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V  

Conclusions 

The results of this research seem to support the main assumptions of this thesis. Indeed, 

cultural products like “LaLola” may not always be accepted simply because they are originated 

from the same general cultural and geo-linguistic region, since commonalities among countries 

in language and cultural background may not be enough to guarantee market success. 

Consequently, accents, political strains, territorial quarrels, as well as discrimination based on 

nationality can all contribute to cultural discount, leading to the purchase of Argentinean formats 

instead of original canned versions of its telenovelas.  

As explained by Huntington (1997, 2000), a program might have the right language and 

commercial properties, but the wrong cultural resonance. This is indeed the case of “LaLola”, a 

program with an interesting presentation, a fresh plot and money-making features, which, on the 

other hand counts with cultural contents that resonate wrongly in Latin American 

audiences.  The presence of the Argentinean accent, the distant Argentinean cultural background 

portrayed in the show, depicted images on Argentineans that audiences find negative, the lack of 

historical reputation of Argentina in the region as supplier of telenovelas, as well as political and 
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social quarrels among it and other countries in the region explain why “LaLola” had lower 

chances of success of regional markets.   

Spanish accents certainly represent a very sensitive issue in the consumption of regional 

telenovelas. Waisbord’s (2004) statement that Argentinean telenovelas cannot reach any market 

north to Ecuador because the accent does not seem to be adequate, as there are also other reason 

explaining this rejection, especially negative images on Argentineans and the feeling that 

Argentina is not part of Latin America. This perception of distance with Argentina diminishes its 

chances to get into the Central American market, especially in a TV niche market where cultural 

proximity seems to be of great importance for audiences. Additionally, it has to be accounted 

that Mexico, Colombia and Brazil exert a very strong influence in that region. Consequently, 

Argentinean telenovelas, including “LaLola,” only reach peripheral timeslots in the Central 

American TV. Telenovelas for children seem to be an exception, as they are more popular. This 

may be the niche in which Argentinean telenovelas have better reputation. However, telenovelas 

for children are quite new and they appear to be understood not as telenovelas in the traditional 

sense of this genre. That is why they have better chances to be introduced to those markets, since 

they do not overlap with the supply of other countries. Additionally, because chidlren telenovelas 

can be considered a novelty, fresh and funny format and plots are better welcomed. 
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Waisbord also affirmed that Argentinean accent is better received in South America, due 

to commercial, geographic and cultural proximity reasons. This second statement was not 

confirmed by the focus groups participants from that area, who find themselves as distant as the 

Central American members in regards to the Argentinean intonation in “LaLola”, especially 

those from Chile and Bolivia. Additionally, Mexican and Colombian accents seem to be well 

positioned more than just in Central America, as participants from Chile, Bolivia and Peru find 

themselves more related to those intonations and find them very popular in their countries. Focus 

group responses also indicate that both Central and South American audiences perceive the 

Mexican accent as being very culturally proximate, followed by the Colombian, which is also 

very popular all over the region. 

It also has to be accounted that Latin accents are perceived in connection to their country 

of origin. FGD participants in this study preferred accents of the countries they feel more related 

to culturally speaking,  and those that are established suppliers of telenovelas in the region: 

Mexico and Colombia. Hence, the perception of the accent has to be understood within the 

context where it was generated. Mexican accent is preferred by Latin American audiences 

because it is correlative to a cultural background that is being perceived as closer and attractive. 

This is also why Argentinean accent and the Argentinean background are equally rejected, since 
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the accent is associated with negative images and a European background that audiences find 

more culturally distant. Additionally, Argentina has a lower reputation as telenovelas producer in 

comparison to Mexico and Colombia.  

Moreover, the Argentinean intonation in “LaLola” was positively valued only by some 

South and Central American participants because of its musicality, comicalness and Italian 

sounding. However, these same features were negatively pinpointed most of the time because 

they represent some of the reasons why Argentineans have been  rather isolation in the region: 

their European roots. In a young continent in pursuit of its cultural identity, in which the native 

and pre-Columbian cultures are being revalued and reappraised, the European background of the 

Argentineans seems to segregate them from the rest of the populations in the region. At the same 

time, other countries feel more united thanks to their linkage to the Latin American soil that 

Argentina seems to lack of.  

 Answers given by the participants also revealed the increasing importance of Colombia 

as a supplier of telenovelas in the region. Colombia is the alternative source of telenovelas after 

Mexico, offering formats that are more humorous but respect the old-fashioned telenovela 

formula. Additionally, because Colombia is located in the middle of the continent, it may better 

represent the cultural background of both Central and South America. Colombia, in a relative 
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small territory, has a mixture of cultures that includes the influence of the Andes range, the 

plains and the Caribbean. Thus, its telenovelas and accent better suit the needs of different 

audiences, as they are more rich and colorful culturally speaking. This preference for Colombian 

products was well confirmed by the participants, who favor “Yo So Betty, La Fea” over 

“LaLola”, which for them was closer to the telenovela format they know and the accent they 

prefer.  

This leads to another interesting issue: in concordance to Hofstede’s cultural dimension 

tables, Latin Americans showed to be conservative in their perspectives of “LaLola”. Issues 

concerning cockiness, egocentrism, vulgarity, straightforwardness and disrespectfulness were 

pinpointed by participants when appraising the differences between their own cultural 

background and the one depicted in “LaLola”. Chilean participants emphasizing on Argentineans’ 

lack of morality is also very illustrative of this situation. Additionally, Latin American audiences 

showed to prefer the conventional formula and Latin accents of telenovelas; hence, different 

types of intonation, plots and presentations are being seen as problematic, less attractive and 

more culturally distant. The format of “LaLola” is too ambiguous for Latin American audiences: 

they prefer to watch American entertainment and series and Latin American telenovelas. This is 

essentially a matter of reputation and country of origin: for them, telenovelas are Latin by origin, 
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and they are essentially made in Mexico, Colombia or Brazil.  Therefore, if “LaLola” has more 

comedy features, audiences will reject it because they are less prone to watch comedies produced 

in Latin countries and because the show itself conflicts with the telenovelas format they favor. 

“LaLola” fails to portray the cultural identity of Latin America regarding its aesthetics, the look 

of the actors in it and other general characteristics of this product generate a cultural gap among 

audiences and the program itself, which was thought by participants to be targeted for European 

audiences.  

The variables examined in this study supplied a very substantial amount of information to 

further understand the issue of international trade of cultural products. The case of 

“LaLola”showed that audiences find stereotypical images on Argentineans that they regard as 

negative, and explained why why “LaLola” and other shows have to be reproduced in order to 

broadcast them in other Latin American countries. In the case of Central America, although 

image and stereotypes on Argentineans may also contribute to understand the lack of 

Argentinean telenovelas in that region, the preeminence of Mexico as an established supplier of 

contents has to be accounted as well.   

According to Chilean FGD participants, after several years of good relations among Chile 

and Argentina, political quarrels and discrimination by nationality do not directly influence the 
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way they perceive “LaLola”. Issues of political and social nature, including football rivalries, 

showed not to be that substantial for them to reject Argentinean TV products. However, we have 

to take into consideration that this influence may vary differently by gender. Telenovelas have 

been historically viewed by female audiences; thus, football related issues may not be that 

influential in their case. Nevertheless, telenovelas as a genre has been changing and these 

changes attracted more male audiences; hence, in the future, if male viewers keep growing in 

number, football rivalries may become a very elucidative factor to understand the perception of a 

given product coming from the country that is seen as a historical sport rival.   

In the case of non-Chileans audiences in South America, Bolivians respondents showed a 

higher association between political quarrels and discrimination by nationality with the 

perceptions of “LaLola”. As they stated, the rejection of this TV show and other media products 

by Bolivians is due to Argentineans discrimination on them. Thus, not viewing Argentinean TV 

programs is a way of “cultural boycott” that the Bolivian population practices as a matter of 

reprisal against the Argentinean intolerance. Because of this discrimination, Bolivians feel less 

prone to watch the shows produced by those who are their victimizers. In this case, 

discrimination by nationality proved to be a clear source of cultural distance. However, this 

“cultural boycott” is even more serious towards Chilean products, which are totally rejected. In 
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that case, the political issues confronting these two countries seem to be very vivid at least for 

Bolivian participants, who offered very clear and explicit points of view in regards to Chile’s 

production, which they refuse to consume.   

  Ideas on connectivity (李 政忠, 2004), geographic dimensions (La Pastina & Straubhaar, 

2003), and cultural proximity (Straubbhar, 1991) also help explain why Argentinean telenovela 

“LaLola” was not broadcasted in its canned version: this show does not have close connections 

with the culture of other Latin countries. In addition, people from either neighboring or far away 

countries in the region find themselves equally distant from the cultural background portrayed in 

the show. Finally, “LaLola”’s general features seem not to match the cultural makeup of Latin 

American audiences, at least not to become a primetime success in the region and to be welcome 

by a massive audience. 

As it was said, “LaLoLa” has been sold to more than 50 countries worldwide, including 

the United States. However, this does not necessarily mean that the show will be always a ratings 

hit. In fact, from the results of this thesis it can be concluded that “LaLola” as a product is not 

meant to get the attention of massive audiences in Latin America, as it presents some limitations 

that have been explained. However the product may be interesting from a business perspective, 

that is, it may be less expensive than products made in other countries. Furthermore, it may also 
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offer good prospects for advertisement contracts for the buyers, especially in peripheral timeslots 

where conventional telenovelas are not screened but where, on the contrary, original canned 

Argentinean telenovelas are generally being broadcasted. 

Additionally, also in the case of Latin America, the Argentinean product enters a very 

competitive market in which other strong competitors in the region dominate the flow of 

telenovelas and have a hegemonic presence in the primetime. Thus, it would be very difficult to 

compete with those regional players struggling to get the attention of massive audiences. 

However, the existence of a specific niche in the audience that responds positively to 

Argentinean telenovelas may represent a good start for a country that has yet had a long history 

as supplier of telenovela like Argentina.     

 The localized adaptation of “LaLola” gets to the primetime slot, however. For example, 

the Chilean version of the show reached a rating of 38.1 points and had an average of 20 during 

its screening (Macellari, 2007). However, this version of the show is quite different from the 

Argentinean, as the storyline was readapted to have two years duration, while the length of the 

original version was only one year. The Chilean plot is more dramatic and intricate, as involves 

some police cases, like the alleged assassination of Lola Padilla, and her pregnancy; and includes 

other events and characters that are not in the original version of the show. Additionally, because 
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the Chilean “LaLola” was broadcasted by a catholic channel, it was expected that the local 

adaptation presented more family-friendly contents and less nudity or issues of a sexual nature. 

Some other basic differences are explicit at a glance. For example, from the perspective of the 

aesthetics, it is observable that the actress playing the role of Lola Padilla in the Chilean 

adaptation is not blonde but brunette (Blanca Lewin). This is quite interesting since Chileans and 

participants from different countries affirmed that the blonde actress in “LaLola” (Carla Peterson) 

is the typical Argentinean woman. Thus, it may be awkward for Chilean audiences to consume a 

local show which’s characters look foreign. Other versions of “LaLola,"  like the Filipino version, 

present a very different interpretation of the show, observable in the editing style and in other 

features, like the use of special effects, that are far away from the Argentinean presentation of 

this telenovela. These different adaptations of “LaLola” respond to the cultural makeup of the 

targeted audience in each country, which determines if the original show can be broadcasted as it 

is, or if a new version has to be produced instead.  

The results of this research also indicate that the idea of geo-linguistic region may be too 

broad and over-simplistic. Language itself seems to be not enough to explain the inner cohesion 

of a given cultural and geographic area. Latin America is a clear example of this situation: 

even  though in this region most of the countries share the same language and other essential 
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features, accents and episodes of a more recent history, as well as social issues, explain how 

people see other countries and how they interact with imported products as audiences and 

consumers. Geo-linguistic regions are not static: they change as culture and language change, 

while the proper dynamic of modern societies also produces differences among countries and a 

spacing/ rapprochement between them.  This is why participants rejected the idea of Latin 

American as a label to identify all the countries from Mexico to Argentina, while indicating the 

importance of localities and regionalisms to construct their own cultural identity.  

About the limitations of this research, although the number of participants and 

nationalities gathered for this work are representative of Latin America -especially taking in 

consideration the location where it took place, in order to get more significant and substantial 

answers it will be much positive to organize more focus group sessions with people from more 

countries which were not included in this case. It would be very interesting to know the opinions 

of Uruguayans, for example, who are very close to Argentina culturally. Additionally, it would 

be also constructive to count with participants with more knowledge about “LaLola”. By doing 

this, more insights could be gathered to reinforce the findings of this thesis.   

For future research, a study on Argentinean telenovelas aimed at children and teenagers is 

suggested, in order to investigate the perception of the Argentinean accent by younger Latin 
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American audience. Additionally, in orders to assess theoretical affinity and to determine the 

scope of the findings of this thesis, it would be also very interesting to study the perception of 

other Argentinean TV products by Latin American audiences. Studying how they perceive 

comedy, drama, newscasts or other programs available in the region -besides telenovelas- it will 

be possible to appraise if the findings of this thesis are only applicable to “LaLola” or if they are 

also concordant with the way Latin American audiences perceive the Argentinean accents and its 

cultural background in other TV productions.  

Another issue that is worthy of study is the perception of the Buenos Aires city’s accent 

within Argentina, as in that country the intonation and the cultural background of Buenos Aires 

city (those portrayed in “LaLola”) have been rejected historically by populations in other 

provinces, as it more closely represents  Europe. It would be also very interesting to assess if 

Argentinean audiences reject telenovelas produced in Buenos Aires and prefer to watch soaps 

produced by other Latin countries.     

            In regards to the variables introduced in this research, it would be very significant to 

apply them to studies on intercultural communication involving Brazil and Argentina, two 

countries historically brought into conflict by football rivalries. This kind of research could look 

into claims about “cultural boycott” based on political problems, territorial quarrels and 



107 
 

discrimination based on nationality. Factors influencing the perception of Argentinean 

telenovelas, also determines its chances of acceptance on different markets.   

 

 

 

 

 

 

 

 

 

 

 


