 

withheld. We get help in our quest from a grey wolf, who gives us power through a 
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powerful beverage (Coca-Cola). The ad works primarily on an emotional, not a rational 

level. Drink the product and absorb all that is positive.  

Key features. 

The duration of the commercial is 58 seconds. The commercial starts with a 

sequence reminiscent of the ancient firebird fairytale; however, a Coca-Cola bottle 

replaces the firebird motif. The focus of the ad then shifts to a close-up of the modern red 

star, which is perhaps suggestive of either Coca-Cola, Russian culture, or both, and then 

moves to a young man riding in the metro. He tells the audience the beginning of fairy 

tale. The legendary and mystic flavors were given to the modern drink Coca-Cola in this 

short ad. During the very last seconds of the commercial, consumers are urged to drink 

Coca-Cola, both literally and figuratively, by associating it with drinking the legend. At 

the end, Coca-Cola once again takes the place of the firebird motif. 

Dark and gloomy colors are predominant throughout the story; however, the video 

significantly focuses on red-colored objects, bringing our attention to the color associated 

with Coca-Cola Company Products. The fairytale content of the commercial is 

accompanied by images of the typical environment of modern life: trains, motorcycles, 

cars. This strategy of connecting folkloric motifs and personages with modern life is an 

additional way of advertising the product for those who prefer local and native products. 

It also makes it modern in much the same way the film series Night Watch combined 

mythical, folk, and modern themes. 

According to Caldwell, “with regard to the Russian consumer, there are generally 

perceived to be two distinct types: those who yearn for Western products and services 
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due to their typical superior quality, design, and reputation; and, those who tend to 

remain loyal and patriotic to their country” (Caldwell 42). For those consumers in Russia 

who prefer to invest in their home country products, the implementing of the fairy tale 

folkloric elements into Coca-Cola advertisement can compensate for the foreignness of 

Coca-Cola products. 

Conclusions 

The commercial originally was found on the YouTube website. I assume that this 

commercial was created and shown to Russian consumers during 1993-1994. The 

commercial “Firebird” utilized elements of some famous Russian fairytales. It has 

multiple characters who indicate or simply imply that Coca-Cola is a magical, strength-

giving product. The classical fairytale heroes are portrayed as modern-day characters 

driving cars and riding motorcycles in the night. The ad makes use of dark colors and the 

image and voice of the narrator tell us the fairytale that leads us to the product, Coca-

Cola, which by association is now magical as well. The dark depressing colors are 

contrasted with the bright and cheerful red color presenting the Coca-Cola product.  The 

commercial ends with the suggestion that drinking “Coca-Cola – connects the drinker 

with the legend.”  

We may assume that the suggestion to “drink the legend” would satisfy the 

proclivities of those customers who prefer native Russian products, reflecting culture and 

history. The Coca-Cola Company probably designed these commercials to fulfill the 

tastes of patriotic consumers without denying their interests in being modern and up-to- 
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date. The company eventually turned the idea of folkloric elements into a five -part 

series, with the legendary happy ending – Coca-Cola.  

Having examined the YouTube commercials discussed earlier in lexical, visual 

and auditory terms, we can see some common features involved in the design of these 

commercials. These include taglines, background elements, predominant colors, the name 

of the product and the product itself. 

The Christmas/New Year’s commercials focus on family/friends gathering, 

energetic youth falling in love, physically fit young sportsmen, students succeeding in 

life, holidays, the connection among family members, a magical Santa, gifts, and a 

celebration of life. The family gathering is depicted in the Christmas commercials. Each 

commercial contains an audio and/or visual presentation of Coca-Cola. Almost all 

catchphrases contain positively charged words including or implying happiness, being in 

love, legend, as well as the positive emotional colors blue, red, and positive scenes such 

as a sunny day, Christmas decorations, a warm house, smiling happy faces, people 

dressed in light and bright clothing, and people hugging, kissing, and sitting close to each 

other.  

Having discussed the Coca-Cola YouTube and the Coca-Cola “Firebird” 

commercials, I now examine and analyze, in a similar way, the McDonald’s Company’s 

commercials uploaded on the YouTube website.  

Analysis of McDonald’s YouTube Advertisements 

First commercial. 



 

  

 The title of the first McDonald’s YouTube commercial is “

(“I’m Loving It”), often translated 

like” or simply “What I like”

commercial can be viewed at  

http://www.youtube.com/watch?v=JPBLe2M6ato&feature=related

The text of the commercial in Russian is:
 

“Loving, it, loving it, loving it,
 
I’m loving it.  
 

Как здорово, что я могу себе
 
Вкусно кушать, при этом
 
Мне неравиться беситься
 
Сломя голову носиться 
 
Делать что хочу, не надо
 
Как здорово, идти по жизни
 
самим собой. 
 
Как здорово, что я ни похож
 
Что хотите говорите-мне
 
Макдоналдс, па-ра-па-па
 
Loving it, loving it, I’m loving it.

Я счастлив, что всегда везде

Как здорово! 

 

title of the first McDonald’s YouTube commercial is “Я

(“I’m Loving It”), often translated into Russian as “То что я люблю” (“That

or simply “What I like”; the line was first aired on Russian media in

commercial can be viewed at  

http://www.youtube.com/watch?v=JPBLe2M6ato&feature=related 

The text of the commercial in Russian is: 

“Loving, it, loving it, loving it, 

могу себе позволить  

при этом не умея совсем готовить! 

беситься,  

 

надо на меня коситься! 

по жизни с поднятой головой, действовать, побеждать

ни похож ни на кого 

мне все равно! 

па-па 

Loving it, loving it, I’m loving it. 

всегда везде со мной моя музыка, и я качаю головой.

81 

Я это люблю” 

“That’s what I 

in 2003. The 

побеждать и быть  

головой. 
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С утра я поторопился малость и сел не в тот автобус, как позже оказалось 

Счастлив, что могу всегда собой оставаться 

Правда иногда приходися меняться 

Как здорово, мой автомобиль в лучах  

Искриться 

Еще немного и начнет он заводиться 

loving it. Para-pa-pa-pa 

Loving it, loving it 

Макдоналдс, па-ра-па-па-па 

I’m loving it.” 

The text of the entire commercial in English translation is: 

“Loving it, 
 
Loving it, 
 
Loving it, 
 
I’m loving it. 
 
It’s so great that I can afford  
 
To eat delicious stuff, without knowing how to really cook 
 
I like going nuts, a headlong rush  
 
To do what I want (Ha!) 
 
You don’t need to glare at me.  

Great to go through life with your head held up 

To act, to win, and to be yourself 

So cool that I do not look like anybody else 
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Say anything that you want, I do not care 
 
McDonald’s, 
 
 Pa-ra-pa-pa-pa 
 
I’m loving it 
 
I am happy that everywhere and always with me 
 
Is my music and I shake my head in rhythm 
 
So great!  
 
In the morning I hurried a bit 
 
And got the wrong bus, as it turned out, later 
 
Happy that I can always remain myself 
 
The truth is sometimes I have to change 
 
So cool, my car sparkles in the rays  
 
A little more and it will start  
 
I’m loving it. 
 
Pa-ra-pa-pa-pa  
 
McDonald’s, 
 
I’ m loving it.” 

Analysis. 

The structuring of the commercial is in the form of a hip hop video with a lead 

rapper/singer with some back-up singers: the chorus adds immediacy and a distinctive 

musical dimensions to the story. The tone of the rap singers’ voice adds emotional 

intensity and color to the story. The utilization of the personal pronoun “I” creates a 
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friendly atmosphere: all strategies work together to move the audience to try the same 

idea – go to McDonald’s instead of spending time cooking food. The presence of para-

language can be observed in the clearly happy facial expressions shown in the 

commercial. The emotional lexicon of the ad is carried by terms such as: loving, great, 

delicious, cool, and happy. Interestingly, this commercial does not utilize imperatives to 

urge people to purchase food, but instead creates an image of a young successful man 

whom potential customers might want to emulate. The presence of full rhyme is observed 

in this commercial. A full rhyme means that sound of the word or part of the word is 

identical with another one,” for example искриться-заводиться (Miššíková 2003, 93 as 

cited in Křížková 15). One would expect distinctive rhythms in a hip hop track. 

The commercial consists of 29 sentences. There are more American English 

words (consisting of catch phrases and product names) than in other commercials we 

have examined. 

Key features. 

The duration of the commercial is one minute and one second. The commercial 

starts with black and white people eating and enjoying the McDonald’s sandwich. The 

focus is placed on young people who look happy and content. The lyrics of the song 

utilized in the commercial state repeatedly “I am loving it” an expression that reappears 

in the video in English. The phrase “I am loving it” is also written out in English. The 

focus shifts repeatedly between the street and the office. The audience can see glimpses 

of various sport activities such as: bike riding, skate boarding, and surfing. Then the 
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focus of the ad shifts back to the street. The last seconds of the commercial show the 

people dancing to the music and finally shows the McDonald’s arches. 

One interpretation of the commercial is that it makes one believe that freedom 

from extra work (cooking) can be achieved by skipping cooking and visiting McDonald’s 

instead, which is an additional reason for young and successful people to go there. An 

additional interpretation might be that young and successful people prefer McDonald’s. 

The commercial consists of an appeal to young people and perhaps those who want to 

avoid cooking. Most of the lyrics of the advertisement are in Russian with pauses 

intended to be filled with American English music and the song “I’m Loving It.” Images 

of office workers, an old man, young skateboarders, bicyclists, and a surfer are shown. 

The commercial ends with the image of the McDonald’s golden arches and a phrase in 

English identical to the tagline used in McDonald’s commercials in America (in its 

customary form) “i’m lovin’ it.” This ad is very colloquial, with an obvious English 

presence reflective of American culture. Even though the target of the ad seems to be 

young urban people, it also tries to go beyond this audience with an appeal to everybody 

of the convenience of dining out. The musical track, however, probably would not appeal 

to older customers. The target is probably age group 16-40. The advertisement 

emphasizes urban youth and to a minor extent, young urban professionals through images 

demonstrating upbeat elements of modern dance, sports, and other urban leisure 

activities. It seems to be very USA oriented. The action in the commercial could have 

taken place in LA/Santa Monica, or on Venice beach, or in San Francisco. Finally, this 

advertisement differs from the previously discussed samples by showing a perceived 



 

  

modern African-American cultural influence

American settings, it is visually one of the most “American” ads examined here, 

its Russian soundtrack provides

Second commercial. 

    The title of the second McDonald’s YouTube Commercial is 

начать утро по-новому” 

aired on Russian media in

http://www.youtube.com/watch?v=p3Uugxn

The ad shows a young man repeatedly getting up

movie, “Ground Hog Day.” He 

young woman who ignores him

first going to McDonald’s

beginning the day in a new way,

at the bus stop with the similar McDonald’s bag

The text of the commercial in Russian is:

“Так просто начать

Зайти в Макдоналдс

макмафин с яйцом

Завтраки в Макдоналдс

The text of the commercial translated to English is:

“It’s so easy to start the morning in 

 

American cultural influence not present in the others. With its clearly 

American settings, it is visually one of the most “American” ads examined here, 

its Russian soundtrack provides some balance. 

The title of the second McDonald’s YouTube Commercial is “

” (“So easy to begin the morning in a new way”). 

aired on Russian media in 2007. The commercial can be viewed at the following link: 

http://www.youtube.com/watch?v=p3Uugxn-Gto&feature=related 

The ad shows a young man repeatedly getting up, similar to the scene from the American

, “Ground Hog Day.” He repeatedly goes to the bus stop and always 

who ignores him. Finally, the audience sees the young man getting up, 

going to McDonald’s, and then going to the bus stop. The commercia

beginning the day in a new way, for it can lead to the appearance of a new young woman 

with the similar McDonald’s bag. The ad shows her acknowledging 

The text of the commercial in Russian is: 

начать утро по новому. 

Макдоналдс, выпить свеже молотого кофе, попробовать

яйцом и свинной котлетой, и картофельный хашбраун

Макдоналдс.Перемена.”  

The text of the commercial translated to English is: 

morning in a new way 
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With its clearly 

American settings, it is visually one of the most “American” ads examined here, although 

“Так просто 

morning in a new way”). It was first 

. The commercial can be viewed at the following link: 

rom the American 

always sees the same 

Finally, the audience sees the young man getting up, 

and then going to the bus stop. The commercial suggests 

the appearance of a new young woman 

The ad shows her acknowledging him.   

попробовать   

хашбраун. 
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To come in to McDonald’s, to drink freshly ground coffee, to taste McMuffin with egg 

and pork-chop, and hash browns. “Breakfast at McDonald’s: Something new and 

different” 

Analysis and Key Features 

This commercial is rather short. It does not utilize imperatives, exclamation marks 

or personal pronouns. The commercial presents the names of the food items in Cyrillic 

script as the consumer looks at the menu and advertised product. There are four sentences 

in this 30-second commercial. The main focus is on a young man who is in a hurry to 

start his day. We can see him getting up repeatedly on different days because each time, 

he gets up he is wearing different clothes. Finally, we see him getting up and starting the 

new day in a new and different way. He picks up the breakfast from McDonalds and sees 

a woman who acknowledges him at the bus stop. The commercial ends with the focus 

placed on McDonald’s logo and young people. 

McDonald’s products are “food on the go,” a convenient and fast solution for 

those who are in a hurry. The advertisement emphasizes the simplicity of choosing a new 

way to start one’s morning. The bright red and white name of the company is shown and 

upbeat music plays in the background. Young men and anybody in a hurry are the 

targeted audience of the commercial. The emphasis in this commercial is placed on doing 

something different, breaking routine in the morning or in life in general. It may 

especially be directed at people who are bored with routine. The advertisement urges 

consumers to do something new in the morning, to make a change in one’s life that, of 

course, includes McDonald’s. The appetizing food items are presented along with their 
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names in Russian for easy recall. The advertisement ends with a statement “This is what I 

like” in Russian written beneath the golden arches--the symbol of McDonald’s. The web 

address of the McDonald’s Company in Russia is the last detail of the ad displayed to the 

consumers. 

Third commercial. 

   The title of the third McDonald’s YouTube commercial is “Вдруг как в 

сказке скрипнула дверь” (“Suddenly, like in a fairytale the door squeaked”). It was first 

aired on Russian media in 2009. The commercial can be viewed at 

http://www.youtube.com/watch?v=LEwYcYtLkZ4 

The text of the commercial in Russian is: 

-Эй Боярин свободно здесь? 

Ну, будь здрав Боярин. 

(Вдруг как в сказке скрипнула дверь, все мне ясно стало теперь. Столько лет  

я спорил с судьбой, ради этой встречи с тобой) 

-Ляпота-то какая! 

-Отведайте биф а-ля рус с беконом 

говядиной рубленной. 

Хлеб ржаной, бекон, помидоры, салат, соусы заморские, а так же  

Биф а-ла рус. 

-А где царь? 

-Добро пожаловать на Русские недели в МакДоналдс.”  
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The text of the commercial translated to English is: 

“-Hey, Boyarin, is somebody sitting here? 

-Well, to your health, Boyarin. 

([Song in the background:] “…suddenly like in a fairytale the door creaked, everything 

became clear to me. So many years I was arguing with a destiny, only for this meeting 

with you…”) 

-What a beauty! 

-Have some beef a-la Russe with bacon, sliced beef. 

Rye bread, bacon, tomatoes, salad, sauces from overseas, and also beef a-la Russe. 

-And where is the Tsar? 

-Welcome to Russian weeks at McDonald’s.  

Analysis. 

The Old Slavic term for nobility – “boyarin” – is used in the first sentence of the 

commercial. The reference to the old nobility title “boyar” (boyarin) takes the viewer to 

an earlier Russian age. The expression “To your health” indirectly links healthy nutrition 

with McDonald’s products. An imperative “have” some beef is used to exhort tasting the 

beef. The word “tsar” is used to enhance the atmosphere of nobility and an earlier age. 

The word “welcome” creates a friendly relationship between consumers and 

McDonald’s. The commercial consists of seven sentences and a song used as a 

background setting. 

Key features. 

The duration of the commercial is 45 seconds. The action takes place in a  
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McDonald’s restaurant with the focus placed on a young man wearing glasses and an old  

man wearing the uniform of a tsar. The refrain from the famous Russian song  

“Conversation with Happiness” by Valeri Zolotukhin from the Russian movie “Ivan  

Vasilyevich Menjaet  Professiju” can be heard in the background. The lyrics from the  

refrain in Russian  utilized in the commercial are: 

“Вдруг как в сказке скрипнула дверь,  

Все мне ясно стало теперь.  

Столько лет я спорил с судьбой,  

Ради этой встречи с тобо  

The translation of the refrain into English is: 

“Suddenly, like in a fairytale the door creaked, everything became clear to me. So many 

years I was arguing with a destiny, only for this meeting with you…” 

There may be a couple, non-exclusive possible motivations for using this 

particular refrain in the commercial. First, the famous song is liked and recognized by a 

significant number of consumers. It creates an elevated spirit as the consumer recognizes 

the familiar tune and words, and catchy songs are always desirable in commercials. 

Second, the meaning of the words utilized in the refrain creates a fairy-tale like 

atmosphere, which is an important aspect in creating a mysterious and magical 

association related or transferred to the exotic product and place -- McDonald’s food 

items and the restaurant, in general. Fairy tales often are developed around mystical and 

exotic themes, faraway lands, and heroes. Perhaps the refrain metaphorically illustrates a 

long awaited meeting of heroes-consumers with exotic items at a McDonald’s restaurant. 
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The line from the song “Suddenly, like in a fairytale” coincides with the appearance of 

the sandwich and opening of the sandwich container that appeared like in a fairytale, 

effortlessly, suddenly, and almost magically.  

The Tsar’s exclamation “What a beauty!” stresses the nice setting of the family 

restaurant and the colorful and appetizing sandwich. The Tsar disappears and another 

young man sits in his place. Clearly, the young man had been dreaming. The focus of the 

commercial is now on young men sitting at the table. This detail calls attention to the 

audience targeted by the commercial, the younger population. The shift reinforces the 

positive connections between the historical/fairytale scene and the contemporary 

situation. The audience then sees an older man sitting nearby, who winks at the young 

man and appears to be wearing the same ring as the Tsar. This unexpected twist is an 

additional device utilized in the commercial to increase its impact on the viewer. 

The last fragment of the commercial ends with an image of the McDonald’s 

golden arches, an inscription “20 years in Russia,” a map of Russia in golden yellow and 

the web address of the McDonald’s Company. This strategy is utilized to support the long 

commitment of the company to Russian consumers and to educate them about 

McDonald’s Company and its business. 

Tentative Conclusions 

In my analysis on a survey of 2003, 2007 and 2009 McDonald’s YouTube 

advertisements, I have tried to identify important characteristics of the ads. The features 

identified are very similar to those identified in the analysis of Coca-Cola ads. Based on 

the previously generated analyses and data, we can identify some similarities between the 
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Coca-Cola and McDonald’s food advertisements. These commonalities include strategies 

used by both businesses to attract the potential consumers’ attention. The ads use upbeat 

and popular music; famous songs; bright, positive colors; picturesque images of food, and 

young people as the principal participants. We can see obvious and striking similarities 

between these two companies in the ways in which they approach consumers and the 

population that they target – students, young people, and athletic, energetic men and 

women. The similarities between these two companies will be further discussed in the 

following paragraphs. Some of the similarities can be seen in the advertisement taglines-

slogans.  

Catchwords of Coca-Cola and McDonald’s YouTube Commercials Aired in Russia 

over the 2007-2010 Period 

 The following list presents a summary of the taglines, the unique catchwords and 

phrases used by both Coca-Cola and McDonald’s companies in advertisements of their 

products over a four -year time period in Russia. This comparison may help to stimulate 

new ideas, interpretations and analyses related to the selected videos. As we can see from 

these data, there are obvious similarities in the catch phrases utilized by Coca-Cola and 

McDonald’s Companies. The Coca-Cola imperative “fall in love” resembles McDonald’s 

“i’m lovin’ it.” Coca-Cola’s “Holidays” are echoed by McDonald’s “Easy day.” The 

inclusive Coca-Cola word combination “for everyone” indicates the universality of the 

product, much like McDonald’s catchphrase pertaining to the menu item “Beef a-la 

Russe” possibly implies that the product is customized for Russians. Such strategies in 
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presenting the product to the Russian market seem to have been successful for both 

companies.  

Let us take a look at the summary of Coca-Cola and McDonald’s You Tube and 

Telead catch phrases used in Russia during 1990-2010. Examples of Coca –Cola You 

Tube catch phrases, with translations, along with the release year are: “Пей легенду.”- 

“Drink the legend.”(1990), “Все будет Кока-Кола. Влюбляйся! ”-“Everything will be 

Coca-Cola. Fall in love!” (2007), “Праздник к нам приходит.”-“The Holiday is 

coming.” (2008), “Для нас. Для каждого. ”-“For us. For everyone”(2009). 

McDonald’s YouTube catch phrases: “Вот что я люблю”- literally “That’s what I love,” 

but used as a rough equivalent of  “I’m lovin’ it”(2007), “Так просто начать утро по- 

новому”-“Easy to start your morning in a new way.”(2007), “Биф а-ля Рус” 

“Beef a-la Russe” (2009) 

Coca-Cola Telead Commercials:  

“В доме, где есть Соса-Соlа. Живи ярче! ”-“ In the house where Coca-Cola is.  Live 

brighter!”(2007), “Выиграй путешествие в ледяной отель в Швецию” –  

“Win a trip to the ice hotel in Sweden” (2008), “Пусть Новый Год обернется 

счастьем!”-“Let the New Year turn into Happiness”(2009), “Празднуй чемпионат мира 

с Coca-Cola!”- “Celebrate the World Cup with Coca-Cola!”(2010) 

McDonald’s Telead Commercials: “Чикен Мифик.Новая легенда от McDonald’s.”-“ 

Chicken Mythic.  A New Legend from McDonald’s” (2007), “Завтрак в McDonald’s до 

10 утра” -“Breakfast in McDonald’s before 10 a.m” (2009).  
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The similarities running through the selected videos are clear in the form of the 

utilization of words such as “legend,” “happy,” and “happiness” that are consistently 

present in both Coca-Cola and McDonald’s commercials. Of course, expressive taglines 

and catchy product names are common in all advertising. McDonald’s Corporation uses 

its brand name “McDonald’s” and the related names of food products that the company 

promotes, such as “Big Mac,” while the Coca-Cola Company strongly identifies its 

company name with its major product, “Coca-Cola.” 
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Chapter 6: Summary of Companies’ Advertising Methods and 

Strategies 

Various methods have been utilized in Coca-Cola and McDonald’s commercials. 

For example, Coca-Cola Telead commercials used a number of different strategies to 

attempt to establish long term trusting relationships between the company and consumers. 

These strategies include appeals that link the product to a wide base of customers 

(universality), success in business and sports, magical and mysterious forces (all 

positive), contemporary youth interests (for example, music, dating, and a cosmopolitan 

lifestyle), and distinctively Russian traditions. The connections can be made forcefully 

with the help of exhortations and imperatives, catchy slogans, memorable and catchy 

music, wit and humor, strong positive images, and fast-talking announcers. Most ads 

make it clear that the setting is Russian, and words uttered and appearing in the videos 

are Russian (with Cyrillic characters); however, a good number of videos keep the 

product name in Latin characters, and some even use spoken or sung English in the 

background and printed English within the video. It is clear that advertisers want their 

foreign product to be accepted widely by the target population but at the same time wish 

to appeal to special "subset" audiences (mostly young) that are more cosmopolitan in 

their interests. Thus, on the one hand, we have ads incorporating features of Russian 

culture and settings that can only be Russian, while on the other hand we have images 

and sounds that are distinctively non-Russian. 

Similar elements were utilized in Coca-Cola You Tube commercials: emotionally 

charged imperatives; expressions like “everything will be Coca-Cola,” which suggests 
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that everything goes well when one has a Coca-Cola drink; appeals to universality by 

using inclusive words; promotions of holidays and holiday events (with appropriate 

product links), and generally upbeat themes that are youth oriented and presented in a 

happy and cheerful atmosphere. These elements were sometimes supported by theoretical 

devices (anaphora), rhymes, rhythms, and musical sounds (onomatopoeia), which all  

serve to create an atmosphere of good humor, friendliness and happiness. The color red is 

used to symbolize the product, in addition to passion and devotion to the product. Some 

commercials utilize elements of legend, such as the firebird, and associate drinking Coca-

Cola with “drinking” (that is, binding oneself to the spirit of) the legend.  

Like the Coca-Cola Company, McDonald’s Company has utilized various 

strategies demonstrated in Telead commercials to win consumers in Russia. These 

strategies include introducing a fairytale-like image of the Tsar, and emphasizing the 

good taste qualities of McDonald’s products with the help of powerful positive adjectives 

referring to the taste of the product and its ingredients. These exact strategies were, 

however, not utilized by the Coca-Cola Company. In addition, McDonald’s ads used 

colors not only to reinforce identification of the products but also to present its products 

in the most favorable light. Finally, McDonald’s ads in some cases strove to project their 

concern for customers in their food choices. An unexpected strategy of focusing on a 

good deed of a company, rather than on the product itself, at the beginning of some 

commercials, is an additional feature utilized by McDonald’s. Other features include a 

judicious use of imperatives, repetition, and images of fresh food.  
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Finally, McDonald’s You Tube Commercials presented vivid scenes from various 

urban sport activities involving younger people, suggested that viewers change their old 

habits and do something different in life (involving McDonald’s products), and 

incorporated old Slavic terms and vocabulary to enhance the atmosphere of nobility and 

an earlier age in which McDonald’s products could be popular and appealing. Unlike the 

Coca-Cola Company, McDonald’s stresses healthy nutrition in some of their 

commercials. A song in Russian from a famous Russian movie was utilized to create a 

fairytale-like atmosphere of a distant age while at the same time indicating McDonald’s 

long commitment to Russian consumers. Summarizing the different ads of both 

companies, we also saw common strategies employing upbeat and cheerful music, 

positive and cheerful colors, scenes of healthy activity and competition, and scenes of 

romance and family celebration.   

Reasons for Usage of American-English Words in Advertisements 

The usage of American-English words in McDonald’s video commercials might 

be explained by the apparent necessity of using terminology such as food names 

originally designed and given to various food items by their American inventors. This 

pattern in the identification and sale of Russian and other countries’ food items is also 

apparent in the United States. They retain their original traditional names, such as 

Russian блины-blini, пироги- pirogi, квас-kvas, колбаса-kolbasa etc. Additionally, the 

utilization of American English in video commercials can be explained as a strategy to 

maintain the companies’ global recognition of brand. American-English words in 

McDonald’s and Coca-Cola commercials are used in combination with video images, 
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music and para-language that do not require the consumer to understand the meaning of 

every single word utilized in the commercials. 
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CHAPTER 7: SUMMARY OF FINDINGS  

Throughout this study, we have examined marketing strategies and methods 

successfully implemented by the Coca-Cola and McDonald’s companies in advertising 

their products in Russia. We have noted the interplay of American-style slogans and 

native locutions, as well as native customs and culture in some cases. The frequently 

played and memorable commercials on TV in Russia can contribute to the complex 

cultural process known as Americanization. Russia is not an exception in terms of 

linguistic and cultural borrowings and their use in Russian setting. 

This study has examined the strategies utilized by two global companies 

effectively marketing their products in the foreign market environment in Russia. The 

success of their video commercials can be explained by reference to devices (linguistic, 

non-linguistic, musical, and visual) that appeal to potential customers. The commercials 

combine sociocultural and linguistic elements of different cultures and effectively utilize  

upbeat music, memorable taglines, and happy and colorful imagery. They promote exotic 

products and language focusing sometimes on individuals and sometimes on groups by 

emphasizing universal values. “The most powerful Coca-Cola appeal has not, ultimately, 

been sexual or psychological, but communal.”(Pendergrast 443) This approach suggests 

that if somebody drinks Coca-Cola, he/she will belong to a “warm, loving, accepting 

family, singing in perfect harmony.” (Pendergrast 443) The ads’ strategies have played a 

strong role in driving the popularity of American products and indirectly, of American 

cultural interests in Russia and other parts of the world.  
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This study has examined the key features and structure of a few Coca-Cola and 

McDonalds commercials in Russia in a given time period, and has outlined the findings 

that explain particularly how Russian culture can be Americanized when Russian 

consumers are exposed to powerful, cheerful, and inspiring TV commercials. Some of the 

key themes and positively charged slogans in the commercials were: life is beautiful, 

falling in love, being healthy and successful, everything is possible, drink the legend, 

celebrate, and everything will be O.K. As we can see from this research and discussion, it 

is evident that both Coca-Cola and McDonald’s put a significant amount of time and 

effort into ensuring that their video commercials include critically important details, 

taking into account peculiarities of the Russian market and consumers, the languages 

spoken in the country in a variety of styles, the traditions, folklore, and desires of the 

targeted population for the new and exotic. The companies’ efforts were designed to 

achieve maximum results in selling their products. McDonald’s company, “one of the 

world’s most successful big companies during this recession” (Adamy) experienced a 

“6.5 % sales increase in Europe, in February of 2011 led by Russia, France, Germany and 

the U.K.” (Hinton) Similarly, the Coca-Cola Company has remained a successful 

business during the world- wide economic crisis. “The Coca-Cola Company along with 

its bottling partner, Coca-Cola Hellenic (Coca-Cola Hellenic: “Coca-Cola System to 

Invest…”), will invest in Russia more than 3 billion in five years from 2012 till 2016.” 

Additionally, Coca-Cola products have earned many awards in Russia, such as “People’s 

Favorite Brand” for the past seven years and “Product of the Year” every year since 
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2000. (Invest in Russia) “Brand Coca-Cola in Russia was up to 37% for the quarter and 

26% for the full year.” 

(The Coca-Cola's CEO Discusses) The success of these two companies is not 

surprising. As world famous businesses, they have access to the knowledge and skills of 

the brightest and most experienced marketing researchers, media consultants, and 

advertising people in order to design and implement successful strategies to better present 

their food products in the world market (Pendergrast 90). The structure and content of 

these commercials have proven to be successful as a powerful marketing strategy. 

The sampled commercials show a great deal of variety in content and approaches 

to Russian-speaking consumers. They emphasize the product’s international or 

cosmopolitan appeal or the products’ affinities with particularly Russian traditions and 

tastes. Music, both instrumental and vocal, as well as catch phrases, rhetorical devices, 

and powerful imagery play a significant role in attracting attention to the ads, while a 

variety of content, including Russian folklore and sporting competitions help to maintain 

that attention. Presumably, as a result, all of the strategies referred to above helped these 

companies to become successful and maintain a strong presence in Russia. 

Russians apparently like the exotic and melodic words associated with their 

favorite exotic drinks and foods and apparently associate these words (and their contexts) 

with following the new and fashionable lifestyle trends. The popularity of foreign 

products presumably facilitates the addition of foreign words and foreign cultural norms 

into Russian life. Advertisements visually and mentally stimulate consumers by creating 

the desire to own the advertised item and to feel successful. Both companies utilized 



102 

 

   

Russian folkloric/historic elements and Russian music in order to minimize resistance to 

the foreignness of their products.  

The outcome of this research suggests an explanation of customers’ recognition 

and long-term commitment to the Coca-Cola and McDonald’s products, and their strong 

liking of (if not preference for) exotic products. This happens because of the moving, 

uplifting, upbeat commercials, and products that are globally famous and popular, 

refreshing, and conveniently available at affordable prices. Their association with 

American language and culture is at times emphasized and sometimes balanced with 

appeal to domestic values. Of course, many complicated factors must be considered in 

making judgments about the globalization and Americanization of Russia; the above 

analyses of video commercials advertising American Coca-Cola and McDonald’s 

products constitute a modest contribution to the understanding of the Americanization of 

Russian culture. 

Recommendations for Future Research 

Future studies of American product advertising in non-English speaking countries 

could focus on how idiomatic American taglines are translated into other languages and 

how the product’s “foreign” origin can be masked or enhanced according to the target 

audience. There are several studies that have been done focusing on the analysis of 

commercial advertisements in general but not specific products or specific companies. 

Analyses of the ad campaigns or particular items or brands of beverages, cosmetics, or 

automobiles would be beneficial in order to better understand the American-English 

vocabulary in advertising ultimately cultural differences. 
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It would be helpful to see studies focused on the effects of particular ads or ad 

campaigns and product popularity, as well as comparative studies of the strategies of ads 

for domestic products and foreign products. Another research suggestion would be to 

examine commercials utilized by various companies in different countries to identify 

similarities and differences in the structure of their commercials. Additionally, future 

research papers could be focused on making sociolinguistic analyses of commercial 

advertisements of several companies at a deeper and more detailed level. 
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           “Coca-Cola’s response to a request for information on  

                      its advertising campaigns in Russia.” 

 

 

Coca-Cola Support cocacolasupport@na.ko.com  

Thank you for contacting The Coca-Cola Company, Ms Smith.  We appreciate your 
interest in our advertising. 

Although we're truly complimented by your interest, due to contractual agreements with 
the various advertising agencies, production companies, and the talent involved, we are 
prohibited from distributing any copies of our advertisements.  Therefore, we are unable 
to honor your kind request.  

We can only suggest that you visit the AV section of our online "Press Center" at: 
http://www.thecoca-colacompany.com/presscenter/avcenter.html 

If you ever have any more comments or questions, please feel free to write again.  Best 
wishes! 

Karishma Industry and Consumer Affairs The Coca-Cola Company 

Please use the record number below should you have additional questions. 

{ticketno:[8001063757]} 

Interested in receiving the latest news from The Coca-Cola Company?  Sign up now for 
our email alerts: https://secure.alerts.thecoca-colacompany.com 

 

 

 

 

The CD of the videos is available at The Department of Russian and Slavic Studies at the 
University of Arizona. 

 


