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Abstract 

With the growing number of bilingual speakers and the widespread use of English in 

education and the media, marketers have a choice of utilising either English or the native 

language of a country in their advertising appeals. However, little is known about the effects 

of English and Dutch NGO social advertising appeals. Therefore, this study investigates the 

perceived emotionality and the effectiveness of social advertising appeals by utilising meat 

reduction appeals to observe the participants' perceived emotions, attitude towards meat 

reduction and the intention to reduce meat consumption. The study involved 153 native 

Dutch-English bilingual students who consumed meat on average three times a week. In a 

between-subject design, the participants viewed either an emotional (negative/positive) or an 

informational appeal. Subsequently, they rated the perceived emotionality of the advertising 

appeal, their attitude towards meat reduction and their intention to reduce their meat intake on 

a questionnaire. Although previous research found that the use of native language in 

advertising is more emotional than the second language use, the findings of this study showed 

that English appeals were perceived to be more emotional than Dutch appeals. In contrast, 

none of the advertising appeals were significantly different from each other in their effects on 

attitude and behavioural intention. Also, negative appeals were perceived as more emotional 

than informative and positive appeals. This study's finding suggests that negative emotional 

appeals yield a higher emotional resonance. Regarding the perceived emotionality in English 

appeals, this study’s finding suggests that NGOs' use of English in their advertising appeals 

among Dutch students may be advantageous in evoking higher emotions. However, the 

higher emotions may not result in higher effectiveness of NGO meat reduction advertising 

appeals.  

 

 

 

 

Introduction 

The number of bilinguals around the world is rising. More than half of the world’s population 

is bilingual (Grosjean, 2018). International trade, interracial marriages, language change, 

personal choice to learn a second language, political migration, and the global competition 

for knowledge are some factors that have led to the rise in bilingualism (Grosjean, 2018). 

Another factor contributing to bilingualism in the Netherlands is the increase in bilingual 

education (NOG, 2018).  
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           Organisations are thus adapting to the rise in bilingualism by using foreign languages 

in their advertisements. Hence, advertising messages are shifting from monolingual to 

bilingual messages (Bhatia, 2019). Piller (2000) also found that organisations frequently use 

foreign languages in their advertisements. Further studies show that English is the most used 

foreign language in advertising messages in non-native English speaking countries. For 

example, English words constitute over 50% of the advertisements in the Netherlands 

(Gerritsen, 2007; Sella, 1993). 

           This use of foreign and native languages has been shown to be effective for several 

reasons. For example, Foreign language use has been used for evoking country of origin in 

advertisements, or for code-switching to attract the attention of consumers (Kelly-Holmes, 

2000; Luna & Peracchio, 2005). Alternatively, the use of a native language in advertising has 

also been shown to be effective for native speakers since it is likely to convey thoughts of 

friends, family and home (Caldwell-Harris & Dinn, 2016). Furthermore, it has been found 

that advertising in the native language of bilinguals elicits more emotional resonance 

(Puntoni et al., 2008). It is further validated that bilinguals display stronger emotions in their 

first language (L1) than in their second language (L2) (Pavlenko, 2004). 

           Emotions have been found to play an important role in attitude formation (Jorgensen, 

1998). In particular, non-governmental organisation (NGO) advertisements mostly utilise 

emotional messages to persuade and change the attitude of individuals towards an issue 

(Noble et al., 2014; Patil 2006). For example, negative emotional appeals, such as guilt and 

fear, have been shown to be effective in terms of attitude formation in NGO meat reduction 

messages (Rogers, 1983; Palomo-Vélez et al., 2018). However, these studies have neglected 

the effectiveness and emotional effects of  NGO advertising appeals in bilinguals (Carfora et 

al., 2019; Cordts et al., 2016; Palomo-Vélez et al., 2018). 

There are no studies on how the perceived emotionality of NGO advertising amongst 

bilinguals could influence effectiveness. Therefore, we aim to fill this gap because of the 

useful implications for organisations, institutions and scholars on how effective advertising 

can be achieved within the ever-growing multilingual society. Also, consumer research is 

dependent on the findings on emotionality from the field of psychology (Bhatia, 2019); thus, 

this study would be beneficial in marketing and psycholinguistics to improve the current 

understanding of the emotional effects of language and its influence on consumer response to 

textual NGO advertising appeals. This paper aims to investigate the effects of social 

advertising message appeals on bilingual speakers. 

 



 4 

 

Choice of Topic (NGO Meat reduction advertising) 

Meat consumption has been an essential aspect of human diet throughout history and a key 

constituent in meals worldwide (Seleshe et al., 2014). The high meat demand benefits the 

manufacturers of animal products, leading to a high level of competition in the meat industry, 

thus contributing to the neglection of animal welfare, biodiversity loss, and water loss (Lusk 

& Norwood 2011; Laestidius et al., 2013). Non-profit organisations (NGOs), such as 

environmental and health organisations, warn against the dangers of meat consumption. 

However, their advertising messages regarding the reduction of meat consumption have not 

been successful (Vaino et al., 2018). Based on the increasing number of bilinguals in society, 

marketers acknowledge this development and are thus challenged to determine which 

language would be most effective (Holland & Gentry 1999). However, little is known about 

the effects of meat reduction advertising messages on bilinguals. Thus, this study aims to 

close this gap by investigating the attitude, intention and emotional resonance of meat 

reduction messages in bilinguals by first providing background information on the 

emotionality in bilinguals, emotional messages in advertising, and investigating the 

effectiveness of different advertising message appeals. 

 

 

 

 

 

 

Emotionality in Bilinguals  

Bilinguals are defined as people who often use two or more languages. A broad definition is 

implemented due to the multifaceted features of bilinguals who differ in their proficiency, 

context of learning, age of acquisition, order of acquisition and language dominance 

(Caldwell-Harris & Dinn, 2016; Pavlenko, 2012).  

In regards to the emotionality in bilinguals, Bond and Lai (1986) found that bilinguals 

perceived their L1 as more emotional than their L2 in that when explaining an embarrassing 

situation they switched to their L2, which served as a distancing process. Similarly, Previous 

research on the effects of emotionality in bilinguals found that swear words and taboo words 

were perceived as significantly more emotional in their L1 than in their L2 (Pavlenko 2012). 

These result seem to suggest that bilinguals undergo “emotional blunting”, which is a state of 
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a reduced feeling of emotionality when encountered with a language in which they are less 

proficient, an L2, or a language that is not used frequently (Caldwell-Harris & Dinn, 2014).  

Additional studies have taken several factors that affect proficiency into account, 

which may further influence the emotionality of languages in bilinguals, such as the context 

of learning, age of acquisition and frequency of language use (Caldwell-Harris et al., 2012, as 

cited in Caldwell et al., 2011). These studies found differing results. For example, Caldwell-

Harris et al. (2011) found that late Mandarin-English bilinguals perceived their L1 as more 

emotional than their L2 while early bilinguals perceived both languages as similar in 

emotional intensity. Conversely, a further study did not find differences in language 

emotionality among early Russian-English bilinguals before and after the age of 10 

(Caldwell-Harris et al., 2016). Alternatively, Degner and Wentura (2012) found that German-

French bilinguals who learned their L2 after the age of 10, and had lived in the country of 

their L2, perceived their L2 to have a similar level of emotionality to their L1. The findings 

showed that the bilinguals who used an L2 frequently perceived the L2 to be just as 

emotional as their L1. 

Regardless of these differing findings, there is empirical evidence that L1s have an 

advantage over L2s, in that there is an increase in the automaticity in affective processing 

(Puntoni et al., 2009; Pavlenko, 2004; Caldwell-Harris et al., 2011). This implies that verbal 

conditioning occurs during childhood, where certain words are linked with negative and 

positive associations. Thus language develops synchronously with the autobiographical 

memory and emotion regulation processes. This results in an L1 that is comprised of 

autobiographical memories and affective dimensions. Therefore, L1 words tend to be more 

emotional. In contrast, the L2 processing of valenced words is less automatic. This implies 

that the development of autobiographical memories with the L2 is absent due to the 

decontextualised nature of language acquisition (Pavlenko, 2004). 

Studies regarding the emotional distance of the L2 have found the lack of affective 

processing in L2 is compensated by analytic processing (Keysar et al., 2012). Favreau and 

Segalowitz (1983) also found that using an L2 leads to more deliberate processing, which 

further engenders more systematic decision making. This implies that the decrease in the 

emotionality of the L2 allows individuals to rely on logical processing (Keysar et al., 2012). 

However, little is known on how these processes affect bilinguals in advertising messages. 
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Emotionality in advertising  

Several studies have investigated the emotional intensity of the L1 by utilising certain words 

that influence emotion. For example, a study by Jaganathan et al. (2013) investigated 

Chinese-English bilinguals who observed positively valenced advertising messages and had 

to rate how emotional they were in English or Chinese. The results showed that the L1 was 

perceived to be more emotional than the L2. The study also found that L1 advertisements 

yielded a stronger emotional effect when words in the advertisement were associated with 

their culture, such as "prosperity". Thus, further concluding that the L1 was strongly 

associated with emotions in contrast to the distant emotional perception of the L2. A similar 

study on advertising messages by Puntoni et al. (2009) extends the theory on emotional 

intensity in advertising messages by presenting bilinguals with emotionally charged slogans, 

which comprised words that focused on native language context of use, such as "family". 

Participants had to rate the perceived emotionality and originality of the words. The results 

indicated that L1 marketing messages were perceived as more emotional than L2 marketing 

messages.  

 Both studies of Puntoni et al. (2009) and Jaganathan et al. (2013) found that the 

effects of higher emotions in L1 marketing messages were due to the episodic trace memory, 

which posits that words encountered more frequently in a specific language constitute an 

episodic trace, these words are thus stored in the memory. This results in a positive 

interaction between the encountered words and emotionality (Puntoni et al., 2009). Hence, 

the encountered words are perceived to be more emotional. These results show that L1 

advertising messages are more emotional for bilinguals, particularly when the word is 

associated with culture.  

 

 

Advertising message appeals 

The above-mentioned studies show that the use of emotional words in emotional advertising 

seem to be effective in engendering higher emotions (Puntoni et al., 2009; Jaganathan et al., 

2013). Similarly, studies have found that emotional advertising appeals are also effective in 

engendering attitude formation and behavioural intention towards an issue (Bhatia, 2019; 

Long Yi, 2011). Thus, Marketers utilise various advertising appeals such as informational 

and emotional appeals to engender effectiveness in terms of attitude formation and 

behavioural intention (Bhatia, 2019). For example, positive emotional appeals are 

conceptualised to be attractive and engender satisfaction in individuals. They also emphasise 
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the benefits and advantages of adopting a socially desired behaviour (Noble et al., 2014). In 

contrast, negative appeals emphasise the negative consequences of an action. These appeals 

are depicted to elicit distress and anxiety linked to the human conscience. Therefore, when 

individuals perceive a negative emotion to be high, they are more likely to conform to the 

norm (Noble et al., 2014; Scheff, 1988). Informational emphasise providing the facts and 

arguments of an issue. Through these provided facts, the receiver of the message is supposed 

to make logical decisions, leading to a change in beliefs (Hornik et al., 2017).  

The effectiveness of both informational and emotional appeals can be explained by 

the Elaboration Likelihood Model (ELM), which posits that the manner of processing 

advertising messages influences the attitude towards the advertisement. This implies that 

when consumers encounter an informational appeal, the central route of processing will be 

adopted. The central route of processing can be described as a more elaborated form of 

processing messages based on the individual's pre-existing knowledge. Thus, individuals will 

actively analyse information leading to attitude formation (Petty & Ciacioppo, 1986). 

Conversely, when confronted with emotional information, the peripheral route of processing 

is adopted. During the peripheral route processing, individuals will not systematically process 

the information but rather utilise simple rule of thumbs to assess the message, consequently 

leading to attitude formation (Zheng 2020; Petty & Ciacioppo, 1986). Hence, the manner of 

processing or emotions stemming from an appeal can influence attitude formation (Petty & 

Brinol, 2014, Petty & Ciacioppo, 1986). Regardless of the effectiveness of the different 

message appeals, emotional appeals (positive and negative) have been found to be more 

effective than informational appeals in terms of attitude formation and behavioural intention 

towards an issue (Noble et al., 2014; Scheff, 1983).  

 

 

Meat reduction message appeals 

Research on advertising appeals towards meat reduction has found negative emotional 

appeals, such as “guilt”, to be the most effective for persuasion since they attract attention 

and are more salient (Noble et al., 2014). Furthermore, when guilt is perceived as sufficiently 

high, individuals conform to social norms in order to decrease their feelings of guilt (Rogers 

1983; Palomo-Vélez et al., 2018; Scheff, 1983). Further studies on the reduction of meat 

consumption acknowledge that negative appeals are the most effective in behaviour change. 

For example, a study by Palomo-Vélez et al. (2018) found that the use of an appeal 

conceptualised to elicit the negative emotion "disgust" was more effective than moral and 
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informational appeals on meat reduction. Therefore, empirical evidence shows that emotional 

appeals would be most effective in attitude change, especially the negative emotional appeals 

of meat reduction advertisements. (Noble et al., 2014; Hunter & Röös, 2016; Palomo-Vélez 

et al., 2018). However, there are no studies that have investigated the effectiveness of meat 

reduction advertising appeals on bilinguals. 

This study aims to close this research gap and shed light on meaningful methods to 

raise awareness of the devastating effects of high meat consumption. Especially in the 

Netherlands, where English is being used more frequently as an advertising tool (Zenner et 

al., 2015), It is not clear how English influences Dutch-English bilinguals on an emotional 

level and how it affects attitude change and the intent to reduce meat-intake. It would thus be 

of importance for psycholinguistic studies, marketers and NGOs to learn about the effects of 

emotional and informational meat reduction message appeals on bilinguals.  

 

Research questions and Hypothesis 

In order to determine the effects of advertising appeals among bilinguals, several research 

questions and hypotheses are posed regarding the participant’s perceived emotionality of 

meat reduction appeals and the effectiveness in terms of attitude towards meat reduction 

appeals and intention to reduce meat intake; 

 

RQ1: What is the effect of emotional (positive and negative) and informational appeals in 

bilinguals on the behavioural intention and attitude towards meat reduction appeals ?  

 

H1: Based on previous research on the effectiveness of emotional appeals (Noble et al., 2014, 

Scheff; 1983), we hypothesise that negative emotional appeals (guilt) will be more effective 

(attitude and behavioural intention) than positive and informational appeals meat reduction in 

both L1 and L2.  

 

RQ2: What is the effect of English and Dutch appeals in bilinguals on behavioural intention 

and attitude towards meat reduction appeals?  

H2:Alternatively, the aforementioned decreased affective processing in L2 has been shown 

to allow bilinguals to rely more on analytical processes in L2 (Keysar et al., 2012; Favreau & 

Segalowitz, 1983). We thus hypothesise that due to the deliberate and logical processing in 

L2, informational appeals would be more effective (attitude and behavioural intention) in L2 

than L1 informational appeals.  
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H2a: Based on the study by Noble et al., (2014) on the effectiveness of emotional appeals, 

and the studies of Pavlenko (2004) and Caldwell-Harris and Dinn (2016) that validate the 

notion of L1 being more emotional than L2, we further hypothesise that the meat reduction 

messages using emotional appeals (whether positive or negative) will be more effective 

(attitude and behavioural intention) in L1 than in L2.  

 

RQ3: What is the effect of emotional (positive/negative) and informational appeals in 

bilinguals on the perceived emotionality? 

  

RQ4: Are there any differences between the English and Dutch appeals (positive, negative, 

informational) on the perceived emotionality?  

H4: Based on the studies by Pavlenko (2004) and Caldwell-Harris and Dinn (2016) that 

validate the notion of L1 being more emotional than L2, we hypothesise that emotional 

appeals whether positive or negative will be perceived as more emotional in L1 than in L2  

 

 

Methodology 

Materials  

This study utilised a 2 (language of appeal: Dutch/English) * 3 (type of appeal: positive, 

negative, informational appeal) design. The first independent variable was the language of 

appeals which consisted of Dutch and English textual meat reduction advertisements. Native 

Dutch-English bilinguals translated the appeals via back-translation in order to ensure 

semantic equivalence between the two versions.  

The second independent variable was the different types of appeal, which included 

informational appeals and emotional appeals. The emotional appeal consisted of negative 

emotional appeal (guilt) and positive emotional appeal (self-image). After the translation of 

the three types of appeals, this resulted in 6 conditions. All six advertising messages were 

edited in white text on black backgrounds. The appeals were designed similarly; therefore, 

there was consistency on all slogans to avoid confounding effects. All appeals had three 

paragraphs in order to avoid dissimilar cognitive processing in participants. 

Figure 1 shows the positive emotional appeal aimed to evoke a positive self-image. 

Figure 2 shows the negative appeal, which was aimed to evoke negative emotions (such as 

guilt). Figure 3 shows the informational appeal that focused on the informational aspects of 

animal cruelty. The Dutch versions have identical features (see Appendix). 
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Figure 1.0: Positive appeal (English)         
 

 
Figure 2.0: negative appeal (English) 
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Figure 3.0: Informational appeal 

 

 

In order to evoke the target emotion in the negative and positive appeals and 

neutrality in the informational appeals, the database of Warriner et al. (2013) consisting of 

140000 words and their average valence was utilised. These valenced words were derived 

from humans raters. The words used in the appeals were chosen based on the average level of 

valence rating. For example, for the negative emotional appeals, words such as "death" and 

"slaughter" were rated as negative in the database, while for the positive appeal, the words 

"hero" and "happy" were rated as positive. For the informational appeals, "associate" and 

"consumption" were rated as neutral in the database. The Dutch version of this database was 

also used to construct the Dutch appeals (Zijlstra et al., 2004). 

 

Subjects 

The participants consisted of 153 native Dutch speakers with English as a second language. 

Three participants had another native language (not English) in addition to Dutch. These 

three participants were included as Caldwell-harris and Dinn (2016) found that individuals 

can perceive their native languages to be similar in emotionality. All participants were 

recruited based on acquaintances via WhatsApp group posts and social media. Among the 

participants, female (117) subjects accounted for 76.5% of the participants, while male 
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subjects (35) accounted for 22.9% of the participants. A non-binary subject made up 0.7% of 

the participants. A Chi-square test showed no significant difference of gender distribution in 

each of the conditions (X2 (10) = 15.01, p = .86). Neither was there a significant difference 

between the participant’s age in the different conditions (F(5, 147) = 1.43, p = .23).  The 

average age among all participants was 21.44 (SD = 1.93). All participants were students who 

consisted of Bachelor’s (43.8%), Master’s (15%), HBO (35.3%), MBO (4.6%) and other 

(1.3%) students. The distribution of conditions did not differ among the different types of 

students (X2 (20) = 18.21, p = .574). Hence, there were no significant differences in student 

participation in all conditions. In addition, only participants who started learning English 

after the ages of 5 were considered as having English as a second language and were thus 

included in this study. On average, their self-reported English reading proficiency was good, 

with an average of 5.37 (SD = 1.24) on a 7 point scale. The participants consumed meat on 

average 3 times a week (M = 3.95, SD = 1.63). Their amount of meat consumption did not 

differ between the conditions (F(5, 147) < 1). The participants who never ate meat were 

excluded from further analysis. 

 

Design 

A between-subjects design was effectuated as all 153 bilinguals were exposed to either one of 

the six Dutch or English advertising messages. Participants were randomly assigned to one of 

six experimental conditions. This implies that each participant viewed either an informational 

appeal in Dutch or English, a negative appeal in Dutch or English and a positive advertising 

appeal in Dutch or English.   

 

Instruments 

The dependent variables attitude, behavioural intention and the perceived emotionality were 

presented in both English and Dutch. Two dependent variables were used to measure the 

effectiveness; attitude and behavioural intention towards meat reduction. The behavioural 

intention was operationalised to assess future intended behaviours. The intention to reduce 

meat consumption was measured with 4 items. Each item started with the sentence "Because 

of this ad I intend to, followed by one of the following phrases: "cut the number of meals 

with meat to half", "refrain from eating meat, "replace meat with meat substitutes, vegetables 

or beans", and "eat vegetarian food twice as often". The items were measured with a 7-point 

Likert scale ranging from "Totally disagree" to "Totally agree". These were retrieved from 

the study by Hunter and Röös (2016). A Cronbach's alpha determined that the reliability of 
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the behavioural intention towards meat reduction comprising four items was good: α = .85. 

Consequently, the mean of all four items was utilised to calculate the compound variable 

"behavioural intention towards meat reduction", which was used in the further analyses. 

         The attitude towards meat reduction was assessed with one item; "Because of this ad, I 

would be concerned about eating less meat", with a 5-point Likert scale ranging from 

strongly disagree to strongly agree. This scale was inspired by Noble et al. (2014).  

         To measure the dependent variable "perceived emotionality", participants were asked to 

rate the emotionality of the ad on a single item: "I think this ad is emotional". A 5-point 

Likert scale ranging from "Strongly disagree" to "Strongly agree" was used. This scale was 

inspired by Puntoni (2009). 

         In addition, participants provided information about their gender, age, and eating habits. 

The eating habit was inquired in order to exclude the vegetarian/vegan participants. Hence, 

participants indicated their daily meat consumption on a dimension ranging from 1 = never 

(0) to 7 = "6 or more times a week" This scale was developed by Kunst & Hohle (2016). 

Questions about their language proficiency, native language and age of acquisition were 

assessed. The language proficiency was assessed with the item "I consider my English 

reading proficiency as" on a Likert scale from 1 = poor to 7 = excellent. This scale was 

retrieved from Krishna and Ahluwalia (2008). Participants were required to indicate their 

native language(s) on a multiple choice scale: "Dutch, "Dutch plus another language" or 

"other". Non-native Dutch speakers were excluded from the study. Lastly, participants had to 

indicate at what age they started learning English: "before age 5", "at age 5 or later" and "I've 

never learned English".  

  

Procedure 

An online survey was utilised in order to respond to the questionnaire of this study. Due to 

the pandemic, the survey was sent via Qualtrics. Therefore, participants were able to fill out 

the questionnaire on their computers and smartphones. The questionnaire consisted of 13 

questions and one of the 6 advertising appeals. Participants were told that the experiment was 

about social advertising in society. After reading and agreeing to the conditions of the 

experiment, they were allowed to start. The participants indicated their gender, age, 

educational level and eating habits.        

 Before viewing one of the advertising appeals, all participants read the following 

instruction: “ Below you will see an advertisement. The next questions in the questionnaire 

will be about this ad. Take your time to read it carefully as you will not be able to go back 
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once you proceed.” Subsequently, they were asked to rate their attitude, intentions towards 

meat reduction, and the perceived emotionality of the ad. For the final questions, participants 

indicated their English proficiency, when they started learning English, and their native 

language. Finally, participants were allowed to contact a researcher if they had follow-up 

questions about the study. They were not paid for their participation. The experiment took 

approximately 4 minutes.  

 

Statistical treatment 

In order to determine if there was an interaction between language of appeals (Dutch/English) 

and type of appeals (negative/positive/informational), or a main effect on either dependent 

variables: the attitude, behavioural intention and emotionality, a two-way ANOVA was 

utilised. To further investigate the significant differences found with the two-way ANOVA, 

follow-up independent sample t-tests were utilised. 

 

Results 

In this section, the results of the four research questions and hypothesis are provided. Firstly, 

a two way ANOVA was utilised to determine the main effects and interactions between the 

independent variables (language of appeal/type of appeal) on attitude, behavioural intention 

and emotionality. See table 1 and 2 for the means of the dependent variables. 

 

Table 1. Means and Standard deviation for the perceived emotionality, attitude and 

behavioural intention in function of type of appeal with intention (1 = strongly disagree, 7 = 

strongly agree), attitude and emotionality (1 = strongly disagree, 5 = strongly agree)  

 

           Type of Appeal         

          

    Positive  Negative  Informational 

       

    M(SD)     M(SD)        M(SD) 

   

Emotionality    2.73 (1.01)  3.44 (1.06)  2.41 (1.14)  

Attitude    3.15 (1.02)  2.80 (1.14)  2.86 (1.17) 

Intention   3.30 (1.31)  3.08 (1.34)  3.00 (1.33) 
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Table 2. Means and Standard deviations for the effectiveness and emotionality in function of 

language with intention (1 = strongly disagree, 7 = strongly agree), attitude and emotionality 

(1 = strongly disagree, 5 = strongly agree) 

 

        English        Dutch 

 

        M(SD)         M(SD) 
Emotionality   3.17 1.20    2.53 1.04 

Attitude    3.01 1.19    2.88 1.05 

Intention   3.21 1.37    3.06 1.29 

 

 

In order to answer the first and second research questions, a set of combined two-way 

ANOVA’s with language of appeal and type of appeal were effectuated on the behavioural 

intention and attitude. A two way ANOVA with language of appeal and type of appeal as 

factors did not show a main significant effect of type of appeal on attitude (F(2, 147) = 1.59, 

p = .21). The language of appeal was not found to have a significant main effect on attitude 

(F(1, 147) < 1). The interaction effect between language of appeal and type of appeal was not 

statistically significant (F(2, 147) = 1.92, p = .151). Also, a two-way ANOVA with language 

of appeal and type of appeal as factors did not show a main significant effect of type of 

appeal on the behavioural intention (F(1, 147) < 1). Hence, Hypothesis 1, which stated that 

negative appeals would be more effective in L1 and L2, was not confirmed. Similarly, there 

was no main significant effect of language of appeal on the behavioural intention (F(1, 147) 

< 1). As a result, Hypothesis 2, which stated that informational appeals in L2 should be more 

effective than information appeals in L1, was not confirmed. Hypothesis 2a, which 

hypothesised that emotional appeals in L1 would be more effective than emotional appeals in 

L2, was not met. The interaction effect between the language of appeal and type of appeal 

was not statistically significant (F(2, 147) = 1.93, p = .149). (see table 2) 

In order to answer the third and fourth research question, a two-way ANOVA with 

language of appeal and type of appeal as factors showed a main significant effect of language 

of appeal on the perceived emotionality (F(1,147) = 11.97, p = .001). There was also a main 

significant effect of type of appeal on the perceived emotionality (F(2, 147) = 11.52, p < 

.001). However, there was no interaction effect between the type of appeal and language of 



 16 

appeal (F(2, 147) <1). In the following two paragraphs, follow up t-tests are reported for the 

third and fourth research question’s main effects. 

 As the third research question showed a significant effect of type of appeal on the 

perceived emotionality (F(2, 147) = 11.52, p < .001), a follow-up analysis was effectuated. 

An independent sample t-test showed a significant difference between the emotional and 

informational appeals on the perceived emotionality (t (95) = 3.33, p = .001). Emotional 

appeals (M = 3.06, SD = 1.11) were perceived as more emotional than informational appeals 

(M = 2.41, SD = 1.14). Among the emotional appeals (negative/positive), there was a 

significant difference between negative and positive appeals on the perceived emotionality (t 

(95) = 3.33, p = .001). The perceived emotionality in negative appeals (M = 3.44, SD = 1.06) 

was higher than positive appeals (M = 2.73, SD = 1.05). There was a significant difference 

between negative and informational appeals on the perceived emotionality (t (95) = 3.33, p = 

.001). The perceived emotionality in negative appeals was higher than informational appeals 

(M = 2.41, SD = 1.41). Surprisingly, there was no significant difference in the perceived 

emotionality between informational and positive emotional appeals (t (106) = 1.51, p = .133). 

(see table 1).  

As the fourth research question also showed a significant main effect (F(1,147) 

= 11.97, p = .001), a follow up independent sample t-test was effectuated to determine the 

differences between the language of appeals. The t-test showed a significant difference 

between Dutch and English appeals on the perceived emotionality (t (151) = 3.53, p = .001). 

The perceived emotionality in English appeals (M = 3.17, SD = 1.20) was shown to have 

higher emotionality than the Dutch appeals (M = 2.53, SD = 1.04). (see table 2). As a result, 

hypothesis 4, which hypothesized that emotional appeals would be more emotional in L1 

than in L2, was not confirmed. The interaction effect between language of appeal and type of 

appeal was not statistically significant (F(2, 147) = 1.92, p = .151).  

Concerning participants' eating habits, there was an interesting finding on the 

behavioural intention towards meat reduction. An independent sample t-test showed a 

significant difference between low meat-eaters (1 to 2 times per week) and high meat-eaters 

(5 to 6 times per week) on the behavioural intention (t (95) = 2.86, p = .006). Low meat-

eaters (M = 3.46, SD = 1.40) had a higher behavioural intention to reduce meat consumption 

than high meat-eaters (M = 2.65, SD = 1.09). Similarly, there was a significant difference 

between moderate meat-eaters (3 to 4 times per week) and high meat-eaters (5 to 6 times a 

week) on behavioural intention (t (119) = 3.65, p < .001). Moderate meat-eaters (M = 3.48, 

SD = 1.38) had a higher behavioural intention towards meat reduction than high meat-eaters 
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(M = 2.65, SD = 1.09). However, there was no significant difference between low meat-eaters 

and moderate meat-eaters on behavioural intention (t (86) = 0.08, p < .934). According to the 

Cancer Council (2021), meat consumption was considered moderate if consumed 3 to 4 times 

per week. Therefore, in this study, 1 to 2 times per week was considered low, 3 to 4 times per 

week was considered moderate, and 5 to 6 times a week was considered high meat 

consumption. 

 

 

Conclusion 

This study aimed to determine the perceived emotionality and effectiveness of Dutch and 

English advertising appeals amongst bilinguals by utilising emotional and informational 

appeal types. In the following paragraphs, the answers to the research questions and 

hypothesis are reported. 

The first research question was about the effectiveness of the different appeals; results 

showed that the attitude and intention towards eating less meat after viewing the 

advertisement did not differ significantly from each other. Therefore hypothesis 1, which 

stated that negative emotional appeals would be more effective than positive and 

informational appeals in L1 and L2, was not met because there was no difference between the 

appeals in terms of effectiveness. 

The second research question concerned the effectiveness of the Dutch and English 

appeals. The results showed that neither English nor Dutch appeals differed significantly 

from each other in terms of the attitude towards meat reduction and the intent to reduce meat. 

Hypothesis 2, which hypothesised that L2 informational appeals would be more effective 

than L1 informational appeals, was not confirmed because L1 informational appeals did not 

differ from L2 informational appeals in terms of effectiveness. Likewise, hypothesis 2a, 

which stated that positive and negative emotional appeals would be more effective in L1 than 

in L2, was not confirmed because L1 and L2 positive and negative appeals did not differ 

from each other in terms of effectiveness. 

For the third research question concerning the perceived emotionality between the 

types of appeals, the results showed that negative appeals were perceived as more emotional 

than positive appeals and informational appeals. The fourth research question, which 

concerned the language of appeals on emotionality, showed that English appeals have a 

higher emotionality than Dutch appeals. In addition, hypothesis 4 hypothesised that 

emotional appeals would be more emotional in L1 than in L2. However, this was not 



 18 

confirmed because the English appeals were perceived to have a higher emotionality than the 

Dutch appeals. 

Interestingly, participants who consumed meat once or twice per week had a higher 

behavioural intention towards meat reduction than persons who consumed meat over four to 

six times a week. Also, participants who consumed meat between three to four times a week 

had a higher intention towards meat reduction than participants who consumed between 4 to 

6 times a week.  

 

Discussion 

An explanation of this study’s findings could be that emotionality may not influence attitude 

formation and intention, contrary to previous findings. These previous findings showed that 

emotional appeals lead to attitude formation (Noble et al., 2014, Palomo-Velez et al., 2018). 

However, even though the negative appeal was perceived as more emotional than the other 

appeal types in this study, it did not lead to a difference in attitude. The finding of this study 

is similar but asymmetrical to Noble et al. (2014), in that they found no effects of perceived 

emotionality but found that the negative and positive appeals were effective in terms of 

attitude and behavioural intention towards the issue. Therefore, emotionality may have no 

direct influence on the effectiveness of appeals.  

Alternatively, a further explanation of this study's finding could be the adverse effects 

of negative emotional appeals. Although negative emotional appeals have been shown to 

render attitude formation (Noble et al., 2014), this finding was not present in this study. An 

explanation for this diverging result could be linked to the negative valence of the appeal. 

According to Marchand and Filiatrault (2002), who investigated AIDS prevention 

advertisements, negative (guilt) appeals could lessen the attitude towards an issue due to the 

evoked negative affect. Therefore, it seems that the topic of meat reduction may have 

challenged the participants' existing beliefs on their meat consumption, consequently leading 

to a lower attitude regarding the issue. 

An explanation for the higher emotionality in the English appeals could be linked to 

the episodic trace memory. Puntoni et al. (2009) investigated the perceived emotionality in 

positive and neutral appeals on Dutch-English bilinguals. Their findings showed that an L2 

could be perceived as more emotional than an L1. Their findings were explained in terms of 

the episodic trace memory, which posits that words experienced in a particular language tend 

to be more emotional in that language. Thus Puntoni et al. (2009) observed that when 

participants were shown words frequently heard and experienced in an L2 context, these 
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words were perceived to be more emotional than L1 words. In this study, it seems possible 

that participants may have frequently encountered and experienced the words featured in the 

appeals in an English context than in a Dutch context, consequently leading to a higher 

perceived emotionality in English.  

The frequent encounter with English seems plausible. Because, first of all, English is 

used frequently in the Dutch media, such as advertising and business communication (Zenner 

et al., 2015). Secondly, Verheijen et al. (2018) found that English words and phrases are 

frequently used among Dutch youth in computer-mediated communication. Thirdly, Breetvelt 

(2018) reported a growing anglicisation process in the Dutch education system, especially in 

higher education, which could be why participants, most of whom were higher education 

students, may have encountered English frequently. In addition, Caldwell-Harris and Dinn 

(2016) found that a second language could feel more emotional if used frequently, learned to 

a high level and learned via immersion. Also, Degner and Wentura (2012) found that 

perceived emotionality is related to the frequency of language use. Therefore, the high 

English usage, high proficiency, and English use in interpersonal computer-mediated 

communication may explain the higher emotionality in English (L2). The high English usage 

and proficiency may also be why the informational appeals in L2 were not more effective 

than the informational appeals in L1 as they may process both languages similarly.  

The first limitations of this study are that this study utilised self-reported measures to 

assess L2 proficiency instead of standardised tests. Hence, future research may want to utilise 

standardised tests to assess L2 proficiency. In addition, This study is not generalisable to a 

wider population as only students participated. Future studies should include non-students as 

university students tend to be more proficient in language-related research (Peterson and 

Merunka, 2005). Thus, Dutch appeals could be more emotional among adults/non-students, 

as they may not encounter L2 words or memories as often as students.  

A further limitation of this study may be the participants varied meat consumption. In 

this study, participants who never ate meat were excluded from the study. However, 

individuals who ate meat once a week and over were included. A study by Dagnelie and 

Mariotti, (2017) showed that the distinction between meat-eaters and non-meat eaters is 

complex. Due to this complexity, it is possible that participants in this current study, who 

consumed meat at most thrice a week could have been easily persuaded with the appeals in 

contrast to those who ate meat over four times a week. Therefore, future research should 

explore the different levels of emotional appeals on the frequency of meat consumption. 

Persons who consume meat over four times a week may be difficult to persuade; hence they 
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may require a highly emotional appeal to engender attitude formation and behavioural 

intention towards meat reduction than those who consume less meat. 

The findings of this study can be further investigated by effectuating a pre-test. This 

pre-test should constitute several advertising texts made up of valenced words and context-

based emotional words associated with the Dutch culture and family setting. As mentioned in 

the introduction, the use of elements associated with culture or family may increase emotions 

(Jaganathan et al., 2013). The most emotional word combinations should be utilised for the 

actual study. In addition, participants should be assessed on how often they use English (L2) 

in their daily lives (study, job, family, friends). This investigation could facilitate the 

inference of the frequency of language use on emotionality. This way, it would be possible to 

distinguish between participants who rarely encounter English from those who encounter 

English more often as this may lead to different levels of emotionality.  

For marketers, the implications of this study might be two-fold; firstly, due to the high 

proficiency and usage of English in the Dutch society, in particular among students, NGOs 

need not limit themselves to “Dutch only” social advertising. Secondly, the findings showed 

that negative appeals were perceived to be more emotional than any other appeal. Hence, 

NGOs should consider using negative appeals in either language. However, it should be 

noted that the higher perceived emotionality did not equate to the effectiveness of appeals in 

this study. Furthermore, this study contributes to the current understanding of emotionality in 

languages by extending the psycholinguistic approach to NGO advertisements. Thus, the 

findings of this study could have useful implications for psycholinguists and institutions 

interested in the factors that may render an L2 more emotional than an L1. 

The successful manipulation of emotional appeals still tends to be problematic. 

Although emotions have been shown to influence behavioural intention and attitude change, 

the processes to achieve this fit are not clearly understood (Jorgensen, 1998). Additionally, 

the variability of the emotional meaning that emerges from stimuli differs amongst 

individuals based on the context, the individual and available information in stimuli (Brosch 

et al., 2010, as cited in Pavlenko, 2010). Fortunately, this variability in emotionality can best 

be investigated with the two languages of a bilingual. Hence, future research should grasp the 

opportunity to investigate more on the ever-growing bilingual society. Although the findings 

of this study do not answer the question of what the most effective advertising appeal is 

amongst bilinguals, instead, it shows that a second language may be perceived as more 

emotional than the first language. The findings also leave room for further investigation of 

this phenomenon. 
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Appendix B 
Checklist Each 

Checklist Ethics Review (version 1.6, november 2020) 

 
You fill in the questions by clicking on the square next to the chosen answer ☐  
After clicking, a cross will appear in this square ☒   

 
1. Is a health care institution involved in the research? 

Explanation: A health care institution is involved if one of the following (A/B/C) is the case: 
     

A. One or more employees of a health care institution is/are involved in the research as 
principle or in the carrying out or execution of the research. 

B. The research takes place within the walls of the health care institution and should, 
following the nature of the research, generally not be carried out outside the institution. 

C. Patients / clients of the health care institution participate in the research (in the form of 
treatment).  

☒ No → continue with questionnaire 
☐ Yes → Did a Dutch Medical Institutional Review Board (MIRB) decide that the Wet 
Medisch Onderzoek (Medical Research Involving Human Subjects Act) is not applicable?  
☐ Yes → continue with questionnaire  
☐ No →  This application should be reviewed by a Medical Institutional Review Board, for 
example, the Dutch CMO Regio Arnhem Nijmegen → end of checklist 

 

2. Do grant providers wish the protocol to be assessed by a recognised MIRB?  
☒ No → continue with questionnaire 
☐  Yes →  This application should be reviewed by a Medical Institutional Review Board, 
for example, the Dutch CMO Regio Arnhem Nijmegen → end of checklist 
 

3. Does the research include medical-scientific research that might carry risks for the participant?
 ☒  No → continue with questionnaire 

☐  Yes →  This application should be reviewed by a Medical Institutional Review Board, 
for example, the Dutch CMO Regio Arnhem Nijmegen → end of checklist 
 

 

Standard research method 
 
4. Does this research fall under one of the stated standard research methods of the Faculty of 
Arts or the Faculty of Philosophy, Theology and Religious Studies? 

☒  Yes →  Standard evaluation and attitude research (1)→  continue with questionnaire  
☐  No → assessment necessary, end of checklist 

 

Participants 
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5. Is the participant population a healthy one?  

☒  Yes → continue with questionnaire 

☐  No → assessment necessary, end of checklist →  go to assessment procedure 
 
6. Will the research be conducted amongst minors (<16 years of age) or amongst (legally) 
incapable persons?  

☐  Yes → assessment necessary, end of checklist →  go to assessment procedure 
☒  No → continue with questionnaire 

 

Method 
 
7. Is a method used that makes it possible to produce a coincidental finding that the participant 
should be informed of?  

☐  Yes → assessment necessary, end of checklist →  go to assessment procedure 
☒  No → continue with questionnaire 

 
8. Will participants undergo treatment or are they asked to perform certain behaviours that can 
lead to discomfort? 

☐  Yes → assessment necessary, end of checklist →  go to assessment procedure 
☒  No → continue with questionnaire 

 
9. Are the estimated risks connected to the research minimal? 

☐  No → assessment necessary, end of checklist →  go to assessment procedure 

☒  Yes →  continue with questionnaire 
 

10. Are the participants offered a different compensation than the usual one?  

☐  Yes → assessment necessary, end of checklist →  go to assessment procedure 
☒  No →  continue with questionnaire 

 

11. Should deception take place, does the procedure meet the standard requirements?  
☐  No → assessment necessary, end of checklist →  go to assessment procedure 
☒  Yes →  continue with questionnaire 
 

12. Are the standard regulations regarding anonymity and privacy met?  
☐  No → assessment necessary, end of checklist →  go to assessment procedure 

☒  Yes →  continue with questionnaire 
 

Conducting the research 
 
13. Will the research be carried out at an external location (such as a school, hospital)?   
 ☒  No → continue with questionnaire 
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☐  Yes→  Do you have/will you receive written permission from this institution? 

 ☐  No → assessment necessary, end of checklist →  go to assessment procedure 
☐  Yes →  continue with questionnaire 

 
14. Is there a contact person to whom participants can turn to with questions regarding the 
research and are they informed of this? 

☐  No → assessment necessary, end of checklist →  go to assessment procedure 

☒  Yes →  continue with questionnaire 
 

15. Is it clear for participants where they can file complaints with regard to participating in the 
research and how these complaints will be dealt with?  

☐  No→ assessment necessary, end of checklist →  go to assessment procedure 

☒  Yes →  continue with questionnaire 
 
16. Are the participants free to participate in the research, and to stop at any given point, 
whenever and for whatever reason they should wish to do so?  

☐  No→ assessment necessary, end of checklist →  go to assessment procedure 
☒  Yes →  continue with questionnaire 
 

17. Before participating, are participants informed by means of an information document about 
the aim, nature and risks and objections of the study? (zie explanation on informed consent and 
sample documents). 

☐  No→ assessment necessary, end of checklist →  go to assessment procedure 

☒  Yes →  continue with questionnaire 
 

18. Do participants and/or their representatives sign a consent form? (zie explanation on 
informed consent and sample documents. 

☐  No→ assessment necessary, end of checklist →  go to assessment procedure 
☒  Yes →  checklist finished 
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    Appendix B(1) 
Thesis survey (English) 
Q1_IN_EN Welcome to the survey. 
 
 
Dear participant,  Thank you for participating in our study. This questionnaire is part of the 
International Business Communication Bachelor’s programme at Radboud University. This 
one-time survey, consisting of 13 questions, will take approximately 5 minutes to finish. We 
are conducting research on social advertisements in society. In order to do so, Dutch native 
speakers are needed. All the obtained data will be confidential and will only be available to 
the researchers conducting this questionnaire. Your participation is completely anonymous 
and voluntary. You can withdraw from this questionnaire at any given point.  If you have any 
questions or complaints about this study, please send an e-mail to 
annabel.schwarz@student.ru.nl.By filling out this form, you declare that you have been 
sufficiently informed about the study and that you want to voluntarily participate.  
Thank you for your time, Frances van Drogenbroek, Isi Omole, Annabel Schwarz, Bente 
Nijkamp, Fleur de Jong, Mees Bartholomeus, and Nguyên Lương. 
By selecting “I agree” you are consenting to the conditions as described above. 

o I agree  (1)  

o I disagree  (2)  
 

Skip To: End of Survey If Welcome to the survey. Dear participant,    Thank you for 
participating in our study. This questi... = I disagree 
 
 
Q2_IN_EN Are you a student ? 

o Yes  (1)  

o No  (2)  
 
 
Q3_IN_EN Are you above the age of 18? 

o Yes  (1)  

o No  (2)  
 

Skip To: End of Survey If Are you above the age of 18? = No 
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Q4_IN_EN What is your age? 

________________________________________________________________ 
 
 
 
Q5_IN_EN Which gender do you identify as? 

o Male  (1)  

o Female  (2)  

o Non-binary/Other  (3)  

o Prefer not to say  (4)  
 
 
 
Q6_IN_EN What is your current educational level? 

o MBO  (1)  

o HBO  (2)  

o University (Bachelors)  (3)  

o University (Masters)  (4)  

o PhD  (5)  

o Other  (6)  
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Q105 Eating habits 

 Never 
(0) (1) 

once per 
week (2) 

twice per 
week (3) 

3 times a 
week (4) 

4 times a 
week (5) 

5 times a 
week (6) 

6 or 
more 

times a 
week (7) 

How 
many 
days a 

week do 
you eat 
meat ? 

(1)  

o  o  o  o  o  o  o  

 
 
 
 
Q8_IN_EN  
Below you will see an advertisement. The next questions in the questionnaire will be about 
this ad. Take your time to read it carefully as you will not be able to go back once you 
proceed. 
  
 
 
 
Q9_IN_EN Please answer this question on the basis of the previously viewed advertisement 

 Strongly 
agree (1) 

Somewhat 
agree (2) 

Neither 
agree nor 

disagree (3) 

Somewhat 
disagree (4) 

Strongly 
disagree (5) 

Because of 
the ad I 

would be 
concerned 

about eating 
less meat (1)  

o  o  o  o  o  
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Q10_IN_EN Please answer this question on the basis of the previously viewed advertisement 

 
Strongly 

agree 
(1) 

Agree 
(2) 

Somewhat 
agree (3) 

Neither 
agree 
nor 

disagree 
(4) 

Somewhat 
disagree 

(5) 

Disagree 
(6) 

Strongly 
disagree 

(7) 

Because of 
this ad, I 
intend to 
cut the 

number of 
meals with 

meat to 
half (1)  

o  o  o  o  o  o  o  

Because of 
this ad, I 
intend to 
refrain 
from 
eating 

meat (2)  

o  o  o  o  o  o  o  

Because of 
this ad, I 
intend to 
replace 

meat with 
meat 

substitutes, 
vegetables 
or beans 

(3)  

o  o  o  o  o  o  o  

Because of 
this ad, I 
intend to 

eat 
vegetarian 
food twice 
as often as 
today (4)  

o  o  o  o  o  o  o  
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Q11_IN_EN Please answer this question on the basis of the previously viewed advertisement 

 Strongly 
agree (1) 

Somewhat 
agree (2) 

Neither 
agree nor 

disagree (3) 

Somewhat 
disagree (4) 

Strongly 
disagree (5) 

I think this 
ad is 

emotional 
(1)  

o  o  o  o  o  
 
 
 
 
Q12_IN_EN Proficiency 

 Very 
poor (1) poor (2) 

Below 
average 

(3) 

Average 
(4) 

Good 
(5) 

Very 
good (6) 

Excellent 
(7) 

I consider 
my 

English 
reading 

proficiency 
as (1)  

o  o  o  o  o  o  o  

 
 
 
 
Q13_IN_EN What is your native language (the language in which you were raised from 
birth)? 

o Dutch  (1)  

o Dutch plus another language  (2)  

o Other  (3)  
 
 
 
Q14_IN_EN At what age did you start learning English? (For example at school or at home) 

o Before age 5  (1)  

o At age 5 or later  (2)  

o I've never learned English  (3)  
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Q15_IN_EN If you experienced any technical difficulties or have any comments about the 
study that you would like to share, please let us know here. 

________________________________________________________________ 
 

 

Thesis survey (Dutch) 
 
Q1_IN_NL Welkom bij deze enquête. 
 
Beste deelnemer, 
 
Bedankt voor het bijdragen aan onze studie. Deze vragenlijst is deel van de studie 
Communicatie- en Informatiewetenschappen aan de Radboud Universiteit. Deze eenmalige 
enquête, bestaande uit 13 vragen, zal ongeveer 5 minuten duren. Dit onderzoek betreft sociale 
advertenties in de maatschappij. Hiervoor zijn mensen met Nederlands als moedertaal nodig. 
 
Alle verkregen gegevens worden als vertrouwelijk behandeld en zijn alleen beschikbaar voor 
de onderzoekers. Jouw bijdrage in deze studie is compleet anoniem en op vrijwillige basis. Je 
kunt stoppen op ieder gewenst moment.  
 
Mocht je vragen of opmerkingen hebben betreffende dit onderzoek, kun je deze mailen naar: 
annabel.schwarz@student.ru.nl  
 
Door het invullen van deze enquête verklaar je voldoende ingelicht te zijn over dit onderzoek 
en vrijwillig deel te nemen. 
 
Bedankt voor je tijd, 
 
Frances van Drogenbroek, Isi Omole, Annabel Schwarz, Bente Nijkamp, Fleur de Jong, Mees 
Bartholomeus en Nguyên Lương. 
 
Door "Ik stem toe" te selecteren ga je akkoord met de voorwaarden als hierboven 
omschreven. 

o Ik stem toe  (1)  

o Ik stem niet toe  (2)  
 

Skip To: End of Survey If Welkom bij deze enquête. Beste deelnemer, Bedankt voor het 
bijdragen aan onze studie. Deze vragen... = Ik stem niet toe 
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Q2_IN_NL Ben je een student? 

o Ja  (1)  

o Nee  (2)  
 
 
 
Q3_IN_NL Ben je 18 jaar of ouder? 

o Ja  (1)  

o Nee  (2)  
 

Skip To: End of Survey If Ben je 18 jaar of ouder? = Nee 
 

 
 
Q4_IN_NL Wat is je leeftijd? 

________________________________________________________________ 
 
 
 
Q5_IN_NL Waarmee identificeer je jezelf? 

o Man  (1)  

o Vrouw  (2)  

o Non-binair/Anders  (3)  

o Wil ik liever niet zeggen  (4)  
 
 
Page Break  
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Q6_IN_NL Wat is je huidige opleidingsniveau? 

o MBO  (1)  

o HBO  (2)  

o Universiteit (Bachelor)  (3)  

o Universiteit (Master)  (4)  

o PhD  (5)  

o Anders  (6)  
 
 
 
Q7_IN_NL Eetgewoontes 

 Nooit (0) 
(1) 

1 keer 
per week 

(2) 

2 keer 
per week 

(3) 

3 keer 
per week 

(4) 

4 keer 
per week 

(5) 

5 keer 
per week 

(6) 

Dagelijks 
(7) 

Hoe 
vaak per 
week eet 
je vlees? 

(1)  
o  o  o  o  o  o  o  

 
 
 
 
Q8_IN_NL Hieronder zie je een advertentie. De volgende vragen in de vragenlijst gaan over 
deze advertentie. Neem de tijd om het aandachtig door te lezen, want je kan niet meer 
teruggaan als je eenmaal doorklikt. 
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Q9_IN_NL Beantwoord deze vraag alsjeblieft op basis van de advertentie die je hiervoor 
hebt gezien 

 Helemaal 
mee eens (1) 

Mee eens 
(2) 

Niet mee 
eens en niet 
mee oneens 

(3) 

Mee oneens 
(4) 

Helemaal 
mee oneens 

(5) 

Door deze 
advertentie 
zou ik me 

interesseren 
in het eten 
van minder 

vlees (1)  

o  o  o  o  o  
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Q10_IN_NL Beantwoord deze vraag alsjeblieft op basis van de advertentie die je hiervoor 
hebt gezien 

 
Helemaal 
mee eens 

(1) 

Mee 
eens 
(2) 

Een 
beetje 
mee 
eens 
(3) 

Niet 
mee 

eens en 
niet 
mee 

oneens 
(4) 

Een 
beetje 
mee 

oneens 
(5) 

Mee 
oneens 

(6) 

Helemaal 
mee 

oneens 
(7) 

Door deze 
advertentie ben 
ik van plan om 

mijn aantal 
maaltijden met 

vlees te 
halveren (1)  

o  o  o  o  o  o  o  

Door deze 
advertentie ben 
ik van plan om 
af te zien van 
het eten van 

vlees (2)  

o  o  o  o  o  o  o  

Door deze 
advertentie ben 
ik van plan om 

vlees te 
vervangen door 
vleesvervangers, 

groenten of 
bonen (3)  

o  o  o  o  o  o  o  

Door deze 
advertentie ben 
ik van plan om 
vanaf vandaag 
twee keer zo 

vaak vegetarisch 
te eten (4)  

o  o  o  o  o  o  o  
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Q11_IN_NL Beantwoord deze vraag alsjeblieft op basis van de advertentie die je hiervoor 
hebt gezien 

 Helemaal 
mee eens (1) 

Mee eens 
(2) 

Niet mee 
eens en niet 
mee oneens 

(3) 

Mee oneens 
(4) 

Helemaal 
mee oneens 

(5) 

Ik vind deze 
advertentie 
emotioneel 

(1)  
o  o  o  o  o  

 
 
 
 
Q12_IN_NL Bekwaamheid 

 
Erg 

slecht 
(1) 

Slecht 
(2) 

Onder 
gemiddeld 

(3) 

Gemiddeld 
(4) 

Goed 
(5) 

Heel 
goed 
(6) 

Uitstekend 
(7) 

Ik beschouw 
mijn Engelse 

leesvaardigheid 
als... (1)  

o  o  o  o  o  o  o  
 
 
 
 
Q13_IN_NL Wat is je moedertaal? (De taal waarmee je opgevoed bent vanaf je geboorte) 

o Nederlands  (1)  

o Nederlands plus andere taal  (2)  

o Anders  (3)  
 
 
 
Q14_IN_NL Op welke leeftijd ben je begonnen met Engels leren? (Bijvoorbeeld op school of 
thuis) 

o Voor de leeftijd van 5 jaar  (1)  

o Op de leeftijd van 5 jaar of later  (2)  

o Ik heb nooit Engels geleerd  (3)  
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Q15_IN_NL Als je technische problemen hebt ondervonden of opmerkingen hebt over het 
onderzoek die je zou willen delen, laat het ons dan hier weten. 

________________________________________________________________ 
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