
Bachelor’s Thesis Koen Dekker s1025244 

 

To what extent does the presence of a foreign language 

influence the persuasiveness of the advertisement between the 

affective and informative product type? 

 

 
 

Koen Dekker 

S1025244 

Bachelor’s Thesis 

International Business Communication 

Coordinator: Emily Felker 

Radboud University Nijmegen 

 



Abstract 

Communication in advertising has changed rapidly due to the globalisation of the world. Many 

marketing campaigns have become standardized, using English advertisements in multiple 

(non-English-speaking) countries. Furthermore, advertising can appeal to the audience in 

different ways, which can be mapped to the thinking-feeling dimension from the FCB-grid 

(Vaughn, 1986). For this research, the effect of language on the informative product type 

(thinking) and the affective product type (feeling) was investigated in terms of emotionality, 

attitude towards the advertisement, and purchase intention. Dutch participants were asked to 

evaluate two advertisements, that were either in English or Dutch, in terms of emotionality, 

attitude towards the advertisement, and purchase intention. The results of statistical analysis 

showed that a difference in language led to no significant changes with regard to perceived 

emotionality and purchase intention but did show that the native language was preferred over 

English. Furthermore, affective products were deemed more emotional than informative 

products and the affective product type advertisements were liked better than the informative 

product type advertisements. Language and product type did not result in a change in purchase 

intention. 
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Introduction 

IN AN INCREASINGLY globalised civilisation, communication between countries and 

peoples increases at a rapid pace. To communicate with each other effectively, English has 

become the de facto lingua franca for practically the whole world. So too with marketing. In a 

large-scale study of 2400 print advertisements more than two thirds contained English in some 

form, with 6% of advertisements being fully in English (Gerritsen et al., 2007) However, is 

marketing in English as effective as marketing in the native language? Moreover, appealing to 

the public occurs differently depending on what type of product is advertised, so would the 

language play a role in this as well? This research will investigate the differences between two 

product types and the effect of language on the perception of the advertisement by a Dutch 

audience. The effects of product type and language will be researched for differences in 

emotionality, attitude towards the advertisement, and purchase intention. 

 

Marketing and language 

As the world becomes more globalised, marketing efforts are turning more global as well, 

creating new opportunities such as the growth of global consumer segments (Dawar & Parker, 

1994; Hassan & Katsanis, 1994). With these increasingly large consumer segments marketeers 

need to account for differences in languages. Due to this, marketing effort can be classified in 

three groups: standardisation, adaptation, and foreign language display (Alden et al., 1999). 

Standardisation is the case that will be discussed in this article, as this strategy consists of 

standardising the marketing effort to a single language that can be used in several countries. In 

the Netherlands, such practices are common; over 40% of TV advertisements contain words in 

English and 6% of the advertisements are fully in English (Gerritsen et al., 2000).  

Using a foreign language in advertising can have positive effects on the attitude towards 

the advertisement; Both English and French slogans are preferred over Dutch ones (when they 

are considered easily understandable (Hornikx & Starren, 2006; Hornikx et al., 2010). In some 

cases, a lack of understanding is no hindrance to a better attitude towards the advertisement: 

Nederstigt and Hilberink-Schulpen (2010) showed that Dutch participants preferred Spanish 

slogans over German ones, even though the level of understanding was higher for the German 

advertisement. However, using more difficult pieces of text may also lead to a lack of 

understanding (Hornikx & Starren, 2006; Hornikx et al., 2010) and thus to a rejection of the 

persuasive message (Pieters & van Raaij, 1992).  Still, most of the evidence points towards a 



more positive attitude to the advertisement when it is advertised in a foreign language instead 

of the native language. 

Another factor that can influence the perception of the advertisement when considering 

languages is emotionality. The native language, through more exposure and experience, has a 

more profound connection to emotions than a second language, since words of that language 

need further processing and are not automatically associated with the emotional context (Opitz 

& Degner, 2012). This effect that shall henceforth be called a foreign language effect can 

influence decision making biases and can have reduced emotional effects on the individual 

(Keysar et al., 2012). Even when understanding the language, the emotional intensity of the 

message may be undermined, depending on the frequency with which words have been 

experienced in the foreign language (Puntoni et al., 2009). Not only subjective ratings show 

this, but also electrodermal research has concluded this relation of foreign language to a reduced 

emotional response (Harris et al., 2003). The recall of emotional words in L1 is significantly 

better than that in L2, implying that second language words lack in emotional intensity 

compared to the native language words and are therefore more easily forgotten (Ayçiçegˇi & 

Harris, 2004). 

In some cases, it is not necessary to understand what is being conveyed, as language in 

intercultural advertising has become fetishized, imbued with value, existing as a thing on its 

own (Kelly-Holmes, 2000). English, for instance, is associated with internationalism, 

reliability, confidence, and high quality (Raedts et al., 2015). What shows the effect of 

fetishized language most clearly is when it exists in the form of the country-of-origin effect, 

commonly abbreviated as the COO effect. This effect states that products that are congruent 

with a certain country are better liked in advertisements in that language (Hornikx et al., 2013). 

In that case, though, the semantic meaning of the message which is relevant to this research is 

second place to the fetishized language, thus rendered less applicable in this study which 

researches the effect of the difference in perceived emotionality between languages. 

 

 

Product types 

One of the factors that influences the persuasiveness of the appeal of the advertisement is the 

type of product that is being presented. Product type is an important consideration as consumers 

use different modes of processing information about different product types (Ratchford, 1987). 

A widely accepted classification of products is the FCB-grid - named after the inventors Foot, 

Cone, and Belding - that divides products on basis of the intensity of involvement, meaning the 



personal relevance of the product (high-low), and the motive for buying it from a utilitarian 

perspective (thinking) or from a standpoint of ego gratification (feeling) (Mortimer, 2002; 

Vaughn, 1980; Vaughn, 1986). Cars, furnishings, and electronic products would be placed in 

the category of thinking in this regard, seeing as that they are a costly expense, thus falling in 

the high-involvement category. Besides, they are regarded to be high-involvement products 

since these are seen as a utilitarian product rather than a product to express oneself with, placing 

them in the thinking category. Cosmetics and fashion apparel, while also costly in nature, are 

products that are more likely to be bought for the purpose of ego gratification. This in turn 

means that such products belong to the feeling category in the FCB-grid. A schematic 

representation of the grid can be seen in Table 1 with the four product categories corresponding 

with the axes of high-low involvement and thinking-feeling, with names corresponding to both 

axioms.  

 

Table 1: the FCB-grid (Vaughn, 1986) 

 Thinking  Feeling 

High involvement Informative Affective 

  

Low involvement Habitual  Satisfaction 

 

 

 

There are multiple ways in which advertisements are processed by consumers. The Elaboration 

Likelihood Model shows two ways of processing information; central processing and peripheral 

processing (Petty & Briñol, 2011). The central processing route is characterised by the subject 

actively engaging with the information they are handed, whereas the peripheral processing acts 

on the positive or negative cues they are presented with, thus relating more with the context of 

the message rather than the message itself. The COO effect may be related to this latter 

approach, since the subject does not change their perception due to the argument of the 

advertisement, but the cues of the country of origin that it presents. For this reason, the central 

processing route is more relevant for the purposes of this study. Moreover, central processing 

is used more often and more effectively in advertisements with high-involvement products, as 

the need for in-depth arguments is more relevant than only the context cues of the advertisement 

(Petty et al., 1983).  

 



The largest distinction between advertisements of products within the thinking 

dimension and the feeling dimension of the FCB-grid is the type of appeal they use to persuade 

the consumer (Teng et al., 2010). The appeal traditionally used by affective products are 

emotional in nature, whereas the informative products focus on a cognitive appeal to the 

consumer (Dubé et al., 1996). Thus, making use of predefined structures of advertising in our 

research, one would expect that the affective product type in this study will be perceived to be 

more emotional than the informative product type. 

As previously stated, language need not be comprehended to be convincing. This may 

also depend on which product is advertised: research with respect to the FCB grid has shown 

that consumers can be favourable towards the product using difficult technical terms, provided 

that the product falls into the thinking category (Ten, Huang, & Hsieh, 2010).  

 

 

Hypotheses 

By reasoning logically, one could surmise that since foreign language display can lead to a 

reduced emotional intensity, products that fall into the feeling category will be regarded less 

emotionally salient in an ad with a foreign language compared to an ad in the native language. 

Considering that products that are regarded as fitting into the thinking category will be 

perceived in a more rational way in both languages, the foreign language effect may occur in a 

more subdued manner or may not exist in this category at all. As a result of the foreign language 

effect and its influence on the emotional intensity of the advertisement, an effect on the 

perceived attitude of the message and the purchase intention towards the product may be 

present. In the case of an easily understandable slogan, English is the preferred language 

(Hornikx et al., 2010). Thus, in the case of this research, the hypothesis is that the English 

advertisements would be met with a higher value of attitude towards the advertisement than 

Dutch advertisements in the case of the informative product type.    

 Assuming that difficult technical terms can be likened to foreign language words in the 

sense that both are harder to understand than usual language use, one can transpose the findings 

of Ten, Huan, & Hsieh (2010) to the hypotheses of this study, thus showing a more favourable 

outcome for English advertisement with regard to the thinking product type.  

Moreover, as thinking products will depend more on utilitarian characteristics, the 

foreign language advertisement may have no influence on the perceived attitude towards the 

advertisement. Thus, the overarching research question of whether the presence of a foreign 



language influences the persuasiveness of emotional appeals in advertising in the thinking-

feeling dimension of products can be divided into five hypotheses: 

 

H1: The affective product type advertised in English is significantly lower in emotional 

intensity compared to the same product advertised in the Dutch. 

H2: The informative product type advertised in English is significantly lower in emotional 

intensity compared to the same product advertised in Dutch. 

H3: The difference between emotionality of the affective product type advertisement in English 

and Dutch is significantly larger than the difference between the informative product type 

advertisement in English and Dutch. 

H4: The affective product type advertised in English is significantly higher in attitude towards 

the advertisement compared to the same product type advertised in Dutch. 

H5: The informative product type in English is significantly higher in attitude towards the 

advertisement in comparison to the same product type in Dutch. 

H6: The affective product type advertised in L2 is significantly lower in purchase intention 

compared to the same advertisement in L1. 

 

 

 

Method 

Materials 

For this study, eight posters were made. These varied in language and products. The languages 

that were chosen for this research were Dutch and English. The four posters in English can be 

seen underneath (Figure 1-4) and the Dutch versions can be found in the appendix (Figure 5-

8). All posters consisted of a picture of the product that was advertised with a significant portion 

of text that was clearly visible. The products that are used were from the high-involvement 

category of the FCB grid, as well as differing in the thinking and feeling dimension. Taking 

into account that the dimension of thinking and feeling is related heavily with emotionality, the 

involvement dimension is less relevant to this research and will therefore be disregarded. 

Besides, as to not confound the data, only products from the high-involvement categories will 

be used, as these are more personal and may produce the most significant results emotion-wise. 

Thus, only informative and affective advertisements will be used, and habitual and satisfaction-

oriented marketing efforts will be neglected for this study. 



The high-involvement product types relevant for this study are called the informative 

product type (thinking) and the affective product type (feeling). In this fashion, posters of a 

mobile phone and of a TV were created for the informative product type and sunglasses and 

watches for the affective product type, according to the classification of Ratchford (1987). 

These specific products were chosen on the basis of equality of gender and of social class. 

Products that are societally conjoined to a certain gender, such as jewellery, may confound the 

data of male participants, whose purchase intention for these products is not dependent on the 

variable of language but rather their own bias towards the product. Moreover, products that are 

not reasonably purchasable by the average Dutch person such as sports cars are excluded so 

that the data may show actual purchase intention. The decision to diversify the research over 

different products is to account for possible personal biases towards certain products.  

 In the case of this research, it is the intention to investigate the difference in emotional 

intensity in both languages. Some products, however, are congruent to the language and the 

country of origin, which can result in a significant variance in attitude not concerning the 

semantic information, but rather the social and cultural background (Hornikx et al., 2007; 

Hornikx et al., 2013). To prevent this confounding factor, products unbound to a certain culture 

or country will be used. The piece of discourse used in an advertisement should convey the 

same message in both languages, which was controlled by inversely translating the sentence to 

compare if the meanings signify the same persuasive message. To account for the ecological 

validity, the advertisements were created in the most realistic way possible, though with 

imaginary brands. This is necessary because when using already existing brands the attitude of 

the participant may be influenced by preconceived notions of the company, which benefits from 

nurturing consumer-product relations for high-involvement product types to achieve customer 

satisfaction, resulting in more profit (Martin, 1998). Furthermore, considering ecological 

validity using a product unrelated to a certain culture is more realistic as well; the odds for using 

English decrease by 80% for culture-bound products compared to culture-free products (Raedts 

et al., 2015)  

Lastly, the layout of each advertisement was primarily concerned with the text, rather 

than the cues surrounding it, as in accordance with the central processing approach. This is done 

to reduce the effects the aesthetic aspects the advertisement may have on the viewer and to 

focus on the language aspect of the ad. The text will be moderately easy to understand, as the 

focus is more on the emotional aspect rather than the difficulty level of the text. This may lead 

to a positive effect on the attitude towards the advertisement in English compared to Dutch 

according to Hornikx et al. (2010), which will have to be accounted for.  



Aside from the difficulty, the emotionality of each advertisement should be congruent 

with the way of advertising in real life. Naturally, this leads to the affective product being 

advertised more emotionally and the informative product type more rationally. For the affective 

products, words were chosen that are rated highly on the valence and arousal scale according 

to the research of Warriner et al. (2013). For the products of the informative product type the 

aim is for a utilitarian advertisement, meaning that the advantages of the product are highlighted 

rather than the emotional context. 

 

Figure 1: English Watch advertisement  Figure 2: English sunglasses advertisement  

 

Figure 3: English phone advertisement     Figure 4. English television advertisement 



Subjects 

As to the matter of participants, the survey was filled in by a non-random convenience sample 

of 105 participants, making use of network spread to achieve a substantial number of replies. 

Participation was voluntary and no incentives were given to complete it. Therefore, the survey 

was as concise as possible to retain the majority of the participants, since when the quantity of 

questions increases, the less likely a participant will be to start and to finish the task. All relevant 

participants should be native Dutch speakers and should have a relatively good understanding 

of English, so that it can be presumed that the significance of the English sentences is clear, and 

the only thing that might divert the emotionality response is a difference in the emotional 

intensity of the foreign language. Furthermore, the participants will be ranged in age from 18 

to 49 years old, as to align certain interests in the products as well as avoiding noise in the 

sample size that may occur when older individuals are questioned (Gerritsen et al., 2000). For 

that matter, of the 105 responses several were discarded based on age and native language until 

92 (87.6%) were left to conduct statistical analysis with. The ages of the subjects varied from 

19 to 52 and the mean age was 23.4 years (SD = 5.25). In total, there were 54 male participants 

(58.7%) and 38 female participants (38%). The average self-assessed proficiency level in 

English was 8.16 (SD = 1.03). The median and mode of the proficiency level were both 8 as 

well. The range was from 5 to 10. 

Since a non-random sample was used, it is necessary to assure the existence of 

homogeneous groups. Regarding gender, a Chi-square test showed no significant result between 

languages (χ2(1) < 1, p = .619), nor did it show a significant result between product types (χ2(1) 

< .1, p = 1.00).  

 

 

 

 

 

 

 

 

 

 



Table 2: A Chi-square analysis between language (Dutch, English) and product type (Affective, 

Informative) split by gender (male, female). 

  

Male Female Total 

Language English 27 (61.4%) 17 (39.6%) 44 (100.0%) 

 

Dutch 27 (56.3%) 21 (43.8%) 48 (100.0%) 

Product type Affective 27 (58.7%) 19 (41.3%) 46 (100.0%) 

 Informative 27 (58.7%) 19 (41.3%) 46 (100.0%) 

 

 

A Chi-square test showed no significant result between language and product type either (χ2(1) 

< 1, p = .676), meaning that the groups were equally divided.  

 

 

Table 3: A Chi-square analysis between language (Dutch, English) and product type (Affective, 

Informative). 

  

Affective  Informative Total 

Language English 23 (52.3%) 21 (47.7%) 44 (100.0%) 

 

Dutch 23 (47.9%) 25 (52.1%) 48 (100.0%) 

 

To measure whether the groups are homogeneous regarding age, a one-way ANOVA was used, 

resulting in an insignificant result within product type (F(1,90) < 1, p = .454) and an 

insignificant result within language (F(1,90) < 1, p = .412). Hence, one can assume all four 

groups to be homogeneous regarding age and gender.  

 

 

 

 



Design 

The study consists of an experimental 2 x 2 design. The independent variables are the language 

of the advertisement (Dutch-English) and the type of product (Thinking – Feeling). The design 

is between participants, although the product type is tested by comparing the scores of the two 

different products by one person. When the Cronbach’s Alpha is sufficiently high, indicating 

the similarity of the products and thus validating the product type, further post-tests, analysis 

of the dependent variables emotionality, attitude towards the advertisement, and purchase 

intention will be assessed.   

 

Table 4: The design of the study, with language (English, Dutch) and product type (affective, 

informative) as independent variables. 

Language / Product type Affective  Informative 

English Group 1 Group 2 

Dutch Group 3 Group 4 

 

 

Instruments 

To operationalise these dependent variables, survey questions with several items are made. For 

emotionality, items such as ‘I think this advertisement is emotional’ were chosen, filled in with 

a point on a 7-point Likert scale ranging from ‘emotional’ to ‘unemotional’. This design is 

copied from the research of Puntoni and Osselaer (2009). To measure the attitude towards the 

advertisement, one item ‘I rate this advertisement positively´ was used, inspired by Kim et al. 

(2009) and Lee (2000). This too makes use of the Likert scale with seven points. Lastly, to 

measure purchase intention two items were used named ‘I would buy this product’ (would not 

buy – would buy) and ‘I would recommend this product to my friends’ (would not recommend 

– would recommend), measured by a Likert scale with seven points. The purchase intention 

operationalisation is based on the studies of Hooft & Truong (2012) and van Rompay et al. 

(2014). For the validation of the purchase intention variable, an reliability score on the 

Cronbach’s Alpha Reliability test of α <.70 was deemed sufficient. Because the Cronbach’s 

Alpha between these two items showed a high reliability (α = .86), they were combined to create 

the purchase intention variable. 



To measure the reliability between the two advertisements of each product type, a 

Cronbach’s Alpha reliability test was conducted for the three dependent variables emotionality, 

attitude towards the advertisement, and purchase intention. The results, as can be seen in the 

tables … underneath, showed largely that this was not the case unfortunately. Whereas an α < 

.70 would be deemed significant, only one of the four variables was able to meet this goal for 

the emotionality variable, whereas none succeeded for the attitude towards the advertisement 

and the purchase intention. The affective product type showed the most deviation between the 

advertisement of the sunglasses and that of the watch. Nevertheless, it is still interesting to 

conduct further research, and therefore the products of each product type will be merged 

anyhow, regardless of their .  

 

Table 5: the Cronbach Alpha Reliability Analysis based on the emotionality of the 

advertisement for each two advertisements split between languages (English, Dutch) 

Language Product type α 
 

English  Informative .65 
 

 
Affective .43 

 

Dutch  Informative .75 
 

 Affective .32  

 

Table 6: the Cronbach Alpha Reliability Analysis based on the attitude towards the 

advertisement for each two advertisements split between languages (English, Dutch) 

Language Product type α 
 

English  Informative .35 
 

 
Affective .36 

 

Dutch  Informative .07 
 

 Affective -.43  

 

 

 

 

 

 



Table 7: the Cronbach Alpha Reliability Analysis based on the purchase intention for each two 

advertisements split between languages (English, Dutch) 

Language Product type α 
 

English  Informative .08 
 

 
Affective .50 

 

Dutch  Informative .25 
 

 Affective -.02  

 

 

Procedure 

The participant received a link with which they were able to open the questionnaire digitally. 

They were assigned randomly to one of the four questionnaires, differing for language and for 

the product type. All questionnaires started with an introduction explaining what the subject 

will see, a privacy statement, and an indication of time necessary for completion. Then, personal 

information was requested to be filled in such as age, native language, and self-assessed mastery 

of English for the ones that were assigned an English questionnaire. Next, the participants were 

shown an advertisement within their category, for example a Dutch affective product type 

advertisement. Questions to ascertain the perceived emotionality of the advertisement, the 

attitude towards the advertisement, and the purchase intention were asked, as can be seen in the 

appendix. After a page break the next advertisement of the same product type and language was 

shown.  

 

Statistical analyses 

After collecting the data, it will be analysed in post-test fashion. A two-way ANOVA will be 

conducted to look for interaction effects between the language and the product type for the 

emotionality, attitude towards the advertisement, and purchase intention. If any effects are 

found in the two-way ANOVA, further independent samples t-tests will be conducted for the 

results that were significant. For all statistical tests the threshold for significance is deemed at f 

α < .05.  

 

 

 

 



Results 

To research the first three hypotheses (H1, H2, H3), a two-way ANOVA for the emotionality 

between product type and language was conducted. This showed a significant result between 

emotionality and product type (F(1,88) = 12.16, p = .001). There was however no significant 

result between emotionality and language (F(1,88) = 3.35, p = .071), nor was there an 

interaction effect between product type and language (F(1,88) = 1.91, p = .171. Further analysis 

through an independent samples t-test between emotionality and product type (t(90) = 3.45, p 

= .001) showed that the affective product type (M = 3.43, SD = 1.34.) was deemed more 

emotional than the informative product type (M = 2.53, SD = 1.17).  

 

Table 8: the effect of emotionality split between product types, with amount analysed (n), mean 

(M), and standard deviation (SD). 

Product type n M SD 

Informative 46 2.53 1.17 

Affective 46 3.43 1.36 

Total 92 2.98 1.33 

 

Although the interaction between emotionality and language was not significant (t(90) 

= 1.87, p = .065), it was relatively close, and therefore perhaps interesting to examine further 

nonetheless. If it had been significant, it would have shown that English (M = 3.25, SD = 1.39) 

was deemed more emotional than Dutch (M = 2.74, SD = 1.23), which is contrary to our 

hypothesis. 

For the research of the manipulations on attitude towards the advertisement (H4, H5), a 

two-way ANOVA of attitude towards the advertisement between product type and language 

was created. This analysis displayed a significant result both for the effect between attitude 

towards the advertisement and language (F(1,88) = 5.54, p = .021) as well as the effect between 

attitude towards the advertisement and product type (F(1,88) = 4.74, p = 0.32. The interaction 

effect between language and product type, on the other hand, was not significant (F(1,88) < 1,  

p = .372). Next, an independent samples t-test was conducted between attitude towards the 

advertisement and language (t(90) = 2.22, p = .029). This verified that the Dutch advertisements 

(M = 4.64, SD = .91) were liked better than the English advertisements (M = 4.18, SD = 1.05).  

 



Table 9: the effect of attitude towards the advertisement split between languages, with amount 

analysed (n), mean (M), and standard deviation (SD). 

Language n M SD 

Dutch 48 4.64 .91 

English 44 4.18 1.05 

Total 92 4.42 1.00 

 

Next, an independent samples t-test was conducted between attitude towards the advertisement 

and product types (t(90) = 2.07, p = .042). This verified that the affective product type 

advertisements (M = 4.63, SD = 1.04) were valuated more highly compared to the informative 

product type advertisements (M = 4.21, SD = .93).  

 

Table 10: the effect of attitude towards the advertisement split between product types, with 

amount analysed (n), mean (M), and standard deviation (SD). 

Product type n M SD 

Informative 46 4.21 .93 

Affective 46 4.63 1.04 

Total 92 4.42 1.00 

 

 

Lastly, to research the extent of the difference between purchase intention (H6), A two-way 

ANOVA was conducted for purchase intention between language and product type. This 

resulted in no significant effect between purchase intention and language (F(1,88) < 1,  p = 

.458), nor a significant effect between purchase intention and product type (F(1,88) = 1.78,  p 

= .185). There was no interaction effect between product type and language (F(1,88) < 1,  p = 

.815). 

 

 

 

 

 

 



Discussion 

The central research question to this study was whether the presence of a foreign language 

influences the persuasiveness of the advertisement between the affective and informative 

product type. The conclusions show that contrary to the hypotheses, this was largely not the 

case. It was expected that due to the foreign language effect, which has shown in previous 

research that relatively emotional words are more salient in the native language, the Dutch 

advertisements would be deemed more emotional than the English advertisements. 

Furthermore, it was hypothesized that the affective product type, which is linked to a more 

emotional way of advertising, would be perceived to have a larger effect of emotionality than 

the informative product type. The affective product type advertisements were indeed deemed 

more emotional than the informative product types, but there was no significant effect of 

language on the affective (H1) product type, nor on the informative product type (H2), nor on 

the interaction effect (H3), indicating that the language in which the advertisement was 

displayed had no effect on how emotional it was perceived. Nevertheless, if the results had 

been significant, it would have shown the opposite direction of the hypothesis, indicating 

English advertisements to be more emotional than Dutch ones. One explanation of this may 

be the abnormally high English skill level in the participant groups. 

 It was expected on the basis of previous research that the English texts, although perhaps 

less easily understood, would be preferred nonetheless over Dutch texts (Hornikx & Starren, 

2006; Hornikx et al., 2010). However, the study conducted in this paper showed the opposite 

result, with Dutch advertisements being met with a higher value of attitude than English 

advertisements (H4). Overall, the participants had a more positive attitude towards the affective 

product type advertisements than the informative product type advertisements. Results within 

product type and language were not statistically significant, so there were no differences of 

attitude towards the advertisement within groups. There were no interaction effects between 

language and product type, which leads to conclude that the informative product type in English 

was not meaningfully different than that in Dutch. Thus, the hypothesis based on the research 

of Ten, Huang, & Hsieh (2010) was rejected (H5). 

 Lastly, Dutch advertisements were expected to perform better in terms of purchase 

intention compared to the English ones due to the expected difference in emotionality (H6). 

Since no significant difference of emotionality has been found, there should be no significant 

difference in purchase intention either. Indeed, no significant difference has been found of 



language on the affective product type, informative product type nor on the interaction effect.  

As a result, all the hypotheses are rejected.  

 

Limitations 

One confounding factor to this research is the fact that the advertisements were not sufficiently 

reliable. The advertisements that were in the same product type category were deemed 

unreliable more often than in terms of emotionality, attitude towards the advertisement, and 

purchase intention. More research can be done that includes various products of each product 

type to view whether the reliability of the product type may be established better than it has 

here. In any case, this uncertainty of the reliability between the two product advertisements of 

the product type takes the results into question as well, as perhaps the advertisements 

themselves were the issue that caused the participants to have such a wide view of the 

emotionality, attitude towards the advertisement and their purchase intention for the product.   

Furthermore, the group of participants that were chosen for this research were 

homogeneous regarding age and self-assumed English skills, to the point that it is impossible 

to generalise this research to the broader Dutch population. Perhaps it would be interesting to 

see whether a more diverse group of participants would lead to the same outcome as this study. 

Moreover, the self-indicated skill of English was extremely high, with the lowest value being a 

six on a ten-point scale. Perhaps the knowledge of the English language in such a large degree 

has had a diminishing effect of a possible foreign language effect taking place. Hence, further 

research with differing groups regarding level of English skill as well as differing in age is an 

interesting option. 

Another option to explore in further research is whether emotionality, attitude towards 

the advertisement, and purchase intention relate the same way to the low-involvement habitual 

and satisfaction-oriented marketing efforts as they did to the high-involvement affective and 

informative marketing efforts. Since the central-processing route has not resulted in any major 

results it is not very likely that peripheral processing would return larger differences, but it is 

not yet disproven. 

Lastly, this research extends only to the country it is held in: the Netherlands. It may be 

interesting for future researchers to compare the results of this study to other countries. 

Considering that the Netherlands is a country close to the United Kingdom, an English-speaking 

country, as well as the fact that most of the population knows how to speak the language would 

most probably influence their perception of the language. It may be interesting to see if in other 



countries the people perceive English advertisements compared to their native language in the 

same manner as the Dutch. 

 

Implications of research 

Whereas most research in advertising regarding language differences is about the country-of-

origin effect, this research extends the knowledge on the foreign language effect and its effect 

on the marketability in standardised marketing efforts. What the results of this research show 

is that there are only slight differences between the reception of advertisements in English or 

Dutch considering a native Dutch young demographic.  

Marketeers should keep in mind that affective products are considered more emotional 

than informative products, as the name would suggest. Furthermore, advertisements with 

affective products are regarded more positively than advertisements with informative products. 

Generally, the language of the advertisement does not matter to young Dutch people with a high 

proficiency in English in terms of emotionality or purchase intention. Attitude towards the 

advertisement, however, is higher in the native language than in the English language.  
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Appendix 

 

English Survey 

Dear participant,  

Thank you for you for taking part in this research. Your participation is voluntary and are able 

to stop at any point in time. For the fulfillment of this questionnaire you would need 5-7 

minutes. You will see two advertisement posters to which you will be asked 4 questions. 

How would your data be handled? 

This survey is created for the purpose of a bachelor thesis. Your answers and data will be used 

only in the context of this research. They will not be disclosed to third parties.  All research 

data will be saved in accordance to the ethical guidelines of Radboud University, Nijmegen.  

Do you need more information? 

In case you need more information or you have any complaints, you can refer those to our 

supervisor using the following email address e.felker@let.ru.nl.  

Agreement: 

If you agree to the terms and reasons of this survey, you can now proceed to the questions. 

 

- What is your age? 

- What is your gender? 

o Male 

o Female 

o Other 

o Prefer not to say 

https://doi.org/10.1111/j.1467-8551.2008.00621.x
https://doi.org/10.3758/s13428-012-0314


 

- What is your native language? 

o Dutch 

o Dutch plus another language 

o Other 

- At what age did you start learning English? 

o Before age 5 

o At age 5 or later 

o I’ve never learned English 

- On the scale from 1 to 10 (1= low; 10=high), I evaluate my English language skills as: 

o 1 2 3 4 5 6 7 8 9 10 

 

English blocks: 

You will now see two advertisements. For each poster you will be asked a couple of 

questions. Please take a few seconds to explore the posters before answering the questions. 

There is no right or wrong answer, we just want to see your opinion on the ads. 

 

[Advertisement 1] 

 

- I think this advertisement is: 

Unemotional  1 2 3 4 5 6 7 Emotional 

- I would rate this advertisement: 

Negatively  1 2 3 4 5 6 7 Positively 

- I would buy this product. 

Would not buy 1 2 3 4 5 6 7 Would buy 

- I would recommend this product to my friends 

Would not recommend1 2 3 4 5 6 7 Would recommend 

 

Please take a few moments to look at the second advertisement. 

 

[Advertisement 2] 

 

- I think this advertisement is: 

Unemotional  1 2 3 4 5 6 7 Emotional 

- I would rate this advertisement: 

Negatively  1 2 3 4 5 6 7 Positively 



- I would buy this product. 

Would not buy 1 2 3 4 5 6 7 Would buy 

- I would recommend this product to my friends 

Would not recommend1 2 3 4 5 6 7 Would recommend 

 

Dutch survey 

Beste deelnemer,  

Hartelijk dank voor het deelnemen aan dit onderzoek. Je deelname is vrijwillig en je kan op 

elk moment stoppen met je deelname. Voor het invullen van deze vragenlijst heb je ongeveer 

5-7 minuten nodig. Je gaat twee advertentie posters zien waarvoor je vier vragen zal invullen. 

Hoe wordt jouw data behandeld? 

Dit onderzoek is gemaakt voor een Bachelor thesis. Je antwoorden en data zullen alleen 

worden gebruikt in de context van dit onderzoek. Ze zullen niet worden gedeeld met derden. 

Alle onderzoeksdata wordt opgeslagen volgens de ethische richtlijnen van Radboud 

Universiteit Nijmegen.  

Heb je meer informatie nodig? 

Als je meer informatie nodig hebt of heb je klachten, verwijzen we je naar onze 

leidinggevende met het volgende e-mail adres: e.felker@let.ru.nl.  

Overeenstemming: 

Als je met deze voorwaarden van het onderzoek instemt, kun je nu doorgaan naar de vragen. 

 

- Wat is je leeftijd? 

- Wat is je geslacht? 

o Man 

o Vrouw 

o Anders: 

o Wil ik liever niet zeggen 

 

- Wat is je moedertaal? 

o Nederlands 

o Nederlands en een andere taal 

o Anders: 

 

Dutch blocks 

Je gaat nu twee advertenties zien. Voor elke advertentie vragen we je een paar vragen te 

beantwoorden. Neem alsjeblieft een momentje om de twee posters te bekijken voordat je de 



vragen beantwoordt. Er is geen fout of goed antwoord, we willen alleen graag je mening 

weten over de advertenties. 

[Advertisement 1] 

 

- Deze advertentie is: 

Niet emotioneel 1 2 3 4 5 6 7 Emotioneel 

- Deze advertentie vind ik: 

Negatief   1 2 3 4 5 6 7  Positief 

- Ik zou dit product kopen. 

Ik zou het niet kopen 1 2 3 4 5 6 7 Ik zou het kopen 

- Ik zou dit product aanbevelen aan vrienden. 

Ik zou het niet aanbevelen 1 2 3 4 5 6 7 Ik zou het 

aanbevelen 

 

Neem alsjeblieft een moment de tijd om de tweede advertentie te bekijken. 

 

[Advertisement 2] 

 

- Deze advertentie is: 

Niet emotioneel 1 2 3 4 5 6 7 Emotioneel 

- Deze advertentie vind ik: 

Negatief   1 2 3 4 5 6 7  Positief 

- Ik zou dit product kopen. 

Ik zou het niet kopen 1 2 3 4 5 6 7 Ik zou het kopen 

- Ik zou dit product aanbevelen aan vrienden. 

Ik zou het niet aanbevelen 1 2 3 4 5 6 7 Ik zou het 

aanbevelen 

 

Translations of the advertisements 

1. Cronica 

Voor hem 

Ontworpen door professionals over de hele wereld, Cronica geeft zowel comfort als stijl aan 

je pols Het essentiële persoonlijke uurwerk voor hem… 



Voor haar 

Gemaakt met als doel esthetische schoonheid te combineren met praktische robuustheid. Het 

essentiële persoonlijke uurwerk voor haar. 

 

2. Taylor 

Oogzorg met stijl 

Ontmoet Taylor, de zonnebril die niet alleen je dag verheldert maar ook je look. Met zijn 

simpele en unieke ontwerp is Taylor je zonneschijn in de vorm van een bril. 

 

3. Fonia 

Fonia's nieuwste doorbraak in communicatie verbetert niet alleen de prestaties, maar verhoogt 

ook de capaciteit met 128 GB. Met zijn 14 MP camera en Widelens-functie zit professionele 

fotografie nu in je zak. Het verbeterde ontwerp is volledig aangepast aan het comfort van de 

gebruiker.  

 

4. Axon 

Axon – de nieuwe generatie van televisie 

 

Axon’s nieuwe TV heeft een 43-inch scherm dat een rijk palet aan kleuren bevat. Het model 

A43 geeft 4K-beeld, heeft alle gebruikelijke HDR-standaarden en een Android TV-bediening 

systeem. Met zijn vijf HDMI-poorten is deze tv geschikt voor zowel gamen als films.  

 
  

 

 

 

 

 

 

 

 

 



Dutch advertisements 

 

Figure 5: Informative product type television advertisement in Dutch 



 

Figure 6: Affective product type sunglasses advertisement in Dutch 

 



 

Figure 7: Informative product type mobile phone advertisement in Dutch 

 



 

Figure 8: Affective product type watch in Dutch 

 



Ethical checklist 

Checklist EACH (version 1.6, november 2020) 

You fill in the questions by clicking on the square next to the chosen answer ☐  

After clicking, a cross will appear in this square ☒   

 

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

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

     

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

principle or in the carrying out or execution of the research. 

B. The research takes place within the walls of the health care institution and should, 

following the nature of the research, generally not be carried out outside the institution. 

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

treatment).  

☒ No → continue with questionnaire 

☐ Yes → Did a Dutch Medical Institutional Review Board (MIRB) decide that the Wet 

Medisch Onderzoek (Medical Research Involving Human Subjects Act) is not applicable?  

☐ Yes → continue with questionnaire  

☐ No →  This application should be reviewed by a Medical Institutional Review Board, for 

example, the Dutch CMO Regio Arnhem Nijmegen → end of checklist 

 

2. Do grant providers wish the protocol to be assessed by a recognised MIRB?  

☒ No → continue with questionnaire 

☐  Yes →  This application should be reviewed by a Medical Institutional Review Board, 

for example, the Dutch CMO Regio Arnhem Nijmegen → end of checklist 

 

3. Does the research include medical-scientific research that might carry risks for the participant?

 ☒  No → continue with questionnaire 

☐  Yes →  This application should be reviewed by a Medical Institutional Review Board, 

for example, the Dutch CMO Regio Arnhem Nijmegen → end of checklist 

 

 

Standard research method 

 

4. Does this research fall under one of the stated standard research methods of the Faculty of 

Arts or the Faculty of Philosophy, Theology and Religious Studies? 

☒  Yes →  ...... 1. Standard evaluation and attitude research →  continue with 

questionnaire  

☐  No → assessment necessary, end of checklist 

 

https://www.radboudumc.nl/over-het-radboudumc/kwaliteit-en-veiligheid/commissie-mensgebonden-onderzoek/commissie-mensgebonden-onderzoek
https://www.radboudumc.nl/over-het-radboudumc/kwaliteit-en-veiligheid/commissie-mensgebonden-onderzoek/commissie-mensgebonden-onderzoek
https://www.radboudumc.nl/getmedia/0b5ede41-e1b1-4cb8-b65b-2de50588d837/WMO-reikwijdte_niet-WMO.aspx
https://www.radboudumc.nl/over-het-radboudumc/kwaliteit-en-veiligheid/commissie-mensgebonden-onderzoek/commissie-mensgebonden-onderzoek
https://etc.science.ru.nl/downloads/standard_research_methods_v1.2.pdf


Participants 

 

5. Is the participant population a healthy one?  

☒  Yes → continue with questionnaire 

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

 

6. Will the research be conducted amongst minors (<16 years of age) or amongst (legally) 

incapable persons?  

☐  Yes → assessment necessary, end of checklist →  go to assessment procedure 

☒  No → continue with questionnaire 

 

Method 

 

7. Is a method used that makes it possible to produce a coincidental finding that the participant 

should be informed of?  

☐  Yes → assessment necessary, end of checklist →  go to assessment procedure 

☒  No → continue with questionnaire 

 

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

lead to discomfort? 

☐  Yes → assessment necessary, end of checklist →  go to assessment procedure 

☒  No → continue with questionnaire 

 

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

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

☒  Yes →  continue with questionnaire 

 

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

☐  Yes → assessment necessary, end of checklist →  go to assessment procedure 

☒  No →  continue with questionnaire 

 

11. Should deception take place, does the procedure meet the standard requirements?  

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

☒  Yes →  continue with questionnaire 

 

12. Are the standard regulations regarding anonymity and privacy met?  

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

☒  Yes →  continue with questionnaire 
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Conducting the research 

 

13. Will the research be carried out at an external location (such as a school, hospital)?   

 ☒  No → continue with questionnaire 

☐  Yes→  Do you have/will you receive written permission from this institution? 

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

☐  Yes →  continue with questionnaire 

 

14. Is there a contact person to whom participants can turn to with questions regarding the 

research and are they informed of this? 

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

☒  Yes →  continue with questionnaire 

 

15. Is it clear for participants where they can file complaints with regard to participating in the 

research and how these complaints will be dealt with?  

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

☒  Yes →  continue with questionnaire 

 

16. Are the participants free to participate in the research, and to stop at any given point, 

whenever and for whatever reason they should wish to do so?  

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

☒  Yes →  continue with questionnaire 

 

17. Before participating, are participants informed by means of an information document about 

the aim, nature and risks and objections of the study? (zie explanation on informed consent and 

sample documents). 

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

☒  Yes →  continue with questionnaire 

 

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

informed consent and sample documents. 

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

☒  Yes →  checklist finished 

 

If you want to record the results of this checklist, please save the completed file. 

 

If you need approval from the EACH due to the requirement of a publisher or research 

grant provider, you will have to follow the formal assessment procedure of the EACH. 
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