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Abstract

This study presents insights into Dutch ad writers’ motives for choosing to use linguistic
and/or visual stimuli appealing to foreign countries. There has been extensive research on
‘country-of-origin’ (COO) strategies (i.e., ways of appealing to foreign countries) and their
effects on consumers. However, there is a lack of insights from practitioners. Furthermore,
current research focuses on the effects of foreign languages, without taking into account other
ways of appealing to a foreign country (i.e., visual elements rather than linguistic ones).

This study looks at both linguistic and visual COO stimuli and the combination of
both by trying to answer research question number one. (1) What reasons do Dutch ad writers
give for using foreign language display, visual stimuli relating to foreign countries, or a mix
of both? In addition, a comparison will be made between motives given by Dutch ad writers
and motives given by current research by answering the second research question. (2) To
what extent do the reasons given by Dutch ad makers complement reasons mentioned in the
literature review?

In order to answer these research questions, interviews are held with 18 Dutch ad
writers who are selected on the fact that they have used COO strategies in their portfolios.
They were asked open-ended questions regarding the choices they make regarding the use of
language in ads while designing them.

The results show that motives given by Dutch ad writers greatly coincide with motives
found in scientific research, even though they indicate not being familiar with it. Practitioners
greatly mentioned the same motives as given in literature. Furthermore, three new motives are
uncovered for the use of foreign languages (preservation of product name, bringing people
together and increasing the likelihood of finding a product/brand) and one for the use of

visual COO stimuli (newness).



Globalisation to this day is an ever-expanding process. The rise of the digital age has made it
possible for people to connect more easily and create a global identity. Unsurprisingly,
companies opt for a more international playing field and consider foreign countries and use
their languages. Nowadays, while watching TV or flipping through the pages of a magazine,
there is no escaping it. Advertisements show elements relating to foreign languages, cultures
and countries. Consequently, Piller (2000, as paraphrased in Hornikx, van Meurs & Hof,
2013) found in a corpus of German TV-commercials that only 26.6% of those commercials
exclusively displayed the German language; English appeared in 49%, French in 6% and
Italian in 4% of the commercials. In this study, only the use of foreign language was
reviewed. However, there are other ways to refer to a foreign country and its culture (e.g.
visual elements, illustrations).

There has been extensive research into the use of linguistic appeals to foreign
countries and their effect, also called the country-of-origin effect and the effect of foreign
language display. However, these studies do not take into account the beginning of the design
process (van Enschot, Broekhuizen & Kolthoff, 2015). The question that is often asked is
“What is the effect?”, rather than “Why is it designed that way?”. This study will try to
answer the second question by retrieving insights from Dutch ad writers. Interviews will be
held with designers of advertisements to uncover their motives for the use of linguistic and
visual stimuli that relate to a foreign country. This will make the connection between
scientific theory and ad writers’ practices explicit. Roozen and Raedts (2013) indicate that
current research almost exclusively considers the linguistic stimuli (i.e., foreign language),
and pays less to no attention to other stimuli (e.g. visual stimuli). They make a start by taking
visual stimuli into account, but keep visual and linguistic stimuli strictly apart and do not
consider a mix of both. Their study only finds preliminary indications that if a mix should
occur, the visual would ‘crowd out’ the linguistic stimuli. The current study will look at both
visual and linguistic stimuli separately and a mix of both, in asking Dutch ad writers for their

motives for using them.

Theoretical framework

Country-of-origin

Country-of-origin (COO) and the COO effect are terms used with reference to linguistic and



visual stimuli relating to foreign countries in packaging and advertising (Aichner, 2013). The
COO indicates the origin of a brand and/or product and the COO effect could be described as
its impact on the consumer's perception. The COO is often perceived as a sign of quality,
increasing the consumers’ willingness to pay (Aichner, 2013; Verlegh & Steenkamp, 1999;
Koschate-Fischer, Diamantopoulus & Oldenkotte, 2012). Consumers are not always aware of
the actual COO, which offers opportunities for companies wanting to refer to a different COO
than the actual origin of their company and/or product (Aichner, 2013). A well-known
example of this is Dr. Oetker (i.e. German food producer) that chooses to refer to Italy in
commercials for their pizzas rather than Germany.

Aichner (2013) distinguishes eight strategies companies could use to refer to a COO of
their choice, subdivided into two categories, namely legally regulated strategies and
unregulated strategies. The former consists of (1) the expression ‘Made in...” (e.g. the use of
the phrase ‘Distilled and bottled in France’ on Grey Goose bottle, French vodka brand), and
(2) quality and origin labels (e.g. Kriek Lambic, i.e. Belgian beer brand, labelled with
Protected Designation of Origin (PDO) regulated by the European Union). Strategies (3)
through (5) could be described as linguistic stimuli. These encompass (3) the COO embedded
in the company name (e.g. Grand’ltalia, Italian food producer), (4) typical COO words
embedded in the company name, by using stereotypical names and/or elements, such as a
country-specific animal (e.g. American Eagle, American retail company and local American
airline) and (5) the use of the COO language (e.g. le Coq Sportif, French sportswear
company). The remaining strategies, (6) through (8) on the other hand could be described
more as visual stimuli. These strategies include (6) the use of famous or stereotypical people
from the COO (e.g. collaboration between American basketball player Michael Jordan and
Nike, American sportswear company), (7) the use of COO flags and symbols (e.g. French flag
on Grey Goose bottle, French vodka brand) and (8) the use of typical landscapes or famous
buildings from the COO (e.qg. the display of an alpine-like landscape in Almhof commercials,
German producer of yoghurt and cottage cheese). Table 1 also shows Aichner’s strategies

subdivided into categories.

Foreign language display
The strategy in which businesses use a foreign language on their products or as an

advertisement characteristic is called foreign language display (FLD). As previously stated,
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Table 1. COQO strategies distinguished by Aichner (2013).

Legally regulated COO strategies

1. ‘Madein...’
2. Quality and origin labels

Unregulated strategies

Linguistic COO strategies Visual COO strategies
3. COO embedded in the company name 6. Use of famous or stereotypical people
from the COO

4. Typical COO words embedded in the 7. Use of COO flags and symbols
company name
5. Use of the COO language 8. Use of typical landscapes or famous
buildings from the COO

many companies choose to display foreign languages. There has been extensive research
concerning this topic, upon which this study will draw in order to find possible reasons ad
writers could have for using FLD. These reasons will be numbered to ensure clarity and
support readability. Reasons given by the literature are also shown in Table 2.

From the high frequency in which foreign languages are used in advertising, Hornikx
et al. (2013) draw the conclusion that businesses intuitively realize the effectiveness of FLD.
This means that (1) ad writers intuitively choose to use FLD for the effects they expect to
occur (Hornikx et al., 2013). There are, however, reasons supported by research for using
FLD to indicate a product’s COO. (2) First of all, the COO is perceived to be a sign of quality
(Aichner, 2013; Koschate-Fischer et al., 2012; Verlegh & Steenkamp, 1999). Directly
influenced by the quality indicating function of the COO is the likelihood of purchase.
Koschate-Fischer et al. (2012) found in three consecutive experiments that (3) consumers are
willing to spend more on a product with a perceived more favorable COO.

It is safe to say businesses have to stand out to be seen which could be made possible
by using FLD as an extrinsic product and/or advertisement characteristic (Aichner, 2013;
Verlegh & Steenkamp, 1999). FLD seems to be used in advertisements because consumers do
not expect to find it (Domzal, Hunt & Kernan, 1995; Hornikx et al., 2013). This could mean
an advertisement using FLD would (4) have a higher attention-capturing capability than an ad
without FLD (Domzal et al., 1995; Hornikx & van Meurs, 2015; Petrof, 1990; Roozen &
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Raedts, 2013). Another implication of the unexpected encounter is (5) the increased ability to
remember an advertisement (Domzal et al., 1995; Hornikx & van Meurs, 2015). Domzal et al.
(1995) argued that because consumers have to process information given to them in a foreign
language on a deeper level, this increases the likelihood that the ad is remembered. Hornikx
and van Meurs (2015), however, presented mixed effects concerning recall. Furthermore,
Petrof (1990) shows an increased recall of brand name and ad message overall, while Ahn and
La Ferle (2008) found an increased recall of brand name but a decline concerning the body of
the ad.

Another account addresses the core idea of FLD where the actual display plays a
central part, while comprehension remains in the background (Hornikx & van Meurs, 2015;
Hornikx et al., 2013; Kelly-Holmes, 2005; Piller, 2003). This means that FLD is rather used
for its symbolic meaning than for the literal content. The literature consistently argues that a
language is not used to transfer meaning concerning content but to (6) evoke stereotypes
and/or associations of the corresponding country (Kelly-Holmes, 2005). In order to maximize
this effect, Hornikx et al. (2013) show that the language needs to fit the product that is
advertised. A stereotypical example of this is the fit between the French language and wine,
and the misfit between the German language and wine. In order to evaluate this link, it is
important to take into account the different associations that are evoked for different
languages (Hornikx, van Meurs, & Starren, 2007). In order to create a fit between language

and product, the association of the used language has to coincide with product attributes.

Table 2. Possible reasons for the use of FLD in advertisements given by literature.

1. Ad writers intuitively choose to use FLD (Hornikx et al., 2013).

2. FLD in advertisements will increase the perceived quality of the advertised product
and/or brand (Aichner, 2013; Koschate-Fischer et al., 2012; Verlegh & Steenkamp,
1999).

3. FLD in advertisements will increase the consumers’ willingness to pay (Koschate-
Fischer et al., 2012).

4. FLD in advertisements will increase the attention capture (Hornikx & van Meurs, 2015).

5. FLD in advertisements will increase the likelihood that the product and/or brand will be
remembered (Domzal et al., 1995; Hornikx & van Meurs, 2015).




6. FLD in advertisements will evoke stereotypes associated with the foreign language used
(Hornikx et al., 2013; Hornikx & van Meurs, 2015; Kelly-Holmes, 2005; Piller, 2003).

Visual stimuli

It has been argued that FLD is symbolically used to evoke associations from the
corresponding country (Kelly-Holmes, 2005). It could however be reasoned that this role
could also be fulfilled by visual stimuli rather than the exclusive use of linguistic stimuli. It
seems that extensive research focuses on the COO strategies concerning foreign language, but
research is lacking in the department of visual stimuli (Roozen & Raedts, 2013). In this
section, research will be discussed concerning the use of COO-related visual stimuli and
concerning the effects of visual elements in general. The possible reasons that the ad writers
could give will be numbered again, to ensure clarity and support readability. Reasons given
by the literature concerning COO-related visual stimuli and the use of illustrations in general
will be shown in Table 3.

Roozen and Raedts (2013) incorporated COO-related visual stimuli into the extensive
research concerning COO. Their study considers both COO slogans in print advertisements,
and COO-related pictures. The effect of both was measured on four different variables: Aad
(attitude towards the ad), AP (attitude towards the product), Pl (purchase intentions) and AQ
(attitude towards the quality of the product). Roozen and Raedts found that COO-related
pictures have a significant influence on all four different attitudes. Participants evaluated ads
containing COO-related pictures significantly higher than ads without these pictures. For the
advertisements with COO slogans, no significant difference was found. Thus, COO-related
visual stimuli aid in increasing (1) the attitude towards the ad, (2) the attitude towards the
product, (3) the consumer's purchase intention and (4) the perceived quality of the product.

Because of the lack of research regarding COO-related visual stimuli, it is important to
take into account research considering the effects of visual stimuli (i.e. pictures/illustrations)
in general. Pieters and Wedel (2004) studied the attention capture and transfer of attention
onto other ad elements, of brands, pictorials and text in advertisements. They conclude that
pictorials are superior to brands and text when it comes to capturing attention, independent of
their size. This study shows the importance of visual stimuli in advertising concerning
attention capture. Combined with Roozen and Raedts (2013), it indicates the importance of

visual stimuli in advertisements, and implies that a reason for ad writers to use COO related



visual stimuli could be (5) to capture the consumer’s attention, maybe even more so than
linguistic stimuli.

Furthermore, illustrations can be used both as an argument and a heuristic cue
(Hoeken, Hornikx & Hustinx, 2009). In the case of illustrations, visual stimuli used as an
argument would (6) increase the perceived persuasiveness of an advertisement by
demonstrating the probability and supporting the desirability of the product and its effects on
the consumer. Heuristic cues, on the other hand, function as a shortcut. They help the
consumer to react intuitively to certain given stimuli. lllustrations shown in an advertisement
would in this case appeal to the consumer and (7) evoke their positive emotions. Consumers
with high involvement, however, would not be led by heuristics cues, but would rather focus
on the arguments given. Concerning the current study, ad writers may keep the involvement
of the consumer in mind and may focus on either argumentative reasons for using COO-
related illustrations or use them only to evoke positive emotions.

All in all, it is shown that research concerning COO and the COO effect almost
exclusively looks at FLD, rather than taking into account the possible effect of COO-related
visual stimuli. However, research has shown that visual stimuli are also used as COO
strategies (Aichner, 2013) and that visual stimuli could have a significant effect on consumers
(Roozen & Raedts, 2013; Hoeken et al., 2009). This study will focus on the gap concerning
the COO effect between current literature and ad writers’ reasons for using the different COO
strategies, while also taking into account COO-related visual stimuli. This could be of great
help to ad writers in order to evaluate their current practice and find scientific arguments for it
or for changing it.

Table 3. Possible reasons given by literature for the use of COO-related illustrations or

illustrations in general in advertisements.

1. COO-related illustrations will increase the attitude towards the ad (Roozen & Raedts,
2013).

2. COO-related illustrations will increase the attitude towards the product (Roozen &
Raedts, 2013).

3. COO-related illustrations will increase the consumer’s purchase intention (Roozen &
Raedts, 2013).




4. COO-related illustrations will increase the perceived quality of the product (Roozen &
Raedts, 2013).

5. COO-related illustrations will capture the consumer’s attention (Pieters & Wedel, 2004;
Roozen & Raedts, 2013).

6. Illustrations will increase the perceived persuasiveness of an advertisement (Hoeken et
al., 2009).

7. Illustrations will evoke positive emotions (Hoeken et al., 2009).

Ad writers’ motives for using rhetorical figures in advertisements

Van Enschot, Broekhuizen and Kolthoff (2015) retrieved insights from Dutch ad
writers into their motives for using rhetorical figures in advertisements. This
could be seen as another way (i.e., other than COO strategies) to make an ad
more persuasive. Van Enschot et al. focuses on ad writers in the design process
by questioning their reasons while designing an ad, like this study will.
Therefore, it could be useful to test whether these insights are relevant
concerning ad writers’ motives for using COO strategies in ads as well. Insights

from van Enschot et al. can be found in Table 4.

Table 4. Dutch ad writers’ motives for using rhetorical figures in

advertisements according to van Enschot et al. (2015).

Attention capture Food for thought Fit with brand
Distinguish Topic of conversation Fit with product
Surprise Likelihood of remembering  Fit with assignment
Competition Capacity target group Newness product
Zeitgeist Design enjoyment Newness brand
Appreciation consumer Used unconsciously Recognition
Appreciation colleagues Scientific theory




Research question

As stated previously, many organizations nowadays opt for a more international playing field
and relating to foreign countries or cultures is a part of this. Different COO strategies have
been distinguished in current studies that could be subdivided into linguistic and visual COO
strategies. There has been extensive research concerning the use of foreign language in
advertisements (i.e. linguistic COO strategies) and little regarding the visual COO strategies
or a mix of both. It has been shown, however, that COO-related visual stimuli and
illustrations in general could have a large effect on consumers as well and should therefore be
considered by research and ad writers. Furthermore, there is a gap between the effects of the
COO strategies explained by literature and knowledge about ad writers’ reasons for using
them. This study therefore aims to uncover reasons that Dutch ad writers have to incorporate
linguistic and/or visual COO strategies in their advertisements. This study will address the
following research question:

1. “What reasons do Dutch ad writers give for using foreign language display, visual

stimuli relating to foreign countries, or a mix of both?”

The different conditions herein (i.e., foreign language display, visual stimuli, and a mix of
both) will not be strictly separated. Reasons will be asked for all elements; that is to say that
in case of an ad that mixes both, the interviewer will ask reasons for the foreign language

used, the visual stimuli used, and the reason for combining the two.

As mentioned before, there is a gap between current research and knowledge about ad
writers’ practices concerning the subject at hand. The secondary research question aims at
comparing theory and practice in an attempt to create a more clear relationship between the
two by comparing reasons given by Dutch ad writers to current theory and adding to it if

necessary.

2. “To what extent do the reasons given by Dutch ad makers complement reasons

mentioned in the literature review?”
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Method

Instrumentation

Choice of research method

This study has taken a qualitative approach in order to explore in-depth the reasons given by
Dutch ad writers for the use of linguistic and/or visual stimuli appealing to a foreign country.
It was decided to hold interviews, because they are the pre-eminent approach to uncover the

ad writers’ views (van Meurs, Planken, Korzilius & Gerritsen, 2015).

List of questions explained

A list of questions was made which was used as the foundation of the interviews. Questions
were subdivided into six different categories which will all be named and briefly explained by
using sample questions. The full list of questions can be found in Appendix 2; the labels used
are literally translated from the Dutch version, which is to be found through Appendix 4. The
list starts with questions about personal information followed by six categories: “Motives for
the use of COO stimuli in specific advertisements”, “Envisioned COO effects”, “Basis for the
use of COO stimuli”, “Evaluation of Aichner”, “Visual and linguistic COO stimuli” and
“Specific questions (asked if not yet answered)”.

Relevant personal information was asked before the actual interview took place. This
information concerned the company name, the date on which the interview was held, the
name of the respondent, his/her age, his/her career/background, his/her current position and
his/her level of education. This part of the list of questions also included an introduction that
was written beforehand that all interviewers used at the beginning of the interview. In the
introduction, the researcher thanked the respondent for his/her time, introduced him/herself
and asked the respondent to do the same, stated the goal of the research, asked permission for
the interview being recorded and mentioned the anonymity with which results would be used.

The first category of questions was named “Motives for the use of COO stimuli in
specific advertisements”. Researchers selected Dutch ad writers on the basis of an ad or
another unit of analysis in which a COO strategy or element was used. These ads or other
promotion material was shown to the ad writers to introduce the interview. Examples of
questions asked in this part include “Why did you use this element?” and “What are your

associations with this element?”.
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Secondly, the researchers asked for the “Envisioned effects”. This part of the list of questions
was aimed at uncovering what it is that Dutch ad writers hope to achieve by using COO
strategies or elements. Two questions were asked in order to find these effects. These
questions were “What effect do you envision of using this element? or in other words, what
are you trying to transfer to the target group?” and “To what extent do these envisioned
effects play a part in designing this ad?”.

Thirdly, the “Basis for the use of COO stimuli” was asked. The goal of this part of the
list was to uncover why the researchers have certain motives to use COO stimuli. In other
words, researchers tried to find out where the ad writers got their motives from. This could be
intuition, literature (i.e. scientific or non-scientific) or their own research. Examples of
questions from this part include “Do you use this element based on what other ad writers do?”
and “Are you familiar with the effects of foreign languages according to literature?”.

The fourth part of the list of questions consisted of an “Evaluation of Aichner”. This
part aimed at comparing COOQ strategies that Aichner distinguished with ad writers’ practices.
In order to do this, interviewers explicitly showed Table X containing Aichner’s strategies
and examples of their use. Examples of questions accompanying this table include “Which
strategies do you think are the most effective? Why?”” and “Which strategies do you consider
more explicit or implicit?”.

The fifth part of the list of questions was about “Visual and linguistic COO stimuli”.
This part aimed at uncovering motives for using visual and/or linguistic COO stimuli and to
compare them with each other. Examples of questions include “Why would you choose to use
a combination of foreign languages and visual COO stimuli?” and “What do you think
captures more attention, an illustration or a text?”

Lastly, more “Specific questions (asked if not yet answered)” were asked that were placed at
the end to not lead the respondent in a certain direction during the interview. These questions
were only asked if they were not answered during the interview already. This last part of the
list contained questions concerning five themes for which example questions are given in
brackets. These themes enclosed (1) visual COO stimuli (Why do you use visual COO stimuli
in ads?; Does influencing the perceived product quality play a part in this?), (2) picture
superiority effects (Do the following possible positive effects of illustrations play a part in
your choice to use visual COO strategies: Evoking emotions by adding a COO illustration),

(3) product categorisation (When using a visual COO stimuli, do you make a distinction
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between everyday products like food and high-involvement products like a car?), (4) the use
of English (Reasons given by literature to use English in ads include. ‘no translation possible’,
‘show of international character’ and saving costs for translation. Do these reasons
complement yours for using English? Do you have any other motives?) and (5) Van Enschot
(Which of the elements in Table X do you find most important? Why?).

Participants

For this study, we sought to interview Dutch ad writers. All cases were chosen because they had used
COO elements in their portfolio. In total, eighteen interviews were held, fourteen of these ad writers
were men and four were women. The age of the respondents ranged from 21 to 59 with an average of
39. Two out of eighteen stated senior vocational education (MBO) as their highest level of education,
ten higher vocational education (HBO) and five academic education (WO). Ten of these ad writers
work for an organization while the other eight represented communication advice or
advertising agencies. Functions varied from owner to manager to assistant. Appendix 5
contains a table giving a description of the company, the sex, age, level of education, function

and unit of analysis (i.e., promotion material spoken of) for each interviewee.

Procedure

Researchers used a standard e-mail to contact ad writers. This e-mail is to be found in
Appendix 1. The actual interviews were held between 14 April and 11 May 2017. Each
researcher had a different combination of the categories from the list of questions to ensure
that the length of the interviews would not be excessive but at the same time that all research
questions could be answered. The general categories were used by every single researcher:
motives for the use of COO stimuli in specific ads, and envisioned COO effects. The
researchers first asked the given questions without leading the respondent in a certain
direction. If needed, examples and explanations were given that were agreed to beforehand.
More specific questions that could steer the respondent were asked at the end if not answered
during the interview.

During the first part of the interview, the goal of this study was explicitly stated during
an introduction: “The goal of this research is to explore ad writers’ motives for using foreign
languages or other stimuli appealing to a foreign country.”. In this introduction, the
researchers also asked the respondents if they agreed to a recording of the interview, which
they all did.
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Data analysis

The interviews were all recorded, after which they were transcribed and coded by hand. Each
interview was coded independently by two coders. In order to code the transcripts, the
researchers iteratively decided together on the labels and codes that were used. The basis of
these labels and codes was formed by the current literature regarding COO and the research
questions of each researcher. After having coded part of the interviews, codes were added if
necessary, hence the iterative aspect of this process. These codes can be found in Appendix 3.
After both coders independently coded an interview, they sat together to reach consensus. If
consensus did not occur, the code that coder A gave, was noted as the final code. All the final
codes were put in Atlas.ti and shared within the group of researchers. The percentage in
which the researchers agreed with each other ranged from 65.8% to 92%, with an average of
78.6%.

For this study, the interviews were read and given codes were all analysed and
interpreted if relevant for the research questions. Concerning the presentation of these results,
some organisational notes are necessary. First of all, both ‘Motives’ and ‘Effects’ were
included as ‘Motives’, given that an envisioned effect can be a motive. Secondly, the code
‘International’ was subdivided into two categories in the result section: ‘international (same)’
referring to an international use of the relevant element, which included ‘production process’
as well, and ‘associations’ if international was considered an association of a foreign
language. Furthermore ‘information provision’ was included in ‘Mastery of language’;
‘Generation’, ‘Level of education’ and ‘Consumer appreciation” were included in ‘Fit with
target group’, and ‘Recognition’ of terms and not brand was included in ‘Acceptance’. Lastly,
‘Competition’ was excluded as motive and included as ‘Basis for motives’.

Labels are used while coding the interviews with “+”, “++”, “+/-” and “-” in the
results section. Reasons mentioned positively by ad writers (i.e., seen as important and
relevant) are marked with a “+”. “++” was used when ad writers mentioned a motive more
than five times, when they themselves stated a motive as most important or when a motive
was used as an answer to the question “Which reason is the most important?”. Reasons
mentioned negatively (i.e., not seen as important or relevant) are marked with “-”. If reasons
are mentioned with doubt or both positively and negatively, they are marked with “+/-” and if

not mentioned at all, it has been left blank. Reasons with the most pluses are put at the top. If
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motives had an equal amount of pluses, motives coded with “++” were prioritised and

motives coded with just “+” were prioritised over motives coded with “+/-” as well.

Results

In the results section, motives given by Dutch ad writers for the use of linguistic and/or visual
COO stimuli will be explored. To begin, results will be given concerning research question
one by first presenting motives for the use of foreign languages, second, motives for the use
of visual COO stimuli and illustrations in general, and lastly, comments on combining the
two. Furthermore a comparison will be made between motives given by the respondents to
ideas explored in literature to answer the second research question.

In order to prevent the length of the results section and this study from becoming
excessive and to further readability, not all results will be elaborately explained. The five
most frequent mentioned reasons will be explained and illustrated by using citations. This also
goes for the new motives shown in Table 5, as they form a relevant supplement to current
research concerning this subject. A full list of motives accompanied by explanations and
citations is to be found in Appendix 6 for linguistic COO stimuli and in Appendix 7 for visual

COOQ stimuli and illustrations in general.

Motives for using linguistic COO stimuli

Concerning research question one, reasons for using linguistic COO stimuli are shown in
Table 5. It is important to note that all respondents stated their motives for using foreign
languages, and two respondents (R7 and R18) also gave reasons for using linguistic COO

stimuli appealing to a Dutch COO, which are also included in Table 5.

The most commonly mentioned reason for using a foreign language was “Associations”.
According to Dutch ad writers, the display of a foreign language evokes associations
concerning that language and country. Examples of answers relating to these associations

include:

We zijn allemaal geconditioneerd als consument en daarom kunnen alle merken naar

Italié verwijzen omdat we allemaal in ons hoofd hebben van Italié is pizza.
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We are all conditioned as consumer and that is why all brands can appeal to Italy

because we all think in our mind Italy is pizza. (R1).

Another frequently given reason relates to a “Fit with the target group”. Different codes
incorporated in this motive include generation (i.e., a younger target audience is considered to
accept the use of English more than an older generation) and level of education (i.e., a higher
educated target audience is expected to understand English better than a lower educated target
group). Other variables included are expectations, values and appreciation of the target group.

Examples of this motive include:

Online hebben we gezegd, nee daar doen we Engels [...] omdat je online beter kan
targeten op /.../ de jongere doelgroep die het volgens mij wel accepteert dat er
Engels gesproken wordt.

Online we said, no we do everything in English [...] because online you can target

[...] ayounger target group that accepts the use of English better I think. (R1).

A third regularly stated motive is “Allure” which means that a foreign language would look
and/or sound better, is funnier, more compact or enables jokes better than a native language.

One respondent stated for example the following:

Allereerst vind ik de zin puur inhoudelijk mooi staan en klinken.
First of all, I think the sentence purely concerning content looks good and sounds
good. (R7).

Additionally, “Storytelling” was a frequently mentioned reason for using foreign languages in
advertisements. According to Dutch ad writers, foreign languages are used to create a certain

image or story that has a certain feel to it. An example of an answer given by ad writers is:
[...] Een zonnebril is high-involvement en emotioneel en dan wordt die storytelling

nog belangrijker. Zelfde natuurlijk met auto’s of kledingmerk. Italiaans staat

natuurlijk van luxe [...] dan speel je echt in op die emotie.
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[...] Sunglasses are high-involvement and emotional and then storytelling becomes
more important. The same goes for cars or a clothing brand. Italian says luxury [...]

you really try to meet that emotion. (R1)

The fifth commonly mentioned motive to use a foreign language is “Fit with brand”. This
links the use of for example English with the brand and its positioning. One interviewee
stated the following concerning the use of English:
En als internationaal bedrijf heb je nu eenmaal dat ze sneller dat soort termen
gebruiken.

And as an international company, you just use that kind of terminology. (R2)

In total, 24 possible motives uncovered by current scientific theory were named during the
interviews and three new motives were uncovered. These reasons enclose “Preservation of
product name”, “Bring people together” and “Likelihood of finding it”.

The first concerns a name of a brand or product that is kept to be consistent more than

anything else. Examples of answers fitting this motive are:

We hebben Gabbag overgenomen /.../ en daarin warden al wat Engelstalige dingen
gebruikt. En heel veel dingen hebben wij daarin overgenomen.

We took over Gabbag [...] and they had already used some English things. And a lot
of things we copied. (R9).

“Bringing people together” involves bringing different people with one passion together. One

interviewee stated the following:

Gasten die er komen, hebben allemaal een passie, in ieder geval voor bbq’s of voor
denim [...]en die praten allemaal met elkaar en dat verbindt. En die brotherhood, dat
uh, is het verhaal.

Guys that come in, they all have a passion, at least for BBQ’s or denim [...] and they
all talk to each other and it brings them together. And that brotherhood, that uh, is the
story. (R4).
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Lastly, R4 indicated a reason for the use of English was that their target audience would
search for the well-known English term while R9 stated that if you look for something, you

do so in your own language, contradicting the use of a foreign language:

Wij noemen het altijd denim of jeans, nooit spijkerbroeken. En uhm, dus dan zit je al
in die Engelse termen.
We always say denim or jeans, never ‘spijkerbroeken’. And uhm, so you’re already

using English terminology. (R4).

De vindbaarheid in Google. Maar we maken ook folders waarin de Nederlandse term
gewoon wordt gebruikt. Onze klanten gebruiken dat ook weer in hun winkel waar het
Engels meestal weer wat minder is.

The likelihood of finding it on Google. But we also make flyers in which Dutch
terminology is used. Our customers use that in their store as well, where English is

less common. (R9).

Motives for using visual COO stimuli and illustrations in general

Concerning research question one, reasons for using visual COO stimuli and illustrations in
general are shown in Table 6. The most frequently given motive for the use of visual (COQ)
stimuli was “Storytelling”. Visuals are often used to sketch a certain image that is clear and
gets across a certain feeling. An example of the answers concerning this storytelling function

of illustrations is:

[...] als je het dan hebt over, neem een Italiaanse pizza, ja het komt uit Italié en het is
heel authentiek en een weiland en achtergrond dat soort dingen doe je meer in
communicatie uitingen dan heb je wat meer tijd om het gevoel over te brengen.

[...] if you talk about, take an Italian pizza, it is from Italy and it is very authentic and a
meadow and background that kind of thing you communicate more in communication

where you have more time to convey a feeling. (R1).
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Another commonly mentioned reason for using illustrations was “Authenticity”. Dutch ad
writers claimed that products would be considered more authentic when a fitting story was

told. One respondent stated this as follows:

De setting is puur authenticiteit. En waar zij vandaan komen waren echt rijstvelden,
dus echt heel traditioneel en een beetje braaf, en zo. Terwijl eigenlijk, dat echte eten...
dat gebeurt natuurlijk op straat.

The setting is pure authenticity. And where they came from was ricefields, so really
traditional and a little honourable, and stuff. While actually, the real eating... that
naturally happens on the street. (R14)

The next frequently stated motive for the use of illustration was “Associations”. Like in the
case of foreign language display, this concerns associations evoked by a certain illustration

appealing to a COO. An example of an answer including this motive is:

[...] kijk Almhof komt uit de Alpen [...] dan leggen we die lijn die associatie. /...] Want
uit de Alpen komen de goede dingen. De Alpen associéren wij met schoon, schone
lucht, uitgestrekte prachtige alpenweide.

[...] look Almhof originates from the Alps [...] we make that link, that association.
[...] Because good things originate from the alps. We associate the alps with fresh,

fresh air, beautiful stretched out alpine pasture. (R13).

An additional motive given by Dutch ad writers is “Allure”. This refers to the aesthetics of an

image (i.e., it looks good). One interviewee stated this as follows:

Ik ben zelf visueel ingesteld [...] voor dat het aantrekkelijk is om te zien.

I’m personally very visual [...] for it’s pleasant on the eyes. (R18).
The fifth most commonly mentioned by ad writers was the “Fit with brand” meaning a fit

between brand and the image used is of importance. An example is the display of famous

Dutch equestrians on the packaging of horse feed:
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Wij gebruiken wel bijvoorbeeld Jeroen Dubbeldam in onze uitingen omdat hij
wereldwijd de beste is en al jaren lang onze producten gebruikt.
We use for example Jeroen Dubbeldam in our advertisements because he’s the best

worldwide and he has used our products for years. (R5).

In total, 16 reasons identified in scientific research, were mentioned in the interviews and one
new motive was uncovered. This motive was ‘Newness’ and concerns the display of new
things or in this case culture that interests people and makes them want to discover more. An
easy way to do this is by buying the product that is advertised. One interviewee stated this as

follows:

Het is toch leuk om een nieuw land te kennen. /...] Het is gemakkelijk als je dat
gewoon even in een pak kan halen.

It’s fun to discover a new country. [...] It’s easy if you can get that in a carton. (R3).

Combination of linguistic and visual stimuli

Only four respondents stated what they think when comparing and/or combining linguistic

and visual (COO) stimuli. Table 8 shows their statements and a short explanation.

Comparison between motives given by ad writers and scientific theory

Overall, Table 5 and 6 show that most motives given by Dutch ad writers concerning both the
use of linguistic and visual COO stimuli align with scientific theory. Table 7 however shows
that even though there is an apparent agreement between researchers and Dutch ad writers,
the latter are not familiar with current literature. They base their motives mostly on intuition.
Three ad writers indicated that they were familiar with scientific theory, however none with
theories concerning COO, FLD or illustrations. One interviewee stated for example to be

somewhat familiar with theories concerning changing behaviour.
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Table 8. Statements concerning comparison/combination of linguistic and visual COO.
Variable Respondent  Explanation difference
Allure R5 [llustration is more radiating
R18 Illustration is more important because people are visual
Storytelling R8 Illustration is preferred because it brings forward a clearer
message
R15 Illustrations are more important in creating a certain
atmosphere or feel
R18 Illustration is preferred because it brings forward a clearer
message — you only have a certain amount of time in which
a message needs to come across, an illustration enables this
to happen
Attention R5 Illustration is more attention capturing, only if the
capture illustration is interesting, people will read the text
R15 [llustration is more attention capturing
Remembrance R5 Illustration is easier to remember
R15 Illustration is easier to remember — people are visual
R18 Text is easier to remember (unconsciously) — visual input
surrounding people is overwhelming — good slogans are
more distinguishing therefore increase the likelihood in
which they will be remembered
Credibility R11 Illustration is more important considering credibility —
without the use of a foreign language credibility decreases
with a smaller amount than without an image (example
Germany and voice-overs where the ad is still seen as
credible).
Effect R18 Difference in effect: illustrations lead more to reactions
while text is more guiding
Combination  R5 Combination is important — support each other
of stimuli R8 Combination is important — too much text is overwhelming
(less is more) and illustration speaks for itself
R15 Combination is important — support each other
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Conclusion and discussion

This section will first indicate the purpose of the study and will give the main results. It
continues by discussing limitations, suggestions for future research and a contribution to the

theory.

The aim of this study was to uncover Dutch ad writers’ motives for displaying foreign
languages and using visual COO stimuli in advertisements. Current literature has focused on
the effects of foreign languages on consumers but has not succeeded in comparing this to ad
writers’ practices. The focus of scientific theory lies at the end of the designing process of
advertisements, rather than the beginning.

The results show that motives given by Dutch ad writers greatly coincide with motives
found in scientific research, even though they indicate not being familiar with it. The most
commonly mentioned motives for using foreign languages in advertisements include: (1) the
associations it evokes, (2) a fit between the target group and the language used, (3) the allure
of a foreign language, (4) the storytelling capability of foreign languages, and (5) a fit
between the brand and its positioning and the language. Furthermore, three new motives were
uncovered: (1) preserving the product name, (2) bringing people with a similar passion
together, and (3) increasing the likelihood of finding the product and/or brand by using or
intentionally not using a foreign language.

For the use of illustrations or visual COO stimuli, the most frequently stated reasons
include: (1) the storytelling capability of visual material, (2) authenticity as an envisioned
effect of visuals, (3) the evoked associations, (4) the allure of illustrations, and (5) the fit
between brand and illustration. Moreover, one new motive was uncovered, which is newness

that’s indicated through illustrations.

Contribution to the theory

This study aimed at gaining insights in ad writers’ motives for using linguistic and/or visual
COO stimuli in advertisements. The results show a wide range of motives given by Dutch ad
writers in interviews. These motives confirm and complete scientific theory by great
agreement between the two despite Dutch ad writers unfamiliarity with the subject. For

theory, it is an interesting source of inspiration to see what the basis is of Dutch ad writers’
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motives to adopt COO strategies in advertisements.

Limitations

The biggest limitation of this study is that each researcher had a different combination of
questions from the list of questions. On one hand, this prevented the length of the interviews
from becoming excessive and it made sure that all questions were asked. On the other hand,
this gives an unequal distribution in how many times each question has been asked. One of
the consequences of this is that questions concerning visual COO stimuli are underrepresented
and questions concerning the comparison or combination of linguistic and visual stimuli was
very limited. However, as many given motives by Dutch ad writers as possible have been
incorporated.

A second limitation of this study is that its question is very general and as such has a broad
answer. This is convenient when first trying to bring scientific theory and ad writers’ practices
closer together. However, it does mean that the uncovered motives cannot be explained
elaborately.

Another limitation is that the interviews might not completely reflect ad writers’
motives for using COO strategies, as interviews are held sometimes long after an ad has been
created. This might have led to the interviewees stating reasons they can think of at the time
of the interview, rather than their actual motives for having chosen to adopt a particular COO

strategy in an ad.

Suggestions for future research

Considering the first limitation, future research should make sure that there is one list of
questions that is used as a whole for all interviews. This would ensure that all questions and
subjects are represented equally. If a distinction between interviews with ad writers that have
adopted linguistic an visual COO stimuli is maintained, it is important to take this into
account while recruiting respondents.

Regarding the second limitation, future research should aim to answer a less general
question but instead choose a focus on one or some aspects of this study and go more in
depth. By choosing a more focused research question, more can be explained and shown
considering ad writers’ motives for adopting COO strategies in advertisements.

The third and last limitation can be solved by for example interviewing an ad writer
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during the designing production rather than afterwards, however possibly more difficult.

Future research should further ensure that coders are trained. A clear understanding about
different codes and labels is vital to provide reliable results.

Other suggestions for future research would include interviewing ad writers from a
predetermined set of categories (i.e., different types of companies that promotion material is
created for). It would also be possible to interview ad writers from different companies in

order to make a more general statement or conclusion.
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Appendix 1: mail sent to participants

English translation (as literally translated as possible, Dutch version is found through
Appendix 4)

Dear Sir/Madam,

My name is [...] and as a student at the Radboud University in Nijmegen | am doing my
bachelor thesis. I am researching the use of foreign languages and the appeal to foreign
country in advertisements. In order to do this, | would like to do verbal interviews with Dutch
ad writers on advertisements that they have created. The interview will take 60 to 90 minutes.
I would like to come to your company for the interview. If you prefer meeting someplace else,
that’s possible as well, naturally. Would you be willing to cooperate? Results will be used
anonymously and your personal information will only be used for this research. If you are
interested in the outcome of this study, | will indeed send you the rapport.

I look forward to hearing from you.

Best regards,

Name
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Appendix 2: list of questions

Personal information

Company:

Date interview:
(Name respondent:)
Sex:

Age:

Level of education:
Career:

Function:

Introduction:

e Thank your respondent for his/her time and tell them the worthiness of their input for

your research. Indicate that you’re willing to share your results if they’re interested.

e Introduce yourself and ask the respondent to introduce him-/herself and to talk about

his/her background and function.

e The goal of this research is to explore ad writers’ motives for using foreign languages

or other stimuli appealing to a foreign country.

e Ask whether they agree to you recording the interview.

e State that there are no right or wrong answers and that he/she can speak freely as the

answers will be used anonymously.

1. Motives for the use of COO stimuli in specific advertisements

Show a specific ad in which elements can be found that you indicate (these stimuli can

include: COO, foreign languages, the use of English, visual stimuli, stereotypes, famous

persons, landmarks or scenery).

1. Why did you use ‘this element’ (name the specific ad element) in this ad? (if

necessary, use the example of a specific COO stimuli or a specific element

using a foreign language in the ad for which the respondent responsible).
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2. What are the most important reasons for the use of this element in this ad

(foreign language, illustration etc.)?

3. Did you consider using another element instead of this one?

a.
b.

C.

If no foreign language is used: why not (French, German, or English)?
If an illustration is used: why an illustration instead of the foreign
language?

If no illustration is used: why not an illustration?

4. Which associations do you have regarding this element?

a.
b.

Do you think the target group has these same associations?
Are these the associations you want to evoke? Do you use these
associations consciously? Do you take these associations into

considerations while designing an ad?

5. Does the choice for a specific element depend on the producttype or

productcategorie?

a.
b.

If yes, what are your considerations in using these elements?

If no, what are your considerations in not using these elements?

2. Envisioned COO effects

1. What effects do you envision of using this element (COO, foreign language,

the use of English, illustration etc.)? In other words, what are you trying to

transfer to the target group?

2. To what extent do these envisioned effects play a part in designing this ad?

3. Basis for the use of COO stimuli

1. Why do you think the element (foreign language, illustration, etc.) that you use

are effective?

a.
b.

Do you use this element based on your intuition?
Do you use this element based on what other ad writers do? Do you
follow them or do you go the opposite way?

Do you use this element based on your own research?
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d. Do you use this element based on existing literature (scientific or
nonscientific)?

e. Are you familiar with (scientific) theories regarding COO
marketing/strategies?

i. Ifyes, which?

f. Are you familiar with (scientific) theories regarding the use of
illustrations in ads?

I.  Ifyes, which?

g. Do you use theories regarding visual COO stimuli consciously?

i. Ifyes, which?

2. Are you familiar with the effects of foreign languages according to literature?

I.  If yes, with which effects are you familiar?

ii. If no, explain: according to literature, the effects of foreign
languages could include: capturing attention, creating a positive
image by using associations with a specific country, increasing
the likelihood in which the ad is remembered and the
associations with countries.

b. Which part does the attention capturing function play in designing an
ad?

c. Which part does the likelihood to remember ads in which foreign
languages are displayed play in designing an ad?

d. Which part does understandability play in using foreign languages
while designing an ad?

e. Which role does mastery of a language on the account of the target
group play in designing an ad?

f.  Which role does the association evoking function play in using foreign
languages while designing an ad? Explain: foreign language is mostly
effective if the association evoked by the language fits the
characteristics of the product, for example, France fits perfume and
elegance. Do you take such associations into consideration?

g. Which role does product congruence play in designing an ad?

Explain: the use of a foreign language combined with a congruent
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product results into a higher evaluation of product quality, a better

attitude regarding the product and a higher purchase intention. Are you

familiar with this? And do you take this into account while designing

an ad, using a foreign language?

4. Evaluation of Aichner

1. There are different ways to appeal to a certain country in an ad. Which

elements do you use in ads to evoke associations with a specific country?

Table 9.

COO strategies identified by Aichner with examples shown in italics.

‘Made in’
Made in Germany
Quality and origin labels

Schwarzwalder schinken

COO embedded in company name

Air France

Typical COO words embedded in company
name

Husky Energy/Dollar General

Reference to a certain COO:

“According to Italian recipe”

Use of the COO language

Das Auto/Vorspring durch Technik
Use of famous or stereotypical people from
the COO

German wearing Lederhosen/Michael
Jordan for Nike

Use of COO flags and symbols
Italian flag on pizzabox

Use of typical landscapes or famous
buildings from the COO
Eiffeltower/Mountain Matterhorn

(Toblerone)

2. Literature describes many ways in which an ad could appeal to a certain

country (show table).

a. Which strategies do you think are the most effective? Why? Do you use

this in designing your ads?
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I. If the respondent gives more than one answer: which of the
strategies you named is the most effective according to you?
Why?
b. Which effects should occur when using these different COO strategies
according to you?
c. Which of these strategies do you consider to be more explicit (explain:
appeals directly to a specific country)?
d. Which of these strategies do you consider to be more implicit (explain:
appeals indirectly to a specific country)?
e. Do you consciously choose to use more explicit or implicit strategies?
Why?

3. Ask this question, whether a stereotype is used or not. What are possible
reasons for using a stereotype in ads with COO stimuli (for example, the use
of typical people from that country)?

4. Do you think the use of stereotypes could have negative consequences?

a. Why? Or why not?
b. Which?

c. Do you take this into consideration while designing an ad?

5. Visual- and linguistic stimuli

1. Why would you use visual COO stimuli in ads?
a. Why would you not use visual COO stimuli in ads?
2. Why would you use foreign languages in ads?
a. Why would you not use foreign languages in ads?
3. Why would you choose to use a combination of foreign languages and visual
COO stimuli?
a. What is the envisioned effect of using this combination?
4. What do you take into consideration while choosing between a visual COO
stimuli or a foreign language?
5. Do you think linguistic and visual stimuli in ads have a different effect?

a. Do you take this into consideration?
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6. Do you prefer COO stimuli as visual or linguistic?

7. Visual COO stimuli can have different positive effects. Does the COO evoking
side of using visual COO stimuli play a big part in choosing to use it? Or do
you base your choice on positive effects of using illustrations in general? (Or
both?)

8. When you choose to use a COO illustration, do you base your choice on its

appeal or its relevance?

Questions about illustrations versus foreign languages:
1. What do you consider more important in ads, an illustration or a text?
2. What do you think captures more attention, an illustration or a text?
3. What do you think will be better remembered, an illustration or a text?
4. Do you use text versus illustrations to appeal to a COO in a less or more

explicit manner?

6. Specific questions (only asked if not answered during interview)

Questions about visual COO stimuli:
1. Why do you use visual COO stimuli in ads?
a. Does influencing the attitude regarding the ad play a part in this?
b. Does influencing the attitude regarding the product play a part in this?
c. Does influencing the purchase intention play a part in this?
d. Does influencing the perceived product quality play a part in this?

2. If the ad writer says yes on multiple variables, what plays the biggest part?

Questions about picture superiority effects:

Besides the possible positive effects by evoking a COQ, illustrations themselves can
have positive effects. Do the following possible positive effects of illustrations play a part in
your choice to use visual COO strategies?

a. Capturing attention by adding a COO illustration?
b. Increasing the credibility of an ad by adding a COO illustration?

c. Evoking emotions by adding a COQ illustration?
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d. [Increasing the likelihood in which an ad will be remembered by adding
a COO illustration?

e. Positively influencing the imagination of the consumer by adding a
COO illustration?

f.  Opposing counter arguments by adding a COO illustration (acceptance

of visual claims is higher than that of linguistic ones)?

Do take product categorisation into consideration when choosing to use a visual COO

stimuli?

1.

When using a visual COO stimuli, do you make a distinction between products
regarding more to enjoyment (a nice bracelet) and products regarding more to
functionality (a lock for a bike)? (More or less visual COO stimuli for
enjoyment related products)

When using a visual COO stimuli, do you make a distinction between
everyday products (food) and high-involvement products (car)? (More or less

visual COO stimuli for low-involvement, everyday products)

Questions about the use of English

1.

Can you make an estimation of the times you choose to use English instead of
Dutch?
Does this choice depend on the product/target group? If yes, in which way?
Reasons given by literature to use English in ads include. ‘no translation
possible’, ‘show of international character’ and saving costs for translation. Do
these reasons complement yours for using English? Do you have any other
motives? (for example modern, trendy, understandable and readable)
A good reason given is that dutch consumers in general have a good
comprehension of the English language. Is this one of your reasons for using
English in ads?

a. Do you do research into the mastery of language on your target group’s

part before designing an ad?

When you use the English or Dutch language, do you base your choice on the

appeal to the ‘country of origin’ (typical English or Dutch product)?
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Questions regarding van Enshot

Different reasons can be found in literature regarding certain elements used in ads

(foreign language, use of English, illustration, stereotype, landmark/landscape).

1. Which of the elements in Table X do you find most important? (show table)

Why?

Table 10. Van Enschot Checklist

Attention capture
Distinguish

Surprise

Competition

Zeitgeist

Appreciation consumer

Appreciation colleagues

Food for thought

Topic of conversation
Likelihood of remembering
Capacity target group
Design enjoyment

Used unconsciously

Scientific theory

Fit with brand

Fit with product

Fit with assignment
Newness product
Newness brand

Recognition
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Appendix 3: labels — codes and themes

Table 11. Labels, codes and themes
Themes Codes Sub codes
Unit of analysis Packaging
Slogan
Commercial
Poster
Website
Magazine
Advertisement
Type of COO stimuli Foreign language English
American
Thai
French
German
Italian
Icelandic
Spanish
Dutch
African
Visual COO (also used for America
illustrations in general)
Thailand
France
Germany
Italy
Iceland
Spain

Underlying thoughts Personal research

Netherlands
Africa
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Motives (When the
respondent indicates that
he/she does something

because...)

Based on literature

Trial and error

Intuition

Following a trend
Demands of the initiator
Experience

Power of the language
(English)

Associations

Fit with type of medium
Competition

Product congruence
Experience and storytelling
Distinguish

Allure

Food for thought
Authenticity
International (global
positioning/character)
Product category
Relevance (how easy
information is to find)
Maintaining product name
Modernity

No appropriate Dutch
translation

Information provision to
support the product

Fit with brand

Fit with assignment
Allure (sounds good/is

funny/looks good/linguistic




Effects (When the
respondent indicates what

he/she hopes to carry out)

Process

Literature & Theory

feeling)

Show of quality

Credibility

Fit with target group

Appreciation of target group

Other

Attention capture

Associations

Surprise

Recognition

Identification

Remembrance

Production process and

investment

Aichner Made in
Quality and origin labels
COO embedded in company
name
Typical COO words
embedded in company name
Reference to a certain COO
Use of the COO language
Use of famous or
stereotypical people from
COO
Use of COO flags and
symbols
Use of landmarks and
landscapes from COO

Global Consumer Culture

Positioning

Foreign Language Display
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Target group

English

Other

Hypothesized Positioning
Framework

Behaviour Modification
Theory

Mastery of language
Acceptance (foreign
language or illustration)
Generation as motive for or
against the use of English
Level of education as motive
for or against the use of
English

Stereotype
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Appendix 4: link to documents

Researchers used a Google account in order to share documents in an efficient manner. On

this account, among other things the next documents are to be found:

e The standard mail used when first contacting a Dutch ad writer (‘Standaardmail eerste
contact’ in folder ‘Oude bestanden”)

e The Dutch version of the list of questions that’s used during the interviews
(‘InterviewvragenDEF’ in folder ‘Oude bestanden’)

e The Dutch version of the labels (‘Tabel Thema’s en Codes’)

e All consensus forms signed by the interviewees (folder ‘Toestemmingsverklaringen”)

e Transcripts of all interviews (folder ‘Afgenomen interviews”)

To access this account, use the following login:

Mail bachelorkring.vtir@gmail.com

Password Scriptiel23! (capital S)
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Appendix 5: participants

Table 12.

Participants, numbered as used in results section accompanied by description

company, sex, age, level of education (Ed.), function and unit of analysis (i.e.,

used promotion material)

Description company Sex Age Ed. Function Unit of analysis
R1 A German food producer F 32 WO Brand manager Packaging mostly, also
frozen pizzas TV-commercial, online
and print ads
R2 A Dutch advertising M 52 HBO  Owner Print ads
agency
R3 A Dutch fruit juice M 49 MBO  Senior Art Director ~ TV-commercial
producer
R4 A Dutch communication M 37 HBO  Communication Logo and slogan
advice agency advisor and Account
manager
R5 A Dutch feed business F 39 WO Employee marketing Logo, slogan, packaging,
and sales print ads and Facebook
account
R6 A Dutch clothing M 21 HBO  Owner and designer  Logo, slogan and print
company ads/online ads (unclear)
R7 A Dutch furniture store F 53 MBO  Owner Website, print ads
R8 A German meat wholesale M 24 HBO  Marketing manager  Poster and packaging
business
R9 A Dutch bag wholesale M - WO Managing director Website, slogan and
business poster
R10 A Dutch publishing M 37 HBO  Marketing manager  Magazine (name and
company slogan, not print ads)
R11 A Dutch advertising M 44 WO Partner Clients & TV-commercial
agency Strategy
R12 A Dutch producer of M 41 WO Strategy Director TV-commercial

oriental food products (1)*
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R13

R14

R15

R16

R17

R18

A Dutch advertising
agency - brand activation
agency

A Dutch producer of
oriental food products
(1=

A Dutch advice agency

A German liqueur
producer

A Dutch company
concerning hearing
protection

A Dutch bike producer

M

58

43

52

28

23

22

HBO

HBO

HBO

HBO

HBO

HBO

Partner

Art Director

Sales and marketing
manager branded
business & PL

Concepteer

Marketing assistant

Freelancer (brand
building)

TV-commercial

TV-commercial

Print ads, packaging and

commercial

Print ads

Slogan

Website (homepage)

*this company is one and the same company, but interviews were held with multiple ad writers.
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Appendix 6: complete list of motives for using linguistic COO stimuli with

added explanation and citation

(1. etc. = label of the motive, a. = explanation, b. = citation, c. = extra citation, only used if

necessary)

Literature

1. Associations

a.

According to Dutch ad writers, the display of a foreign language evokes
associations concerning that language and country.

We zijn allemaal geconditioneerd als consument en daarom kunnen alle merken
naar Italié verwijzen omdat we allemaal in ons hoofd hebben van Italié is pizza.
We are all conditioned as consumer and that is why all brands can appeal to Italy

because we all think in our mind Italy is pizza. (R1).

2. Fit with target group

a.

3. Allure

a.

b.

Different codes incorporated in this motive include generation (i.e., a younger
target audience is considered to accept the use of English more than an older
generation) and level of education (i.e., a higher educated target audience is
expected to understand English better than a lower educated target group). Other
variables included are expectations, values and appreciation of the target group.
Online hebben we gezegd, nee daar doen we Engels [...] omdat je online beter kan
targeten op de personen dus beter kan uitzetten onder de jongere doelgroep die
het volgens mij wel accepteert dat er Engels gesproken wordt.

Onle we said, no we do everything in English [...] because online you can target
persons more easily so you can target a younger target group that accepts the use
of English better I think. (R1).

A foreign language would look and/or sound better, is funnier, more compact or
enables jokes better than a native language.
Allereerst vind ik de zin puur inhoudelijk mooi staan en klinken, ‘Invitation for

Inspiration’.
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First of all, I think the sentence purely concerning content looks good and sounds

good, ‘Invitation for Inspiration’. (R7).

4. Storytelling

a.

According to Dutch ad writers, foreign languages are used to create a certain
image or story that has a certain feel to it.

[...] Een zonnebril is high-involvement en emotioneel en dan wordt die storytelling
nog belangrijker. Zelfde natuurlijk met auto’s of kledingmerk. Italiaans staat
natuurlijk van luxe [...] dan speel je echt in op die emotie.

[...] Sunglasses are high-involvement and emotional and then storytelling
becomes more important. The same goes for cars or a clothing brand. Italian says

luxury [...] you really try to meet that emotion. (R1)

5. Fit with brand

This links the use of for example English with the brand and its positioning.
En als internationaal bedrijf heb je nu eenmaal dat ze sneller dat soort termen
gebruiken.

And as an international company, you just use that kind of terminology. (R2)

6. Product congruence

a.

b.

This refers to the importance that ad writers give to a correct fit between product
and the use of a foreign language. Answers differed but generally this fit between
product and language was seen as important and relevant.
[...] omdat mensen weten dat de pizza Italiaans is dus dat past ook heel goed, net
zoals mensen weten dat een dikkere bodem Amerikaans is.
[...] because people know that pizza is Italian so that fits very well, like people

know that a thick crust is American. (R1).

7. Acceptance

a.

Acceptance would be described as ‘common’ and refers to the fact that for
example English is commonly used in people’s daily lives and as such is accepted
better. The same goes for Italian terminology surrounding the pizza or pasta
industry (recognition in terminology, not brand).

(About the use of English): Omdat het het beste past voor de doelgroep en de gang
van zaken in Nederland tegenwoordig. Engels is toch wel een redelijk gangbare

taal.
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Because it fits the target group the most and the current situation in the
Netherlands. Surely enough, English is a pretty common language. (R9)
8. Sign of quality

a. The use of a foreign language would indicate that a product is of certain quality.
Overall, of the 11 ad writers that mentioned this and while 10 of these ad writers
stated it as a motive to use a foreign language, another stated that the native
language (Dutch) would be a sign of quality rather than a foreign language (R7).

b. Bij Italiaanse auto’s gaat het vaak over vorm, over uitstraling, over schoonheid en
bij Duitsers, als ik Audi daar dan tegenover zet, veel meer op intrinsiek gericht, op
techniek, daar een voorsprong in hebben. [...] die voorsrpong door techniek en
kwaliteit /...] een Audi dat kan doen.

With Italian cars it’s often about shape, personality, beauty and with Germans, if
you compare this to Audi, focused more intrinsically, on technique, leading in that.
[...] that lead through technique and quality [...] an Audi can do that. (R15).

c. In de andere uiting waarbij ik de Hollandse productie benadruk wil ik onze
Hollandse geschiedenis maar ook productieproces aanduiden, wat toch vaak een
label van kwaliteit met zich meebrengt.

In the other where | emphasize the Dutch production | want to indicate our Dutch
history and production process, which often involves a label of quality. (R7).
9. Mastery of language

a. This motive contains the label ‘Mastery of language’ as well as the label
‘Information provision to support the product’. This refers to taking into account
the mastery of a certain foreign language, often combined with English or Dutch
as information provision to be clearer. All interviewees that mentioned this as a
motive, stated it as important and relevant.

b. Er zijn consumenten die daar zo naar kijken en dan was Frans, Frans was
neutraler. Omdat Frans natuurlijk in Marokko een vrij prominente taal is. De
Turkse vertaling [ ...] komt er natuurlijk heel dichtbij in de buurt.

There are consumers that look at it that way and then French was, French was
more neutral. Because French naturally is a pretty prominent language in
Morocco. The Turkish translation [...] is obviously very close. (R8).

10. International (same)
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a. The label international (same) refers to for example a campaign or commercial
being used internationally. This aligns with ‘Fit with brand’ but not completely
because it’s on a different level. In this case, the international character of a
commercial sometimes demands the use of English.

b. De verpakkingen zijn hetzelfde overall (heel Europa hetzelfde). Een stukje
synergie is dat maar ook heeft dat met productie te maken, voor Pizza moet je echt
miljoenen pizza’s produceren om iiberhaupt die lijn te kunnen aanzetten.
Packaging is the same internationally (all of Europe). It’s a little bit of synergy but
it also has to do with production, for Pizza you have to produce millions of pizza’s
to even start the machine in the first place. (R1).

11. Authenticity

a. Some Dutch ad writers indicated using foreign languages because it would ensure
the product to be perceived as more authentic.

b. Nouja ik wil heb de naam Native Clothing door interesse in andere culturen en
hierdoor wil ik dan ook met de naam Native een verwijzing maken naar
authenticiteit.

I chose the name Native Clothing by interest in other cultures and through that
name Native | want to refer to authenticity. (R6).
12. Distinguish

a. A few ad writers thought that the use of a foreign language would distinguish the
brand from others in a certain market. Others gave mixed signals and stated both
that it would distinguish them and that distinction happens mostly through the
product, not the language chosen to advertise that product.

b. We hebben veel ge-pre-test ook, dus we wisten van tevoren als we het op deze
manier doen, die lJslandse heritage op een bepaalde manier aanzetten [...]. Wat
we veel uit de pre-test terugkregen is dat men het echt onderscheidend vond. Maar
wel op een goeie manier.

We have pre-tested a lot, so we knew that if we did it this way, blow op the
Icelandic heritage in a certain way [...]. What came back from the pre-test is that
people thought it was distinctive. But in a good way. (R11).

13. Credibility
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a. Certain interviewees stated that the use of a foreign language in advertisements
would make their brand and/or product come across as more credible.

b. Het relevante onderscheid zit hem hier in het feit dat IJsland, het 1Jslandse aspect
bijdraagt aan de geloofwaardigheid en authenticiteit op een manier die past bij
het merk, bij de categorie en bij het product zelf.

The relevant distinction here is the fact that Iceland, the Icelandic aspect
contributes to the credibility and authenticity in a way that fits the brand, product
category and the product itself. (R11).

14. Fit with type of medium

a. Sometimes the type of medium was indicated by an ad writer as a determinant of
the language that is used. One example of this is that multiple ad writers stated that
English was most appropriate in the case of online communication.

b. Je doelgroep en op tv is je bereik heel groot en daar bereik je ook mensen.
Bijvoorbeeld onze ouders, die wat minder Engels spreken maar die ook minder
accepteren dat er Engels gesproken wordt. Dus ook waar we nu voor hebben
gekozen is om het op tv in het Nederlands te doen omdat je ook die mensen bereikt,
die zeggen sorry maar ik woon in Nederland doe het gewoon in het Nederlands.
En online hebben we gezegd, nee daar doen we het in het Engels omdat het sterker
is voor het merk en omdat je online beter kan targeten op de persoon dus beter kan
uitzetten onder de jongeren doelgroep die het volgens mij wel accepteert dat er
Engels gesproken wordt.

Your target group on tv is very big and you reach a lot of people. For example our
parents, who not only speak less English but also accept spoken English less. So
we chose to do everything on TV in Dutch because you also speak to those people,
the people that say sorry but I live in the Netherlands, just do it in Dutch. Online
we said, no we do everything in English because it’s stronger for the brand and
online you can target persons more easily so you can target a young target
audience that accepts English being spoken, I think. (R1).

15. No Dutch translation

a. One possible reason for using a foreign language is that the envisioned message is

not truly translatable in Dutch without losing its value. Certain Dutch ad writers

confirmed this as a motive for using foreign languages in ads.
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b. Bij bedrijf X zit dat een beetje in het feit dat de koptitel ‘Think Clear’, kan je niet
zo goed vertalen in het Nederlands.

For company X it’s in the fact that the title “Think Clear”, you can’t translate it
that well into Dutch. (R2).
16. Power of language

a. Some Dutch ad writers stated that a message in a foreign language (English
mostly) would be more powerful than the same message translated in Dutch.

b. Uhm ten tweede is dat je wat ik net al zei dat je het krachtiger kan zeggen in het
buitenlands vertaald.

Secondly, you can say something more powerful in a foreign language, like I just
said. (R2).
17. Recognition

a. Recognition in this case is seen as recognition in the brand and not in the terms
that are used. The latter is labelled under ‘Acceptance’. Some ad writers said the
use of foreign language in ads would make them, their brand or their logo more
recognizable.

b. het logo wordt daardoor [Engels] veel herkenbaarder en zorgt voor een beter
overkomen.

It [English] makes the logo more recognizable and you come across better. (R5).
18. Attention capture

a. Dutch ad writers’ opinion about the attention capturing function of foreign
languages differed greatly. Some interviewees stated that a foreign language
would attract attention while others think the foreign language is an ‘extra’
element but it doesn’t necessarily attract the consumer’s attention.

b. Ik wil eruit springen met mijn merk. Hoeveel merken zie je niet ‘gewoon’ gebruik
maken van ‘normale’ kenmerken in hun reclame? Dan bedoel ik gewoon merken
die niks aparts uitstralen. Ik wil opvallen, origineel zijn en dus eruit springen. Ik
denk dat ik dat met deze kenmerken [onder andere Engelse taal] in mijn reclames
dan ook doe.
| want to stand out as a brand. How many brands are there that ‘just’ use ‘normal’

characteristics in their advertising? I mean brands that don’t diffuse anything
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extraordinary. | want to stand out, be original, stick out. | think these elements
[amongst others the use of English] help me do that. (R6).

c. Als ik kijk naar het schap dan is het niet perse de taal die de aandacht trekt, maar
wel de verpakking dus echt de kleurstelling enzovoorts en dan gaan mensen wel
verder kijken als bijvoorbeeld de taal echt niet past bij het product dan denk ik dat
dat in negatieve zin op valt.

If T look at the shelves, it’s not the language that captures attention, it’s the
packaging, so the use of colour etcetera and then people look further so if for
example the language doesn’t fit the product then | think it stands out in a negative
way. (R1).

19. Product categorization

a. A couple ad writers named product categorization as a determinant for either using
a foreign language or not. Product categorization is seen as different categories or
markets of products, like the distinction between high and low involvement
products, as shown in the example below.

b. Ik denk dat dan het onderscheid gemaakt moet worden tussen high- en low-
involvement product en een pizza is low-involvement en heel functioneel. Een
zonnebril is high- involvment en emotioneel en dan wordt die storytelling nog
belangrijker. Zelfde natuurlijk met auto’s of kleding-merk, Italiaans staat
natuurlijk voor luxe, ik noem maar wat Dolci-Vita ja dan speel je echt in op die
emotie.

I think the distinction has to be made between high and low involvement products
and pizza is low involvement and very functional. A pair of sunglasses is high
involvement and emotional and then storytelling becomes even more important.
The same goes ofcourse for cars or clothing brands, Italian says luxury, let’s just
say Dolci-Vita you really try to meet that emotion. (R1).

20. Identification

a. According to a few ad writers, the use of a foreign language would make it
possible for the consumer to identify themselves with a product or brand because it
would appeal to them. In a way this is similar with fit with target group but this

goes on a deeper level.
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b. wat reclame doet is producten verkopen en dat willen ze op een manier doen
waardoor wij ons zo snel mogelijk voelen aangesproken en dan gaan wij gebruik
maken van die stereotypen.

What advertising does is selling products and they want to do that in a way that it
appeals to us and then we start using stereotypes. (R13).
21. Surprise

a. A couple Dutch ad writers stated that the use of a foreign language in ads would
surprise the consumer as an effect.

b. merken die niks aparts uitstralen. Ik wil opvallen, origineel zijn en dus eruit
springen. Ik denk dat ik dat met deze kenmerken in mijn reclames dan ook doe.
Brands that don’t diffuse anything. I want to stand out, be original. I think these
elements in my ads enable me to. (R6)

22. Remembrance

a. Opinions differed between ad writers on how the likelihood of remembering an ad
would be influenced by the use of a foreign language and whether it is important
to take into account while designing an ad.

b. SP1 (interviewer): En als ik, vraag, dat u naar dit model kijkt met daarin motieven

uit de literatuur voor het gebruik van een vreemde taal en als je dit zo ziet, welke
zou je dan ook herkennen of vind je een belangrijke reden voor het gebruik? SP2
(interviewee): Even kijken hoor, /... onthouden ja.
SP1 (interviewer): And if | ask you, that you look at this model with motives from
literature for using a foreign language and if you see this which would you
recognize or do you feel is important? SP2 (interviewee): Let’s see [...]
Remembrance yes. (R2).

c. SP1 (interviewer): Zijn jullie ervan op de hoogte dat een vreemde taal beter
onthouden wordt door de consument? SP2 (interviewee) :Nee. SP1:En daar
houden jullie ook geen rekening mee? SP2: Nee
SP1 (interviewer): Are you aware of the fact that a foreign language is better
remembered by the consumer? SP2 (interviewee): No. SP1: And do you take that
into account? SP2: No. (R1).

23. Fit with assignment
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a. This links the use of for example English with assignment that is given.
Sometimes, the nature of the assignment (e.g., the subject of a campaign)
determined whether the use of a foreign language was seen as appropriate or not.

b. Dat is meestal aan het begin, dan liggen er bepaalde doelstellingen op tafel en die
komen over het algemeen vanuit de opdrachtgever /...] En dat was bijvoorbeeld
inderdaad 'premiumise the brand'.

It’s mostly at the beginning, certain goals are set and generally those come from
the initiator [...]. And in this case that was for example indeed ‘premiumise the
brand’. (R16).

24. Food for thought

a. Two Dutch ad writers specifically stated that a foreign language would challenge
the consumer to think about it on a deeper level.

b. 'it's a matter of taste’. Dan is het natuurlijk meer smaakvol. Het is een beetje
sophisticated, je daagt mensen uit om erover na te denken 'wat bedoelen ze hier
precies mee'

‘it’s a matter of taste’. Then it’s naturally more tasteful. It’s a little sophisticated,

you challenge people to think ‘what do they mean exactly with this’. (R16).

New
1. Preservation product name

a. A name of a brand or product that is kept to be consistent more than anything
else.

b. We hebben Gabbag overgenomen in 2014 als merk en daarin warden al wat
Engelstalige dingen gebruikt. En heel veel dingen hebben wij daarin
overgenomen.

We took over Gabbag in 2014 as a brand and they had already used some English
things. And a lot of things we copied that. (R9).
2. Bring people together
a. Bringing people together involves bringing different people with one passion

together.
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b. Gasten die er komen, hebben allemaal een passie, in ieder geval voor bbq’s of
voor denim [...] er gewoon ook veel lui met motoren komen en die praten
allemaal met elkaar en dat verbindt. En die brotherhood, dat uh, is het verhaal.
Guys that come in, they all have a passion, at least for BBQ’s or denim [...] a lot
of people come with motorcycles and they all talk to each other and it brings
them together. And that brotherhood, that uh, is the story. (R4).

3. Likelihood of finding it

a. R4 indicated a reason for the use of English was that their target audience would
search for the well-known English term while R9 stated that if you look for
something, you do so in your own language, contradicting the use of a foreign
language.

b. Als je zo’n, dat heet een denimhead, als je heel erg van spijkerbroeken en

spijkerjassen houdt zoals ik. [...] Wij noemen het altijd denim of jeans, nooit
spijkerbroeken. En uhm, dus dan zit je al in die Engelse termen.
If you’re a, it’s called a denimhead, if you’re really into ‘spijkerbroeken’ (jeans)
and ‘spijkerjassen’ (denim jackets) like me. [...] We always say denim or jeans,
never ‘spijkerbroeken’. And uhm, so you’re already using English terminology.
(R4).

c. De vindbaarheid in Google. Maar we maken ook folders waarin de Nederlandse
term gewoon wordt gebruikt. Onze klanten gebruiken dat ook weer in hun winkel
waar het Engels meestal weer wat minder is.

The likelihood of finding it on Google. But we also make flyers in which Dutch
terminology is used. Our customers use that in their store as well, where English

is less common. (R9).
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Appendix 7: complete list of motives for using visual COO stimuli or

illustrations in general with added explanation and citation

(1. etc. = label of the motive, a. = explanation, b. = citation, c. = extra citation, only used if

necessary)

Literature

1. Storytelling

a.

The most frequently given motive for the use of visual (COO) stimuli was
“Storytelling”. Visuals are often used to sketch a certain image that is clear and
gets across a certain feeling.

[...] als je het dan hebt over, neem een Italiaanse pizza, ja het komt uit Italié en
het is heel authentiek en een weiland en achtergrond dat soort dingen doe je
meer in communicatie uitingen dan heb je wat meer tijd om het gevoel over te
brengen.

[...] if you talk about, take an Italian pizza, it is from Italy and it is very
authentic and a meadow and background that kind of thing you communicate

more in communication where you have more time to convey a feeling. (R1).

2. Authenticity

a.  Dutch ad writers claimed that products would be considered more authentic
when a fitting story was told.

b.  De setting is puur authenticiteit. En waar zij vandaan komen waren echt
rijstvelden, dus echt heel traditioneel en een beetje braaf, en zo. Terwijl
eigenlijk, dat echte eten... dat gebeurt natuurlijk op straat.

c.  The setting is pure authenticity. And where they came from was ricefields, so
really traditional and a little honourable, and stuff. While actually, the real
eating... that naturally happens on the street. (R14)

3. Associations
a.  Like in the case of foreign language display, this concerns associations evoked

by a certain illustration appealing to a COO.
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b.

4. Allure
a.
b.

[...] kijk Almhof komt uit de Alpen [...] dan leggen we die lijn die associatie.
[...] Want uit de Alpen komen de goede dingen. De Alpen associéren wij met
schoon, schone lucht, uitgestrekte prachtige alpenweide.

[...] look Almhof originates from the Alps [...] we make that link, that
association. [...] Because good things originate from the alps. We associate the

alps with fresh, fresh air, beautiful stretched out alpine pasture. (R13).

This refers to the aesthetics of an image (i.e., it looks good).
Ik ben zelf visueel ingesteld [ ...] voor dat het aantrekkelijk is om te zien.

I’m personally very visual [...] for it’s pleasant on the eyes. (R18).

5. Fit with brand

a.

According to Dutch ad writers, a fit between brand and the image used is of
importance. An example is the display of famous Dutch equestrians on the
packaging of horse feed:

Wij gebruiken wel bijvoorbeeld Jeroen Dubbeldam in onze uitingen omdat hij
wereldwijd de beste is en al jaren lang onze producten gebruikt.

We use for example Jeroen Dubbeldam in our advertisements because he’s the

best worldwide and he has used our products for years. (R5).

6. Credibility

a.

Certain interviewees stated that the use of a visual COO in advertisements
would make their brand and/or product come across as more credible.
En toch, je wilt het niet faken. Je wil niet hier ergens in een kas gaan staan. Je
voelt het toch altijd. Als kijker denk je: ‘a, dat is niet helemaal echt’.
And still, you don’t want to fake it. You don’t want to stand in a greenhouse
someplace. You always feel it somehow. As watcher you think: ‘yeah it’s not

completely real’. (R3).

7. Sign of quality

a.

Appealing to a foreign country through an illustration would indicate that a
product is of certain quality.
De advertentie en het product moeten wel kwaliteit uitstralen, dat vind ik

essentieel. Wij zijn nou eenmaal niet de goedkoopste, maar dat willen we ook
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niet zijn. We investeren in kwaliteit, dat is essentieel. Dus ja, de gepercipieerde
productkwaliteit dat vind ik wel essentieel dat dat naar voren komt.

The ad and product have to diffuse quality, I think that’s essential. We’re not
the cheapest, nut we don’t want to be. We invest in quality and that’s essential.

So yes, perceived product quality is essential to bring forward. (R15).

8. Fit with target group

a.

For this reason, ad writers stated that the appeal to a foreign country by using
illustrations, the illustration has to fit the target group.

Daar proberen we heel duidelijk een link te leggen naar Turkije, naar de
herkomst van ook een groot deel van de doelgroep. Ehm. Niet omdat het
product er heel specifiek er mee te maken heeft maar omdathet wel gewoon.
We produceren traditionele snacks, Nederlandse snacks voor onze gasten om
het zo maar even vrijuit te noemen. En die gasten zijn overwegend Turkse en
Marokkaanse. Dus proberen we een link te leggen naar de land van herkomst
maar ook met de religie.

We try to clearly link to Turkey, to the origin of a big part of out target group.
Ehm. Not because the product specifically relates to it but because it just. We
produce traditional snacks, Dutch snacks for our guests to call it that. And
those guests are mostly Turkish and Marrocan. So we try to link to the country

of origin but also the religion. (R8).

9. Distinguish

a.

Certain Dutch ad writers stated the distinctive character of using a visual COO
of importance in their reasons for using it in ads.

We hebben veel ge-pre-test ook, dus we wisten van tevoren als we het op deze
Manier doen, die IJslandse heritage op een bepaalde manier aanzetten |[...].
Wat we veel uit de pre-test terugkregen is dat men het echt onderscheidend
vond. Maar wel op een goeie manier.

We have pre-tested a lot, so we knew that if we did it this way, blow op the
Icelandic heritage in a certain way [...]. What came back from the pre-test is

that people thought it was distinctive. But in a good way. (R11).

10.  Attention capture

57



According to the interviewees, an important reason for using visual COO
stimuli or illustrations in general is their capacity of attracting attention.

kijk een afbeelding is sowieso heel belangrijk om aandacht te trekken,

want je wilt wel dat jou pizza uit het schap springt.

Look, an image is always important to capture attention, because you want
your pizza to stand out. (R1).

11. Product congruence

a.

This refers to the importance that ad writers give to a correct fit between
product and the appeal to a foreign country by adding visual elements.

Kijk, je kijkt puur naar merk, product, markt. En je kiest in die zin wat, wat het
meest relevant en onderscheidend is.

Look, you purely look at brand, product and market. And you choose in the

way that, that’s the most relevant and distinctive. (R11).

12.  Product categorization

a.

This refers to different categories of products that would be a determinant for
using illustrations. In the example below, a distinction is made between luxury
goods and ‘normal’ everyday products that everyone needs.

Zelfs in het gebruik van afbeeldingen. Die zou ik bijvoorbeeld veel eerder
inzetten bij ‘serieuzere’ of luxegoederen als koelkasten enzo: iedereen heeft dat
toch nodig, terwijl mensen niet per se mijn kleding nodig hebben haha.

Even in the use of illustrations. | would use them faster for example for more
‘serious’ or luxury goods than refrigerators and stuff: everyone needs them

anyway, while they don’t necessarily need my clothes haha. (R6)

13. Identification

a.

According to a few ad writers, visually appealing to a foreign country would
possible for the consumer to identify themselves with a product or brand
because it would appeal to them. In a way this is similar with fit with target
group but this goes on a deeper level.

Dat voelt te voor de hand liggend, maar voor de echte Berlijnkenners kunnen
wellicht herkennen dat het in een bekende club in Berlijn is geschoten.

That feels too obvious, but for the real Berlinner can maybe recognize that it’s

filmed in a well-known club in Berlin.
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14.  Recognition

a.

Recognition in this case is seen as recognition in the brand and not in the terms
that are used. The latter is labelled under ‘Acceptance’. Some ad writers said
that the use of a visual COO in ads would make them, their brand or their logo
more recognizable.

die moskee dat is een stukje herkenbaarheid en ook inderdaad die weerslag op
die religie.

That mosque that’s a piece of recognition and indeed that reflection of religion
(R8).

15. Remembrance

a.

New

Opinions differed between ad writers on how the likelihood of remembering an
ad would be influenced by the use of a visual COO and whether it is

important to take into account while designing an ad.

SP1 (interviewer): wat denkt u dat beter onthouden wordt? Een afbeelding of
een tekst? SP2 (interviewee): Over het algemeen ook een afbeelding tenzij het
om hele specifieke producten gaat waar echt heel speciale keybenefits aan
zitten die zich onderscheiden in wat niet helemaal in plaatjes is uit te drukken.
SP1 (interviewer): what do you think would be better remembered? An
illustration or text? SP2 (interviewee): In general illustrations as well unless
it’s about very specific products with very special key benefits that distinguish
and is not translatable into illustrations. (R5).

1. Newness

a.

Newness concerns the display of new things or in this case culture that interests
people and makes them want to discover more. An easy way to do this is by
buying the product that is advertised.

Het is toch leuk om een nieuw land te kennen. [...] Het is gemakkelijk als je dat
gewoon even in een pak kan halen.

It’s fun to discover a new country. [...] It’s easy if you can get that in a carton.
(R3).
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