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Abstract
In this study, it is assumed that because of its status as a global language, English is expected
to be used in global advertising as part of the global consumer culture positioning (GCCP) or
as COO marker as part of foreign consumer culture positioning (FCCP). In contrast, it is
expected that the local language is used within local boundaries in accordance with the local
consumer culture positioning (LCCP). Based on these assumptions, this study examined the
effectiveness of the use of English compared to Dutch in advertising when the ads are targeted
at Dutch consumers and the advertised products are luxury products of either local (Dutch),
foreign (British), or global origins. In the experiment, 211 participants evaluated three ads in
which they viewed three different luxury products of either Dutch, British, or global origins.
The language of the ads was either fully in Dutch or partially in English. The participants
filled out an online questionnaire that was used to determine their attitude towards the ad,
their attitude towards the product, and their purchase intention. The results of this study did
not confirm the assumptions. Instead, they indicated that there were no differences in the
effect of the use of English versus Dutch in advertisements among Dutch consumers
regardless of origin of the product. These findings may be explained by the answers to an
open-ended question which suggested that the visual design of the ads perhaps attracted more
attention than the text and language of the ads. Another possible explanation is that English
has become so common in the Netherlands that Dutch and English are evaluated the same
resulting in no differences in the effectiveness of the languages.
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1. Introduction
The world has been globalizing on a continuous basis for the past decades, which has resulted
in a complex, but interconnected system of nations and cultures. Countries have been
influencing and are influenced by those they come in contact with, often exchanging goods
and services. A result of this globalization process is the extension of companies from a
particular country to neighboring states and even going as far as across the globe. This has
resulted in foreign and multinational companies (MNCs) operating worldwide in countries
with which they often do not share the same language. This potential language barrier could
pose as a problem in the communication between the locals and the foreign companies and
MNCs regarding, for example, the advertising of products and brands.
Although this language barrier could pose a problem, globalization has simultaneously
also offered a solution: the English language. English has transformed into a lingua franca
adopted worldwide within the international businesses community. The advertising sector is
no exception. English has taken a prominent place in, among others, the Dutch advertising
market. Previous studies have indicated that English has taken on a prominent role in the
Dutch market (see Gerritsen et al., 2007; Edwards, 2016) and that English slogans are
generally received positively by Dutch consumers (see Hornikx, van Meurs, & de Boer, 2010;
Hendriks, van Meurs, & Poos, 2017), making it more likely to assume that English, besides
the local language (i.e. Dutch), now may also be considered an effective language strategy in
non-native English speaking markets such as in the Netherlands. Thus far none of these
studies which have focused on the Dutch consumer market has looked at the use of English
when the promoted products are of a specific origin (i.e. whether the product originates from a
local, foreign, or global company) and whether these origins may also play a role in the
effectiveness of English in ads by Dutch consumers. This resulted in a gap this study aims to
fill by looking at the effectiveness of English compared to Dutch when the advertised
products are of local, foreign, or global origin.
In the present study, the influence of three different branding strategies will be
examined: global consumer culture positioning (GCCP); foreign consumer culture positioning
(FCCP); and local consumer culture positioning (LCCP). Based on a study by Alden,
Steenkamp, & Batra (1999) it is assumed that brands that promote their product as global (i.e.
GCCP) are expected to communicate using English words in advertising because consumers
expect this language to be used as English signals modernism and internationalism according
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to the GCCP theory. It is also anticipated that the use of English will result in a higher attitude
towards the ad and product, and purchase intention (i.e. consumer attitude), than the use of
Dutch when advertising a global product. A brand that associates itself with a specific foreign
origin (FCCP) is expected to use the spoken and written language of a particular foreign
country in advertising. For example, when a British brand promotes its product in a foreign
country, consumers expect English to be used in advertising. It is assumed that the use of
English will result in a higher consumer attitude than Dutch when advertising a foreign
product. Finally, a brand of local origin is expected to emphasize the local language and thus
in the Dutch consumer culture it is expected that Dutch will be used in advertisements when
the advertised product is of Dutch origin. However, although the local language is expected in
advertisements according to LCCP, previous studies indicate that English is being used more
and more in the Dutch advertising sector, sometimes also generating positive effects.
Furthermore, Dutch society has become more accustomed to and well-versed in English
(Edwards, 2016). We therefore hypothesize that English can also be used in Dutch ads
advertising a local product. Based on these assumptions, this study will try to answer the
following main research question:

How effective is the use of English compared to Dutch in advertisements when the ads are targeted at
Dutch consumers and the promoted products are of either local, foreign, or global origins?

It is expected that English will have a better effect (i.e. a significantly stronger positive
effect regarding consumer attitude) when the promoted product is of global origin than when
it is of foreign origins, because English is most commonly expected in global advertising
because of its status as standardized, global language. Nonetheless, it is predicted that English
will also have a significant positive effect on the consumer attitude when the product is of
foreign origin, although less of a positive effect than when it is a global product because
English is not very commonly used in combination with, for example, British or American
origins. Finally, it is assumed that English will have an even smaller positive effect on the
consumer attitude when the product is of local origins in comparison with global and foreign
products. It is assumed, however, that the use of English may have a similar (or even more
positive) effect as when the local language (i.e. Dutch) is being used and the product is
promoted as a local product because English has a prominent place in the Netherlands as the
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second most spoken language. Rejection of these assumptions may indicate that there is no
difference in the effectiveness between English and Dutch or that the local language is
preferred regardless of the type of branding strategy and so also the product origin.
In sum, in this study we will presume the following: English has become a prominent
language besides the local language in the Netherlands, and because of that we believe that
English may be a solid strategic choice in promoting products from foreign, global, and local
origins. The answer to the main question will provide marketers from the Netherlands, as well
as foreign and global marketers, with an answer as to whether implementing English or just
the local language (in this case Dutch) brings about the most positive consumer attitude when
advertising products within the Dutch consumer market.

2. Literature review
2.1 The Growing Use of English
The globalizing world has resulted in English as a lingua franca becoming one of the most
popular foreign languages used in advertisements in many non-native English speaking
markets (Ahn & La Ferle, 2008). This phenomenon is also visible in the Netherlands. Besides
the local language, of course, English has adopted a pervasive place in advertising messages
within the Dutch market. A study by Gerritsen et al. (2007) on the use of English in
advertisements targeting a Dutch audience showed that 208 out of 325 ads (64%) contained
English words. Of those 208 ads, 31 ads (15%) were completely in English. Most, however,
were partly in English (177 ads, 85%), meaning these ads also contained the Dutch language.
This study by Gerritsen et al. (2007) showed that the English language has taken a prominent
place in Dutch advertising. The dominating use of English as lingua franca (rather than the
local languages) in not only advertisements, but global communication in general, has come
to be known as the process of language standardization (Zander, Mockaitis, & Harzing, 2011).
Language standardization of marketing campaigns (e.g. advertising) has its benefits
over local marketing campaigns, such that it results in economies of scale, companies having
more control over what happens across borders, and enabling them to create a corporate brand
image that has a similar positioning in global and foreign markets (Hornikx, van Meurs, & de
Boer, 2010). On financial and economic grounds, standardization seems to be most fruitful
option for foreign companies and MNCs. Furthermore, English has come to represent
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sophistication, modernism, internationalism, and social mobility, and it is often used
especially within, for example, global advertising to suggest a sense of cosmopolitanism
among the consumers (Alden, Steenkamp, & Batra, 1999; Krishna & Ahluwalia, 2008).
English can thus be used to evoke positive associations amongst those who are exposed to it.
Because of these seemingly positive effects, it is a compelling choice to implement English in
advertisements across non-native English markets such as in the Netherlands. The following
sections will explain why English may indeed be a good choice of language within the Dutch
advertising market as seen from the GCCP, FCCP, and LCCP perspectives.

2.2 Global Consumer Culture Positioning (GCCP): English and the global image
As globalization has increased, a culture has emerged characterized by an interest in global
products and brands and by global consumer segments with similar interests in products and
consumption activities related to this globalness (Nijssen & Douglas, 2011). When promoting
global brands and products, global consumer culture positioning (GCCP) reflects its global
image to consumers (Alden, Steenkamp, & Batra, 1999). These global brands and products
are usually perceived as cosmopolitan and modern (Alden, Steenkamp, & Batra, 1999) Such
an image can mean much more to a brand than simply making it global: it may even give the
brand a sense of power and value (Shocker, Srivastava, & Ruekert, 1994), which in turn offers
consumers an identical self-image as cosmopolitan, modern, and knowledgeable (Friedman,
1990). The use of English in advertising fits GCCP as English has become a globally used
language that has come to represent modernity, cosmopolitanism, internationalism, and with
that, it is now also used as a global image of global brands (Alden, Steenkamp, & Batra,
1999). It can be argued that the meaning, use, and significance of English has become
independent of the countries in which it is spoken (Kelly-Holmes, 2000). According to
Kelly-Holmes (2000, p. 76), the use of English can be seen as “a symbol of anational identity,
of globalism, of youth, of progress and modernity; at one and the same time, it can bear the
properties of pan-Europeanness/Americanness/globalism.” Thus, using English words is one
way for a brand to communicate a global image.
Previous studies have looked at the effectiveness of English when the advertised
products are of local or global origins. For example, Krishna and Ahluwalia (2008)
investigated the effects of the use of English versus the use of the local (i.e. Hindi) language
for global and local companies. Their study revealed that for MNC’s (i.e. multinational
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companies) using a foreign language such as English was more effective than using the local
language when marketing a luxury good in particular, whereas the local language worked
more favorable effects for necessity goods (Krishna & Ahluwalia, 2008). Lin and Wang
(2016) carried out a similar study as Krishna and Ahluwalia among Chinese participants, but
were not able to recreate Krishna and Ahluwalia’s findings among this monolingual group
(i.e. they only communicate in their mother tongue) (Lin & Wang, 2016). Their study
revealed that for the MNC’s, English slogans were perceived to be more favorable regardless
of the product category (i.e. necessity or luxury products) than slogans in the local language.
Thus, although the studies by Krishna and Ahluwalia (2008) and Lin and Wang (2016)
have already investigated the effectiveness of English versus the local language for MNC’s
(global companies), both studies were limited in the group of participants they studied
regarding their language proficiency: Krishna and Ahluwalia studied a group that is fluent in
in Hindi and English (i.e. bilingual) and Lin and Wang studied a group that only speaks its
mother tongue (i.e. monolingual). The historical position and use of English in both India and
China is different than the position and use it has in the Netherlands. In the Netherlands,
although technically still monolingual, English has taken up a prominent place as the second
most spoken language in the Netherlands and has become more rooted in the Dutch culture
than any other language (Edwards, 2016). For this reason, we believe that studying Dutch
consumers who are overall considered to be not-quite-bilingual yet neither fully monolingual,
will address a gap concerning a group of consumers who have become well-versed in a
certain language (i.e. English) although that language is not considered to be an official
language in its country. Furthermore, neither Krishna and Ahluwalia (2008) or Lin and Wang
(2016) investigated whether the positive attitudes towards slogans also translated to the
attitude towards the ad, attitude towards the product and purchase intention (i.e. consumer
attitude), and therefore this study will evaluate whether the effectiveness of English can also
be extended to consumer attitude.
Based on the assumptions that English works well for globally positioned products
according to the GCCP theory, and because previous studies have indicated that English
slogans may work well (and in certain cases even better than the local language) for globally
oriented companies and so also global advertisements, this study will therefore test whether a
globally positioned product and ad are perceived as more positive when English is used, or
whether the local language (i.e. Dutch) is still preferred in a country that is not bilingual or
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monolingual. We will also try to determine whether the use of English under these
circumstances improves the purchase intentions. The first research question therefore is:

RQ1: What is the effect of using English versus Dutch in ads promoting a global product on attitude
towards the ad, attitude towards the product, and purchase intention among Dutch consumers?

2.3 Foreign Consumer Culture Positioning (FCCP): English as an Country-of-Origin
marker (COO)
The use of the English language can be adopted by foreign companies as a particular strategy
in order to indicate that the brand or product originates from a particular native
English-speaking country. This strategy is meant to create (positive) stereotype images of
specific origin and so influence a consumer’s perceptions of the product or brand and
purchase decisions (Fong & Burton, 2008). This strategy is also known as the
country-of-origin effect (COO). The COO effect may be a significant cue in consumer choice
behavior and attitude towards the marketed product or brand, and is therefore also an
important strategy that can possibly influence buying decisions. Previous studies show that
consumers use country of origin as an informational and source variable, which resulted in
COO having an effect on, for instance, product evaluations (Verlegh, Steenkamp, &
Meulenberg, 2005).
Positive connotations associated with a particular country can also be evoked thanks to
language as a COO marker, meaning that language can be used as a strategy for the marketing
of products or brands which are, from a local’s perspective, foreign (Aichner, 2014).
According to Hornikx and van Meurs (2016), a foreign language is believed to suggest a
relevant country of origin, which should then enhance the consumers’ evaluation of the
product that is advertised. For these reasons, language as a COO marker can be related to
products that are positioned as specifically foreign (Alden, Steenkamp, & Batra, 1999). The
COO effect may apply when the promoted product or brand is of, for example, British or
American origins, and English is used in the corresponding ad: the COO effect reinforces the
use of the appropriate language (English) and may possibly bring about positive connotations.
Although it is generally expected that a particular foreign language may result in
positive connotations for its corresponding country, English is generally not used in
international advertising for purposes related to its use as a COO marker (Kelly-Holmes,
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2000). Nevertheless, in some cases English may be implemented to exploit the cultural
competence of, for instance, Britain or the USA (Kelly-Holmes, 2005). An example of as case
in which English is used as a COO marker is the English slogan ‘Don’t dream it, drive it’ by
the British company Jaguar in its German advertising (Kelly-Holmes, 2005). By doing so, the
company tried to stress their ‘Britishness’ or perhaps even more accurately their ‘Englishness’
in order to exploit the cultural competence of Great Britain (Kelly-Holmes, 2000). In this
study it is presumed that, although the language is not commonly used as a COO marker,
English may be used in certain cases to stress its cultural competence and so the use of the
language may be effective in advertising products from British origin within the Dutch
consumer market resulting in a higher positive consumer attitude (i.e. attitude towards ad and
product, and purchase intention) than when the Dutch (i.e. local) language is used. To date,
this has not been studied yet. Therefore, the second research question is:
RQ2: What is the effect of using English as a COO marker in ads promoting a foreign product on
attitude towards the ad, attitude towards the product, and purchase intention among Dutch consumers?

2.4 Local Consumer Culture Positioning (LCCP): the local or foreign language?
Products that are positioned as local can be linked to the theory of “local consumer culture
positioning” (LCCP). This strategy focuses on brands or products and their association with
the local country in which the local language is used in order to designate the origin of the
product or brand (Alden, Steenkamp, & Batra, 1999). Studies show, for example, that English
is used less frequently in certain countries when the products are of domestic origin, such as
in Poland and Taiwan, in which it was also reported that the participants believed that English
did not fit traditional, local products (Griffin, 1997; Jia-Ling, 2008). The aim of the current
study is to determine the consumers’ attitude towards the ad and the product, and the purchase
intention when they are (or are not) exposed to English versus their mother tongue. It is
hypothesized that the local language is expected in an ad that reflects LCCP (Alden,
Steenkamp, & Batra, 1999). It is therefore more likely that the use of the local language (i.e.
Dutch) in an ad will bring about a more positive consumer attitude when a local product (i.e.
Dutch) is advertised than when a foreign language such as English is being used, as this is
more congruent with LCCP theory.
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However, as mentioned in section 2.1, globalization has led to the standardized use of
English such that more and more countries implement English in advertising. For example,
the study by Jia-Ling (2008) also shows that, despite English not being frequently used in
combination with local products, in a non-English speaking country such as Taiwan, English
is being increasingly used in advertising resulting in a glocalized version of English that
coexists with other languages. This continuous process of globalized and standardized use of
English can also be found in the Netherlands. In print advertising, many advertisements are
partially or completely in English (Edwards, 2016), and so more and more Dutch
advertisements use English words or slogans when advertising products (see Gerritsen et al.,
2007). It is possible to argue that because the Dutch are becoming more accustomed to
English, due its continuous presence, and simultaneously becoming increasingly more
well-versed in the language, the use of English versus Dutch in ads may have a neutral (or
perhaps even a positive effect) on consumer attitude, regardless of whether a local product is
advertised. Dutch participants may be indifferent to the type of language being used in an ad,
because they have become accustomed to both the foreign (i.e. English) and local (i.e. Dutch)
language. Because of this, English may be seen as ‘normal’ and so the attitude towards the
ads and products, and purchase intention, will be similar to when the Dutch language is used,
regardless of whether a local product is being advertised. It can also be argued, however, that
the effects of the use of English versus Dutch in combination with LCCP will not be as
favorable as the use of English in combination with GCCP or FCCP.
Previous studies (Hendriks, van Meurs, & Poos, 2017; Hornikx, van Meurs, & de
Boer, 2010) have investigated the effectiveness of English versus Dutch slogans for Dutch
consumers, but have not taken product origin into account. Therefore, by testing whether the
use of English indeed has a similar or more positive effect compared to the use of Dutch when
a local product is advertised, or whether the local language is still preferred, this study
addresses a gap which has not been investigated yet. The final research question is:

RQ3: What is the effect of using English versus Dutch in ads promoting a local product on attitude
towards the ad, attitude towards the product, and purchase intention among Dutch consumers?
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2.5 The use of English and luxurious products
Krishna and Ahluwalia’s (2008) study offered new insights in the use of English versus the
use of the local language. Their study revealed that language choice did not influence the
evaluations of the ad slogans when used by local companies to market either necessity or
luxury goods. For MNC’s (i.e. globally operating companies), however, using a foreign
language such as English was more effective than using the local language when marketing a
luxury good, whereas the local language worked favorable for necessity goods (Krishna &
Ahluwalia, 2008). Also, the study by Lin and Wang (2016) indicated that English is received
better when the product is advertised by an MNC, regardless of product category (i.e.
necessity or luxury). For local companies, the use of English was also evaluated as more
favorable than the local language regardless of the type of product (Lin & Wang, 2016).
Because the current study aims to investigate if the use of English can be effective in certain
circumstances in Dutch advertisements, it was decided to focus only on luxury products, as
these type of products have been shown to have a more prevalent influence on the
effectiveness of the use of English. Furthermore, the studies by Krishna and Ahluwalia (2008)
and Lin and Wang (2016) did not focus on whether foreign companies would also benefit
from the use of English in ads promoting a luxury product. To study whether the use of luxury
products will indeed result in a higher positive consumer attitude when English is used in the
ads, the Dutch participants will be exposed to luxury products only.
It is hypothesized that using English versus Dutch will generate a more positive
attitude towards the ads, products, and purchase intention when the product is of global origin
(GCCP) because English, globalism and luxury products are all seen as sophisticated, modern,
and cosmopolitan and thus will enforce the effectiveness (Alden, Steenkamp, & Batra, 1999;
Krishna & Ahluwalia, 2008). It is also assumed that the use of English will evoke a stronger
effect than Dutch by the implementation of luxury products in ads that advertise a product as
Dutch (LCCP) or British (FCCP) because both English and luxury products will enforce
connotations of sophistication and modernism and will thus result in a more positive
consumer attitude towards the ads.
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3. Method
3.1 Materials
In the questionnaire for the main experiment, participants were shown multiple
advertisements displaying a luxury product of local, foreign, or global origin in combination
with either the Dutch or English language.

3.1.1 Pretests
Two pretests were carried out to create the materials needed in the main test. In the first
pretest, 38 respondents indicated which fictional brand name they preferred, to what degree
they considered certain technological products to be ‘luxurious’, and whether or not they
could recognize certain images related to origins. The second pretest tested which pair of
Dutch and English slogans the respondents preferred.

3.1.1.1 Attitude towards brand names

Table 1. Means and standard deviations of pretest respondents’ attitude towards the brand
names based on the questions ‘I think this brand name is: bad/good, not nice/nice, ugly/pretty’
(1 = negative, 7 = positive)
Attitude brand name

M
(n = 38)

SD

Novon

4.47

0.22

Omnic

3.53

0.20

Conar

3.59

0.22

First, in order to eliminate favoritism or dislike for existing brands or products, and to find out
which name would incite the most positive results, a group of 38 respondents were asked to
evaluate three fictional brand names with the following statements:
Attitude brand name Novon was measured with five 7-point semantic differentials
following the statement: “I think the brand name Novon is bad-good”; “I think the brand
name Novon is not nice-nice”; and “I think the brand name Novon is ugly-pretty” (𝜶 = .90).
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Attitude brand name Omnic was measured with five 7-point semantic differentials
following the statement: “I think the brand name Omnic is bad-good”; “I think the brand
name Omnic is not nice-nice”; and “I think the brand name Omnic is ugly-pretty” (𝜶 = .88).
Attitude brand name Conar was measured with five 7-point semantic differentials
following the statement: “I think the brand name Conar is bad-good”; “I think the brand name
Conar is not nice-nice”; and “I think the brand name Conar is ugly-pretty” (𝜶 = .94).
A paired samples t-test showed a significant difference between the brand name
Novon and Omnic (t (37) = 3.53, p = .001). Novon (M = 4.47, SD = 0.22) was shown to be
evaluated better than Omnic (M = 3.53, SD = 0.20). The test also showed a significant
difference between Novon and Conar (t (37) = 3.54, p = .001). Novon (M = 4.47, SD = 0.22)
was shown to be evaluated better than Conar (M = 3.59, SD = 0.22).
Table. 2 Means and standard deviations of pretest respondents’ evaluations of suitableness of
brand names based on the question ‘I think this brand name is suitable for a technology
company’ (1 = completely disagree, 7 = completely agree)

Suitableness brand name

M
(n = 38)

SD

Novon

4.79

0.28

Omnic

4.11

0.26

Conar

3.74

0.25

Finally, we also tested whether respondents considered these brand names to be
suitable for a technology company.
Suitableness brand name was measured with five 7-point semantic differentials
following the statement: “I think the brand name is suitable for a technology company:
completely disagree-completely agree.”
A paired samples t-test showed a significant difference between the brand name
Novon and Conar (t (37) = 3.31, p = .002). Novon (M = 4.79, SD = 0.28) was shown to be
better evaluated than Conar (M = 3.74, SD = 0.25) as a suitable brand name for a technology
company. The brand name Novon scored the highest on the attitude towards the brand name

13

as well as suitableness and was therefore chosen as the fictional brand that would be
incorporated in the advertisements of the main experiment (Table 1 and Table 2).

3.1.1.2 Luxuriousness of products

Table 3. Means and standard deviations of pretest respondents’ evaluation of the
luxuriousness of the type of products based on the question ‘I find this product luxurious’ (1 =
completely disagree, 7 = completely agree)

Type of product

M
(n = 38)

SD

Smartphone

4.68

0.24

Laptop

4.16

0.23

HD LED TV

5.45

0.27

Wireless headphone

6.08

0.23

Photo camera

5.18

0.28

The study by Gerritsen et al. (2010) revealed that a smartphone is generally considered to be a
luxurious product. We therefore included a smartphone in the first pretest. Other similar
technological products that were included in the pretest were: a laptop, a tablet, an
light-emitting diode television (LED TV), a (wireless) headphone, and a digital photo camera.
We asked respondents to what degree they considered these products to be luxurious.
Luxuriousness smartphone/laptop/LED TV/wireless headphone/photo camera was
measured with five 7-point semantic differentials following the statement: “I think a
smartphone/laptop/LED TV/wireless headphone/photo camera is a luxury product:
completely disagree-completely agree.”
A paired samples t-test showed a significant difference between a smartphone and a
LED TV (t (37) = 2.69, p = 0.005). A LED TV (M = 5.45, SD = 0.27) was evaluated as more
luxurious than a smartphone (M = 4.68, SD = 0.24). The paired samples t-test showed that a
wireless headphone (M = 6.08, SD = 0.23) is considered to be more luxurious than a
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smartphone (M = 4.68, SD = 0.24) (t (37) = 5.15, p < 0.001). There was also a significant
difference between laptop and a LED TV(t (37) = 5.10, p < 0.001), in which a LED TV (M =
5.45, SD = 0.27) was shown to be more luxurious than a laptop (M = 4.16, SD = 0.23). A
wireless headphone (M = 6.08, SD = 0.23) was evaluated to be more luxurious than a laptop
(M = 4.16, SD = 0.23) (t (37) = 6.30, p < 0.001). A photo camera (M = 5.18, SD = 0.28) was
shown to be more luxurious than a laptop (M = 4.16, SD =0 .23) (t (37) = 3.95, p < 0.001).
The paired samples t-test showed that a wireless headphone (M = 6.08, SD = 0.23) was
evaluated as more of a luxury product than a LED TV (M = 5.45, SD = 0.27) (t (37) = 2.15, p
= 0.038). Finally, the test also showed a significance difference between a photo camera and a
wireless headphone (t (37) = 3.12, p = .003). A wireless headphone (M = 6.08, SD = 0.23)
was shown evaluated to be more luxurious than a photo camera (M = 5.18, SD = 0.28). See
also Table 3 for the results. Because both a laptop and smartphone scored the lowest on
luxuriousness compared to the other products, we decided to include a photo camera, a
wireless headphone, and a LED TV in the advertisements of the main experiment.

3.1.1.3 Recognition of origins
In the current study, it was decided to include images of the origins in the ads of the main
experiment in order to emphasize the origins of the products. To determine whether
respondents were able to recognize an image of the Netherlands, Great Britain, or a globe, a
trial version (see Appendix A: Pretest trial advertisements) of an ad was designed in which
respondents were asked to indicate whether they recognized the image and what the image
made them think of. The following results were observed: 32 out of 38 participants
recognized the image of the Netherlands, 30 out of 38 people recognized the image of Great
Britain, and 29 out of 38 people recognized the image of a globe. We also asked what came to
mind when the respondents saw an image of the Netherlands in relation to the trial ad. It was
observed that 23 out of 38 out respondents answered that they believed it indicated that the
company was Dutch or operated in the Netherlands. For the British image, 17 out of 38
participants indicated that they believed the company was British or operated in the United
Kingdom when they were asked what they thought of when saw an image of the United
Kingdom in relation to the trial ad. Finally, 23 out of 38 respondents indicated that they
believed the company was an international or globally operating company when they saw the
globe in relation to the trial ad. We decided to implement the images in the ads for the main

15

experiment in order to specify the origins of the brands. Thus, an image of the Netherlands
was used to mark the Dutch origin (LCCP) of the product, an image of Great Britain was used
to mark the British origin (FCCP) of the product, and an image of the globe was used to
indicate the global origins (GCCP) of the product.
Before seeing the ads, the participants of the main experiment were also given a verbal
cue as to what the origin of the company and products was. See Appendix C, Cues, for the
texts that were used in the main experiment.

3.1.1.4 Attitude towards slogans

Table 4. Means and standard deviations of pretest respondents’ attitude towards Dutch and
English slogans used in the main experiment based on the question ‘I think this slogan is:
bad/good, not nice/nice, ugly/pretty’ (1 = negative, 7 = positive)
Slogan

M
(n = 18)

SD

4.26

0.36

3.89

0.35

4.50

0.32

3.78

0.44

4.07

0.33

5.09

0.33

Dutch
Innovatie in technologie
Ontdek de wereld van
technologie
De kracht van technologie
De evolutie van technologie
begint hier
Technologie die inspireert
English
Innovation in technology
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Discover the world of

4.80

0.30

5.50

0.31

4.10

0.34

5.56

0.21

technology
The power of technology
The evolution of technology
starts here
Technology that inspires

A second pretest was carried out among 19 respondents to determine which Dutch and
English slogans were evaluated the best. The respondents were asked to evaluate the
following statements:
Attitude slogan was measured with five 7-point semantic differentials following the
statement: “I think the slogan is bad-good”; “I think the slogan is not nice-nice”; and “I think
the slogan is ugly-pretty.”
The following Dutch and English (respectively) pairs of slogans were evaluated in the
pretest:
1. "Innovatie in technologie" (𝜶 = .99) and "Innovation in technology" (𝜶 = .97)
2. "Ontdek de wereld van technologie" (𝜶 = .98) and "Discover the world of technology"
(𝜶 = .91)
3. "De kracht van technologie" (𝜶 = .94) and "The power of technology" (𝜶 = .95)
4. "De evolutie van technologie begint hier" (𝜶 = .98) and "The evolution of technology
starts here" (𝜶 = .91)
5. "Technologie die inspireert" (𝜶 = .93) and "Technology that inspires" (𝜶 = .85)
Multiple one sample t-tests showed that all slogans were evaluated significantly different (p <
.001). The slogans of pairs number 1, 3, and 5 received the most positive responses:
“innovatie in technologie” (M = 4.26, SD = 0.36) and “innovation in technology” (M = 5.09,
SD = 0.33); “de kracht van technologie” (M = 4.50, SD = 0.32) and “the power of technology
(M = 5.50, SD = 0.31); “technologie die inspireert” (M = 4.07, SD = 0.33) and “technology
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that inspires” (M = 5.56, SD = 0.21). These slogans were therefore included in the
advertisements of the main experiment.
As mentioned previously, a study by Gerritsen et al. (2007) indicated that most
advertisements that were observed in print advertising contained a combination of English
and Dutch words (208 out of 325 ads). Because these type of ads (consisting of a combination
of the two languages) were observed the most, we decided to design half of the ads so that
they contain both languages, meaning one of the English slogans and a fixed Dutch headline.
The following Dutch headlines (based on the type of product) were included in all the ads of
the main test:
1. Photo camera: “Kleiner en scherper voor verbazingwekkende foto’s” (“Smaller
and sharper for amazing photos”)
2. Wireless headphone: “De nieuwste draadloze koptelefoon met krachtig geluid”
(“The newest wireless headphone with powerful sound”)
3. LED television: “Films en series komen tot leven op dit Ultra HD LED
scherm” (“Movies and series come to life on this Ultra HD LED screen”)
It was decided not to create completely English ads because this study wanted to replicate
advertisements as they most commonly appear in the Dutch consumer world (i.e. most of the
ads contain a combination of Dutch and English and not solely English). The ads were not
supposed to look like ads that are part of an English campaign, but rather as ads with an
English slogan that focus on Dutch consumers specifically. As a result, English will be
referred to as Dutch-English (comprised of an English slogan and Dutch headline) in the
variable Language ad.
All in all, for each group of participants three fictional advertisements were created,
portraying the product (i.e. a luxury product), the brand (i.e. the fictional brand name), an
indication of whether the product is of Dutch, British, or global origins, and the Dutch
language or Dutch-English language comprised of a English slogan and Dutch headline. See
Appendix B, Main experiment advertisements, for the ads used in the main experiment.

3.2 Design
The study had a mixed design, meaning that there was a between-subject aspect in which two
groups of Dutch participants were either exposed to ads containing the Dutch language or ads
containing Dutch-English (Language ad). Furthermore, the participants were exposed to either
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one of the three origins (i.e. local/LCCP, foreign/FCCP, and global/GCCP), meaning that
there were six groups in total: Dutch x LCCP, Dutch x FCCP, Dutch x GCCP, Dutch-English
x LCCP, Dutch-English x FCCP, and Dutch-English x GCCP (Origins product). The
experiment also had a within-subject design: all participants were exposed to ads containing
similar types of luxury products, i.e. a photo camera, a wireless headphone, and a LED TV. In
short, this study evaluates the effects of the use of language (i.e. Dutch and Dutch-English) in
relation to the origins (i.e. local, foreign, and global) of a product (i.e. photo camera, wireless
headphone, and LED TV), creating a 3x2x3 mixed design. See Figure 1 for a concise version
of the analytical model.

Figure 1. Analytical model
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3.3 Participants
Dutch consumers aged 18 years and up were approached for the main experiment. In total,
211 participants completed the questionnaire. The mean age was 29.60 (SD = 13.03; range 18
- 74); 62.6 percent were female. The educational level ranged from primary school to
university; most participants (61.1%) had completed university. In total, all 211 participants
indicated they had the Dutch nationality (2.5% had dual citizenship). Dutch was listed as the
mother tongue by 206 participants (97.5%).
The six versions were distributed as follows: 33 participants (15.6%) filled out version
1 (Dutch language and Dutch origin); 38 participants (18.0%) filled out version 2 (Dutch
language and British origin); 33 participants (15.6%) filled out version 3 (Dutch language and
global origin); 38 participants (18.0%) filled out version 4 (Dutch-English language and
Dutch origin); 35 participants (16.6%) filled out version 5 (Dutch-English language and
British origin); and 34 participants (16.1%) filled out version 6 (Dutch-English language and
global origin). This resulted in 99 participants (46.9%) being exposed to only the Dutch
language and 112 participants (53.1%) being exposed to Dutch-English. The origins of the
products were distributed as follows: 69 participants (32.7%) were exposed to Dutch origins;
73 participants (34.6%) were exposed to British origins; and 69 participants (32.7%) were
exposed to global origins.
The participants assessed their proficiency in Dutch as above average (M = 6.73, SD =
.46), which was significantly higher than 4, the midpoint of the scale, (t (210) = 214.74, p <
.001). The participants also assessed their proficiency in English as above average (M = 5.90,
SD = 1.07), which was significantly higher than 4 (t (210) = 80.05, p < .001). There were no
significant relation between the versions and self-assessed Dutch proficiency (χ2(45) = 39.96,
p = .685) and between the versions and self-assessed English proficiency (χ2(85) = 88.60, p =
.373). Finally, there were no significant differences in age (F( 5,205) < 1, p = .705), gender
(χ2(5) = 6.59, p = .252), and educational level (χ2(30) = 34.48, p = .263) among the
participants who saw the six versions of the materials.
Finally, participants also indicated what their general attitude was towards Dutch,
British, and international companies and products. The overall attitude towards Dutch
companies and products was above average (M = 5.28, SD = 1.01) which was significantly
higher than 4, being the midpoint of the scale (t (210) = 75.80, p < .001). The overall attitude
towards British companies and products (M = 4.84, SD = .90) and international companies
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and products (M = 4.99, SD = .92) were also significantly above average, (t ( 210) = 78.36, p <
.001) and (t ( 210) = 78.70, p < .001) respectively. There were no differences in attitude
towards Dutch companies and product (F(5,205) = 1.10, p = .360), attitude towards British
companies and products (F( 5,205) = 1.43, p = .216), and attitude towards international
companies and products (F( 5,205) < 1, p = .427) among the participants who saw the six
versions of the materials.

3.4 Instruments
An online questionnaire was used to measure each dependent variable (i.e. attitude towards
the product, attitude towards the advertisement, purchase intention) on 7-point semantic
differential scales. Participants were also asked to indicate whether they liked an ad or not and
what their motivation for this answer was. Attitude towards the ad and product, and purchase
intention were evaluated in the present study using the scale and statements from Hornikx and
Hof’s (2008) study. The original statements from their study, which were in Dutch, were
implemented in the questionnaire. A translation of these statements, taken from Hendriks, van
Meurs, and Poos (2017), is given below.
Attitude towards the advertisement was measured with five 7-point semantic
differentials following the statement: “I find this advertisement”: “not nice-nice”;
“engaging-boring”; “not original-original”; not attractive-attractive”; and “interesting-not
interesting” (α = .82).
Attitude towards the product was measured with five 7-point semantic differentials
following the statement: “I find this product”: “not nice-nice”; “engaging-boring”; “not
original-original”; not attractive-attractive”; and “interesting-not interesting” (α = .68).
Purchase intention was measured with three 7-point semantic differentials following
the statement: “This product”: “I never want to buy-I certainly want to buy”; “I do not
recommend to my friends-I recommend to my friends”; “Is really something for me-really
nothing for me” (α = .63).
It was decided to combine these statements, despite Cronbach’s α being smaller than
.70, as we believed the statements were homogenous enough to do so (Van Wijk, 2000).
The variable participants’ motivation for (not) liking the ad was measured with the
open-ended question “Why do(n’t) you like the ad.” This question was designed to determine
how often the language, origin, brand, product specifications, design, or the slogan was
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mentioned. A random selection of approximately 12% (n = 75) (Neuendorf, 2002, p. 159) of
the total number of answers (n = 633) was coded by two coders. The coders were asked to
indicate whether an answer included a particular type of comment by coding it as ‘Yes’ (i.e.
the comment was present in the answer) or ‘No’ (i.e. the comment was not present in the
answer). The following type of comments were coded: Origin (e.g. coded as ‘Yes’ if Dutch,
English or international was mentioned); Language (e.g. coded as ‘Yes’ if Dutch, English or
the word ‘language’ was mentioned); Brand (e.g. coded as ‘Yes’ if the brand Novon or the
word ‘brand’ was mentioned); Product specifications ( e.g. coded as ‘Yes’ if any type of
comment regarding product specifications was mentioned such as ‘this ad is missing the
product specifications’); Slogan (e.g. coded as ‘Yes’ if the slogan or text in general was
mentioned); Design (e.g. coded as ‘Yes’ if anything related to the design or styling of the
ad/product was mentioned, also personal preferences such as ‘I think the ad is nice to look
at’); and finally Other (coded as ‘Yes’ when a comment could not be placed within the other
types of comments). The interrater reliability of the following variables was satisfactory:
Origin κ = .88, p <
 .001; Brand κ = .79, p <
 .001; Product specifications κ = .87, p < .001;
Slogan κ = .86, p <
 .001; Design κ = .85, p <
 .001; and Other κ = .66, p < .001. Because there
was no comment coded for Language by either of the coders (i.e. language was not present in
the answers and so everything was coded as ‘No’) Cohen’s Kappa could not be calculated.
Each participant was also presented with seven-point Likert scales regarding their
general attitude towards products and companies from Dutch, British, and international origin:
Attitude towards Dutch companies and products was measured with three items:
“Products produced by Dutch companies are of good quality”; “In general, Dutch companies
create good products”; and “I have a positive attitude towards products from Dutch
companies” (α = .90).
Attitude towards British companies and products w
 as measured with three items:
“Products produced by British companies are of good quality”; “In general, British companies
create good products”; and “In general, British companies create good products” (α = .86).
Attitude towards international companies and products w
 as measured with three
items: “Products produced by international companies are of good quality”; “In general,
international companies create good products”; and “I have a positive attitude towards
products from international companies” (α = .81).
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All participants were asked to self-determine their level of Dutch (α = .87) and English
(α = .95) regarding speaking abilities, reading abilities, writing abilities, and listening abilities
with 7-point semantic differentials from “very bad” to “very good” (based on Hendriks, van
Meurs, & Poos, 2017). See Appendix D, Questionnaire, for the entire questionnaire.
Finally, several demographic questions were asked: age, gender, nationality, mother
tongue, and highest level of education.

3.5 Procedure
An online questionnaire was designed with the use of the program Qualtrics in order to carry
out the experiment. Participants were approached via online means (Facebook, SurveySwap,
SwapSurvey, and e-mail) and invited to fill out the questionnaire, meaning that they could fill
out the questionnaire at any place and time (e.g. individually via a laptop at home). Before
confirming their participation, the respondents were informed about the confidentiality of the
experiment and results and that participation was voluntary. They were also given basic
instructions prior to the test. Finally, they were also informed that they had a chance of
winning a €15 Bol.com giftcard by leaving behind their email address at the end of the
questionnaire.
Participants were not made aware of the existence of different versions, thus they
could not have known that there were six different versions each containing different ads.
They could therefore not know the true aim of the study (i.e. the effect of language and
origins on consumer attitude and purchase intention) and were only told to give their opinion
regarding multiple ads. The participants were informed at the beginning of the questionnaire
who to contact in case they had a complaint or if they wanted to know more about the
experiment. On average, the experiment took approximately 10 - 15 minutes.
See Appendix E, Information main experiment, for the information and instructions
the participants were given.

3.6 Statistical tests
Multiple samples t-tests were used to measure the means and standard deviations of the
dependent variables in the pretest: attitude brand names; attitude slogans; and luxuriousness
products. The effect of language and the origin of the product were measured using a
multivariate analysis of variance with between subjects (Language ad and Origins product)
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and within subjects (Product) factors (repeated measures analysis). Finally, a repeated
measure analysis with Sidak correction was carried out in order to analyze the open-questions.

4. Results
4.1 Multivariate analysis of variance (MANOVA)
Table 5 shows the participants’ attitude towards the ad and product, and the purchase
intention.

Table 5. Means and standard deviations of participants’ attitude towards the ad and the
product, and the purchase intention (dependent variables) in function of Language ad, Origin,
and Product
Dependent
variables
Language ad

Origin

Dutch

Dutch

British

Global

Dutch-English

Dutch

British

Global

Product

Attitude ad
M (SD)

Attitude product
M (SD)

Purchase intention
M (SD)

Camera

3.51 (1.56)

4.78 (1.38)

3.74 (1.26)

Headphone

3.55 (1.41)

4.58 (1.26)

3.96 (1.20)

LED TV

4.10 (1.30)

4.88 (1.22)

4.37 (1.19)

Camera

3.38 (1.55)

4.50 (1.45)

3.49 (1.55)

Headphone

3.52 (1.55)

4.83 (1.13)

3.79 (1.26)

LED TV

3.64 (1.68)

4.52 (1.48)

4.04 (1.53)

Camera

3.62 (1.68)

4.60 (1.19)

3.64 (1.30)

Headphone

3.35 (1.56)

4.57 (1.28)

4.07 (1.32)

LED TV

4.11 (1.49)

4.79 (1.18)

4.45 (1.09)

Camera

3.86 (1.37)

4.75 (1.11)

3.82 (1.33)

Headphone

3.93 (1.49)

4.69 (1.18)

3.82 (1.33)

LED TV

3.98 (1.56)

4.64 (1.55)

4.21 (1.62)

Camera

4.05 (1.67)

4.96 (1.37)

4.22 (1.51)

Headphone

3.87 (1.52)

4.79 (1.18)

4.08 (1.35)

LED TV

4.22 (1.44)

4.89 (1.19)

4.36 (1.31)

Camera

4.05 (1.53)

5.04 (1.11)

3.89 (1.48)

Headphone

3.79 (1.40)

4.78 (1.43)

4.19 (1.43)

LED TV

4.36 (1.31)

5.14 (0.97)

4.64 (1.06)
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A multivariate analysis of variance for Attitude towards ad with Product as
within-subject factor and Origin product and Language ad as between-subject factors found a
significant main effect of Product (F( 2,203) = 8.04, p < .001), but no significant interaction
between Product and Origin product (F(4,406) = 1.24, p =
 .292), no significant interaction
between Product and Language ad (F( 2,203) <1), and no significant three-way interaction
between Product, Origin product and Language ad (F( 4,406) <1). The analysis showed no
significant effect of Origin product (F( 2,204) < 1) and Language ad (F( 1,204) = 2.34, p =

.127). It also showed no significant interaction between Origin product and Language ad
(F( 2,204) < 1). The univariate analysis showed an effect of Product on the attitude towards ad
(F( 2,408) = 10.74, p < .001). The overall attitude towards the ads was more positive when the
product presented in the ad was a LED TV (M =
 4.07, SD =
 1.47), than when the product
presented in the ad was a camera (M =
 3.92, SD = 1.58) (p < .001, Bonferroni correction) or a
wireless headphone (M =
 3.69, SD =
 1.33) (p < .001, Bonferroni correction). There was no
significant difference in the attitude towards the ad when the products presented were a
camera and a wireless headphone (p = .921, Bonferroni correction).
A multivariate analysis of variance for Attitude towards product with Product as
within-subject factor and Origin product and Language ad as between-subject factors found
no significant main effect of Product (F( 2,203) < 1), no significant interaction between
Product and Origin product (F(4,406) < 1), no significant interaction between Product and
Language ad (F( 2,203) = 1.07, p = .346), and no significant three-way interaction between
Product, Origin product and Language ad (F(4,406) = 1.05, p =
 .380). The analysis found no
significant main effect of Origin product (F( 2,204) < 1) and Language ad (F( 2,204) < 1). It
also found no significant interaction between Origin product and Language ad (F( 2,204) < 1).
Another multivariate analysis of variance for Purchase intention with Product as
within-subject factor and Origin product and Language ad as between-subject factors found a
significant main effect of Product (F( 2,203) = 12.10, p < .001), no significant interaction
between Product and Origin product (F(4,406) = 1.21, p = .308), no significant interaction
between Product and Language ad (F( 2,203) = 1.82, p =
 .165), and no significant three-way
interaction between Product, Origin product and Language ad (F( 4,406) < 1). The analysis
found no significant effect of Origin product (F( 2,204) < 1) and Language ad (F(1,204) =
2.52, p = .114). It also found no significant interaction between Origin product and Language
ad (F( 2,204) = 2.54, p = .081). The univariate analysis showed an effect of Product on the
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purchase intention (F( 2,408)= 15.06, p < .001). The overall purchase intention was more
positive when the product presented in the ad was a LED TV (M =
 4.35, SD =
 1.32) than
when the product presented in the ad was a camera (M = 3.79, SD = 1.41) (p < .001,
Bonferroni correction). The overall purchase intention was also more positive when the
product presented in the ad was a wireless headphone (M =
 4.13, SD =
 1.35) than when the
presented product was a camera (M = 3.79, SD =
 1.41) (p = .004, Bonferroni correction).
There was no significant difference in the purchase intention when the products presented
were a wireless headphone and a LED TV (p = .098, Bonferroni correction).
In conclusion, none of the results supported the idea that there would be a difference
in effect when incorporating Dutch-English versus only Dutch in ads promoting a local
(LCCP), foreign (FCCP), or a global (GCCP) product regarding the attitude towards the ads,
the attitude towards the products, and the purchase intention. Thus, there is no evidence that
there is a difference in effect between the use of English versus Dutch when promoting a
Dutch (LCCP), British, (FCCP), or global (GCCP) product and brand. Unrelated to language
or origin of the product, only the type of product appears to have had an effect on the attitude
towards the ads and the purchase intentions.

4.2 Qualitative analysis: open-ended questions
An analysis of the answers to the open-ended question “Why do(n’t) you like the ad” (The
variable participants’ motivation for (not) liking the ad) w
 as also carried out. Table 6 shows
the frequencies of each type of comment.

Table 6. Frequencies of types of comments
Type of comment

N
(N = 102)

Percentage of comments

Origin

5

4.9%

Language

0

0%

Brand

2

2%

Product specifications

14

13.7%

Design

71

69.6%

Slogan

8

7.8%
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Other

2

2%

The comment that was mentioned most frequently (69.6% of all types of comments)
was Design. This included comments such as “the background is too black” or “the ad looks
neat and clean.” What is most striking is that Language (i.e. a comment regarding either the
Dutch or English language) was not mentioned at all. Furthermore, Origin was not mentioned
frequently (4.9% of all types of comments) as was Brand (2% of all types of comments) and
Other (2% of all types of comments). The second and third most mentioned type of comment
was Product specifications (13.7% of all types of comments) and Slogan (7.8% of all types of
comments) respectively.

Table 7 shows the frequencies of the type of comments in scores of 0 to 1 in order to
be able to statistically analyze the scores as well as give the standard deviations of each score.

Table 7. Means and standard deviations of the frequencies of type of comments
Type of comment

M
(N = 102)

SD

Origin

.07

.25

Language

.00

.00

Brand

.03

.16

Product specifications

.19

.39

Design

.95

.23

Slogan

.11

.31

Other

.03

.16

A repeated measure analysis for the differences between the comments with as within
subject factor Type of comment showed a significant main effect of Type of comment
(F( 3.58, 264.93) = 140.70, p < .001). Due to the fact that the assumption of sphericity was
violated the F-value was calculated with Greenhouse-Geisser. Pairwise comparison showed
that Design (M = .95, SD = .23) was mentioned significantly more frequently than all the
other types of comments (all p’s < .001, Sidak correction). Product specifications (M = .19,
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SD = .39) were also mentioned more frequently than Language (M = .00, SD = .00) (p = .002,
Sidak correction), Brand (M = .03, SD = .16) (p = .021, Sidak correction), and Other (M = .03,
SD = .16) (p = 0.045, Sidak correction).

5. Conclusion and discussion
5.1 Goal and expectations
This study tried to add to studies that focused on the effects of product origins and the use of
English and the local language by investigating a group of participants that were neither
considered bilingual or monolingual (Krishna & Ahluwalia, 2008; Lin and Wang, 2016). The
current study also attempted to add to studies which focused on the effectiveness of English in
advertising among Dutch participants, but did not take into account the effect of product
origin (e.g. Hornikx, van Meurs, & de Boer, 2010; Hendriks, van Meurs, & Poos, 2017).
In this study we were interested in the effectiveness of the use of English compared to
Dutch in advertisements when the ads were targeted at Dutch consumers and the promoted
luxury products were of either local, foreign, or global origins. We argued that using English
in an ad that promoted a product of global (GCCP) or foreign (FCCP) origin would result in a
more positive consumer attitude and higher purchase intention than when the product was of
local origin. It was also suggested that the local language (i.e. Dutch) would generate the most
positive consumer attitude when the product in the ad was of Dutch origin. It was also
hypothesized that English could also generate a positive consumer attitude as well as purchase
intention when the product origin was Dutch, as Dutch consumers are becoming more
accustomed to English because of a continuous and growing use of English in Dutch
advertising (Gerritsen et al., 2007; Edwards, 2016). Finally, it was assumed that the use of
English would result in a higher consumer attitude when used in an ad promoting a global
product (GCCP) than when used in an ad advertising a foreign product (GCCP). However, it
was also assumed that the use of English in ads would result in a higher consumer attitude
when used to promote a foreign or global product than when a local product was advertised.
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5.2 Results
The results showed no significant differences between the effectiveness of English versus
Dutch for neither one of the product origins. This was unexpected in view of the GCCP and
FCCP theory. The literature suggested that English is commonly used to characterize global
origins, and so it would have been expected to see differences in the effect of English versus
Dutch in the manipulation of this study. As for the FCCP strategy, the COO theory implied
that a foreign language can be used to enforce positive connotations with its associated
country (Aichner, 2014). It was thus expected that English would have resulted in positive
connotations for the British origins, and so also in a higher positive consumer attitude than the
use of Dutch. On the other hand, the FCCP strategy also stated that English specifically was
not often used as a COO marker for British or American origins and perhaps for this reason
does not have a similar effect as another foreign country and its associated language as COO
marker would have had (Kelly-Holmes, 2005). This may explain why there was no difference
in the effectiveness of the use of English versus Dutch when a British product is advertised.
Finally, the LCCP theory implies that the local language would be more effective than
a foreign language when a local product is advertised. It was assumed that Dutch would have
a more positive effect on the consumers’ attitude towards a local local product than English.
The results, however, did not support that hypothesis as there was no significant difference
between the use of Dutch versus English. However, it was also suggested that the use of
English may have a similar effect (or even more positive) than Dutch even when the origin of
the product is Dutch, as Dutch consumers have become and are continuously becoming more
accustomed to and well-versed in English. In accordance with this hypothesis, the results
indeed showed no difference between the use of English and Dutch when advertising a local
product. This may indicate that, because there is no significant difference between the
effectiveness of the two languages, both English and Dutch can be used in ads promoting
local products.
In sum, none of the results supported the idea that there is a difference in effect when
using English versus Dutch in ads promoting a local (LCCP), foreign (FCCP), or a global
(GCCP) product regarding the attitude towards the ads, the attitude towards the products, and
the purchase intention. As an answer to the main question ‘How effective is the use of English
compared to Dutch in advertisements when the ads are targeted at Dutch consumers and the
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promoted products are of either local, foreign, or global origins,’ the results suggest that there
is no difference in the effect when using English versus Dutch, meaning that it is possible to
use both languages in Dutch consumer advertising achieving similar effects.

5.3 Relation to previous studies
Previous studies looked at the effectiveness of English versus Dutch in advertising, but did
not take product origin into account (Hendriks, van Meurs, & Poos, 2017; Hornikx, van
Meurs, & de Boer, 2010). The present study tried to take the Dutch, British, and global origins
in account, but as the previous section shows, it did not demonstrate any significant
effectiveness of either of the languages regardless of the origin of the product.
This study was not able to find the effects Krishna and Ahluwalia (2008) and Lin and
Wang (2016) found for their bilingual and monolingual participants respectively. Krishna and
Ahluwalia’s study showed that the use of English could have positive effects for MNC’s
when the advertised product was a luxury product specifically, whereas for local companies
language did not influence the evaluations of the ads. Lin and Wang’s research indicated that
English was received better when the product was advertised by an MNC regardless of
product category (i.e. necessity or luxury). For local companies, the use of English was also
evaluated as more favorable than the local language regardless of the type of product. The
current study only found that language indeed did not influence the evaluations of the ad,
product, and purchase intentions when advertising a local product, similar to Krishna and
Ahluwalia (2008) which showed that for local companies language did not influence the
evaluations of the ads. Therefore, the current study suggests that Dutch participants
presumably evaluate ads in a different way than bilinguals and monolinguals. The
effectiveness of English and Dutch in the current study may have been similar because Dutch
participants have become accustomed to English to a certain degree as is suggested in
Edwards (2016). They are perhaps not accustomed enough to have a significant positive
influence on the consumer attitude but enough to result in a similar effectiveness as the use of
Dutch.
Kelly-Holmes (2005) already indicated that, although it is generally expected that a
particular foreign language may result in positive connotations for its corresponding country,
English is generally not used in international advertising for purposes related to its use as a
COO marker. This makes English a special case as a COO marker, implying that “the
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language has meaning, use and significance, to a large extent, independent of the countries in
which it is spoken, and its use in multilingual advertising is, not exclusively but very often,
not motivated by a desire to allude to the perceived stereotypical characteristics of countries
with which the language is associated” (Kelly-Holmes, 2000, p. 67). In other words, although
in some circumstances the opposite may be true, English is generally not often used as a COO
marker to signify positive characteristics of, in this case, British origins. In the current study,
it became evident that English indeed did not signal positive connotations of its ‘Britishness’
and so also no did not lead to positive consumer attitudes as it did not result in any significant
differences compared to Dutch. The use of English when advertising a British product did not
have any added value and the local language can be used as well.

5.4 Explanations
A possible explanation of the results may be found in the analysis of the open-ended
question “Why do(n’t) you like the ad” which showed that language and origin were not or
hardly on the minds of the participants when viewing the advertisements, even when used in
ads for British or global products. The answers to the open-ended questions showed that the
design of the ad was mentioned most frequently, whereas the language and origin were hardly
or not mentioned at all by the participants. It can therefore be hypothesized that people judged
the advertisements on the design, regardless of the language used in the ad and the origin of
the brand or product. The current study did not take into account the effectiveness of the
visual design of the ad, even though visual elements of advertisements, e.g. pictures or
symbols, are also important components of many advertisements (Toncar & Fetscherin,
2012). Visual elements are understood to be “an essential, intricate, meaningful, and
culturally embedded characteristic of contemporary marketing communication” (McQuarrie
& Mick, 1999, p. 51). As mentioned by Messaris (1997) a verbal statement, such as a slogan,
can not be enough to persuade a consumer to like an ad. The persuasiveness of an ad can be
enhanced by including a visual demonstration of the verbal claim that is made, which in turn
can appeal to the audience’s emotions or simply attracting attention (Messaris, 1997). In the
current experiment, the visual perhaps was a more important aspect of the advertising stimuli
than initially presumed.
An additional explanation can also be found in how the Dutch perceive English as a
language versus their own language. Although not tested in this study, both Dutch and
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English are held in high regard in the Netherlands and speaking both is seen as an advantage
(Edwards, 2016). Furthermore, the Dutch are possibly already more ‘bilingual’ than we
initially presumed in this study. Although not an official language in the Netherlands, English
is spoken by a sizable segment of the population (and not just restricted to an elite segment)
resulting in a large number of people who can communicate in English, although it must be
noted that individual proficiency can still vary (Edwards, 2016). Finally, code-switching and
the mixing of Dutch and English is also not uncommon in the Netherlands. Those who often
tend to code-switch and mix the two languages, and so use English more frequently besides
the local language, are younger and female, receive higher education, and have higher level
jobs (Edwards, 2016), and generally also have a better attitude towards ads that use English,
whereas older people and those who have completed a lower level of education tend to have a
more negative attitude towards ads that use English (Gerritsen et al., 2000). English is
nowadays adopted within different domains, such as education, business, and media, as an
expanded, international function, and not just to accommodate foreigners (Edwards, 2016). In
conclusion, the presence of English in the Netherlands has gone beyond that of a foreign
language and shifted to that of a second language (Edwards, 2016). This may then explain
why we could not find any significant differences in the evaluation of ads using Dutch or ads
using English: the use of English has become a common practice in Dutch society.

6. Limitations
6.1 Participants: (too) highly educated and (too) young
Out of 211 participants, 61.1% listed university as their highest level of education. The
internationalization of university, which appears to be more a process of Englishization
(meaning that students are now also educated in English), appears to be a continually growing
phenomenon (Zegers & Wilkinson, 2005). Furthermore, internationalization also happens a
lot in other professional fields (such as business and media) that require higher education,
resulting in code-switching between Dutch and English among highly educated people
(Edwards, 2016). The high level of education of the participants in the current study, and so
also the inclusion of a segment of participants who are most likely increasingly and
continuously exposed to English, may have resulted in an indifferent attitude towards the use
of English in ads, as these high educated group of participants were likely not (consciously or
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unconsciously) evaluating the languages of the ads. Furthermore, the level of self-assessed
English proficiency was generally high, which can possibly be explained by the participation
of a relatively highly educated group of people. Finally, the average age (approximately 29)
was relatively low and largely female (62.6%), meaning that it was likely that this group of
participants are part of a segment of society that is most likely to use English (via
code-switching and mixing) in life (Edwards, 2016) and so more accustomed to English and
therefore less concerned with the use of Dutch versus English in the ads. In conclusion, this
young, female, and highly educated part of the participant group may have had a different
attitude towards the use of English in ads than an older, male, and lower educated group of
participants may have had (Gerritsen et al., 2000). The group of participants used in the
current study was largely young, female, and highly educated and therefore not representative
enough of the Dutch consumer society.

7. Contribution to theory
The current study addressed several gaps that may contribute to studies on the effectiveness of
English as well as the use of English among Dutch consumers. It indicated that the origin of a
product or brand does not appear to play a role in how consumers evaluate an ad, the product
or the purchase intention regardless of the the language being used in the advertisement. It
also indicated that Dutch consumers, who are neither bilingual or monolingual, evoke
different results than those who are fluent or only speak their mother tongue. Furthermore, it
contributed to the idea that some aspects, such as design or language proficiency, have a
stronger effect on the consumer attitude than initially presumed.

8. Future research
Based on the current study, there are some implications for future study that need to be taken
into account. On the basis of our experiment, there is no evidence that there is a significant
difference in the effectiveness of English versus Dutch when advertising local, foreign, or
global products. This study was, unintentionally, conducted among many young and educated
participants, which resulted in a large representation of one particular segment of the Dutch
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society that presumably comes in contact with English on a regular basis (see section 6.
Limitations). Conducting a study with a better representation of Dutch consumer culture (e.g.
equal distribution of age groups and education levels), may be of interest for future
researchers.
Furthermore, incorporating a different design of the ads or perhaps even multiple
different ads can somewhat diminish the influence of the visual cues. By either simplifying or
removing the background as a whole, the verbal cues, and so also the language, may become
more noticable and so may achieve differences in the effectiveness of the languages. Finally,
a different manipulation of the languages themselves may also achieve different results, for
example, by comparing fully English ads versus fully Dutch ads. Considering that English
appears to become somewhat close to a second language, using fully English ads versus fully
Dutch ads may result in a better manipulation of the foreign language.
Finally, this study only looked at products that were considered luxurious. It would be
useful to research the effectiveness of a particular language when (some of) the products are
considered typical ‘necessity’ products. For example, a study by Krishna and Ahluwalia
(2008) showed that the local language worked best when the products that were advertised
were seen as necessity products. Comparing the effectiveness of a foreign and local language
when advertising a necessity product versus a luxury product may also result in differences in
Dutch consumer attitudes.


9. Practical implications
The findings of the present paper demonstrates that there is no significant difference between
the effects of the use of Dutch versus English in advertising regardless of the origin of the
product (local, foreign, or global). This suggests that advertisers can use either one of the
languages equally effectively. However, as there were some limitations in this study, future
research on the effectiveness of English versus Dutch will be of significant importance to
Dutch, foreign, and global advertisers to determine which language prompts the most positive
consumer attitudes.
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Appendices
A. Pretest trial advertisements
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B. Main experiments advertisements
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C. Cues (in Dutch)
Dutch origin
Je krijgt nu drie advertenties te zien van een nieuw bedrijf genaamd Novon. Dit is een
Nederlands bedrijf gespecialiseerd in technologische producten zoals fotocamera's, televisies,
koptelefoons, etc. Zij zijn benieuwd of hun advertenties in de smaak vallen bij de Nederlandse
consumenten.
Zij willen graag je mening weten over de advertenties en de producten. Ook zijn ze
benieuwd in hoeverre je de intentie hebt om hun product te kopen. Het bedrijf is ook nog aan
het experimenteren met verschillende slogans. Iedere advertentie zal dan ook een andere
slogan bevatten.

British origin
Je krijgt nu drie advertenties te zien van een nieuw bedrijf genaamd Novon. Dit is een Brits
bedrijf gespecialiseerd in technologische producten zoals fotocamera's, televisies,
koptelefoons, etc. Zij zijn benieuwd of hun advertenties in de smaak vallen bij de Nederlandse
consumenten.
Zij willen graag je mening weten over de advertenties en de producten. Ook zijn ze
benieuwd in hoeverre je de intentie hebt om hun product te kopen. Het bedrijf is ook nog aan
het experimenteren met verschillende slogans. Iedere advertentie zal dan ook een andere
slogan bevatten.

Global origin
Je krijgt nu drie advertenties te zien van een nieuw bedrijf genaamd Novon. Dit is een
internationaal georiënteerd bedrijf gespecialiseerd in technologische producten zoals
fotocamera's, televisies, koptelefoons, etc. Zij zijn benieuwd of hun advertenties in de smaak
vallen bij Nederlandse consumenten.
Zij willen graag je mening weten over de advertenties en de producten. Ook zijn ze
benieuwd in hoeverre je de intentie hebt om hun product te kopen. Het bedrijf is ook nog aan
het experimenteren met verschillende slogans. Iedere advertentie zal dan ook een andere
slogan bevatten.
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D. Questionnaire (in Dutch)
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E. Instructions main experiment (in Dutch)

Beste respondent,
Je wordt uitgenodigd om mee te doen aan een onderzoek naar advertenties! Dit onderzoek
wordt uitgevoerd door Marilyn Amirkhan, studente aan de Radboud Universiteit Nijmegen.
Meedoen aan het onderzoek houdt in dat je een online enquête gaat invullen. De vragen
hebben betrekking op drie advertenties waarover uw mening wordt gevraagd. Aangezien het
om je mening gaat, zijn er geen goede of foute antwoorden. Het invullen van de vragenlijst
kost ongeveer 5-10 minuten.
Vertrouwelijkheid van onderzoeksgegevens
De gegevens die in dit onderzoek verzameld worden, zullen gebruikt worden voor mijn
masterscriptie. Alle informatie die verzameld wordt zal anoniem bewaard worden op
beveiligde wijze volgens de richtlijnen van de Radboud Universiteit. Uitgangspunt is dat de
anoniem gemaakte data tenminste 10 jaar ten behoeve van de wetenschappelijke gemeenschap
opvraagbaar zijn.

Vrijwilligheid
Je doet vrijwillig mee aan dit onderzoek. Daarom kun je op elk moment tijdens het invullen
van de vragenlijst je deelname stopzetten. Alle gegevens die ik bij je verzameld heb, worden
dan definitief verwijderd.

Instructies
Je krijgt drie advertenties te zien van een nieuw bedrijf waarin drie verschillende producten
worden geadverteerd: een camera, een HD LED televisie en een draadloze koptelefoon. Over
deze advertenties wordt op een aantal punten jouw mening gevraagd. Nogmaals, het gaat om
je mening. Er zijn dus geen goede of foute antwoorden.

Nadat je de advertenties hebt beoordeeld krijg je nog een aantal algemene stellingen te zien
met betrekking tot producten en wat vragen over je taalvaardigheid in het Nederlands en
Engels.
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Verloting Bol.com bonnen
Er worden ook drie Bol.com bonnen t.w.v. 15 euro verloot! Om kans te maken op één van
deze bonnen heb je de optie om aan het eind van de enquête je e-mailadres achter te laten. Je
e-mailadres wordt niet gelinkt aan de ingevulde antwoorden. Aan het eind van het onderzoek
zal er een loting plaatsvinden en zal ik contact op nemen met de winnaars. Je bent niet
verplicht je e-mailadres in te vullen.

Meer informatie en klachten
Voor meer informatie over het onderzoek kun je contact opnemen met mij via
m.amirkhan@student.ru.nl

Voor eventuele klachten over dit onderzoek kun je contact opnemen met mij of met:
Mevrouw M. van Beuningen, secretaris Ethische Toetsingscommissie Geesteswetenschappen
Radboud Universiteit
Postbus 9103
6500 HD Nijmegen
Tel: 024-3615814
m.vanbeuningen@let.ru.nl

Alvast bedankt voor je deelname!
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