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1. Abstract

This thesis investigates the influence of accents on consumer evaluations in the Netherlands, comparing
the Surinamese Dutch accent to the Standard Dutch accent. Using a verbal-guise technique, the study
explored how these accents and two product types (hedonic vs. utilitarian) affected attitudes toward
advertisements, products, speakers, and willingness to try the product. The moderating role of region of
residence on speaker attitudes was examined, with data from 253 native Dutch-speaking participants.
Results indicate that hedonic products received more positive evaluations overall. Speakers with a
Standard Dutch accent were rated more favourably on speaker attitudes, but this bias did not extend to
attitudes toward advertisements or products. Regional differences did not significantly affect
evaluations, suggesting consistent perceptions across the Netherlands. The findings underscore the
importance of contextual factors, such as product type, in shaping consumer responses to accented

speech. Methodological limitations and directions for future research are discussed.

2. Introduction

Accents serve not only as markers of geographic origin but also as unique auditory signatures that shape
the way we are perceived and perceive others. According to Nejjari et al. (2019), accents are “[...] one
of the first speech elements observed by listeners and can arouse strong positive or negative evaluative
responses” (p. 90). The impact of accents on perceptions and interpersonal judgments is complex, which
makes it a critical area of study in sociolinguistics.

The stigma of non-native accents in communication (SNAC) model, described by Gluszek and
Dovidio (2010), explains how non-native speakers’ accents can affect communication and highlights
both the challenges faced by speakers and the perceptions of listeners. This model is particularly relevant
for this thesis exploring how accents can influence consumer perceptions, as it highlights both the
difficulties non-native speakers experience and the biases listeners bring into interactions. The speaker’s
perspective — or the stigmatised — focuses on the individuals who have a non-native accent, which helps
to understand the challenges and stigma they face because of their accent. The listener’s perspective —
or the stigmatiser — looks at the individuals who hear and react to the accents. Instead of focusing solely
on accents as passive elements that influence social interactions, the SNAC model positions accents as
active components in communication. For instance, non-native accents are often perceived as signs of
incompetence, even when the speaker is fluent, which feeds into negative preconceptions and can
disadvantage speakers in social and professional contexts (Gluszek & Dovidio, 2010). This illustrates
that accents are not passive traits but indeed active components of communication because they directly
shape how speakers are judged and treated by listeners in real-time.

Fuertes et al. (2012) conducted a meta-analysis synthesising data from 20 studies. Their meta-

analysis supports the SNAC model’s stigmatiser perspective, by revealing the consistent preference for



standard accents across diverse social settings, such as workplaces, educational environments, and legal
contexts. While the included studies primarily focused on English, the findings align with patterns
observed across other languages, where the dominant or standard accent is often associated with higher
evaluations in domains such as status, solidarity, and dynamism. The meta-analysis identified these three
domains as central to how speakers are judged. For example, in professional contexts, speakers with
standard accents were seen as more capable and driven. This highlights the social and cultural advantage
that speakers of standard accents enjoy, which affects not only individual opportunities but also
perpetuates stereotypes within and across linguistic groups.

Additionally, Kinzler and DeJesus (2013) looked at how preconceptions based on accents
develop during childhood and persist into adulthood. Their findings showed that by the ages of nine to
ten, children in Illinois and Tennessee consistently viewed people with Northern American English
accents as “smarter” and “in charge”, while people with Southern American English accents were
considered “nicer” (p. 1,154). According to these findings, assumptions about accents are internalised
at a young age and persist across regions, languages, and cultural groups, reflecting broader societal
perceptions of accents (Kinzler & Dejesus, 2013). As will be examined in this thesis, this developmental
trajectory is relevant to understanding how biases associated to accents might later affect consumer

perceptions.

2.1. Challenges linked to foreign-accented speech

Cognitive, emotional, and social factors can all contribute to negative evaluations of foreign-accented
speech. Unfamiliar accents, for instance, might cause listeners to feel irritated or emotionally uneasy,
which can subtly but significantly affect how they perceive the speaker. According to Cargile and Giles
(1997), these emotional reactions are linked to listeners’ social identity perceptions, which feed biases
stigmatising outgroup speakers and favour speakers from the in-group. These affective responses, along
with more general social conventions, further strengthen unfavourable opinions about people with
accents.

According to Lippi-Green (2012), foreign accents signify a deviation from society linguistic
norms and hence become markers of “otherness”. Judgments about accents are not only influenced by
the listener’s emotional discomfort but they are also affected by deep-rooted biases and beliefs in society
about what is “normal” or “better”. Regardless of the speaker’s actual linguistic ability, they may thus
be perceived as less competent or credible simply because their accent is less familiar to the listener.
Similarly, McKenzie (2008) discovered that perceptions of accents vary with familiarity and social
status, that is, how people view accents depends on how familiar they are with them and the social status
linked to those accents, with lower-status accents often eliciting more negative evaluations and
reinforcing stereotypes.

These emotional and social biases are exacerbated on the cognitive level by the extra effort

required to interpret speech with foreign accents. According to Dragojevic et al. (2017), the higher



cognitive load in understanding heavily accented speech triggers frustration and irritation, which has a
negative impact on listeners’ evaluations of speaker competence. Adank and McQueen (2007) found
that there was a noticeable delay in processing isolated words spoken in an unfamiliar regional accent.
Short-term exposure to this unfamiliar accent did not significantly improve the speed or the accuracy of
word comprehension in that accent, which suggests that short accent familiarisation might not be
sufficient to overcome processing difficulties. These processing difficulties are further exacerbated by
what Lev-Ari (2014) describes as listeners’ reliance on top-down processing, where expectations about
the speaker’s linguistic competence lead to reduced attention to the actual speech content. In other
words, instead of fully engaging with the speech content, listeners use their prior expectations about the
speaker’s linguistic competence to fill in gaps or predict meaning. While such a tendency of relying on
top-down processing is meant to promote comprehension in interpreting challenging speech, these
adaptations often reinforce biases and reduce the speaker’s perceived reliability. Moreover, difficulties
with semantic processing play a significant role. Gosselin et al. (2021, p. 1,087) observed a neurological
response, the N400 effect, which reflects the brain’s difficulty in incorporating new words or phrases
into its mental lexicon. This response was triggered when listeners heard common mispronunciations in
foreign-accented speech, indicating that such deviations pose challenges for the brain in processing and
interpreting the input. The findings of this study indicate that these difficulties do not just result from
unfamiliarity but may actually stem from genuine integration challenges at the neurological level.
Combined, these social, emotional, and cognitive factors reinforce one another in a cycle where
the extra effort required to process unfamiliar speech increases emotional discomfort. This discomfort,
in turn, interacts with societal stereotypes and biases, resulting in more negative judgments of accented
speakers. This matters because it shows that biases against accents are not just personal preferences but
are shaped by deeper social and cognitive processes. Recognising this is important for understanding
how accents affect communication, especially in settings such as workplaces, education, and marketing.
In the context of this study, these challenges help explain why accents influence how consumers

perceive speakers, products, or brands.

2.2. Accents’ function in marketing and sales

This preference for non-standard, familiar accents becomes particularly important in marketing and
sales. Familiar accents can shape how an audience interprets and responds to a message by creating a
sense of trust and relatability. Advertising campaigns have been found to be more effective and
persuasive when they feature an accent that is familiar to the target audience (e.g., DeShields, Kara, &
Kaynak, 1996; Birch & McPhail, 1997).

The influence of accents on how commercials and sales pitches are received has been well-
documented. For example, Tsalikis, DeShields and LaTour (1991) showed that American listeners
perceived a sales pitch delivered in an American-English accent as more competent and trustworthy

compared to the same pitch spoken with a Greek accent. Similarly, salespersons with a standard



American-English accent were evaluated more favourably and elicited higher purchase intentions than
those with a Spanish-English accent, according to DeShields et al. (1996). Their study, which included
963 participants assessing TV commercials, revealed that standard accents that were recognised as such
by the target audience, significantly enhanced the salesperson’s perceived physical attractiveness and
credibility which positively influenced the target audience’ purchase intentions. Birch and McPhail
(1997) explored the function of accented speech in television commercials in a variety of cultural
contexts. They found that accents serve as cues through which audiences assign personality traits and
infer ethnic identities and that these inferences, in turn, significantly affect the persuasiveness of
advertising messages. For example, a regional or ethnic accent may enhance perceptions of authenticity
and warmth in some contexts while diminishing perceived competence in others.

These results suggest that, although the strength of this effect may vary across cultures and
contexts, audiences are generally more receptive to accents that align with their expectations. Accents
thus serve a dual purpose in marketing and sales: they act as markers of identity, helping audiences form
connections and assign meaning, while also serving as strategic tools to enhance the impact and

persuasiveness of advertising messages.

2.3. Product type: Hedonic versus utilitarian
As highlighted in the previous section, accents can evoke trust, relatability, and authenticity, which are
key factors in marketing and sales success. Beyond these general effects, the type of product being
promoted may further interact with how accents shape consumer decision-making.

Drawing from the research by Birch and McPhail (1997), there is evidence to support the idea
that the type of product promoted interacts with how accents influence consumer perceptions and
responses. Because hedonic and utilitarian products include different decision-making criteria,
consumer reactions to accents may differ depending on the type of product. Hirschman and Holbrook
(1982) introduced this distinction between hedonic products, which offer pleasure and enjoyment (e.g.,
designer clothing or sports cars), and utilitarian products, which meet practical requirements (e.g.,
microwaves or personal computers). Since then, numerous other studies, including those by Baltas,
Kokkinaki, and Loukopoulou (2017), Batra and Ahtola (1991), Lim and Ang (2008), and Lu, Liu, and
Fang (2016), have examined this in more detail.

Drolet, Williams, and Lau-Gesk (2007) explored how the type of product (hedonic or utilitarian)
interacts with the type of advertisement (affective or. rational). They discovered that rational
advertisements that highlight functionality work better for utilitarian products, while affective
advertisements that arouse emotions are more successful for hedonic products. This interaction suggests
that aligning the advertisement style to the product’s characteristics can influence ad effectiveness, with
particularly notable differences between age groups.

More recently, Filieri, Acikgoz, and Du (2023) examined the role of vloggers’ electronic word-

of-mouth (eWOM) in shaping consumer behavioural intentions for hedonic and utilitarian products.



Their findings indicate that source expertise is more important since consumers value functionality and
reliability more when buying utilitarian products. On the other side, source homophily — the idea that
the source and the viewer are similar — benefits hedonic items more and increases the perceived quality
of the content. Importantly, the association between source traits (such as competence and
trustworthiness) and behavioural intentions is mediated by content quality, highlighting the significance
of matching source attributes to product type.

The relationship between product type and consumer evaluations extends beyond advertising
style to encompass how accented speech is perceived. As research suggests, the criteria consumers apply
when assessing hedonic versus utilitarian products — such as emotional resonance or functional
reliability — may also shape their reactions to the speaker’s accent. For hedonic products, where
authenticity and emotional engagement are key factors, accents associated with warmth or regional
familiarity might enhance the perceived experiential appeal and make the product feel more relatable.
Conversely, for utilitarian products, where the emphasis lies on functionality and credibility, accents
perceived as clear and professional may enhance trust in the product’s reliability. These interactions
between product characteristics and accent evaluations are particularly relevant for designing
advertising strategies, as they illustrate how selecting an appropriate accent can directly impact

consumer perceptions of the product and their likelihood to purchase it.

2.4. The Netherlands as a setting for language study

While a large portion of the existing research into consumer evaluations focuses on general or
international contexts, it is equally important to take into account how the processes of consumer
perception, interpretation and decision-making manifest in specific linguistic and cultural settings. The
Netherlands, which is sometimes perceived as a monolingual country, is in fact characterised by
significant regional and immigrant linguistic diversity, although Dutch is the predominant official
language (Schmeets & Cornips, 2022). This diversity reflects a range of linguistic and cultural
backgrounds that might shape how individuals in the Netherlands evaluate accents, including those
associated with immigrant communities. People from different regions or linguistic environments may
bring varying expectations and biases to their evaluations, resulting in differences in how speakers are
judged based on their accents.

Among immigrant accents in the Netherlands, the Surinamese Dutch accent holds a unique
position, because it reflects both the social realities of the Surinamese diaspora within Dutch society as
well as the historical connections between Suriname and the Netherlands. Rooted in the colonial
interactions of the 18th and 19th centuries — specifically within the plantation society and the colonial
capital, Paramaribo — Surinamese Dutch has evolved into a distinctive linguistic variety shaped by the
migration of Surinamese communities to the Netherlands, particularly during and after Suriname’s

independence in 1975 (Muysken, 2013).



2.4.1. The Surinamese Dutch accent
Phonetic and grammatical characteristics set Surinamese Dutch apart from Standard Dutch. Even though
Muysken (2013) and De Kleine (2014) primarily discuss Surinamese Dutch as spoken in Suriname, it
is likely, though not certain, that similar phonetic and grammatical features are present in the Surinamese
Dutch accent spoken by people of Surinamese descent in the Netherlands today.'

According to Muysken (2013), Surinamese Dutch is characterised by elements such as the non-
realisation of short function words (e.g., ‘er’ [there]), the use of the expletive subject ‘het’ ([it]), and
differences in various pronouns and particles compared to Standard Dutch (p. 745). The non-realisation
of short function words means speakers often omit these elements during speech. De Kleine (2014)
identifies several distinct phonetic characteristics of Surinamese Dutch, including: “... a rounded,
bilabial /w/ (where Standard Dutch uses a labio-dental /w/), a less tense /x/ that is slightly more fronted
than in European Dutch (ED), a trilled /r/ instead of the ED uvular or velar /r/, the absence of voiced
counterparts of /f/ and /s/, and the deletion of word-final /t/ in consonant clusters. Additionally, long
vowels tend to be shorter in Surinamese Dutch, particularly in syllable-final positions, and the vowel /a/
tends to be more rounded” (p. 842). The interaction of Surinamese Dutch with indigenous languages,
including Sranan, Sarnami, and Chinese, has resulted in distinct lexicon and grammar features. These
include certain word choices and phrases that are uncommon in European Dutch, as well as variations
in tense marking and article usage. Although the Surinamese context has extensive documentation on
these traits, less is known about how they appear in the Dutch diaspora, particularly with regard to how

they influence perceptions in the Netherlands.

2.5.Research on immigrant accents within Dutch society
Because ethnolects, such as Surinamese Dutch, are typically impacted by the diverse mother tongues of
their speakers, their linguistic characteristics differ from those of both dialects and sociolects. In the
context of this study, ethnolects are defined as varieties of Dutch that are influenced by the ethnic and
immigrant backgrounds of their speakers. Ethnolects’ linguistic traits often originate from substrate
effects that affect phonology and morphosyntax rather than the lexicon (Muysken, 2013).

Research on other immigrant accents in the Netherlands provides some context for
understanding the Surinamese Dutch accent, including the social and cultural acceptability of such
accents in various regions and communities. For instance, Nortier and Dorleijn (2008) explored the use
of Moroccan Flavoured Dutch (MFD), a sociolect notable for its use among young people in the

Netherlands, including those without Moroccan heritage, as a tool for expressing identity within urban

! Language is dynamic and influenced by factors such as integration and education, which may lead to variations. Therefore,
the features discussed here should be considered indicative rather than definitive for the Surinamese Dutch accent in the
Dutch diaspora. It is also important to understand that accent and linguistic features often exist on a continuum. This
gradation reflects varying levels of influence from both Standard Dutch and Surinamese Dutch, depending on factors like the
speaker’s exposure to each language and their social environment. As a result, the Surinamese Dutch accent is not fixed but
variable, with speakers exhibiting a range of influences from heavily to minimally influenced features based on their unique
linguistic environments and histories.



youth subcultures. Grondelaers and van Gent (2019) compared perceptions of Moroccan-accented
Standard Dutch to regional accents such as Randstad and Limburg Dutch, exploring how immigrant
accents can be judged differently depending on the social context. Similarly, studies on Turkish Dutch
(van Heuven, 1986; Yilmaz & Schmid, 2015) and Indonesian Dutch accents (Goedemans & van Zanten,
2007; Salverda, 2013) have shown how these groups preserve unique phonetic features shaped by their
native languages. For example, Salverda (2013) discussed the interaction between Dutch and Indonesian
during the colonial period led to the development of several mixed language varieties.

While these studies provide insight into how immigrant accents function within Dutch society,
many variations remain underexplored — particularly regarding Surinamese Dutch. This accent, with its
distinct linguistic features and historical ties to colonialism and migration, deserves closer examination
because of its potential impact on social perceptions, cultural identity, and communication in the
Netherlands. Moreover, Surinamese Dutch may reveal unique patterns of acceptance or stigmatisation
in comparison to other immigrant accents. Studying this accent can shed light on broader issues of
linguistic diversity and inclusion within Dutch society, as well as its role in shaping consumer

perceptions and behaviours in marketing and advertising contexts.

2.6. The present study: The Surinamese Dutch accent and its role in consumer evaluations
Building on previous research on the influence of accents on consumer evaluations, this study focuses
on the Surinamese Dutch accent, comparing it to the Standard Dutch accent, to its impact on consumer
perceptions and social evaluations in the Netherlands. Prior studies have explored various accents within
Dutch society, from Turkish Dutch (van Heuven, 1986; Yilmaz & Schmid, 2015) and Moroccan Dutch
accents (Dekker, Duarte & Loerts, 2021; Grondelaers & van Gent, 2019; Grondelaers & van Gent, 2022;
Nortier and Dorleijn, 2008), to German-accented (Hendriks, van Meurs, & van Gelder, 2021), and
Indonesian and Moluccan-accented Dutch (Goedemans & van Zanten, 2007; Salverda, 2013; van
Heuven & van Zanten, 1997; van Zanten & Goedemans, 2009). Some studies have also addressed the
Dutch language as spoken in Suriname (Ghyselen et al., 2022; Gobardham-Rambocus, 2008), ethnic
jokes about the Surinamese community in the Netherlands (Kuipers, 2000), and the adoption of
Surinamese lexicon among teenagers of other ethnicities in the Netherlands, such as Moroccans
(Vermeij, 2004). Although the importance of accents in influencing social interactions has been
acknowledged, there is little understanding of how accents, particularly the Surinamese Dutch accent,
shape consumer evaluations and decision-making in the Netherlands.

The Netherlands’ linguistic and cultural diversity provides a unique setting for investigating
these questions. Studying how accents influence consumer perceptions of advertisements, products, and
brands is particularly relevant to this thesis because the Surinamese Dutch accent represents a unique
linguistic and cultural identity within the Netherlands. Understanding how this accent shapes consumer
evaluations can provide insights into its role in enhancing or hindering trust, relatability, and authenticity

in marketing contexts. Given the increasing focus on diversity and inclusion in advertising (Campbell
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et al., 2023), examining whether the Surinamese Dutch accent is perceived positively or negatively
across different regions and product types can reveal critical dynamics about representation and
acceptance in the Dutch consumer market. These findings can help bridge gaps in existing research on
how linguistic diversity intersects with consumer behaviour and advertising effectiveness.

To address these gaps, the current study compares the impact of the Surinamese Dutch accent
on consumer evaluations and speaker perceptions to the Standard Dutch accent. Specifically, the study
examined the impact of these accents on perceptions of the products, the advertisements as well as the
speaker, and behavioural intentions. This study aims to contribute to the existing literature on the
influence of accents by providing empirical evidence on how the Surinamese Dutch accent affects
consumer choices and social perceptions compared to the standard Dutch accent. The following research

question was therefore created:

RQ: How does the Surinamese Dutch accent, compared to the Standard Dutch accent, influence

consumer evaluations and social perceptions in the Netherlands?

Furthermore, as highlighted earlier, accents can influence perceptions of trust, relatability, and
authenticity in advertising and communication. However, these perceptions may vary depending on
regional and cultural backgrounds. For instance, studies on regional biases (e.g., Grondelaers & van
Gent, 2022; van de Velde & Pinget, 2013) suggest that listeners’ attitudes toward accents are shaped by
their own region of residence and familiarity with linguistic diversity. Similarly, immigrant accents like
Moroccan Flavoured Dutch (Nortier & Dorleijn, 2008) have been shown to serve as markers of identity
within specific cultural contexts. In addition, Muysken (2013) states that most ethnolects are described
as predominantly urban phenomena, except for Moluccan Malay Dutch, which is more common in
smaller provincial towns. These findings raise questions about how regional differences influence
evaluations of the Surinamese Dutch accent, particularly when compared to the Standard Dutch accent.

Therefore, it is argued that:

H1: Region of residence will have a moderating effect on the relationship between accent and attitudes

toward the speaker.
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3. Method

This method section describes the approach taken to assess how accents and product type influence
consumer evaluations in a single study with two analytical focuses. While most methodological
considerations remained consistent for both, any variations in analytical focus are explicitly mentioned.
The first analytical focus primarily assessed how accent and product type impact attitudes toward the
ad, the product, and the speaker, as well as participants’ willingness to try the product. The second

analytical focus investigated the moderating effect of region of residence on speaker perception.

3.1. Materials
The study’s independent variables were accent and product type, each with two levels. For accent, this

was Surinamese Dutch or Standard Dutch and for product type, this was hedonic or utilitarian.

3.1.1.  Stimuli

The materials of this study consisted of four audio recordings aimed at examining the influence of accent
and product type on consumer evaluations: (a) a sales pitch for a hedonic product in Standard Dutch;
(b) a sales pitch for a hedonic product in Surinamese Dutch; (c) a sales pitch for a utilitarian product in
Standard Dutch; and (d) a sales pitch for a utilitarian product in Surinamese Dutch. Each product type
had a consistent script used for both accent versions. The Surinamese Dutch-accented recordings were
16 and 13 seconds for toothpaste and chocolate, respectively, while the Standard Dutch-accented
versions were 12 and 9 seconds. The recordings were made using WhatsApp’s voice recording feature
to ensure accessibility and ease of storage and distribution. Listening conditions were standardised as
much as possible and participants were instructed to use a quiet environment and personal headphones
to minimise external noise.

A verbal-guise technique was employed to examine the effects of accent and product type on
consumer evaluations. Initially, the intention was to use a matched-guise technique, wherein the same
speaker would record both the Standard Dutch and Surinamese Dutch versions of the sales pitches,
thereby controlling for individual speaker characteristics. This method is designed to elicit reactions
from listeners by making it difficult for them to recognise that the different accents are all produced by
the same speaker. According to the study by Nejjari et al. (2019), matched-guises can be used to
effectively represent both native and non-native accents. However, due to practical constraints, such as
the difficulty of finding voice actors equally proficient in both accents and the time required for multiple
recordings, a matched-guise approach was not feasible. Instead, the verbal-guise technique was utilised

with different speakers used for each accent.
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3.1.2. Recruited speakers

Two of the recruited speakers represented the Surinamese Dutch accent. The first was a 30-year-old
male born in Suriname to two Surinamese parents. Since relocating to the Randstad region of the
Netherlands at the age of 6, he has made yearly trips to Suriname to keep a strong connection to his
cultural roots. His experience includes spending two additional years in Suriname during adolescence
(around the ages of 12-13). The second speaker, a 39-year-old male, was also born in Suriname to
Surinamese parents and moved to the Netherlands at the age of 4. He has since lived in the Brabant
region in the south of the country and regularly travels to Suriname, typically once or twice a year.

Two other recruited speakers represented the Standard Dutch accent. Both were born in the
Netherlands to Dutch parents and have lived in the eastern part of the country since birth. The first, a
23-year-old male, and the second, a 24-year-old male, provided recordings that exemplified the

linguistic norms of Standard Dutch.

3.1.3. Operationalisation of the Standard Dutch accent

The first independent variable, accent, included two levels: Standard Dutch and Surinamese Dutch. Van
de Velde and Pinget (2013) define a Standard Dutch accent as a pronunciation of Dutch from which the
speaker’s regional origin is undetectable. The perception and the reality of what constitutes Standard
Dutch have been shown to differ, according to studies by Smakman (2006) and Van Haeringen (1951,
as cited in van de Velde & Pinget, 2013). Research by Grondelaers, van Hout, and Steegs (2010) also
discusses regional variations within what is often considered Standard Dutch. While some people still
hold the ideal of a ‘non-regional’ standard, many acknowledge the presence of regional features in
Standard Dutch.

To assess the extent of regional features in the Dutch accents used in this study, a linguistics
expert from Radboud University was consulted. Their role was to determine whether the speakers’
accents exhibited only minor regional features, consistent with what is generally accepted as Standard
Dutch. The criteria used by the expert were based on current linguistic research and included phonetic

characteristics such as vowel quality, consonant articulation and prosodic patterns.

3.1.4. Product type
The second independent variable in this study was product type, categorised into two levels: hedonic
and utilitarian. Artisan chocolate was chosen to represent the hedonic product. This choice was
motivated by the study by Baltas, Kokkinaki, and Loukopoulou (2017), which explored differences
between hedonic and utilitarian products and specifically used chocolate as an exemplar of a hedonic
product. Additionally, artisan chocolate is widely accessible and relatively affordable compared to other
hedonic products, making it suitable for the objectives of this study. The script for the hedonic product

was designed to emphasise flavours, premium ingredients and artisanal craftsmanship. It read:
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“Op zoek naar een moment van puur genot? Ontdek de luxe van onze ambachtelijke chocola,
zorgvuldig bereid met de puurste ingrediénten voor een onvergetelijke smaaksensatie.”
(Looking for a moment of pure delight? Discover the luxury of our artisanal chocolate, meticulously
crafted with the purest ingredients for an unforgettable taste sensation.)

The utilitarian product was represented by toothpaste, also following the framework used by Baltas,
Kokkinaki, and Loukopoulou (2017). Toothpaste, as a utilitarian product, is primarily valued for its
functional benefits, such as promoting oral hygiene and health, rather than for sensory pleasure. For the
utilitarian product, the script focused on the practical benefits and effectiveness of the toothpaste in
maintaining oral hygiene and dental health. It emphasised key features such as natural ingredients and
active components that provide thorough cleaning and protection against common dental issues,
highlighting the product’s functionality and tangible benefits. The script read:

“Laat je glimlach stralen met onze geavanceerde tandpasta, verrijkt met natuurlijke ingrediénten en

actieve bestanddelen die zorgen voor bescherming tegen tandplak en tandbederf, voor een stralend

witte glimlach.”

(Let your smile shine with our advanced toothpaste, enriched with natural ingredients and active
components that ensure protection against plaque and tooth decay, for a radiant white smile.)

The recordings were kept consistent in terms of intonation and pitch, with no additional sounds being
used. To minimise the potential influence of brand preferences on participants’ responses, both products

were presented without brand names.

3.1.5. Recall measure
A recall question was added to the survey as an attention check was incorporated to make sure
participants were actively listening to the audio content, rather than to test memory retention. Responses
that mentioned “teeth”, “radiant white smile”, or explicitly stated “toothpaste” were deemed correct for
the toothpaste condition. Incorrect responses included those that only referred to the “natural
ingredients” without any mention of teeth or whitening. In the chocolate condition, any mention of
“chocolate” was considered correct, irrespective of additional descriptive terms (e.g., “artisan” or
“pure”). Examples of responses marked as incorrect included vague or unrelated answers, such as “weet
niet” (don’t know), “geen idee” (no idea), “ik zou het niet weten” (I wouldn’t know), “groot deel
onverstaanbaar” (mostly incomprehensible), “het ging over natuurlijke ingrediénten” (it was about
natural ingredients), “slecht Nederlands” (poor Dutch), “hoofdcréme” (head cream), “telefoon” (phone),
“dat niet” (not that), “een product met natuurlijke ingrediénten” (a product with natural ingredients),
“een nieuwe auto” (a new car), “bewegen” (moving), “smaaksensatie” (taste sensation), and single

characters or unrelated words such as “f,” “x,” “radbout,” and “reclame” (advertising).
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3.2. Subjects
Initially, a total of 254 individuals participated in the study. Participants were required to be native
speakers of Dutch. This criterion aimed to ensure they were considered to possess the linguistic
proficiency necessary to detect subtle differences in accents. One participant was excluded during the
screening process for not identifying Dutch as one of their native languages, reducing the final sample
size to 253 participants. The 253 participants were evenly distributed across the four experimental
conditions: 64 participants (25.3%) were assigned to the Surinamese Dutch accent with toothpaste
condition, while 63 participants (24.9%) were assigned to each of the following three conditions:
Standard Dutch accent with toothpaste, Surinamese Dutch accent with chocolate, and Standard Dutch
accent with chocolate.
The study aimed to involve a broad range of participants from the Dutch-speaking population.
To ensure a representative sample, the recruitment was conducted through the panel company PanelClix,
which guaranteed a proportional distribution of respondents based on province. The initial recruitment
goal was to include 60 respondents per condition, which in the end resulted in a total sample size of 253
participants. Table 1 below presents the comparison between the agreed distribution of respondents by
province, as determined in collaboration with the panel company PanelClix, and the actual distribution
of respondents that participated in the study.
While the final distribution closely matches the agreed quotas, there are minor deviations in some
provinces, such as Friesland and Drenthe, where the actual percentage slightly exceeded the agreed
values, and in Flevoland and Gelderland, where it fell slightly below. Overall, the differences are

minimal and the final sample remains representative of the population across Dutch regions.

Table 1. Comparison of agreed and actual respondent distribution by province (N = 253)

Province Agreed percentage Actual percentage
Groningen 3.4 3.2
Friesland 3.7 4.0
Drenthe 2.8 3.2
Overijssel 6.6 6.3
Flevoland 25 24
Gelderland 12.0 11.1
Utrecht 7.8 8.7
Noord-Holland 16.6 16.2
Zuid-Holland 21.4 20.9
Zeeland 2.2 24
Noord-Brabant 14.7 15.4
Limburg 6.3 6.3

3.2.1. Subject characteristics
The participants’ age ranged from 18 to 85 years (M =49.98, SD = 16.81), with a nearly equal gender
distribution: 49.4% of participants were female (n = 125) and 50.6% of participants were male (n = 128).

However, the gender distribution across the experimental conditions was not balanced. A chi-square test
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for independence revealed a significant association between gender and condition (> (3) = 12.44, p =
.006), indicating that the proportion of males and females varied significantly across the four
experimental conditions. In order to account for this imbalance in later analyses, gender was included
as a covariate in the subsequent ANOVA analyses, to ensure that the effects of accent and product type
on the dependent variables (attitudes toward the ad, the product and the speaker, and willingness to try)
were not confounded by gender differences.

Participants reported a wide range of educational backgrounds. The majority of participants had
either completed HBO (34.4%, n = 87) or MBO (29.6%, n = 75). Additionally, 15.8% (rn = 40) had
completed high school, while 11.9% (n = 30) had attained a Master’s degree. A smaller proportion had
completed a Bachelor’s degree at university (5.1%, n = 13), a PhD (1.2%, n = 3) or selected “other”
(2.0%, n = 5). The “other” responses included LBO (1 participant), LTS (1 participant), MAVO (2
participants) and stewardess training (1 participant). A chi-square test for independence was conducted
to examine the relationship between educational background and condition, which indicated no
significant association, y* (18) =20.02, p = .332.

Participants were residents of the twelve provinces of the Netherlands. Table 1 presents a
detailed comparison of the agreed and actual respondent distribution by province. The majority of
participants came from Zuid-Holland (20.9%), followed by Noord-Holland (16.2%) and Noord-Brabant
(15.4%). In total, participants resided in 152 different municipalities across these provinces, with the
full list of municipalities and their frequencies included in Table 2 in the appendix.

A chi-square test for independence was conducted to examine the relationship between province
and experimental condition. The results indicated no significant association between province and
condition, > (33) = 21.65, p = .935. Similarly, a chi-square test for independence examining the
relationship between province and gender indicated no significant association (y* (11) = 1.94, p =.999).
Thus, the distribution of male and female participants was consistent across the twelve provinces. A chi-
square test for independence was conducted to examine the relationship between province and
experimental condition. The results indicated no significant association between province and condition,
> (33) = 21.65, p = .935. Similarly, a chi-square test for independence examining the relationship
between province and gender indicated no significant association (¥* (11) = 1.94, p = .999). Thus, the

distribution of male and female participants was consistent across the twelve provinces.

3.3.Design
This study adopted a single-study approach with two analytical focuses.

3.3.1. Analytical focus 1: Accent and product type

The first analytical focus aimed to investigate how accent and product type affect attitudes toward the

advertisement, attitudes toward the product, attitudes toward the speaker, and willingness to try the
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product. To achieve this, a 2 x 2 factorial between-subjects design was employed, with accent (Standard

Dutch vs. Surinamese Dutch) and product type (hedonic vs. utilitarian) as the between-subjects factors.

3.3.2. Analytical focus 2: Region of residence
The second analytical focus was designed to investigate the hypothesised interaction between accent
and region of residence in shaping attitudes toward the speaker. This analysis employed a 2 x 4 factorial
between-subjects design. Initially, the variable ‘province’ with 12 levels, representing each Dutch

province, was selected. However, to streamline the

Figure 1. Regional division of the Netherlands

analysis and facilitate the interpretation of interactions,

the provinces were later aggregated into broader
geographic regions (North, Middle, South, and
Randstad). This aggregation reduced the number of
levels, which allowed for a clearer interpretation of
results without overwhelming the model.

Participants’ regional categorisation in this study
into Randstad, North, Middle, and South regions follows
the classification outlined by van de Velde and Pinget
(2013), illustrated in Figure 1 on the right. These authors
observed generally consistent evaluations of accents
across the Netherlands, with an exception in the

southern region, where regional identity appeared to

influence linguistic judgments more strongly. The dots ¢ 0 e & Pin get, 2013, p. 175.
in Figure 1 represent the regional origins of the R Randstad; N:North, M: Middle, S: South.
speakers used for the original study by van de Velde and Pinget (2013), which can be left out of

consideration for the present study. The asterisk indicates the city of Utrecht.

3.4. Instruments

In this study, the impact of accent and product type on consumer perception was examined through a
structured survey. Administered in Dutch via the Qualtrics platform immediately followed the
participants’ exposure to the sales pitches, this survey was designed to capture an array of reactions.

The study’s dependent variables that represent consumer evaluations were: (a) attitudes toward
the ad, (b) attitudes toward the product, (c) attitudes toward the speaker, and (d) willingness to try the
product. To evaluate consumer perceptions in response to auditory advertisements, this study employed
a series of five-point semantic differentials adapted from Hendriks, van Meurs, and van der Meij (2015),
who investigated similar constructs within the context of radio advertisements. Given the context of this
study and the target participant group, all items were translated into Dutch. A key adaptation of the

original constructs involves “purchase intention”, which was redefined as “willingness to try” in this
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study. This redefinition was opted for as it may be a more accessible measure, requiring less financial
commitment and active decision-making from the listener. A detailed overview of the exact items
employed to measure the dependent variables can be found in Table 3 on the next page.

Attitudes towards the advertisement was assessed using a six-item scale. The reliability of this
scale was confirmed through Cronbach’s alpha, which yielded a coefficient of 0.895, reflecting a high
level of internal consistency. Similarly, the internal consistency of the five-item scale measuring
attitudes towards the product was evaluated using Cronbach’s alpha. The analysis indicated excellent
reliability, with a Cronbach’s alpha of 0.939. Further inspection of the item-total statistics revealed that
removing any individual item would not notably improve reliability, with the alpha values ranging from
0.916 to 0.934 if an item were deleted. The attitudes towards the speaker was measured using a ten-item
scale. Cronbach’s alpha for this scale was calculated at 0.912, indicating excellent internal consistency.
Analysis of the item-total statistics showed that removing individual items would have minimal impact
on the overall reliability, with alpha values ranging from 0.898 to 0.911. Finally, the willingness to try
scale, comprising two items, was also evaluated for internal consistency. This scale demonstrated
excellent reliability, with a Cronbach’s alpha of 0.937. The corrected item-total correlations for both
items were 0.882, further supporting the strong internal consistency of this two-item scale. All individual

Cronbach alpha levels can be found in Table 4 in the Appendix.

3.5.Procedure
Participants were randomly assigned to one of the four conditions by the Qualtrics randomisation
software. Prior to the survey, participants were presented with an introduction which outlined the study’s
procedure, the nature of their involvement, and the estimated completion time for the survey, as outlined
in Appendix A. It emphasised the voluntary aspect of participation and underscored that participants
had the right to withdraw at any moment without needing to justify their decision. Furthermore, contact
details of the researcher were provided which participants could refer to for questions or concerns.

The survey started with questions about participants’ demographic information (age, gender, in
which municipality they live in the Netherlands, then a screening question if they considered Dutch as
one of their L1s, and educational background). After collecting these demographics, the survey
proceeded to the presentation of the assigned audio advertisement. After exposure to the audio
advertisements, a question to test recall the product type and key message from the advertisement was
included, which involved an open-ended question “What was promoted in the audio file?”.

To avoid revealing the study’s focus on accents, the inclusion of the audio ads was followed

directly by questions related to product, advertisement and speaker evaluations (as well as purchase
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Table 3. Items used per consumer evaluation construct
2.1. Attitudes toward the ad
[tem number | believe this advertisement is...

leuk (nice)
boeiend (captivating)
origineel (original)
aantrekkelijk (attractive)
interessant (interesting)

o~ Ul AW N -

makkelijk te begrijpen (easy to understand)
2.2. Attitudes toward the product
[tem number This product sounds...

leuk (nice)
boeiend (captivating)
origineel (original)
aantrekkelijk (attractive)

a b W N -

interessant (interesting)
2.3. Attitudes toward the speaker
[tem number | believe this speaker is...

verstaanbaar (audible)
makkelijk te begrijpen (easy to understand)
vriendelijk (friendly)
sociaal (social)
goedaardig (good-hearted)
eerlijk (honest)
behulpzaam (helpful)

intelligent

O 00 N O~ AW N

goed getraind (well trained)

10 betrouwbaar (reliable)
2.4. Willingness to try
[tem number Trying out this product...
1 wil ik zeker doen (is something | certainly want to do)
2 is echt iets voor mij (is really something for me)

intentions). This sequence was designed to assess participants’ immediate reactions to the
advertisements without prior indication that the study aimed to investigate the effect of accent.

Subsequently, the survey continued with questions that assessed the frequency of participants’
interactions with individuals who have a Surinamese Dutch accent, whether through personal
interactions, social media or via other channels. These questions employed a seven-point Likert scale
(e.g., 1 = never, 7 = very frequently) to measure the extent of their exposure to this accent. These
questions were included to ensure that any biases or preferences related to accents were captured after
the participants had engaged with the content of the study.

Next, participants were asked about their consumption habits related to the product categories.
Questions such as “How often do you consume (artisan) chocolates?” with response options ranging
from ‘daily’ to ‘never’ were used. This section aimed to identify any pre-existing preferences or
aversions to the product types.

Participants received a brief overview of the study’s objectives after finishing the structured

survey sections. A thank-you note was included at the end of the survey to show appreciation for their
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participation. Finally, an end-of-survey message signified the completion of the questionnaire.
Participants were informed that their responses had been successfully recorded and were given
instructions on how to exit the survey platform. Additionally, if participants wished to learn more about
the study’s findings or had any follow-up questions, contact information was provided again.

The total survey duration varied widely among participants. On average, participants took
324.81 seconds to complete the survey, with a standard deviation of 687.92 seconds, indicating
considerable variability in completion times. The minimum time spent on the survey was 72 seconds,
while the maximum duration recorded was 6031 seconds. A one-way ANOVA was conducted to
compare the effect of experimental condition on the duration of the survey (in seconds). The four
conditions were: (1) Surinamese accent and toothpaste, (2) Standard Dutch accent and toothpaste, (3)
Surinamese accent and chocolate, and (4) Standard Dutch accent and chocolate. The assumption of
homogeneity of variances was tested using Levene’s test and was satisfied, (3, 249) = 0.414, p = .743.
The results of the ANOVA indicated no significant effect of condition on survey duration, F (3, 249) =
0.119, p = .949. The mean survey duration and its standard deviations for each condition can be found

in Table 5.

Table 5. Means and standard deviations for duration (in seconds) of the survey per condition

Condition Mean Standard deviation
1 (Surinamese + toothpaste) 300.34 485.15
2 (Standard + toothpaste) 323.05 667.44
3 (Surinamese + chocolate) 367.70 866.22
4 (Standard + chocolate) 308.52 696.94

3.6. Statistical treatment
To ensure the reliability of the constructs measured within the survey, Cronbach’s alpha (o) was
conducted to assess the internal consistency of the scales. Subsequently, data were analysed using a
variety of statistical tests suitable for a factorial design. A series of ANOVAs was used to examine the
main effects of accent and product type, as well as any interaction effects between these factors, on the
dependent variables as : attitudes toward the ad, the product and the speaker, and willingness to try.
Post-hoc analyses were conducted to explore significant findings further. Another set of ANOV As was
conducted to assess the main effects of accent on speaker perception, as well as a potential interaction
effect between these two factors. This subsequent set of ANOV As was formulated to test the hypothesis

(H1). Additionally, demographic variables were analysed to control for potential confounding effects.
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4. Results

The following section presents the results of the analyses conducted to test the study’s research question
and hypothesis. First, recall rates across experimental conditions are examined to assess participants’
attentiveness and potential differences based on accent and product type. Next, results for the dependent
variables attitudes toward the ad, the product, and the speaker, and willingness to try are presented,
exploring the effects of accent and product type on these variables. Finally, the impact of region of
residence on attitudes toward the speaker and the potential moderating effect of region on the

relationship between accent and speaker attitudes is discussed.

4.1.Recall rates

To examine whether participants’ recall rates varied across the four experimental conditions, a chi-
square test was conducted. Descriptive analysis indicated that recall was highest in Condition 4
(Standard accent and chocolate), where 95.2% of participants accurately recalled the audio information.
This was closely followed by Condition 2 (Standard accent and toothpaste) at 93.7%, Condition 3
(Surinamese accent and chocolate) at 88.9%, and Condition 1 (Surinamese accent and toothpaste) at
82.8%. Despite these variations, the chi-square test did not reveal a statistically significant effect of
condition on recall, ¥*(3) = 6.68, p = .083. Thus, although there were apparent differences in recall rates
across conditions, these did not reach significance at the a = .05 level, suggesting that participants’
ability to recall information was not meaningfully influenced by the specific accent and product
combination presented in each condition.

Additionally, a logistic regression analysis was conducted to investigate whether age was a
significant predictor of recall accuracy among participants. This analysis was included to explore
whether age-related cognitive factors, such as memory or processing speed, might influence
participants’ ability to accurately recall the content of the advertisements. The model’s overall test of
significance did not reach the conventional threshold, ¥*(1) = 1.98, p = .160, suggesting that age did not
significantly predict recall accuracy. The Cox & Snell R? and Nagelkerke R? values were .008 and .016,
respectively, indicating that age accounted for a minimal amount of variance in recall. The Hosmer and
Lemeshow test for goodness-of-fit was non-significant, ¥*(7) = 6.17, p = .520, implying that the model
fit the data reasonably well. In examining the effect of age, the odds ratio (Exp(B)) was 1.018 with a
95% confidence interval ranging from .993 to 1.044, and a Wald statistic of 1.932, p = .164, further

suggesting that age did not significantly influence recall accuracy.

4.2. Attitudes towards the ad
Moving beyond recall rates, a two-way analysis of variance (ANOVA) was conducted to examine the
effect of product type (utilitarian vs. hedonic) and accent (Surinamese Dutch vs. Standard Dutch) on

participants’ attitudes toward the advertisement. Gender was included as a covariate in the analysis to
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control for potential confounding effects, as explained before. The results revealed a significant main
effect of product type on participants’ attitudes toward the advertisement, F(1, 248) = 16.06, p <.001,
indicating that the type of product (hedonic or utilitarian) significantly influenced participants’
evaluations. Specifically, participants had more positive attitudes toward the advertisement when the
product was hedonic (M = 3.07, SD = .83) compared to when the product was utilitarian (M = 2.64, SD
=.89). In contrast, the main effect of accent was not statistically significant, (1, 248) =2.12, p = .146,
suggesting that participants’ attitudes toward the ad were not significantly different between the
Surinamese Dutch (M = 2.78, SD = .96) and Standard Dutch (M = 2.93, SD = .80) accents. The
interaction between product type and accent was not significant, F(1, 248) = 2.51, p = .115, suggesting
that the effect of accent on attitudes toward the ad did not vary depending on whether the product was
hedonic or utilitarian. The inclusion of gender as a covariate did not significantly influence the results,
F(1, 248) = .42, p = .517. This indicates that the effect of gender on participants’ attitudes toward the
advertisement was non-significant in this model.

In summary, the type of product (hedonic vs. utilitarian) had a significant impact on participants’
attitudes toward the advertisement, while the accent (Surinamese Dutch vs. Standard Dutch) did not
have a significant effect. Additionally, there was no significant interaction between product type and
accent, indicating that the accent did not influence attitudes differently for hedonic and utilitarian
products. The results displayed in Table 6 below provide an overview of the key findings for this

analysis.

Table 6. Means, standard deviations (SD), minimum and maximum values for
Attitudes toward the ad, per condition

Condition N Mean SD Min Max
1 (Surinamese + toothpaste) 64 2.48 .87 1 5
2 (Standard + toothpaste) 63 2.80 .90 1 5
3 (Surinamese + chocolate) 63 3.09 .97 1 5
4 (Standard + chocolate) 63 3.06 .68 1.67 4.67

4.3. Attitudes towards the product
Following the ad attitudes analysis, a two-way ANOVA was conducted to assess attitudes toward the
product. The results of the two-way ANOVA revealed a significant main effect of product type, F(1,
248) = 15.11, p < .001, indicating that participants evaluated the hedonic product (chocolate) more
positively (M = 3.05, SD = .90) than the utilitarian product (toothpaste) (M = 2.58, SD =.99). However,
the main effect of accent was not significant, F(1, 248) = 1.63, p = .203, suggesting that there was no
overall significant difference in evaluations between the Surinamese Dutch accent (M =2.74, SD = 1.04)
and the Standard Dutch accent (M = 2.89, SD = .91). The interaction effect between product type and
accent was also not significant, F(1, 248) = 1.94, p = .165, indicating that the effect of product type on

attitudes towards the product did not significantly differ based on the accent used in the advertisement.
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Gender, included as a covariate, did not have a significant effect on the dependent variable, F(1, 248) =
.09, p = .764. The overall model explained approximately 7% of the variance in attitudes towards the
product (R?> = .07, adjusted R? = .06). Thus, product type influenced product attitudes, but accent did

not. Refer to Table 7 below for a detailed presentation of the results.

Table 7. Means, standard deviations (SD), minimum and maximum values for
Attitudes toward the product, per condition

Condition N Mean SD Min Max
1 (Surinamese + toothpaste) 64 2.43 1.01 1 5
2 (Standard + toothpaste) 63 2.74 .96 1 5
3 (Surinamese + chocolate) 63 3.06 .98 1 5
4 (Standard + chocolate) 63 3.04 .83 1 5

4.4. Attitudes towards the speaker
The two-way ANOVA results for the Attitudes towards the speaker variable revealed a significant main
effect of product type, F(1, 248) = 10.85, p = .001, indicating that participants rated the speaker
differently depending on the type of product being advertised. Specifically, speakers were rated more
positively in the context of hedonic products (M = 3.60, SD = .69) compared to utilitarian products (M
=3.30, SD = .76). There was also a significant main effect of accent, F(1, 248) = 5.73, p = .017, with
the Standard Dutch accent (M =3.57, SD = .68) being rated more favourably than the Surinamese Dutch
accent (M = 3.33, SD = .78). However, the interaction between product type and accent was not
significant, F(1, 248) = .01, p = .884, suggesting that the combined effect of accent and product type did
not significantly influence how the speaker was evaluated. Gender was also non-significant, F(1, 248)
=.32, p = .432. The model explained 7.1% of the variance in speaker attitudes (R*=.071, adjusted R*> =
.056), indicating that both product type and accent independently influenced attitudes toward the

speaker. Table 8 below summarises the main outcomes for this dependent variable.

Table 8. Means, standard deviations (SD), minimum and maximum values for
Attitudes toward the speaker, per condition

Condition N Mean SD Min Max
1 (Surinamese + toothpaste) 64 3.17 .73 1.40 5
2 (Standard + toothpaste) 63 3.42 77 1.50 4.90
3 (Surinamese + chocolate) 63 3.49 .80 1.40 5
4 (Standard + chocolate) 63 3.71 .54 2 5

4.5. Willingness to try
To examine the effect of experimental condition on participants’ willingness to try the product, a one-
way ANOVA was conducted. Descriptive statistics indicated that Condition 1 (Surinamese accent and
toothpaste, M = 2.23, SD = 1.11) had the lowest mean willingness to try, followed by Condition 2
(Standard accent and toothpaste, M = 2.83, SD = 1.13), Condition 3 (Surinamese accent and chocolate,

23



M =3.03, SD = 1.08), and Condition 4 (Standard accent and chocolate, M = 3.08, SD = 1.08). Levene’s
test for homogeneity of variances was non-significant, F(3, 249) = .19, p = .902, indicating that the
assumption of equal variances was met. The ANOVA revealed a statistically significant effect of
condition on willingness to try, F(3, 249) = 8.07, p < .001, with a small effect size, n? = .089. Post hoc
comparisons using Tukey’s HSD test indicated that participants in Condition 1 had a significantly lower
willingness to try compared to those in Condition 2 (mean difference = -.60, p = .013), Condition 3
(mean difference = -.81, p <.001), and Condition 4 (mean difference = -.85, p < .001). There were no
statistically significant differences in willingness to try between Conditions 2, 3, and 4.

A multiple regression analysis was conducted to investigate whether Condition, Accent, Age,
and Gender predicted participants’ willingness to try. The model was statistically significant, £(4, 248)
=5.54, p <.001, explaining approximately 8.2% of the variance in willingness to try (R*=.082, adjusted
R* =.067). Examining the individual predictors, Condition emerged as a significant predictor of
willingness to try (B = .27, SE = .07, t = 3.833, p <.001), indicating that variations across experimental
conditions were associated with significant differences in participants’ willingness to try. In contrast,
Accent (B=.04, SE = .16, t= .28, p =.780), Age (B =.006, SE = .004, t = 1.36, p = .176), and Gender
(B=.14,SE=.15,1t= .95, p=.343) were not significant predictors of willingness to try, suggesting that
these factors did not meaningfully contribute to participants’ responses in this context. Collinearity
diagnostics confirmed that multicollinearity was not an issue, as all variance inflation factor (VIF)
values were below the threshold of 10, indicating acceptable levels of independence among the
predictors.

In summary, while Condition significantly influenced willingness to try, other demographic and
contextual factors such as Accent, Age, and Gender did not show a significant effect. This result suggests
that differences in willingness to try were primarily driven by the specific conditions of the experiment,
rather than by participants’ demographic characteristics. The results suggest that Condition 1 uniquely
decreased participants’ willingness to try the product, whereas Conditions 2, 3, and 4 did not
significantly differ from each other in this regard. A breakdown of the results fort his variable can be

observed in Table 9 below.

Table 9. Means, standard deviations (SD), minimum and maximum values for
Willingness to try, per condition

Condition N Mean SD Min Max
1 (Surinamese + toothpaste) 64 2.23 1.1 1 5
2 (Standard + toothpaste) 63 2.83 1.13 1 5
3 (Surinamese + chocolate) 63 3.03 1.08 1 5
4 (Standard + chocolate) 63 3.08 1.08 1 5
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4.6.Region of residence

Lastly, an analysis of variance (ANOVA) was conducted to examine the effect of region of residence
on attitudes toward the speaker. The regions included in the analysis were Randstad, North, Middle, and
South. Descriptive statistics showed that the mean attitudes scores were similar across regions: Randstad
(M =3.48, SD = 0.74), North (M = 3.49, SD = 0.73), Middle (M = 3.50, SD = 0.75), and South (M =
3.32, SD = 0.75). Levene’s test for homogeneity of variances was not significant, (3, 249) = .089, p =
0.966, indicating that the assumption of equal variances across groups was met. The one-way ANOVA
revealed no statistically significant differences in attitudes toward the speaker between the different
regions, F(3, 249) = .794, p = .498. In conclusion, the findings suggest that region of residence
(Randstad, North, Middle, South) does not have a significant impact on attitudes toward the speaker.

A two-way ANOVA was conducted to examine the effect of accent and region of residence on
attitudes toward the speaker. The independent variables were accent (Surinamese vs. Standard Dutch)
and region (Randstad, North, Middle, South), while the dependent variable was the index of speaker
attitudes. Levene’s test for equality of variances indicated that the assumption of homogeneity of
variances was met, (7, 245) =1.16, p = .326.

The ANOVA results revealed no statistically significant interaction effect between accent and
region on attitudes toward the speaker, F(3, 245 )= 1.155, p = .328, 5,”= .014. Additionally, there was
no significant main effect of accent, F(1, 245) = 3.823, p = .052, 5,>= .015. The main effect of region
was not significant, F(3, 245) = 0.821, p = .483, 5,> = .010, indicating no significant differences in
speaker ratings based on the participant’s region of residence.

In summary, while there was a trend toward a main effect of accent on speaker attitudes, with
Standard Dutch possibly receiving more favourable evaluations, neither region nor the interaction
between accent and region had a significant influence on speaker attitudes. This suggests that, within
this sample, the region of residence does not significantly moderate the relationship between accent and

attitudes toward the speaker.
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5. Discussion

To the best of available knowledge, this study was the first to examine the impact of the Surinamese
Dutch accent on consumer evaluations within the Netherlands. Previous research has explored other
immigrant accents, such as Moroccan Flavoured Dutch and Turkish Dutch, primarily within linguistic
and social contexts. However, the Surinamese Dutch accent has received limited attention in consumer
behaviour studies, particularly in advertising contexts. By focusing on this accent, the research addresses
a significant gap and contributes new insights into how cultural and linguistic diversity influences
consumer perceptions.

Additionally, the study integrates variables such as product type (hedonic vs. utilitarian) and
regional differences within the Netherlands, which have not been extensively explored in relation to the

Surinamese Dutch accent, making this study a unique contribution to the field.

5.1. Discussion/conclusion

The study’s research question focused on how accent influences consumer evaluations of both hedonic
and utilitarian products. Literally, the research question was: How does the Surinamese Dutch accent,
compared to the Standard Dutch accent, influence consumer evaluations and social perceptions in the
Netherlands? The results revealed a significant effect of product type on attitudes toward the ad, the
product, and the speaker. Specifically, a hedonic product, in this case chocolate, elicited more favourable
responses across various evaluative dimensions compared to a utilitarian product, toothpaste. This
outcome is consistent with existing literature (e.g., Baltas et al., 2017), which suggests that consumers
associate hedonic products with enjoyment and indulgence, leading to more favourable evaluations.
This finding underscores the psychological appeal of hedonic goods, which may encourage marketers
to prioritise pleasure-oriented product attributes over other variables, like accent, when promoting these
items.

The main effect of accent was significant, meaning the participants’ evaluations of the speaker
varied based on whether the speaker used a Surinamese Dutch or a Standard Dutch accent. Specifically,
speakers using the Standard Dutch accent were rated more favourably than those using the Surinamese
Dutch accent on the overall index of speaker evaluation. This index comprised traits such as audibility,
intelligence, reliability, and friendliness. The results suggest that the Standard Dutch accent is perceived
as more competent and credible overall, consistent with prior findings on accent biases (Fuertes et al.,
2012). However, as the individual traits were combined into a composite measure, it remains unclear
whether specific dimensions, such as competence (e.g., intelligence and reliability) or warmth (e.g.,
friendliness and helpfulness), drove these differences.

This difference between evaluations could be indicative of social preferences or positive biases
toward the Standard Dutch accent in the context of advertising. In other words, the difference in these

ratings could reflect underlying societal attitudes towards accents, where the Standard Dutch accent is
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perceived as more familiar and reliable, while the Surinamese Dutch accent evokes different
associations that result in slightly lower evaluations. However, it is important to note that while the main
effect is significant, the effect size is small as indicated by the partial eta-squared value. This means that
while there is a statistically significant difference in how the speakers are evaluated, the magnitude of
this difference may be relatively small. Conducting a similar study on a larger scale could provide more
insight into the magnitude of the statistically significant differences found in this study.

Prior research (e.g., Nejjari et al., 2019; Muysken, 2013) has identified accent as a determinant
of perceived speaker credibility, professionalism and authority. However, in this study, this effect did
not extend to ad or product evaluations, nor did it influence participants’ willingness to try the product.
This finding provides a partial answer to the research question, as it suggests that while accent biases
exist in interpersonal evaluations of speakers, they may not necessarily extend to the products being
advertised. The Surinamese Dutch accent did not detract from the positive evaluations associated with
hedonic products, nor did it affect the generally less favourable evaluations of utilitarian products. The
absence of accent effects on product and ad evaluations might indicate that Dutch consumers can
differentiate between speaker characteristics and product qualities, and maintain a degree of objectivity
in product evaluation despite accent-based speaker biases.

The hypothesis (H1) in this study proposed that regional differences within the Netherlands
might moderate the impact of accent on speaker evaluations, which built on previous research suggesting
that regional identities can influence linguistic judgments (e.g., van de Velde & Pinget, 2013; Pinget,
Rotteveel, & van de Velde, 2014). However, the results showed no significant interaction between
accent and region in attitudes toward the speaker, indicating that geographical background did not
influence the evaluation of the Surinamese Dutch accent in this study. This outcome challenges the
general notion that regional identity strongly affects accent perception in consumer contexts (Heblich,
Lameli & Riener, 2015). While past studies have highlighted regional biases, particularly in linguistic
judgments, the absence of such effects in this study may reflect a growing cultural acceptance or
neutrality in how accents are perceived across regions in the Netherlands.

Familiarity with the accent may reduce bias across regions, leading to more uniform evaluations.
This idea ties into sociolinguistic research suggesting that unfamiliarity often amplifies biases (e.g., Lev-
Ari & Keysar, 2010), which means that if participants across regions are generally familiar with the
Surinamese Dutch accent, it might not trigger strong biases or variability in evaluations. Familiarity can
neutralise negative or positive stereotypes because people are less likely to rely on assumptions about
an accent they know well. In other words, if the accent does not carry strongly localised stereotypes or
associations, it may not elicit significantly different judgments regionally. Alternatively, the absence of
these effects could suggest that the Surinamese Dutch accent does not carry strong regional connotations
within the Dutch public, possibly due to its broader recognition as an ethnolect rather than a regional

dialect. Unlike other Dutch accents that are more “regionally rooted” (e.g., Limburgish or Brabantian),
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the Surinamese Dutch accent may not evoke strong associations with a specific part of the Netherlands.

Instead, it may be perceived as a distinct ethnolect with cultural, rather than regional, connotations.

5.2. Implications

The results of this study suggest that while accents function as active social markers that influence
interpersonal judgments (Nejjari et al., 2019), they may not exert the same influence on consumer
product perceptions in the specific context of advertising studied here. The findings indicate that
participants were able to separate their evaluations of the speaker’s accent from their evaluations of the
product, which might suggest a compartmentalisation of biases within this consumer context. This
separation aligns with Fuertes et al. (2012), who noted accent’s primary influence on perceptions of
status and credibility, while product assessments remain largely unaffected by accent biases. Thus, in
this case, while consumers may associate the Surinamese Dutch accent with certain cultural attributes,
they appear capable of maintaining objectivity in evaluating products, a finding that speaks to the
compartmentalisation of social perceptions within consumer contexts.

These outcomes also support Gluszek and Dovidio’s (2010) SNAC model by demonstrating
how accent perception can elicit biases at an interpersonal level without necessarily impacting
judgments of product quality. Similar to previous findings in international contexts (e.g., Tsalikis et al.,
1991; DeShields et al., 1996), Dutch consumers gave higher ratings to speakers with the Standard Dutch
accent, likely due to perceived familiarity and credibility associated with standard accents. However,
unlike Kinzler and DeJesus (2013), who found that accent-based biases evolve early and are socially
ingrained, this study observed that biases did not extend to judgments of the products themselves. This
points to a potential context-specific tolerance within consumer evaluations, where biases remain limited
to speaker perception.

This study makes several theoretical contributions. It highlights that biases associated with non-
standard accents like Surinamese Dutch are compartmentalised, which affect speaker assessments rather
than product perceptions. The compartmentalisation found here supports general theories on cognitive
effort and accent perception (Dragojevic et al., 2017), which suggest that while consumers may
unconsciously view Standard Dutch as more familiar and credible, they mentally refrain from allowing
these biases to shape product evaluations. The study also challenges assumptions about strong regional
biases in the Netherlands, as no significant regional moderating effect on accent perception was detected
in this study. This may indicate that regional biases, particularly toward ethnolects like Surinamese
Dutch, may be less pronounced than anticipated, possibly reflecting a more cohesive national identity.

Given prior studies suggesting regional accents play a strong role in shaping linguistic attitudes
(e.g., van de Velde & Pinget, 2013), the absence of a regional moderating effect was surprising. This
result may reflect a shift toward greater linguistic neutrality or possibly, to an indifference toward
ethnolects like Surinamese Dutch in consumer contexts. Alternatively, it could indicate that while

regional biases exist in interpersonal or social judgments, they may manifest differently in advertising
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contexts. Standardised and professional linguistic styles are often emphasised in advertising, which may
lead consumers to focus more on product-related information than on accent-based cues. This could
create a perception of linguistic “neutrality”, even if social judgments persist at a subconscious level.
In summary, this study explored how the Surinamese Dutch accent affects Dutch consumer
evaluations in advertising and examined whether regional differences moderate consumer responses to
this accent. The results reveal that the accent influences speaker evaluations, but product perceptions
remain unaffected, suggesting that biases linked to accents are compartmentalised. Despite expectations,
regional variations did not significantly alter speaker perceptions, suggesting either a greater linguistic
neutrality or an indifference in consumer settings. These findings contribute more specifically to the
existing literature on consumer perceptions, particularly regarding how accent and cultural biases relate
to product perception in advertising. This study’s implications suggest that marketers can use diverse
accents in advertising to reflect cultural inclusivity, enhance brand identity, and connect with varied

consumer groups without negatively affecting product perceptions.

5.3. Limitations
While this study provides insights into how accents and product types influence consumer evaluations,
several limitations should be acknowledged. These limitations pertain to participant engagement,
methodological choices, sample representation and the ecological validity of the study, all of which may

affect the generalizability and interpretation of the findings.

5.3.1. Participant engagement and potential incentive bias
One significant limitation is the potential impact of participant engagement levels due to the use of a
panel company for recruitment. While this approach ensured a representative sample across provinces,
panel respondents received compensation for survey completion, which may have affected the depth of
engagement. Participants motivated primarily by incentives may exhibit higher levels of “satisficing”
behaviour — responding quickly rather than thoughtfully (Goritz, 2006; Krosnick, 1991) — potentially
leading to surface-level evaluations that do not fully capture accent perception. As accent perception in
particular requires attentiveness to auditory cues, this limitation may have reduced the sensitivity of the
findings related to accent effects, particularly in evaluations of the speaker. The potential lack of
engagement could have weakened any effects that accent or product type might otherwise have had on
recall, indicating that real-world recall might differ under conditions of higher engagement. Future
research should consider implementing strategies to enhance participant engagement, such as providing
more intrinsic incentives or incorporating interactive elements within the study design. Additionally,
employing comprehension checks directly related to accent features could ensure a higher level of

attentiveness.

29



5.3.2. Reliance on self-reported measures
The study’s reliance on self-reported data introduces inherent biases that may affect the accuracy of the
findings. Participants may not always accurately assess or report their attitudes and perceptions due to
memory errors or the desire to provide socially desirable responses. When dealing with sensitive topics
like accent perceptions, respondents might unintentionally adjust their answers to align with perceived
social norms, which can mask true attitudes (Fisher, 1993). Moreover, self-reported data are subject to
variations in how participants interpret survey questions. Minor differences in wording or phrasing can
influence responses, leading to inconsistencies that do not necessarily reflect genuine attitudes or
behaviours. Unlike observational methods that capture spontaneous reactions, self-reports depend
heavily on participants’ introspective abilities, which may not always align with their actual behaviour
or attitudes. To mitigate these issues, future studies could incorporate observational measures or actual
behavioural tasks that capture real-time reactions to accents and products. This mixed-methods approach

could enhance the ecological validity of the findings by providing more than just one perspective.

5.3.3.  Accent authenticity and voice quality
Another limitation is the use of different speakers for the Standard Dutch and Surinamese Dutch accents
instead of employing a true matched-guise technique. Using multiple people as voice actors involves
uncontrollable variables such voice quality, pitch and speaking style, even though efforts were made to
select speakers with minimal regional accents and by validating the accents through a linguistically
naive listener. These factors could influence participants’ perceptions independently of the accent,
potentially confounding the results related to accent effects. Although it was challenging to find suitable
speakers, particularly for the Surinamese Dutch accent, every effort was made to control for potential
differences in vocal characteristics. This included selecting speakers of the same gender, similar age,
and ensuring comparable enthusiasm levels in their delivery. Despite these efforts, it remains possible
that some differences in speaker evaluations were influenced by individual vocal attributes rather than
solely the accent. Future research could address this by utilizing trained voice actors capable of
convincingly adopting multiple accents, allowing for a matched-guise approach that holds vocal

qualities constant across conditions.

5.3.4. Ecological validity of the auditory stimuli
The study utilised WhatsApp voice recordings to present the auditory advertisements, which may not
accurately mimic the professional setting of real-world advertising. This choice, made for practical and
consistency reasons, might affect the ecological validity of the findings. Participants could perceive the
advertisements as less credible or engaging due to lower audio quality. To enhance ecological validity,
future studies should consider using professionally produced recordings that mirror the quality and style

of actual advertisements.
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5.3.5. Potential pre-existing accent biases
Participants’ pre-existing attitudes and stereotypes toward the Surinamese Dutch accent might have
influenced their responses, even if they were not consciously aware of these biases. Such implicit biases
can affect evaluations of speakers and products, potentially confounding the results. While the study
included measures of participants’ exposure to the accent, it did not assess implicit attitudes or
stereotypes that could underlie their perceptions. Addressing this limitation would involve incorporating
tools to measure implicit biases, such as the Implicit Association Test (IAT), to account for unconscious

attitudes toward different accents.

5.3.6. Limited range of product types
The study only focused on one hedonic product (artisan chocolate) and one utilitarian product
(toothpaste), which may limit the generalizability of the findings across other product categories.
Different products may elicit different levels of consumer involvement and emotional responses, which
may interact differently with accent perceptions. Future studies should include a broader range of
products within each category to determine whether the observed effects hold across different types of

hedonic and utilitarian goods, and would strengthen the conclusions.

5.3.7. Listening conditions
The final limitation pertained to the listening conditions. The study relied on participants following
directions to use personal headphones to listen to the audio recordings in a quiet setting. However,
without direct supervision, it is unclear whether participants had similar listening conditions. Variations
in environmental noise or distractions could affect the clarity of the recordings and thus participants’
ability to perceive subtle accent nuances accurately. To improve control over environmental factors,
future research could be conducted in a laboratory setting where listening conditions are standardised.
If online administration is required, incorporating software that verifies headphone use or tracking

ambient noise levels could help ensure more consistent audio exposure.
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6. Appendix

6.1. Appendix A. Introductory text to the survey
INFORMATIE EN TOESTEMMING

Je bent uitgenodigd om deel te nemen aan een onderzoeksproject waarin je een audiobestand
van ongeveer 10 tot 20 seconden gaat beoordelen. Dit onderzoeksproject wordt uitgevoerd door
Emma Rijsemus, een masterstudente van de studie Global Communication & Diversity.

De procedure omvat het invullen van een online enquéte. De enquéte begint met een aantal
demografische vragen. Vervolgens word je gevraagd een audiobestand zorgvuldig te
beluisteren, waarna er vragen zullen volgen om de audio op bepaalde kenmerken te beoordelen.
De vragen hebben betrekking op je evaluatie en mening over de geadverteerde producten. De
totale enquéte duurt ongeveer 4 minuten.

Vrijwillige deelname

Jouw deelname aan dit onderzoek is vrijwillig. Dit betekent dat je op ieder moment tijdens het
onderzoek je deelname en toestemming kunt intrekken, zonder opgaaf van reden. Hierna zorgen
wij ervoor dat je gegevens worden verwijderd en niet voor het onderzoek worden gebruikt. Zelfs
tot twee weken na deelname kun je je onderzoeksgegevens laten verwijderen door een verzoek
te sturen naar emma.rijsemus@ru.nl.

Wat gebeurt er met mijn gegevens?

De onderzoeksgegevens die we tijdens dit onderzoek verzamelen, zullen door wetenschappers
worden gebruikt als onderdeel van een dataset en een wetenschappelijk artikel. De
geanonimiseerde onderzoeksdata zijn gedurende minimaal 10 jaar toegankelijk voor andere
wetenschappers. Wanneer wij gegevens delen met andere onderzoekers, zijn deze gegevens
niet naar jou te herleiden. Alle onderzoeks- en persoonsgegevens worden veilig bewaard
volgens de richtlijnen van de Radboud Universiteit.

Meer informatie?
Wil je meer informatie over dit onderzoek, neem dan contact op met Emma Rijsemus via e-mail:
emma.rijsemus@ru.nl.

Ethische beoordeling en klachten

Indien je klachten hebt over dit onderzoek kun je contact opnemen met de onderzoeker via
bovenstaande gegevens.
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6.2. Appendix B. Total number of participants per municipality and share in total

Table 2. Number of participants per municipality and share in total

Municipality Frequency Percentage | Municipality Frequency Percentage
's-Gravenhage 7 2.8 Huizen 1 0.4
‘s-Hertogenbosch 1 0.4 Hulst 1 0.4
Aa en Hunze 2 0.8 Kaag en Braassem 1 0.4
Aalsmeer 1 0.4 Katwijk 2 0.8
Albrandswaard 1 0.4 Kerkrade 1 0.4
Alkmaar 2 0.8 Land van Cuijk 1 0.4
Almelo 1 0.4 Landgraaf 1 0.4
Almere 1 0.4 Laren 1 0.4
Alphen-aan-den-Rijn 2 0.8 Leiden 3 1.2
Alphen-Chaam 1 0.4 Lelystad 2 0.8
Altena 2 0.8 Leudal 1 0.4
Amersfoort 3 1.2 Leusden 1 0.4
Amstelveen 4 1.6 Lisse 1 0.4
Amsterdam 7 2.8 Loon op Zand 1 0.4
Apeldoorn 4 1.6 Maasdriel 1 0.4
Arnhem 2 0.8 Maassluis 1 0.4
Assen 3 1.2 Maastricht 2 0.8
Beek 1 0.4 Meierijstad 1 0.4
Beesel 1 0.4 Midden-Drenthe 1 0.4
Berg en Dal 2 0.8 Moerdijk 1 0.4
Bergeijk 1 0.4 Molenlanden 2 0.8
Bergen (NH) 1 0.4 Nederweert 1 0.4
Berkelland 1 0.4 Nieuwegein 1 0.4
Bernheze 1 0.4 Nijmegen 3 1.2
Beverwijk 1 0.4 Nissewaard 1 0.4
Bladel 1 0.4 Noardeast-Fryslan 1 0.4
Boxtel 1 0.4 Noordenveld 1 0.4
Breda 3 1.2 Noordoostpolder 1 0.4
Bunnik 3 1.2 Noordwijk 1 0.4
Capelle aan den lJssel 2 0.8 Nunspeet 3 1.2
Castricum 2 0.8 Oisterwijk 1 0.4
Dalfsen 1 0.4 Oldambt 1 0.4
De Fryske Marren 2 0.8 Oosterhout 3 1.2
Den Helder 3 1.2 Ooststellingwerf 1 0.4
Deventer 1 0.4 Opsterland 1 0.4
Dijk en Waard 2 0.8 Pijnacker-Nootdorp 1 0.4
Doetinchem 1 0.4 Renkum 1 0.4
Dongen 1 0.4 Rijswijk 2 0.8
Dordrecht 1 0.4 Roerdalen 1 0.4
Drimmelen 1 0.4 Rotterdam 4 1.6
Dronten 1 0.4 Schiedam 1 0.4
Duiven 1 0.4 Sint-Michielsgestel 1 0.4
Edam-Volendam 1 0.4 Sittard-Geleen 2 0.8
Ede 5 2.0 Sluis 1 0.4
Eindhoven 3 1.2 Smallingerland 4 1.6
Emmen 1 0.4 Soest 1 0.4
Enschede 2 0.8 Son en Breugel 1 0.4
Epe 1 0.4 Stede Broec 1 0.4
Ermelo 1 0.4 Steenwijkerland 3 1.2
Geldrop-Mierlo 1 0.4 Tholen 1 0.4
Gemert-Bakel 1 0.4 Tilburg 3 1.2
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Goeree-Overflakkee 1 0.4 Tubbergen 2 0.8
Goes 1 0.4 Uithoorn 2 0.8
Goirle 1 0.4 Urk 1 0.4
Gooise Meren 1 0.4 Utrecht 9 35
Gorinchem 1 0.4 Veenendaal 1 0.4
Gouda 3 1.2 Velsen 1 0.4
Groningen 1 0.4 Vijfheerenlanden 1 0.4
Haarlem 2 0.8 Vlaardingen 1 0.4
Haarlemmermeer 4 1.6 Vlissingen 2 0.8
Halderberge 1 0.4 Voorne aan Zee 1 0.4
Hardenberg 1 0.4 Voorschoten 1 0.4
Heerde 1 0.4 Waalwijk 1 0.4
Heerlen 2 0.8 Waddinxveen 4 1.6
Heeze-Leende 1 0.4 Weert 1 0.4
Hellendoorn 1 0.4 Westerkwartier 1 0.4
Helmond 3 1.2 Westerwolde 1 0.4
Hendrik-ldo-Ambacht 1 0.4 Westland 2 0.8
Hengelo 1 0.4 Weststellingwerf 1 0.4
Het Hogeland 4 1.6 Wijchen 1 0.4
Heusden 1 0.4 Wijk bij Duurstede 1 0.4
Hilversum 2 0.8 Zeist 1 0.4
Hof van Twente 1 0.4 Zoetermeer 1 0.4
Hollands Kroon 1 0.4 Zuidplas 3 1.2
Hoorn 1 0.4 Zwijndrecht 1 0.4
Horst aan de Maas 2 0.8 Zwolle 2 0.8
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6.3. Appendix C. Reliability levels of each individual item per dependent variable

Table 4. Cronbach’s alpha (a) levels per item representing the consumer evaluation construct

1.1. Attitudes toward the ad

ltem | believe this advertisement is... o without item
number
1 leuk (nice) .864
2 boeiend (captivating) .856
3 origineel (original) .877
4 aantrekkelijk (attractive) .855
5 interessant (interesting) .861
6 makkelijk te begrijpen (easy to understand) .935
1.2. Attitudes toward the product
ltem This product sounds... o without item
number
1 leuk (nice) .926
2 boeiend (captivating) 922
3 origineel (original) .934
4 aantrekkelijk (attractive) 923
5 interessant (interesting) 916
1.3. Attitudes toward the speaker
ltem | believe this speaker is... o without item
number
1 verstaanbaar (audible) .909
2 makkelijk te begrijpen (easy to understand) 911
3 vriendelijk (friendly) .900
4 sociaal (social) .899
5 goedaardig (good-hearted) .898
6 eerlijk (honest) .903
7 behulpzaam (helpful) .901
8 intelligent .900
9 goed getraind (well trained) .906
10 betrouwbaar (reliable) .901
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De opzet van de enquéte
De enquéte begon met een introductietekst waarin de studie en de procedure werden uitgelegd. Deze

introductietekst is volledig opgenomen in Appendix A. De enquéte werd in het Nederlands opgesteld.

Vragen in de enquéte

Na de introductietekst beantwoordden de deelnemers een reeks demografische vragen:

1. Hoe oud ben je? (open vraag)

2. Watis je geslacht? (keuze uit de opties: Man, Viouw, Zeg ik liever niet, Andere
genderidentiteit)

3. In welke gemeente ben je woonachtig? (keuzelijst met alle Nederlandse gemeenten)

4. Identificeer je Nederlands als je moedertaal of een van je moedertalen? (keuze uit: Ja, Nee)

5. Mijn hoogst genoten opleiding is... (keuze uit: Middelbare school, MBO, HBO, Universitaire
bachelor, Master, PhD, Anders, namelijk...)

Presentatie van het audiomateriaal

Na het invullen van de demografische vragen kregen de deelnemers een van de vier audiobestanden te
horen. De toewijzing van het audiobestand werd gerandomiseerd. Voorafgaand aan het beluisteren

kregen zij de volgende instructies:

“Je staat op het punt om een audiobestand te beluisteren. Neem de tijd om naar het gehele bestand te
luisteren zonder onderbrekingen, zodat je de inhoud goed kunt beoordelen. Na het beluisteren volgen
enkele vragen over jouw indrukken en meningen. Er zijn geen ‘juiste’ of ‘foute’ antwoorden; het is

belangrijk dat je de vragen naar waarheid beantwoordt.”
Deelnemers werden aangemoedigd het audiobestand in een rustige omgeving te beluisteren, bij
voorkeur met een koptelefoon, en kregen de mogelijkheid het bestand opnieuw af te spelen indien

nodig. Na het luisteren vulden zij “Ja” in als bevestiging dat zij het bestand hadden beluisterd.

Vragen over het audiomateriaal

Direct na het beluisteren volgden vragen over het gepresenteerde audiomateriaal:

1. Wat werd er gepromoot in de audio? (open vraag)

2. Evaluatie van de commercial (zes items met een vijfpunts Likertschaal: Helemaal oneens tot
Helemaal eens, o.a. leuk, boeiend, origineel, aantrekkelijk, interessant, makkelijk te
begrijpen)

3. Evaluatie van het product (vijf items met een vijfpunts Likertschaal: o.a. leuk, boeiend,

origineel)
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4. Evaluatie van de spreker (tien items met een vijfpunts Likertschaal: o.a. verstaanbaar,
vriendelijk, betrouwbaar)
5. Bereidheid om het product uit te proberen (twee items met een vijfpunts Likertschaal: wil ik

zeker doen, is echt iets voor mij)

Afsluiting
De deelnemers kregen vervolgens vragen over de frequentie waarmee zij de producten chocolade en
tandpasta gebruiken. De enquéte werd afgesloten met een bedankbericht en een doorverwijzing naar

de website van PanelClix.
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ChECinSt EACH (version 1.8, April 2022)

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. Will you be collecting data from participants?
Yes — continue with questionnaire
O No — Will you use an existing dataset and do you comply with the EACH guidelines**?
O Yes — assessment not necessary — end of checklist

O No — contact the EACH to see if assessment is necessary

** Guidelines: - ethics approval is obtained for the original data collection, - participants have consented
to the reuse of the research data, or the reuse fits within the original research purpose.

2.1s 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

O Yes — Did a Dutch Medical Institutional Review Board (MIRB) decide that the Wet
Medisch Onderzoek (Medical Research Involving Human Subjects Act) is not applicable or
does the research comply with one of the standard research methods described by the
EACH

O Yes — continue with questionnaire

O No — This application should be reviewed by a Medical Institutional Review Board, for
example, the Dutch CMO Regio Arnhem Nijmegen. If review by an MIRB has already taken
place — continue with questionnaire. If this review has not yet taken place — end of
checklist

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

O 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?
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Yes — 12. Standard questionnaire research (fill in name and number of standard
research method) — continue with questionnaire

O No — assessment necessary, end of checklist
Participants
5. Is the participant population a healthy one?

Yes — continue with questionnaire
O No — assessment necessary™, end of checklist — go to assessment procedure

**Exception for studies with patients participating in one of the described standard studies in the field of
language and speech pathology

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

O Yes — assessment necessary, end of checklist — go to assessment procedure

No — continue with questionnaire

Method

7.1s a method used that makes it possible to produce a coincidental finding that the participant
should be informed of?

O 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?

O Yes — assessment necessary, end of checklist — go to assessment procedure

No — continue with questionnaire

9. Are the estimated risks connected to the research minimal?
O 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?
L[] 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?
O No — assessment necessary, end of checklist — go to assessment procedure

O Yes — continue with questionnaire
X deception is not applicable
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12. Are the standard regulations regarding anonymity and privacy met?

O No — assessment necessary, end of checklist — go to assessment procedure

X Yes — continue with questionnaire

Conducting the research

13. Are participants recruited via the Radboud Research Participation System (SONA) and/or is
the research conducted in the CLS Lab?

X No — continue with questionnaire
O Yes — assessment necessary, end of checklist — go to assessment procedure

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

O No — assessment necessary, end of checklist — go to assessment procedure

O Yes — continue with questionnaire

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

O No — assessment necessary, end of checklist — go to assessment procedure
X Yes — continue with questionnaire

16. 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?

O No— assessment necessary, end of checklist — go to assessment procedure

X Yes — continue with questionnaire

17. 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?

O No— assessment necessary, end of checklist — go to assessment procedure
X Yes — continue with questionnaire

18. Before participating, are participants informed by means of an information document about
the aim, nature and risks and objections of the study? (see explanation on informed consent and

sample documents).

O No— assessment necessary, end of checklist — go to assessment procedure

X Yes — continue with questionnaire

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

O No— assessment necessary, end of checklist — go to assessment procedure
X Yes — checklist finished
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