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ABSTRACT: This comparative study addresses the argument between standardisation and adaptation of advertising by analysing food advertisements from Polish and British women’s magazines.  The objective of this research was to determine what the similarities and differences between value appeals used in printed food adverts from Poland and the UK are; and if they can be related to the cultural differences between the countries based on the cultural categorisations by Hofstede (2001) and Trompenaars and Hampden-Turner (2005). 84 British and 24 Polish ads were collected over a period of 3 months, from June to August 2006, from selected women’s magazines. The ads were content analysed by two coders from each country using Pollay’s (1983) list of 42 value appeals. The appeals were then linked to Hofstede’s (2001) and Trompenaars and Hampden-Turner’s (2005) cultural dimensions to determine whether the usage of value appeals matched the countries’ position on the dimensions.  The coded data were entered into an SPSS document and analysed using descriptive statistics and a chi-square test. The analysis show surprising results. The values expected to appear in Polish ads did not appear there almost at all, but were present in the UK ads. This questions the usefulness of the discussed frameworks in advertising. 
The article is structured in the following way. Firstly, the review of the literature in cross-cultural advertising is presented and research questions are stated. Secondly, the research framework and methods are discussed. This is followed by data analysis and results. Finally, implications, limitations and recommendation for further research are discussed. 

