| ODUL
SINIVERSITY

PRIVATE UNIVERSITY VIENNA

The Use Of Foreign Language On
Product Packaging

Bachelor Thesis Proposal for Obtaining the Degree
Bachelor of Science in

International Management

Submitted to Gaukhar Chekembayeva

Chih-Chi Luo

1721024

Vienna, 31 May 2022



M|ODUL
9INIVERSITY

PRIVATE UNIVERSITY VIENNA

Affidavit

| hereby affirm that this Bachelor’s Thesis represents my own written work and that |
have used no sources and aids other than those indicated. All passages quoted from
publications or paraphrased from these sources are properly cited and attributed.

The thesis was not submitted in the same or in a substantially similar version, not
even partially, to another examination board and was not published elsewhere.

31 May 2022

Date



ODUL viEnNA
NIVERSITY

IEAEY-] PRIVATE UNIVERSITY

Abstract

Over the past few decades, economic globalization has enabled businesses to
expand their market beyond their origin country. Mass media and advertising have
been affected as well because of globalization. It is common to see foreign
languages exist in advertising. This paper aims to understand consumers’ attitudes
toward seeing foreign languages in local ads and to see if their purchase intention

has been affected or not. The research question to be answered in this paper is:

How do foreign languages used in advertising influence consumers’ purchase

intention?

The research was conducted through an online survey, with a total number of 138
participants. A list of questions was asked in the questionnaire with a 5-point Likert
scale, which helps the author measure consumers’ attitudes toward foreign

language advertisements and changes in their purchase intention.

The main finding of the research is that foreign languages in advertising do have a
certain level of influence on consumers’ purchase intention. There is also a
significant relationship between consumers’ purchase intention and their age,
education level, ethnocultural association, and social pressure. In addition, there is
an extra finding showing that consumers’ purchase intention toward the appearance

of foreign languages in advertising differentiates with product categories.

Key words:

foreign languages in advertising, consumer purchase intention



ODUL viEnNA
NIVERSITY

IEAEY-] PRIVATE UNIVERSITY

Table of Contents

ATTIAAVIT et e e e s e e e e e e aeeeeaeeas 2
FY oy - Lot AU P PP PPTTPPPPPPPPP 3
Table Of CONTENTS ..cceeeeeee e e e e e e e e e e s eees 4
LiSt Of TAbI@S ...eeeieieeeee e e e e e e e e e e 6
W o] ST TP 6
1 INTrOAUCTION (i e e e e s e e e e e e e s nnreees 7
2 LIteratur@ REVIEW ...cccoiiiiiiiiiiiiiiiieeieeeeeeeeeeeeeeeeeeeeeeeeeee et 9
2.1 D iNITIONS ...ttt e e e e e e 9
2.1.1  FOreigN LANgUAEE . .ceveee ettt e e et e e e e e s 9

D A Vo 1V T o T o =P 9
2.1.3  Consumer purchase intention...........cccccoovvviiiiiiiii e, 11

2.2 The role of language in advertising ..........ccouviiieiiiiiiieiiccee e, 13
2.2.1 Foreign language in advertiSing .......cccceceeveeviiiiiiiee e 13

2.3 Factors that influence consumers’ purchase intention on foreign language
Lo AVZ<T 4 YT o =P 15
2.3.1 Demographic DifferenCes .......cooeviiiiiiiii i 16
2.3.2  Theory of foreign language display .........ccccuurvuieeeeieiriiiiiiicieee e, 17
2.3.3  Consumers’ authenticity perception of a product..........ccccoeeevrrrennn. 17
2.3.4 Theory of planned behavior...........cccoooiiiiiiiiiiiiiie e, 18

2.4 Hypotheses Development and Conceptual Framework..........cccccvvveeenn..e. 21

S I |V 11 o To o [o] Fo .Y U 23
3.1 YT ol T B LT 1= o TSP 23
3.2 SUrvey DeVEIOPMENT ..o aans 24
3.3 Data Collection and ANalysis..........uuceiiiiiiiiiiiciee e 25
34 Research EthiCs.......coi i 26

B RESUIES. ceeieie ettt e e e e e e e e s e e e e e e e e reeeeaeens 27



ODUL viEnNA
NIVERSITY

IEAEY-] PRIVATE UNIVERSITY

4.1 Sample DeSCriPtioN. ... 27
4.2 Descriptive of Foreign Language Advertising Influences..........cccccuuune..... 29
4.3 HYPOthesis TESHING .coeeviiiieie e 32
4.3.1  HYPOLhESIS L.t e e e e e et e e e e e eeans 32
4.3.2  HYPOLhESIS 2. . e e e e e et e aeaeeaes 33
4.3.3  HYPOthESIS 3. .t e e e e e et a e e eaans 34
4.3.4 HYPOLhESIS 4. ..o e et e e e e e e et e e e e e eaaes 36
4.3.5  HYPOLhESIS 5. e e e et e e e e eaaes 37
4.3.6  HYPOLhESIS B. .o e e e e e e e et e e e e e eeaes 38
4.3.7  HYPOThESIS 7. et e e e e e e et e e e e e eeaes 39

oI €] o Tol (V1T o FOU SO P U PUPU U PPPPPPPRTTPRN 40
5.1 Answer to research qUEStIONS..........uuuuciiieeeieeiccee e e 40
5.2 Practical IMplications........cooeiiiiiiiiiccee e 42
53 Limitations and future research .........ccccceiiiiiiii e, 43
BiblIOZraPNY .o et 45
PN o o =T 4T L 52



ODUL viEnNA
NIVERSITY

IEAEY-] PRIVATE UNIVERSITY

List of Tables

Table 1: Frequency of Gender and Age .........uuucieeeiiieiiiiiiceee e 27
Table 2: Frequency of Level of education and languages spoken...........cccccuvvvuennnn... 28
Table 3: Chi-Square test for hypothesis L.........coveiiiiiiiiiiiiii e, 33
Table 4: Chi-Square test for hypothesis 2..........ooveeiiiiiiiiiici e, 34
Table 5: Chi-Square test for hypothesis 2 (Cramer's V).......ccccceiiiiiiiiiiii 34
Table 6: Chi-Square test for hypothesis 3., 35
Table 7: Chi-Square test for hypothesis 3 (Count) ...........ccooooiii 35
Table 8: Chi-Square test for hypothesis 4..........ceveeiiiiiiiiiiiie e, 37
Table 9: Chi-Square test for hypothesis 5.......uuuciiiiiiiiiiiiciee e, 37
Table 10: Chi-Square test for hypothesis 6........cceeeiiiiiiiiiiiiie e, 38
Table 11: Chi-Square test for hypothesis 6 (Cramer's V)........cccccoiiiiiii 38
Table 12: Chi-Square test for hypothesis 7........coeeeiiieiiiiiiiiie e, 39
Table 13: Chi-Square test for hypothesis 7 (Cramer's V).......cccccciiiii 39

List of Figures

Figure 1: The conceptual framework of the factors influencing consumer purchase

intentions of foreign language advertisSing..........coouuuiiiiiiiii e 22
Figure 2: Percentage of GENAEr .........cii i it 27
Figure 3: Percentage Of AGe......ooouuiiiiiii i e e 27
Figure 4: Percentage of Level of EAUCAtion .......ccoooiviiiiiiiiiiii e, 28
Figure 5: Percentage of Language SPOKEN .........ccveiiiiiiiiiiiieiee et 28

Figure 6: Respondents’ purchase intention toward Lay’s advertising in different
[T =q U =T d LSRR 29

Figure 7: Respondents’ purchase intention toward Salonpas advertising in different

[T =q U =T d LR 29
Figure 8: Respondents’ purchase decision toward the use of foreign language........ 30
Figure 9: Respondents’ willingness of purchasing products in foreign languages .....30
Figure 10: Influences of the use of foreign language........ccccoeevvviviiiiiei e, 31



ODUL viEnNA
NIVERSITY

IEAEY-] PRIVATE UNIVERSITY

1 Introduction

Advertising plays an important role in marketing, helping companies to inform their
products or services to customers (Mittal, 2018). One of the advertising goals is to
reach potential customers by showing persuasive messages of the product or the
service (Ward, 2018). Also, consumers can learn what they want to buy and which
available goods fit their needs through the ads (Mittal, 2018). Over the past few
decades, mass media and advertising have been affected by globalization (Valdés
Rodriguez, 2016). According to a recent report, the global advertising market is
worth 586.95 billion USD and is expected to grow over 630 billion USD in 2024
(Statista, 2020). And one of the key elements of all these advertisements is
language. By texts or speeches, the language used in an advertisement can convey
messages like the value of products or services to consumers (Goddard, 2002;

Widyahening, 2015).

Interestingly, how a sentence is presented and the language’s structure in ads will
influence consumers’ behavior (Zhang et al., 2013). There are excellent researches
that have been done by investigating the linguistic effects on consumers’ perception
and decision (e.g. Pogacar et al., 2018; Schmitt et al., 1994; Schmitt & Zhang, 1998;
Zhang et al., 2013). However, few researches have focused on the impact of using a
foreign language in advertising and how it influences consumers’ purchase intention.
Focusing on consumers’ purchase intention with foreign languages is the gap that

this paper attempts to fill up.

It is common to see advertisements with foreign languages worldwide (Gerritsen et
al., 2000; Griffin, 1997). According to the research that Griffin (1997) had done, 88%
of advertisements in Polish magazines contain English words. Similarly, Gerritsen et
al. (2000) found that 33% of the Dutch TV commercial programs included

English. Advertisers use foreign language in advertising not only because it is more
international and fits the concept of the products (Lober, 2017), but also it is easier
to attract consumers’ attention (Nederstigt & Hilberink-Schulpen, 2017). Since
foreign language is unexpected in local advertisements, consumers would be
attracted easily by it (Domzal et al., 1995). Additionally, more people could speak

two or more languages nowadays as shown in research (Ansaldo et al., 2008).
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Therefore, the local language might not be the first choice when advertisers

implement its international advertising plan.

However, a survey showed that more than half of 2430 surveyed customers
admitted that they still prefer the product with their own language (Kelly, 2012).
Thus, the choice of using native or foreign language is a common problem
companies face (Nederstigt & Hilberink-Schulpen, 2017). Previous researches
examine this problem and give some solutions (e.g. Hornikx & Meurs, 2016;
Nederstigt & Hilberink-Schulpen, 2017; Noriega & Blair, 2008). The difference
between this thesis and the others is that this paper does not just focus on impacts
of using foreign language in advertising, but also try to find out the reasons behind
using foreign language in advertising and how it affects the effectiveness of

advertising.

The research paper proposes that using foreign language will have both positive and
negative effects on consumers’ purchase intention. Based on the findings, choosing
the right language could help companies increase the effectiveness of ads, match

the consumers’ need and maximize the profit (Hornikx & Meurs, 2016).

Three important contributions will be illustrated in this research paper. The first
contribution is understanding the role of language in advertising. Second, showing
how foreign language used in advertising influences consumer’s purchase intention.
Last but not least, giving suggestions of the use of language in advertising which
enable companies to convey their messages correctly to the consumers and increase
its advertising effectiveness. This research not only reveals how foreign languages in
advertising influence consumers’ purchase intention, but also find out the methods

to increase the effectiveness of advertising.
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2 Literature Review

2.1 Definitions

2.1.1 Foreign Language

Language is an indispensable tool that makes humans communicate with each other
and has the power to influence the point of view, perception, and attitude of society
(Widyahening, 2015). The term “foreign language” was defined as a language not
widely spoken and used by the people of a community or society or nation (Allard et
al., 2011). Foreign language should not be one’s native language nor used as the
main spoken language with others in the community (Toprak-Yildiz, 2022).

For example, Spanish is a foreign language in Canada and English is a foreign

language for a person living in Japan as well.

In addition, language in advertisements is vital as well since, with good
communication, brands can send persuasive messages to consumers and convince
them to purchase the products or services (Panda, 2015; Ward, 2018). Byun and
Jang (2015) claimed that consumers' responses toward advertisements are affected
by the advertisement’s characteristics which include the advertising language and
format. Therefore, how and to what extent would consumers be affected by
advertisements shown in an unfamiliar language is a worthy question to be

explored.

2.1.2 Advertising

Advertising is a form of communication, which helps firms to convey their ideas,
products, or services to consumers, persuading consumers to take a specific action
(Goddard, 2002; S. A et al., 2013). Not only commercial product promotions would
be considered as advertising, but also intentional actions like sending a message
which raise people’s awareness of a particular event (Goddard, 2002). An estimated
number was found that people would receive at least 100 advertising messages a

day and may exceed 1000 depending on the situation (Tellis, 2003).
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As mentioned above, advertising is pervasive; consumers could see ads and receive
advertising messages through different channels. There are several types of
advertising that are usually used by companies: online advertising, newspaper
advertising, TV and radio advertising, email advertising...etc. (Ward, 2018). The types
of advertising could be distinguished into two categories by the advertising media:
traditional and non-traditional (Dahlén & Edenius,2007).

If the media is internet-based, it is a non-traditional advertising method (Wang et al.,
2002). The typical example of traditional advertising media is TV advertising, which
shows the paid message of the products or services on TV in order to reach the
potential consumer as much as possible. According to the research, the average time
that person spends watching TV is three and half hours per day (TV Advertising
Media | TV Advertising Planning & Buying, 2018). TV has been the foundation of
consumers’ media consumption for decades (Malthouse et al., 2018). In contrast,
non-traditional advertising, such as online advertising, is more popular nowadays
since it is more flexible and has higher capabilities; companies can post their ads on
social media like Facebook or Instagram to attract consumers’ interests (Wang et al.,

2002; Ward, 2018).

In addition, advertising plays an important role in our society because it influences a
certain level of consumers' thoughts (Tellis, 2003). The importance of advertising
could be discussed in three different aspects: economic, information, and
entertainment (Sheehan, 2013). The economic role of advertising is enticing the
consumer to purchase the product and stimulating the economic growth with a new
release of products or services (Sheehan, 2013). Also, it helps the government to
receive higher tax revenue with higher sales in products or services (Sheehan,
2013). Secondly, the information role of advertising supplies the information of
products to consumers, helping them to make the purchase decision after
comparing several products (Sheehan, 2013). The final role of advertising is
entertainment. Instead of introducing the product, it is important that an ad needs
to be entertaining so consumers can enjoy and have a good impression of the
products or services (Sheehan, 2013). For example, soft drink companies, like Coca-

Cola, focus on providing funny and appealing ads to increase the overall brand image
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instead of describing the flavor or ingredients, making consumers have the interest

to purchase the drink (Sheehan, 2013).

2.1.3 Consumer purchase intention

Either consumer behavior or purchase intention is a characteristic of human action
(Wekeza & Sibanda, 2019). Consumer purchase intention refers to the favorite
tendency that consumers would like to buy the service or product after a series of
assessments (Mirabi et al., 2015; Younus et al., 2015). The whole assessment process
is complex; consumers would not make a purchase decision for a single reason

(Mirabi et al., 2015).

To further investigate consumer purchase intention, referencing the theories of
consumer behavior would assist. There are a bunch of theories related to consumer
behavior, for instance, the economic man theory, behaviouristic approach, rising
income theory, cognitive approach...etc. (Wekeza & Sibanda, 2019).

The economic man theory stated that consumers should rank the product they want
to buy, and make the final decision based on the ranking (Wekeza & Sibanda, 2019).
The rising income theory indicated that consumers would like to spend more money
when their income increases, obviously not all the consumers would have the same
increase trend in income. Even though each of the theories has a different point of
view to analyze consumer behavior, the common point between all of the theories is

that consumer behavior is composed of several factors.

Kotler and Armstrong (2010) claimed that there are six phases before consumers
decide to buy the product, which is awareness, knowledge, fondness, priority, belief,
and purchase. Consumer purchase intention would change at any stage of the
purchasing process, influenced by an external or internal factor (Gogoi, 2013).

For example, consumer purchase intention would be affected by product price and
quality perception. To avoid risk, consumers do not like to buy less well-known
products or private label products even if the price is low (Gogoi, 2013). On the

other hand, consumers prefer to pay more money to increase perceived quality and

11
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reduce the risks. And that is also one of the reasons why manufacturers would like
to set the price higher instead of the real worth price of the product.

And here is another example of an internal factor that influences consumers’
purchase intention, which is the internal memory. Consumers would decide to buy a
product and expect the product to reach their perceived quality based on their past
purchasing experience. In contrast, having bad experiences with the brand will make

consumers decide not to buy their product in the future. (Gogoi, 2013).
More than one theory is stated that purchase intention is highly related to

individuals’ behavior, attitude, knowledge, motivations, and perceptions (Gogoi,

2013; Mirabi et al., 2015; Younus et al., 2015).

12
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2.2 Therole of language in advertising

The role of language in advertisements is to reflect the value of products or services
(Widyahening, 2015). Consumers could receive and be appealed to purchase the
products or services by the clear and convincing messages from advertisers (Panda,
2015). However, one thing to be noticed is that the use of language should be
careful and accurate, otherwise it causes problems by sending misleading messages
and making a negative influence on society (Widyahening, 2015). In addition, an
advertisement’s image, layout, and text interact with each other. So, to develop a
successful persuasive strategy, advertisers should carefully choose the best text that

works with the image and layout (El-Dali, 2019).

Another goal of language in media is to spread the message and use the power of
language to let the audience believe in something (S. A et al., 2013). Due to the
strong power of language, a lot of advertisements function for coordinating the
economy (S. A et al., 2013). If the language is used correctly with sufficient
techniques, then the advertising will have enough power to persuade the audience,
raising awareness of the certain event, increase the beliefs, and change someone’s

opinions. (S. A et al., 2013)

As suggested by Panda (2015), there are four tips on making the use of language in
advertisements to be correct and effective. For sending a convincing message and
achieving the effectiveness of advertising, the use of language should be brief,

simple, unambiguous, and minimize technical words (Panda, 2015).

2.2.1 Foreign language in advertising

With an increase in globalization, it is common to see foreign languages in
advertisements (e.g., Gerritsen et al., 2000; Griffin, 1997). Some researchers believe
that this will cause consumers to spend more time processing the information since
it is not their native language (Hornikx et al., 2013). However, an argument was
made by Kelly-Holmes (2000) said that there is no need to fully understand each
word of the meaning of foreign languages. Domzal et al. (1995) also stated the use

of foreign language in advertisements is to level a strong impression to the potential

13
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consumers, understanding the meaning of the foreign languages shown in the ads is
less important. All it needs for the appearance of a foreign language in advertising is
to recognize which language is used, for instance, consumers see the slogan
“Vorsprung durch Technik” might not understand the meaning, but they can be
recognized it is written in German and it is the slogan of Audi, and that’s all it
matters (Nederstigt & Hilberink-Schulpen, 2017). Sociolinguistics said that
consumers do not mind if there is a foreign language in advertising or not because it
is not that important to understand the words’ actual meaning. Instead, the most
vital value of using foreign languages in advertising is that consumers can quickly
associate the foreign language with that country’s culture or the products’ origin
country (Hornikx et al., 2013). The ethnocultural association is a kind of stereotype,
therefore, not all the cultures are suitable to promote in this method (Nederstigt &
Hilberink-Schulpen, 2017). However, the importance of foreign languages is shown
already, the role of foreign languages is unique and not neglectable. (Hornikx et al.,

2013; Nederstigt & Hilberink-Schulpen, 2017).

In addition, three language strategies are listed for analyzing the foreign language in
advertising: displaying foreign languages to express foreignness, using English to
highlight international products or services, and using the native language to appeal
to ethnicity (Hornikx & Meurs, 2020). The positive effect of using a foreign language
in advertising is that it can attract consumers’ attention and let them associate
products with the origin country (Nederstigt & Hilberink-Schulpen, 2017). However,
it also has negative impacts like using the wrong words or sending misleading
messages (Widyahening, 2015; Cobos, 2013). The accuracy of the use of advertising
language affects the level of persuasion that the company would like to reach its

consumers (Cobos, 2013).

14
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2.3  Factors that influence consumers’ purchase intention on foreign

language advertising

Consumer purchase intention is related to consumer behavior, both of them are one
of the characteristics of human action (Wekeza & Sibanda, 2019). Ting et al. (2019)
also stated that consumer behavior is the process of purchasing, which can involve

an individual or a group of people.

The purpose of analyzing consumer behavior is to find out the reasons behind
consumers’ purchase decisions (Sheth, 1979). And due to the complexity of human
beings and society, it is hard to find out a specific reason behind the purchase
decision (Sheth, 1979). Luna and Gupta (2001) pointed out that consumer behavior
is affected by culture as well. Individuals who have distinct cultural backgrounds may
show unique consumer behavior (Luna & Gupta, 2001). Consumer awareness,
purchasing intention, brand loyalty...etc., all of these could be a factor causing
consumers to make different purchase decisions and have distinct consumer

behavior.

However, it is hard to discuss all the factors from all the aspects at once. Therefore,
it is necessary to define which factor should be tested in this research in order to
understand how consumers’ purchase intention is influenced by foreign language

advertising.

Based on the theories of consumer behavior and purchase intention, the research
will focus on five aspects to investigate and discuss, which are knowledge,
motivation, attitude, perceived behavior control, and subjective norm. Seven
variables are defined as the factor and corresponding hypotheses are set as well.
In the following part, each factor will be discussed in detail. As a reference, the
conceptual framework of the research could see in Figure 1 which is shown in

chapter 2.4 (Hypotheses Development and Conceptual Framework).
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2.3.1 Demographic Differences

The cognitive approach is one of the consumer behavior theories, it takes the
individuals as an “information processor”, thinking all the information clearly and
making decisions based on the result of information processing (Ribeaux &
Poppleton, 1978; Wekeza & Sibanda, 2019). To analyze consumer behavior with the
cognitive approach, there are two types of cognitive models that can use, one is
analytical models and the other one is prescriptive models (Bray, 2008). These two
types of models help the process of analyzing consumer behavior become more
complete through the action of identifying the influence factors and defining a
measuring method for consumers’ attitudes toward a certain activity.

Consumers’ knowledge, beliefs, attitudes, and motivations are related to their
purchase intention through the cognitive approach analysis (Wekeza & Sibanda,
2019). It would an effective method to analyze the influence factors, which are

knowledge, motivation, and attitude, to understand consumers’ purchase intention.

Demographic differences shape individuals’ knowledge and motivation, while beliefs
influence consumers’ attitudes (Wekeza & Sibanda, 2019). In this part, the focus
point will be demographic differences. Beliefs (perceptions) and attitudes will be

discussed in the following chapter.

Demographic differences refer to the differences between individuals, including age,
gender, level of education, marital status, personal/ family household income...etc.
(Wekeza & Sibanda, 2019). The differences between each person cause the diversity
in psychology, which make individuals have distinct response to a certain situation

(Tsui & Gutek,1999).

To control the testing range of research, only age, gender, and level of education are

taken into account as influence factors in this research.

16
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2.3.2 Theory of foreign language display

The foreign-language display is a theory that states that the main goal of using
foreign languages in advertising is for ethnocultural associations (Hornikx et al.,
2013). Consumers are still evoked with ethnocultural associations by foreign
language even if they do not understand the meaning of the foreign language shown
in the advertising (Hornikx et al., 2013). For instance, “Vorsprung durch Technik” is
the famous slogan from Audi which means “progress through technique”.
Consumers may associate professional quality and reliability in engineering and
manufacturing once they see the slogan because of the use of German, the
understanding of the meaning behind the words is not the main issue in advertising

(Hornikx et al., 2013).

As mentioned above, consumers’ attitude is a key element to be considered in
purchase intention. According to the cognitive approach, attitude toward purchase
intention is to related to personal beliefs and perceptions (Wekeza & Sibanda, 2019).
The research showed that the association of ethnocultural would influence personal
attitudes (Romero et al., 2000). Therefore, the ethnocultural association is necessary
to be as one of the influencing factors in showing consumers' attitudes toward

foreign languages in advertising in this research.

2.3.3 Consumers’ authenticity perception of a product

Another influencing factor related to the consumers’ attitude toward foreign
language advertising is authenticity. Authenticity is a subjective belief in a certain
thing, the thoughts of thinking authenticity would be like "things should be the way
like that" (Kim et al., 2020). Authenticity can be dived into three types, which are
objective authenticity, constructive authenticity, and existential authenticity (Wang,
1999, as cited in Kim et al., 2020). The first type of authenticity is objective, which
refers to the authenticity being testable by the physical method (Kovacs et al., 2017).
The second type of authenticity is constructive, no fixed answer or measurement
method can prove the authenticity. This type of authenticity is built by society
though every person has to vary of interpretations (Kovacs et al., 2017). The last

one, existential authenticity, refers to the personal beliefs about consumption. For

17
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instance, consumers experience a series of traditional activities. Even though the
activities do not exist traditionally, consumers would think it is authentic because

the atmosphere fits what they want (Wang, 1999, as cited in Kim et al., 2020).

Gilmore & Pine (2007) pointed out that consumers’ authenticity perception of the
product is one of the reasons that affect consumer behavior. Wang & Mattila (2013)
also stated that there is a positive relationship between authenticity perception and
purchase intention. In addition, language is stated to be related to the perception of
authenticity (Baker & Kim, 2018). Even the way of presenting the sentence and the
structure of the language has an impact on consumer behavior (Zhang et al., 2003).
Therefore, consumers’ authenticity perception is one of the influencing factors to

show the attitude toward foreign languages in advertising in this research.

2.3.4 Theory of planned behavior

Conner and Norman (2005) stated that intention is one of the key elements to affect
behavior. According to the theory of planned behavior (Ajzen, 1991), the intention is
influenced by attitude, subjective norms, and perceived behavioral control. The
theory of planned behavior is one of the branches under the cognitive consumer
behavior model, it is a kind of prescriptive model which gives the researcher an

theoretical framework to measure consumer behavior (Bray, 2008).

In the theory of planned behavior, an attitude refers to the willingness, which means
personal opinions toward the behavior will influence the actual action of behavior
(Ajzen, 1991). Like the example mentioned in the previous part, consumers’
purchase intention would be altered by the individual’s’ authenticity perception
(Wang, 1999, as cited in Kim et al., 2020). The practical existence of a product or
service still needs to be discussed; however, consumers still like to buy the product
and feel satisfied with it because they think they already got the thing they want.
The product or service is already satisfied with their perception of authenticity.
Another example that can see how attitude influences consumers’ purchase
intention is the theory mentioned in the previous section- foreign language display.
Without saying a word by the manufacturer, consumers’ attitudes are influenced by

the appearance of foreign languages. The ethnocultural association is evoked and
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the attitude toward products has altered by foreign languages, thinking the products
are made by their origin countries, the perceived value of the products would be
higher as well (Hornikx et al., 2013). Purchase intention is increased by a positive

attitude and perceptions.

Secondly, the subjective norm. Subjective norms can be divided into two groups,
which are the descriptive norms and social norms (Ham et al., 2015). However,
normative beliefs is coming from social pressure in a positive or negative way (Ham
et al., 2015). Therefore, the discussion about subjective norms is generally related to
social norms and pressure. A social norm is individual thinking about the other’s
opinions before taking an actual action (Ham et al., 2015). An act of a person would
be affected by the others’ thoughts, thinking how they see, and their attitude
toward a specific event influence personal behavior decision (Ajzen, 1991). Kumar
and Ghodeswar (2014) also stated that social appeal affects purchasing intention
significantly. Consumers, as a part of society, are influenced to consume the

products because of others’ opinions or comments (Kumar& Ghodeswar, 2014).

Lastly, perceived behavioral control shows that the behavior of people is related to
the level of difficulty to achieve the perceived outcome (Ajzen, 1991). For example,
people are more familiar with the situation that they have experienced before and
have greater opportunities to act or do the behavior (Ajzen, 1991). Ajzen (1991)
stated that intention will be increased if people have a more positive attitude
toward the behavior and social norm, and better perceived behavioral control.
Afendi et al. (2014) also said that if the individuals think the behavior is more in
control and believe in their ability, this will increase the possibility that individuals to

take actual action.

To sum up, the influencing factors of attitude, perceived behavior control, and
subjective norms would be measured in this research in order to understand
consumers’ purchase intention toward foreign language adverting. As mentioned
above, ethnocultural association and consumers’ authenticity of the product would
be used as the variables to test consumers’ attitudes and see how they influence
consumers’ purchase intention. For perceived behavior control, respondents would

be asked about their purchase intention toward the well-known products (low risk)
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and the products had used before. Last but not least, social pressure, asking the
participants’ thoughts about the product advertised in foreign languages which are

recommended by friends or acquaintances.
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2.4 Hypotheses Development and Conceptual Framework

As mentioned above, there are several factors that influence consumers’ purchase
intention. The aim of this paper is to understand the relationship between foreign

languages in advertising and consumers’ purchase intention, and the final goal is to
provide suggestions based on the findings to increase the effectiveness of

advertisements. Hence, the main research question would be:

How do foreign languages used in advertising influence consumers’ purchase

intention?

In order to solve the research questions, the following hypotheses and conceptual

framework were proposed (Figure 1):

HO1: There is no significant influence of gender on purchase intention towards the
advertising including foreign language.
H11: There is a significant influence of gender on purchase intention towards the

advertising including foreign language.

HOz: There is no significant influence of age on purchase intention towards the
advertising including foreign language.
H12: There is a significant influence of age on purchase intention towards the

advertising including foreign language.

HO3: There is no significant influence of educational level on purchase intention
towards the advertising including foreign language.
H13: There is a significant influence of educational level on purchase intention

towards the advertising including foreign language.

HO4: There is no significant influence of ethnocultural associations on purchase
intention towards the advertising including foreign language.
H14: There is a significant influence of ethnocultural associations on purchase

intention towards the advertising including foreign language.
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HOs: There is no significant influence of authenticity perception on purchase
intention towards the advertising including foreign language.
H1s: There is a significant influence of authenticity perception on purchase intention

towards the advertising including foreign language.

HOe: There is no significant influence of perceived behavior control on purchase
intention towards the advertising including foreign language.
H1le: There is a significant influence of perceived behavior control on purchase

intention towards the advertising including foreign language.

HO7: There is no significant influence of social pressure on purchase intention
towards the advertising including foreign language.
H17: There is a significant influence of social pressure on purchase intention towards

the advertising including foreign language.

Demographic characteristics
eGender (H1)
eAge (H2)
eLevel of Education (H3)

Perceptions (beliefs)
eEthnocultural associations (H4) Consumers’
*Authenticity perception (HS)

eBehavioral control (H6) purchase intention

Social Norms Dependent Variable

#Social pressure (H7)

Independent Variables

Figure 1: The conceptual framework of the factors influencing consumer purchase intentions of

foreign language advertising
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3 Methodology

3.1 Research Design

To collect the primary data for this paper, there are three possible research design
methods that can be chosen in the data collection process: qualitative, quantitative
and mixed methods (Creswell, 2014). The qualitative research approach focuses on
personal opinion and seeks to understand individual meaning, doing the research
and summing up the conclusion by inductive approach (Creswell, 2014). The
guantitative research approach focuses on the relationships among the mensurable
variables, testing theories or hypotheses through the experiments, and concluding
the findings by deductive methods (Creswell, 2014). Last but not least, the mixed
method is a convergent research approach which is the combination of qualitative
and quantitative research methods (Creswell, 2014). Using a mixed method
approach can have a more complete comprehension of the research problem by

collecting and analyzing the open-ended and numerical data (Creswell, 2014).

A quantitative research approach will be applied as the research design for data
collection in this paper, helping the researcher to test the relationship between
predetermined variables and hypotheses through data analysis. The researcher is
able to answer the research questions and know which factors would have a
significant influence on consumers’ purchase intention towards the appearance of
foreign language in advertising. There are four different methods to do a
guantitative survey which are telephoned, pen and pencil, web, and street survey
(Fowler, 2002). An online survey is the chosen method of this quantitative research
to collect primary data since it is low-cost and convenient. The reason why the
author chose online survey is because of the convenience of distribution, suitable
and safe collecting method under the hard situation of the covid-19 pandemic. In
addition, the respondents would not be limited by a specific country which makes

the research less biased and more confident.

23



ODUL viEnNA
NIVERSITY

IEAEY-] PRIVATE UNIVERSITY

3.2  Survey Development

In order to know the relationship between consumers’ purchase intention and
foreign language in advertising and test the corresponding hypotheses, an online
survey has been conducted to find the results and answer the research questions.
The survey was created through Google Forms, distributed to respondents via online
channels by the author. Convenience sampling was chosen as the sampling method

in this research, accessing the target population based on convenience.

The survey consisted of nineteen closed-ended questions, which were divided into
three different sections. Most of the questions are single-choice, which means
respondents can answer the questions quickly and efficiently. A detailed questions

list can be found in the appendix (see Appendix 1).

The first part of the questionnaire asked how consumers’ thoughts on foreign
language in product’s packaging; two distinct categories of product advertisements
were shown at the beginning of the survey. One example is a famous potato chip
made by the United States company- Lay’s. The other one is a well-known Japanese
pain-relieving product called Salonpas Patch. Both of them had two different
versions of packaging: one is their own original package written in the local language
of product developed places, and the other one is a repackaging version written in
Chinese which is respondents’ native language. Respondents should answer the
following survey questions based on the given advertisements, showing how they
think about these two different versions of packaging and their attitude toward
foreign languages appearing in advertisements from consumers' perspectives. Using
two different product packaging as an example instead of a poster or a slogan of
advertising is to observe how consumers would react to the congruent products
when only packaging language is different. It is hard to find official advertisements
that have exactly the same content with direct translation, only the slogan part is
kept the same as company characteristic to increase consumer impression. In
addition, “packaging is the least expensive form of advertising”; it helps companies
to convey the message to consumers, which is the same as the definition of

advertising in this paper (Shimp, 2006). Therefore, congruent products with two
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different languages are chosen as examples to test how foreign language in

advertising would influence consumers’ purchase intention.

The second part of the survey was focused on consumers’ attitudes toward the
advertisements which include a foreign language in it. A 5-point Likert scale was
used as an answer model in this section (1=strongly disagree and 5=strongly agree),

helping the researcher to understand and measure consumers’ attitudes easily.

Third part of the survey is the demographic part, asking respondents general
guestions to collect demographic information such as gender, age and level of
education in order to help the researcher analyze data and know how demographic

characteristics influence consumers' purchase intention.

3.3 Data Collection and Analysis

In this research, the data was collected through the online survey as primary data.
Researcher self- administered survey and used Google Forms as tools to distribute it.
The convenience sampling method has been chosen for data collection, which is one
of the non- probability sampling methods that allows the researcher to distribute
the questionnaire and approach the target respondents who can speak Chinese
easily and efficiently (Hair et al., 2012). Researcher sent the questionnaire to her
family and friends and asked them to help to share the survey in their circle of

friends.

The data collection period is one month, and a total number of 138 valid responses
has been collected. For analysis, the collected data were exported to the Excel file
from Google Forms as the first step. Secondly, the data were processed, cleaned and
coded to make sure its usability and validity for analysis. Next, statistical analysis was
done via exporting Excel files to the analysis tool called IBM SPSS. Through the tool,
the researcher can get the results from statistical numbers easily, for instance,
mean, frequency and percentage. In addition, hypotheses can be tested as well after
defining testing variables and integrating the corresponding data. If the testing result

showed out that p value was less than 0.05, then the null hypothesis should be
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rejected since there is a significant relationship between the variables (Matthews &
Ross, 2010). These processes of analysis help the researcher to understand the
relationship between the foreign language in advertising and consumers’ purchase

intention.

3.4 Research Ethics

To protect respondents’ privacy and avoid any potential issues of ethics, the survey
is conducted anonymously. Also, no private information such as the participant’s
name and email was asked in the survey, which means there is no possibility that
any personal data would be revealed and misused in any way. In addition, there was
a clear statement on the survey beginning that participants were fully welcome to

withdraw from the survey if they felt uncomfortable answering the questions.
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4 Results

The data is primary data which were collected through the online survey by Google
Forms. The answer to the research question and the result of hypothesis testing will
be presented by tables and diagrams which were created by Google Forms, Excel,

and IBM SPSS.

4.1 Sample Description

The total number of respondents in the survey is 138. 91 respondents are female
(65.9% of the respondents) and only 47 respondents are men (34.1% of the

respondents).

In the age aspect, the distribution is relatively even. Most of the participants are

over 20 years old, and only three people are under 20. The group 20 to 29 takes the
largest proportion of the respondents, 32 people are from this group (23.2 % of the
respondents) . Table 1, Figure 2, and Figure3 show the overview of the respondents’

gender and age.

Age
Under 20 20-29 30-39 40-49 50-59 60 orabove Total
Gender Female 2 25 17 14 19 14 91
Male 1 7 7 9 11 12 47
Total 3 32 24 23 30 26 138

Table 1: Frequency of Gender and Age

® Male @ Under 20
® Female ® 20-29
@ Prefer not to say @ 30-39
@ 40-49
—— @ 50-59

p @ 60 or above

Figure 2: Percentage of Gender Figure 3: Percentage of Age
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In the educational level aspect, the majority of respondents have bachelor or master
degree, taking 58% and 31.2% respectively. Only one person does not have a formal
education and eight people have a high school diploma as their highest level of
education. In addition, 130 respondents (94.2%) can speak more than two
languages while only 8 people cannot speak the language except their mother

tongue. The overview of results is shown in Table 2, Figure 4 and Figure 5.

How many languages can you speak?

only one more than
(Mother tongue) two three three Total

level of No formal 1 0 0 0 1
education education

High school 3 0 3 2 8

Bachelor 3 45 23 9 80

Masters 1 15 17 10 43

PHD/ Doctorate 0 0 6 0 6
Total 8 60 49 21 138

Table 2: Frequency of Level of education and languages spoken

@ only one (Mother tongue)

® two
© three
@ more than three

@ No formal education
@ High school

@ Bachelor

@ Masters

% @ PHD/ Doctorate ‘

Figure 4: Percentage of Level of Education Figure 5: Percentage of Language spoken
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4.2 Descriptive of Foreign Language Advertising Influences

Purchase intention towards congruent product shown in different language

At the beginning of the survey, two distinct categories of products were shown to
see how respondents’ purchase intention is affected by the language difference. For
the product- Lay’s potato chips, close to 45% of respondents would prefer to buy the
original packaging which is written in English and 22.5% stated that they do not mind
whether the packaging is written in English or Chinese. (Figure 6)

On the other hand, respondents have a contrary preference toward different
languages packaging of Japanese pain-relieving patches. Almost half of the
respondents prefer to buy the one written in Chinese (respondents’ native

language), and 41.3% prefer the original package written in Japanese. (Figure 7)

@ Left (the one totally written in English,
original package)

@ Right (the one has Chinese words, with
local language explanation)

@ Doesn't matter

Figure 6: Respondents’ purchase intention toward Lay’s advertising in different languages

@ Left (the one has Chinese words, with
local language explanation)

@ Right (the one totally written in
Japanese, original package)

@ Doesn't matter

Figure 7: Respondents’ purchase intention toward Salonpas advertising in different languages

29



(MIODUL viEnNA
OINIVERSITY

IEAEY-] PRIVATE UNIVERSITY

Language influences consumers’ purchase intention

The data show that 61.6% of the respondents stated their purchase intention would
be affected by the use of language in advertising, while 38.4% of the respondents do
not change their purchase decision no matter which language is used in the package
(Figure 8). In addition, close to sixty percent of the respondents said that they are
willing to buy the products in foreign languages even in the situation they do not
completely understand the language on the package, while 40.6% of the
respondents would prefer to consume the product written in the languages that
they fully understand. (Figure 9). Moreover, 75.3% of the respondents expressed
that they prefer to buy foreign language products because it makes the product

more authentic, which makes them feel more confident with the products.

Do you think a foreign language
appearing on the package affects your
purchase decision?
80
60
40

0

No Yes

Percent

Figure 8: Respondents’ purchase decision toward the use of foreign language

Are you willing to buy foreign products
with foreign languages in the package?

70
60
50
40
30
20
10

Percent

No Yes

Figure 9: Respondents’ willingness of purchasing products in foreign languages
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Attitudes toward the use of languages

Respondents’ attitudes toward the appearance of foreign languages in products are
shown in Figure 10. Respondents have expressed their personal opinions based on
the given five levels of acceptance, strongly agree, agree, neutral, disagree, and
strongly disagree. The majority of participants, with 46% strongly agree and 28%
agree, stated that the appearance of foreign languages is acceptable and they do not
care if the foreign language exists on the package or not. Also, approximately forty
percent (38%) of the respondents show a tendency to purchase products with the
original package instead of the package written in the respondents’ mother tongue.
The acceptance of foreign languages is decent, only one percent of the respondents
indicated that they would not buy the products with foreign languages on the
packaging, while over 90% of respondents said that they are willing to purchase or
do not have a specific opinion to the use of foreign language on the package.
However, the data shows that respondents still prefer to buy the products written in
the language that they can fully understand (17% strongly agree, 22% agree and 34%
are neutral) even though the majority of respondents (consumers) can accept the
use of foreign languages. The respondents’ attitudes toward foreign languages are
mostly positive which is probably credited to the less concern about the use of
languages; over half of the participants indicated that they do not pay attention to
the languages used in products, with 14% strongly agree, 19% agree and 29%

neutral.

Q1: I don’t mind there is a foreign language displayed

0, 0, () 0,
on the package. 46% 28% 17% 7%
2: | prefer to buy the original package product no
Q2:1 prefer to buy the original package p 38% 19% 28%  12%
matter it is written in a foreign language or not.
Q3: I would not buy the product if | see it is written i%%
. 7% 22% 24%
a foreign language.
Q4: | only buy the product which | fully understand
o . . . 17% 22% 34% 18%
its information and written in my language.
Q5: | don't pay attention and would not notice if the
. . . . 14% 19% 29% 20%
product is written in a foreign language or not.
0 20 40 60 80

m Strongly Agree  mAgree m Neutral mDisagree Strongly Disagree

Figure 10: Influences of the use of foreign language
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4.3 Hypothesis Testing

After having an overview of the data, the next step is testing the predefined
hypotheses to see which factors would make consumers change their purchase
intention toward foreign language products. Since all the variables are independent
and have more than two sets of each, the Pearson Chi-Square test is suitable to use
for testing the relationships between variables. In this paper, the confidence level of
probability is 95% which means a p-value less than 0.05 would need to reject the

null hypothesis, and accept the alternative hypothesis.

4.3.1 Hypothesis 1

HO1: There is no significant influence of gender on purchase intention towards the
advertising including foreign language.
H11: There is a significant influence of gender on purchase intention towards the

advertising including foreign language.

In order to see if there is a significant relationship between gender and purchase
intention towards foreign language advertising, question three from the first part of
the survey “Do you think a foreign language appearing on the package affects your
purchase decision? (Yes/ No)” and gender would be the analyzed data.

The result is shown in Table 3, the Chi-Square value is 0.518 and the p-value is 0.472
which is larger than 0.05. So, the null hypothesis should maintain and cannot accept
the alternative hypothesis: no significant relationship has been found between

gender and consumers’ purchase intention toward foreign languages advertising.
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Chi-Square Tests
Asymptotic
Significance Exact Sig. Exact Sig.
Value df (2-sided) (2-sided) (1-sided)

Pearson Chi- .5182 1 472
Square
Continuity .286 1 592
Correction®
Likelihood Ratio 515 1 473
Fisher's Exact .580 295
Test
N of Valid Cases 138

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 18.05.

b. Computed only for a 2x2 table

Table 3: Chi-Square test for hypothesis 1

4.3.2 Hypothesis 2

HOz2: There is no significant influence of age on purchase intention towards the
advertising including foreign language.
H12: There is a significant influence of age on purchase intention towards the

advertising including foreign language.

For the second hypothesis, age is the independent variable and same as the last
hypothesis Q3 is the dependent variable during this test. Table 4 and Table 5 is the
result of the Chi-Square test. The p-value is 0.022, which is lower than 0.05, which
means there is a significant relationship between age and consumers’ purchase
intention toward the use of foreign languages in advertising. The null hypothesis
should be rejected, and accept the alternative hypothesis. In addition, the value of
Cramer’s V is 0.309, which is a number between 0.2 and 0.6, which shows the

variables have a moderate association.
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Chi-Square Tests
Asymptotic Significance
Value df (2-sided)
Pearson Chi-Square 13.1832 5 .022
Likelihood Ratio 13.159 5 .022
N of Valid Cases 138

a. 2 cells (16.7%) have expected count less than 5. The minimum expected count is 1.15.

Table 4: Chi-Square test for hypothesis 2

Symmetric Measures
Approximate
Value Significance

Nominal by Nominal Phi .309 .022
Cramer's V .309 .022
N of Valid Cases 138

Table 5: Chi-Square test for hypothesis 2 (Cramer’s V)

4.3.3 Hypothesis 3

HO3: There is no significant influence of educational level on purchase intention
towards the advertising including foreign language.
H13: There is a significant influence of educational level on purchase intention

towards the advertising including foreign language.

To test the relationship between the level of education and purchase intention,
guestion three of the survey is used as a dependent variable same as above. Table 6
shows the result of the Chi-Square test, the p-value is 0.049, which is lower than
0.05, which means there is a significant relationship between the variables. Because
of the result, the null hypothesis is rejected and the alternative hypothesis is

accepted. In addition, the Chi-Square value of the test is 9.549.
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Asymptotic
Significance
Value (2-sided)
Pearson Chi-Square 9.549° 4 .049
Likelihood Ratio 9.921 4 .042
N of Valid Cases 138

a. 6 cells (60.0%) have expected count less than 5. The minimum expected count is .38.

Table 6: Chi-Square test for hypothesis 3

Moreover, there are more than expected number of respondents, whose highest

level of education is high school, said that they are not affected by the languages

used in advertising (6 > 3.1) and so do the participants who have completed

bachelor's degree. Only the respondents with the highest level of education of

master's degree have more than expected people (32 >26.5) said that they would be

affected by showing foreign language in advertising. All the results of the test can be

seenin Table 7.

Q3
No Yes Total
Level of No formal Count 1 0 1
Education education Expected 4 .6 1.0
Count
High school Count 6 2 8
Expected 3.1 4.9 8.0
Count
Bachelor Count 32 48 80
Expected 30.7 49.3 80.0
Count
Masters Count 11 32 43
Expected 16.5 26.5 43.0
Count
PHD/ Count 3 3 6
Doctorate Expected 2.3 3.7 6.0
Count
Total Count 53 85 138
Expected 53.0 85.0 138.0
Count

Table 7: Chi-Square test for hypothesis 3 (Count)
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4.3.4 Hypothesis 4

HO4: There is no significant influence of ethnocultural associations on purchase
intention towards the advertising including foreign language.
H14: There is a significant influence of ethnocultural associations on purchase

intention towards the advertising including foreign language.

In the survey, there are two questions related to hypothesis 4. In the second part of
the survey, question 6 “l would buy a product written in foreign languages
associated with its origin which makes me feel confident about it.” and question 12
“I prefer that foreign brands keep advertising their brand in their own language, e.g.
McDonald's slogan: I'm Lovin' It.” help the researcher to understand respondents’
attitudes toward the statement regarding ethnocultural association of foreign
language products. Therefore, hypothesis 4 was tested through the responses to

these two questions.

Both of the questions are answered on a 5-Point Likert scale, hence, the data need
to be processed. The new variable was computed by the mean of question 6 and
question 12. Because it was a scale, it needed to be coded to nominal data and
changed back to the categorical variable for doing the following chi-square test. The
researcher had redefined the range of the Likert scale like so: the first value
(=strongly disagree) would be in the range of 1 to 1.8; the second value (=disagree)
would start from 1.81 to 2.6; 2.61 to 3.4 for value 3 (=neutral); 3.41-4.2 for value 4

(=agree) and the last level of value (=strongly agree) is in the range of 4.21 to 5.

The chi-square testing result has shown in Table 8, the p-value is 0.001 lower than
0.05, which means there is a significant relationship between ethnocultural
association and consumers’ purchase intention toward foreign language in
advertising. The null hypothesis is rejected, and the alternative hypothesis is

accepted.
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Chi-Square Tests

Asymptotic
Significance
Value df (2-sided)
Pearson Chi-Square 17.998° 4 .001
Likelihood Ratio 18.864 4 <.001

N of Valid Cases 138

a. 3 cells (30.0%) have expected count less than 5. The minimum expected count is .77.

Table 8: Chi-Square test for hypothesis 4

4.3.5 Hypothesis 5

HOs: There is no significant influence of authenticity perception on purchase
intention towards the advertising including foreign language.
H1s: There is a significant influence of authenticity perception on purchase intention

towards the advertising including foreign language.

Similar to the last hypothesis, hypothesis 5 also needs to be analyzed by several sets
of data. Q7, Q11, and Q14 (see Appendix 1) from the second section of the online
survey are necessary for hypothesis testing, and understanding how consumers’

authenticity perception influences their purchase intention.

The testing result of the chi-square test has shown in Table 9. The p-value is 0.065,
which is higher than the significance level (0.05), therefore, no significant
relationship has been found between the authenticity perception and purchase

intention, and the null hypothesis should be maintained.

Asymptotic
Significance
Value df (2-sided)
Pearson Chi-Square 8.8402 4 .065
Likelihood Ratio 9.710 4 .046

N of Valid Cases 138

a. 2 cells (20.0%) have expected count less than 5. The minimum expected count is .77.

Table 9: Chi-Square test for hypothesis 5
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4.3.6 Hypothesis 6

HOe: There is no significant influence of perceived behavior control on purchase
intention towards the advertising including foreign language.
H1le: There is a significant influence of perceived behavior control on purchase

intention towards the advertising including foreign language.

Same as above, hypothesis 6 needs to be analyzed through the tenth question and
guestion thirteen (see Appendix 1) of the questionnaire. The researcher cleaned and
coded the existing data to a new variable which is the mean of the Q10 and Q13

results.

Table 10 shows the result of a chi-square test. The p-value is 0.643, which is above
0.05, which means there is no significant relationship between perceived behavior
control and consumers’ purchase intention toward the ads in foreign languages. The

null hypothesis is kept.

Chi-Square Tests

Asymptotic
Significance
Value df (2-sided)
Pearson Chi-Square 2.5122 4 .643
Likelihood Ratio 2.854 4 .583

N of Valid Cases 138

a. 4 cells (40.0%) have expected count less than 5. The minimum expected count is .38.
Table 10: Chi-Square test for hypothesis 6

In addition, the strength of the relationship shown by the value of Cramer’s V is
weak as well. In the range of 0 to 1, the relation strength of perceived behavior and

purchase intention 0.135. See Table 11.

Symmetric Measures
Approximate

Value Significance
Nominal by Nominal Phi 135 .643
Cramer's V 135 .643
N of Valid Cases 138

Table 11: Chi-Square test for hypothesis 6 (Cramer’s V)
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4.3.7 Hypothesis 7

HO7: There is no significant influence of social pressure on purchase intention
towards the advertising including foreign language.
H17: There is a significant influence of social pressure on purchase intention towards

the advertising including foreign language.

According to the variable included in hypothesis 7, the eighth question and ninth
guestion (see Appendix 1) of the survey need to be analyzed for hypothesis testing.
The p-value of the testing is 0.047 (lower than 0.05) which means the relationship
between social pressure and consumers ‘purchase intention is significant. Rejecting
the null hypothesis and accepting the alternative hypothesis.

It is noticed that the strength of the relationship is not strong, with 0.265 in Cramer’s

V value which ranges between 0 to 1. All the results can be seen in Table 12 and

Table 13.
Chi-Square Tests
Asymptotic
Significance
Value df (2-sided)
Pearson Chi-Square 9.6582 4 .047
Likelihood Ratio 9.813 4 .044
N of Valid Cases 138

a. 1 cells (10.0%) have expected count less than 5. The minimum expected count is 3.46.

Table 12: Chi-Square test for hypothesis 7

Symmetric Measures
Approximate

Value Significance
Nominal by Nominal Phi .265 .047
Cramer's V .265 .047
N of Valid Cases 138

Table 13: Chi-Square test for hypothesis 7 (Cramer’s V)
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5 Conclusion

The purpose of this study is to find out the relationship between the use of foreign
languages in advertising and consumers’ purchase intention. In the first half of the
paper, the role of foreign language in advertising and related theories has been
introduced. To further understand consumers' attitudes toward products including
foreign languages in advertising, the author designed an online survey to collect
primary datas. A total number of 138 people responded to the survey. Hence, the

results of the research have a certain level of confidence.

5.1 Answer to research questions

To answer the research question: “How foreign languages used in advertising
influence consumers’ purchase intention?”, a total number of seven hypotheses
have been set and tested in this paper. Based on the prior investigation and
understanding, the author set a list of hypotheses that may have a certain
relationship with the consumers’ purchase intention toward the use of foreign
languages in advertisements. The research focuses on the factors: gender, age, level
of education, ethnocultural association, authenticity perception, perceived behavior,
and social pressure. Four out of seven factors have a significant relationship with

consumers’ purchase intention.

Hypothesis 2, 3, 4, and 7 show that age, education level, ethnocultural association,
and social pressure have a significant relationship with consumers’ purchase
intention. On the other hand, gender, authenticity, and perceived behavior control
do not have a significant effect on consumers’ purchase intention; three of them
maintain the null hypothesis. There are several reasons that could be the causes of

this result.

It is understandable that age is one of the significant factors to influence consumers'
purchase intention toward foreign language advertising. As data shows, less than
expected amount of the participants who are 60 years old or above stated that they
would be affected by the foreign languages advertising, and more than expected
said they would not change their consumer behavior. The reason for this result could

be that older people are not as familiar with foreign languages as young people who
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were born in the network generation. In addition, older people are used to buying

the products they are familiar with and keep using them continuously.

The reason why the level of education is significantly related to consumers’ purchase
intention on foreign language advertisements may be because people who have a
higher degree of education are more likely to know different languages and make
their purchase decision based on that. In addition, respondents are highly influenced
by social pressure. Consumers would like to take the advice from others, whether
the suggestion comes from close friends or the public (internet). This result is

coherent with the concept Kumar and Ghodeswar said in 2014.

And for the last significant factor of consumers’ purchase intention, ethnocultural
association, is also understandable. As the theory proposed by Hornikx et al. (2013),
foreign language display in advertising helps consumers to increase their confidence
in the products because consumers can associate it with the products’ origin
country. This may be the reason why it is extremely significant in the relationship

(0.001<0.05) and with 0.361 strength in Cramer’s V value.

Besides, one interesting point has been noticed through the data analysis. More
consumers would like to buy Lay's (potato chip) in original packaging, but they prefer
to buy Salonpas (pain-relieving patch) in local language packaging. This distinct result
may be caused by the category of product. Even though both of them are well-
known products, people have more interest in buying food in the original packaging
and less interest when the product is related to medical or therapy. From the result,
it would be interesting to do further research to see how the category of a product
interacts with foreign language factors that would affect consumers' purchase

intention.

To sum up, consumers’ purchase intention toward foreign languages in advertising is
influenced by external and internal factors. In this research, age, education level,
ethnocultural association, and social pressure are the factors that have a significant

influence on consumers’ purchase intention.
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5.2  Practical Implications

The result of the study also can apply to the practical business sector. As the data
shows, some of the factors have a significant relationship with consumers’ purchase
intention toward foreign language advertising. Utilizing the result, advertisers can
know how to increase advertising effectiveness on their target customer and reduce

unnecessary costs.

For example, age and education level have a significant relationship with the
consumers’ purchase intention toward foreign languages in advertising. If the firm
wants to promote a foreign product related to the young generation with a high
level of education, then they could use the original package or slogan as one part of
the advertising. This action not only saves the cost of re-designing but also takes the
advantage of evoking consumers’ ethnocultural associations when they see it.
However, if the foreign product’s target consumers are older, then this advertising

method is not suitable.

Moreover, advertising methods should change depending on the category of
products. Even though there is no detailed research on this aspect, it is apparent
that consumers have different purchase intentions on different types of products

when the promotion method is the same (using local language).

A suggestion given from this paper to advertisers is that understanding the
perception of target consumers is extremely important. Not only because it can help
to increase the effectiveness of advertising, but also convey the messages that firms
want to distribute accurately. The goal of advertising is to reach as many potential
customers as possible and let them know about the products or services of the
company (Ward, 2018). Therefore, choosing the right way to promote the products

is one of the key points in the entire business process.
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5.3 Limitations and future research

There are a few points that can be improved in this research.

First of all, the size of the sample is relatively small with a total of 138 respondents.
Even though there are some significant differences shown in the data and test, there
is still type Il error (B) which makes some of the hypotheses maintain the null
hypotheses. Increasing the sample size, type Il error (B) can be decreased under the

condition that type | error (a) is the same.

The second limitation of this paper is the choice of examples. There were two
examples shown in the survey (see Appendix 1) and its data result has been analyzed
in the previous section. The category of product indeed affects consumers’ purchase
intention. Due to the length of the survey being limited, it is hard to include other
types of products. The result might be different if there were more products and

examples shown at the beginning of the survey.

In addition, the survey is only available in English but the target population is the
Chinese speaking population. Most of the respondents can speak more than two
languages and this could lead the result to be biased. Few of the participants stated
that they can only speak their native language (Chinese), which means they
answered the survey with assistance. Whether asking people around him or her to
help translate or use translators by themselves, the meaning of sentences would

have a chance to be misunderstood, which would affect the results.

Last but not least, the origins of the two examples are the United States and Japan.
Both languages are commonly used worldwide. According to the data from Statista
(2022), English has the most speakers in the world and Japanese is one of the top 15
languages spoken worldwide. Combining the result of respondents who can speak
more than one language with this fact, it has a high probability that respondents
know both languages. If respondents can completely understand both of the
languages, then they might not care which languages are used in the advertisement.

This limitation would have a chance to affect the data analysis result.
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Since both of the chosen products (Lay’s and Salonpas) are made by developed
countries (the United States and Japan), the result might be different if the products
are made by developing countries or least developed countries, for example, Brazil
or African countries. Consumers’ level of confidence toward the product written in
less spoken languages could be differentiated from the products written in English or
Japanese. To further research, comparing the difference between the origin of

products would be a worthy question to investigate in the future.

44



ODUL viEnNA
NIVERSITY

IEAEY-] PRIVATE UNIVERSITY

Bibliography

Afendi, N. A,, Azizan, F. L., & Darami, A. |. (2014). Determinants of halal purchase
intention: case in Perlis. International Journal of Business and Social Research, 4(5),

118-123.

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior And
Human Decision Processes, 50(2), 179-211. https://doi.org/10.1016/0749-
5978(91)90020-t

Allard, D., Bourdeau, J., & Mizoguchi, R. (2011). Addressing Cross-Linguistic Influence
and Related Cultural Factors Using Computer-Assisted Language Learning (CALL).

Handbook Of Research On Culturally-Aware Information Technology, 582-598.

Ansaldo, A. |., Marcotte, K., Scherer, L., & Raboyeau, G. (2008). Language therapy
and bilingual aphasia: Clinical implications of psycholinguistic and neuroimaging

research. Journal of Neurolinguistics, 21(6), 539-557.

Baker, M. A., & Kim, K. (2018). The role of language, appearance, and smile on
perceptions of authenticity versus rapport. International Journal of Hospitality

Management, 74, 171-179.

Bray, J. P. (2008). Consumer behaviour theory: approaches and models. Retrieved
from http://eprints.bournemouth.ac.uk/10107/1/Consumer_Behaviour_Theory_-

_Approaches_& Models.pdf

Byun, J., & Jang, S. (2015). Effective destination advertising: Matching effect
between advertising language and destination type. Tourism Management, 50, 31-

40.
Cobos, H. U. (2013, February 12). Advertising and Language: The Power of Words.
More Than Branding. http://morethanbranding.com/2013/02/12/advertising-and-

language-the-power-of-words/

45



ODUL viEnNA
NIVERSITY

IEAEY-] PRIVATE UNIVERSITY

Creswell, J. W. (2014). Research Design: Qualitative, Quantitative and Mixed
Methods Approaches (4th ed.). SAGE Publications, Inc.

Dahlén, M., & Edenius, M. (2007). When is Advertising Advertising? Comparing
Responses to Non-Traditional and Traditional Advertising Media. Journal of Current

Issues & Research in Advertising, 29(1), 33-42.

Domzal, T., Hunt, J., & Kernan, J. (1995). Achtung! The Information Processing of
Foreign Words in Advertising. International Journal of Advertising, 14(2), 95-114.
https://doi.org/10.1080/02650487.1995.11104603

El-Dali, H. M. (2019). The Language of Consumer Advertising: Linguistic and

Psychological Perspectives. Studies in Linguistics and Literature, 3(2), 95.

Fowler, F. J. Jr. (2002). Survey research methods (3rd ed.). SAGE Publications, Inc.

Gerritsen, M., Korzilius, H., Meurs, V. F., & Gijsbers, I. (2000). English in Dutch
Commercials: Not Understood and Not Appreciated. Journal of Advertising Research,

40(4), 17-31.

Gilmore, J. H., & Pine, B.J. (2007). Authenticity: What Consumers Really Want.

Harvard Business Review Press.

Goddard, A. (2002). The Language of Advertising: Written Texts (Intertext) (1st ed.).

Routledge.
Gogoi, B.J. (2013). Study of Antecedents of Purchase Intention and Its Effect on
Brand Loyalty of Private Label Brand of Apparel. International Journal of Sales &

Marketing, 3(2), 73-86.

Griffin, J. (1997). Global English invades Poland an analysis of the use of English in
Polish magazine advertisements. English Today, 13(2), 34—41.

46



ODUL viEnNA
NIVERSITY

IEAEY-] PRIVATE UNIVERSITY

Hair, J., Ortinau, D., Celsi, M., & Bush, R. (2012). Essentials of marketing research.

McGraw-Hill Education.

Ham, M., Jeger, M., & Frajman lvkovi¢, A. (2015). The role of subjective norms in
forming the intention to purchase green food. Economic Research-Ekonomska

IstraZivanja, 28(1), 738-748. https://doi.org/10.1080/1331677x.2015.1083875

Hornikx, J., & Meurs, V. F. (2016). Foreign Languages in Advertising as Implicit
Country-of-Origin Cues: Mechanism, Associations, and Effectiveness. Journal of

International Consumer Marketing, 29(2), 60-73.

Hornikx, J., & Meurs, V. F. (2020). Foreign Languages in Advertising: Linguistic and

Marketing Perspectives (1st ed.). Palgrave Macmillan.

Hornikx, J., Meurs, V. F., & Hof, R.-J. (2013). The Effectiveness of Foreign-Language
Display in Advertising for Congruent versus Incongruent Products. Journal of

International Consumer Marketing, 25(3), 152—-165.

Kelly-Holmes, H. (2000). Bier, parfum, kaas: language fetish in European advertising.

European Journal Of Cultural Studies, 3(1), 67-82. https://doi.org/10.1177/a010863

Kelly, N. (2012, August 3). Speak to Global Customers in Their Own Language.

Harvard Business Review. https://hbr.org/2012/08/speak-to-global-customers-in-t

Kim, J. H., Song, H., & Youn, H. (2020). The chain of effects from authenticity cues to
purchase intention: The role of emotions and restaurant image. International Journal

of Hospitality Management, 85, 102354.

Kotler, P., & Armstrong, G. (2010). Principles of marketing. Pearson Education.
Kovacs, B., Carroll, G., & Lehman, D. (2017). The Perils of Proclaiming an Authentic
Organizational Identity. Sociological Science, 4, 80-106.

https://doi.org/10.15195/v4.a4

47



ODUL viEnNA
NIVERSITY

IEAEY-] PRIVATE UNIVERSITY

Kumar, P.& Ghodeswar, B.M. (2014). Factors affecting consumers’ green product

purchase decisions. Marketing Intelligence & Planning 32(3), 330-347.

Loéber, S. (2017). The motives of advertisers for the use of foreign languages in

advertising. Bachelor’s Thesis, Radboud University Nijmegen.

Luna, D., & Forquer Gupta, S. (2001). An integrative framework for cross-cultural

consumer behavior. International Marketing Review, 18(1), 45-69.

Malthouse, E. C., Maslowska, E., & Franks, J. U. (2018). Understanding programmatic
TV advertising. International Journal of Advertising, 37(5), 769—784.

Matthews, B., & Ross, L. (2010). Research methods. Pearson Education.

Mirabi, V., Akbariyeh, H., & Tahmasebifard, H. (2015). A Study of Factors Affecting
on Customers Purchase Intention. Journal of Multidisciplinary Engineering Science

and Technology, 2(1), 267-273.

Mittal, P. (2018, May 16). International Advertising: Meaning, Characteristics, Nature
and Media Selection. Art of Marketing - Learn the Art of Marketing from the Experts!
https://www.artofmarketing.org/international-marketing-
2/advertising/international-advertising-meaning-characteristics-nature-and-media-

selection/13601
Nederstigt, U., & Hilberink-Schulpen, B. (2017). Advertising in a Foreign Language or
the Consumers’ Native Language? Journal of International Consumer Marketing,

30(1), 2-13.

Noriega, J., & Blair, E. (2008). Advertising to Bilinguals: Does the Language of
Advertising Influence the Nature of Thoughts? Journal of Marketing, 72(5), 69-83.

Norman, P., & Conner, M. T. (2005). Predicting health behaviour: A social cognition

approach. Predicting Health Behaviour, 1-27.

48



ODUL viEnNA
NIVERSITY

IEAEY-] PRIVATE UNIVERSITY

Panda, A. K. (2015, June 1). Language of advertisement [Slides]. SlideShare.

https://www.slideshare.net/pandaadityal4/language-of-advertisement

Pogacar, R., Shrum, L. J., & Lowrey, T. M. (2018). The Effects of Linguistic Devices on
Consumer Information Processing and Persuasion: A Language Complexity x

Processing Mode Framework. Journal of Consumer Psychology, 28(4), 689—711.

Ribeaux, P. & Poppleton, S. E. (1978). Psychology and Work. London: Macmillan

Education

Romero, A., Cuéllar, |., & Roberts, R. (2000). Ethnocultural variables and attitudes
toward cultural socialization of children. Journal Of Community Psychology, 28(1),
79-89.
https://doi.org/10.1002/(sici)1520-6629(200001)28:1<79::aid-jcop8>3.0.co;2-n

S. A, K. ., Asemah, E. S., & Edegoh, L. O. (2013). Behind Advertising: The Language of
Persuasion. International Journal of Asian Social Science, 3(4), 951-959. Retrieved

from https://archive.aessweb.com/index.php/5007/article/view/2468

Schmitt, B. H., & Zhang, S. (1998). Language Structure and Categorization: A Study of
Classifiers in Consumer Cognition, Judgment, and Choice. Journal of Consumer

Research, 25(2), 108-122.
Schmitt, B. H., Pan, Y., & Tavassoli, N. T. (1994). Language and Consumer Memory:
The Impact of Linguistic Differences between Chinese and English. Journal of

Consumer Research, 21(3), 419.

Sheehan, K. B. (2013). Controversies in Contemporary Advertising (Second ed.). SAGE

Publications, Inc.

Sheth, J. N. (1979). The surpluses and shortages in consumer behavior theory and

research. Journal of the Academy of Marketing Science, 7(4), 414—-427.

49



ODUL viEnNA
NIVERSITY

IEAEY-] PRIVATE UNIVERSITY

Shimp, T. (2006). Advertising, promotion and other aspects of integrated marketing

communication (7th ed.). South-Western College Pub.

Statista. (2020, September 25). Global advertising revenue 2012-2024 [Dataset].

https://www.statista.com/statistics/236943/global-advertising-spending/

Statista. (2022). Most spoken languages in the world in 2022 [Dataset]. Retrieved
from https://www.statista.com/statistics/266808/the-most-spoken-languages-

worldwide/.

Tellis, G. J. (2003). Effective Advertising: Understanding When, How, and Why
Advertising Works (Marketing for a New Century) (1st ed.). SAGE Publications, Inc.

Ting, H., Thaichon, P., Chuah, F., & Tan, S. R. (2019). Consumer behaviour and
disposition decisions: The why and how of smartphone disposition. Journal of

Retailing and Consumer Services, 51, 212-220.

Toprak-Yildiz, T. (2022). Internationalisation and Language Policy in European Higher

Education. Advances In Business Strategy And Competitive Advantage, 198-215.

Tsui, A. S., & Gutek, B. A. (1999). Demographic differences in organizations: Current

research and future directions.

TV Advertising Media | TV Advertising Planning & Buying. (2018, March 26). TV

Advertising Media. https://www.tvadvertisingmedia.com

Valdés Rodriguez, C. (2016). Globalization and localization in advertising translation:

a love-hate relationship? Revista de Lenguas Para Fines Especificos, 22(2), 130-153.

Wang, C., & Mattila, A. (2013). The Impact of Servicescape Cues on Consumer
Prepurchase Authenticity Assessment and Patronage Intentions to Ethnic
Restaurants. Journal Of Hospitality &Amp; Tourism Research, 39(3), 346-372.
https://doi.org/10.1177/1096348013491600

50



ODUL viEnNA
NIVERSITY

IEAEY-] PRIVATE UNIVERSITY

Wang, C., Zhang, P., Choi, R., & D’Eredita, M. (2002). UNDERSTANDING CONSUMERS
ATTITUDE TOWARD ADVERTISING. AMCIS 2002 Proceedings, 158, 1143.

Wang, N. (1999). Rethinking authenticity in tourism experience. Annals Of Tourism

Research, 26(2), 349-370. https://doi.org/10.1016/s0160-7383(98)00103-0

Ward, S. (2018, December 15). Advertising and the Ways to Go About It. The Balance

Small Business. https://www.thebalancesmb.com/advertising-2947182

Wekeza, S., & Sibanda, M. (2019). Factors Influencing Consumer Purchase Intentions
of Organically Grown Products in Shelly Centre, Port Shepstone, South Africa.
International Journal Of Environmental Research And Public Health, 16(6), 956.

https://doi.org/10.3390/ijerph16060956

Widyahening, C. E. T. (2015). THE ROLE OF LANGUAGE IN ADVERTISEMENT. The 35th
Anniversary Slamet Riyadi University, UNISRI Solo 2015, 70.

Younus, S., Rasheed, F., & Zia, A. (2015). Identifying the Factors Affecting Customer
Purchase Intention. Global Journal Of Management And Business Research: A
Administration and Management, 15(2), 9-14. Retrieved from

https://journalofbusiness.org/index.php/GJMBR/article/view/1605
Zhang, S., Schmitt, B. H., & Haley, H. (2003). Language and Culture: Linguistic Effects

on Consumer Behavior in International Marketing Research. Handbook of Research

in International Marketing, 228—-242.

51



(MIODUL viEnNA
OINIVERSITY

IEAEY-] PRIVATE UNIVERSITY

Appendix

Appendix 1

Thoughts of foreign language on the package

Answering the questions based on your thoughts after seeing the example pictures.
Imagining you are in the supermarket, and seeing the following two different packages of the identical
product at the same price,

1. Which one you prefer to buy?

T =

Classic

» J"—’ ¢

Potato Ghips T Netwe. 29 02,7299
e —

-

Left (the one totally written in English, original package)
Right (the one has Chinese words, with local language explanation)
Doesn't matter

2. Which one you prefer to buy?

E gl F——F it
1RO rum

<Hisamitsus

ESSVENS

DJICZA.

S mERARKS 140K
g" 6.5¢m X 4.2om

AHRRE
ARRBRER:

o«
&

o /5 EABELTE
NS
o BB BB Wiy —Zfd

LLH7L
AICPELW

5 TR 4 6

Salonpas.

flFE A

SMWHR TSR~

ard
ACO- BB - BHPa - BHPSRS - FTIR - AL
(R MO v

BARNE

Left (the one has Chinese words, with local language explanation)
Right (the one totally written in Japanese, original package)
Doesn't matter

3. Do you think a foreign language appearing on the package affects your
purchase decision?

Yes

No

4. For foreign products, are you willing to buy the one with a foreign language in
the package?
Yes, even if | don't completely understand the language
No, | still prefer to buy the product with some local language explanation and fully
understand

52



ODULV|ENNA
OINIVERSITY

IEAEY-] PRIVATE UNIVERSITY

5. If you choose "Yes" in the last question, what is/are the reason(s) that makes
you willing to buy the products with foreign language packaging? (can choose
more than one)

It makes me associated with its origins, feeling more confident with the product

It makes me feel it is authentic

People surrounding me buy, so | buy as well

Others :

Attitude towards to foreign language in advertising

To further understand your thoughts of foreign language appears in advertising, please choose the
appropriate response for each following statement:

1. I don’t mind there is a foreign language displayed on the package.
Strongly Disagree 1 2 3 4 5 Strongly Agree

2. | prefer to buy the original package product no matter it is written in a foreign
language or not.

Strongly Disagree 1 2 3 4 5 Strongly Agree
3. I would not buy the product if | see it is written in a foreign language.
Strongly Disagree 1 2 3 4 5 Strongly Agree

4. | only buy the product which | fully understand its information and written in
my language.

Strongly Disagree 1 2 3 4 5 Strongly Agree

5. 1 don't pay attention and would not notice if the product is written in a foreign
language or not.

Strongly Disagree 1 2 3 4 5 Strongly Agree

6. | would buy a product written in foreign languages associated with its origin
which makes me feel confident about it.

Strongly Disagree 1 2 3 4 5 Strongly Agree

7. 1 would buy a product written in a foreign language because | think it is
authentic.

Strongly Disagree 1 2 3 4 5 Strongly Agree

8. | would trust and buy a product written in a foreign language because my
friends buy it as well.

Strongly Disagree 1 2 3 4 5 Strongly Agree

9. | would trust and buy a product written in a foreign language because it is
highly recommended by acquaintances.

Strongly Disagree 1 2 3 4 5 Strongly Agree
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10. I would trust and buy a product written in a foreign language because it is a
famous and well-known product.

Strongly Disagree 1 2 3 4 5 Strongly Agree

11. 1 would have higher expectations if the products are advertised in foreign
languages (thinking it should be more authentic).

Strongly Disagree 1 2 3 4 5 Strongly Agree

12. | prefer that foreign brands keep advertising their brand in their own
language, e.g. McDonald's slogan: I'm Lovin' It.

Strongly Disagree 1 2 3 4 5 Strongly Agree

13. I don’t mind the product is written in which language since | have tried it
before, and have a basic understanding of the product.

Strongly Disagree 1 2 3 4 5 Strongly Agree

14. | believe the products written in foreign languages (its original language) are
more authentic and functional base on my past experience.

Strongly Disagree 1 2 3 4 5 Strongly Agree

Basic Information

Gender

Male
Female
Prefer not to say

Age

Under 20
20-29
30-39
40-49
50-59

60 or above

What is your highest level of education?
No formal education

High school

Bachelor

Masters

PHD/ Doctorate

Others :

How many languages can you speak?
only one (Mother tongue)

two

three

more than three
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